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2,174
Scania sold a total
of 2,174 vehicles,
including 1,961
tractors.
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Scania ranked as to the top selling brand of 16 tons and
over import heavy commercial vehicle market with sales
of 2,174 units as well as being the best selling on-road
tractor brand with 1,961 tractor units sold in 2007.

Tolga Senyücel
Scania, Krone, Meiller Brand General Manager
"Do¤uﬂ Otomotiv succeeded in leading Turkey's import heavy commercial
vehicle market as a best selling brand in 2007, working with the principle of
being a reliable business partner for its customers."

Selling 9,698 vehicles in the
last 5 years and having an
average market share of
24% in the import market,
Scania has finally gained the
position it deserves among
Turkish consumers.

Thanks to our customers’ belief in us
and the devoted efforts of the
distributor and dealers, Scania gained
a leadership position in the Turkish
imported heavy commercial vehicle
market as a best selling brand. Our
priority is to develop our after-sales
services and meet customer needs
both in sales and after-sales.
Scania, positioned as "A Reliable
Business Partner" under the Do¤uﬂ
Otomotiv framework, is the market
leader across a wide range of products
in the import commercial vehicle
segment for vehicles of 16 tons and
over. It offers an array of distinctive
products and customer-oriented after
sales services. Scania, represented
by 21 authorized dealers and a service
network throughout Turkey,
differentiates itself in the sector with a
powerful service network and 24-hour
emergency helpline.

Review of 2007
According to data released by TAID (the
Commercial Vehicles Importers
Association), a total of 26,383 HCVs in
the 16 tons and over heavy commercial
vehicle market category were sold in
Turkey in 2007, recording a decrease
of 21% in comparison with 2006. A total
of 9,411 vehicles were sold in the import
market in 2006, decreasing by 12% to
8,321 units in 2007.
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In the year 2007, 1,167 customers all
over Turkey and 108 customers all
over Europe were assisted by our call
center operators speaking necessary
languages and working 365 days/24
hours basis and service provided by
our 27 units of emergency vehicles.

according to the principle of
continuously serving the customer and
focusing on customer demands and
satisfaction since 1994, it was granted
the distributor rights. This approach
has enabled the company to end the
year 2007 as the leader in the imported
HCV market.

Daily after sales service capacity has
reached to 252 vehicles with our 21
authorized dealers, where the number
of service provided vehicles is realized
as 51,800. Scania rolling park
consisting of trucks between 1-10
years old has reached to a number of
9,620 vehicles in 2007. Turkey ranked
one of the best selling countries in
terms of spare parts sales, with a sales
value of 20.5 million Euro in 2007.

The results of the survey performed
globally by Scania together with other
truck producers, showed that the
customer satisfaction of our brand in
terms of sales and after sales in Turkey
is at a value of 4.3 with an evaluation
over 5. Results also shows that the
brand recognition and brand image
is 99 percent over 100.
Scania - A global giant
Scania, one of the world's leading
companies in the manufacture of HCVs
and busses, has manufactured more
than 1 million HCVs and buses since
its establishment in 1891.

The undisputed leader in the import
market
The Scania brand, configured
according to Do¤uﬂ Otomotiv's sense
of service based on customer
satisfaction and trust, has worked
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Scania
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Scania employs a workforce of 32,000
workers located throughout the world,
mainly in Europe and Latin America.
All of these employees are trained on
road and driver safety, the building
structures of the Scania corporate
culture, to be being humble to one
other, to customers and to the
environment, on working to the highest
ethical standards in the business and
on maintaining an exemplary level of
manufacturing quality.
Driving the transportation sector
forward
Thanks to its strategy of determining
product features in accordance with
customer demands and requirements,
Scania is the best selling HCV brand
in import tractor sales in Turkey since
2003, together with differentiating itself
by offering customer-oriented after
sales services.
Scania sold 2,174 vehicles in 2007,
of which 1,961 were tractors. While
Scania tractor sales increased in
comparison to the previous year in
2007, Scania has been the leader of
the import HCV market as the best
selling on-road tractor brand.

Scania has been consolidating its
position in the Turkish HCV market and
has increased its sales with its
proactive business strategy as well as
its dynamic team, which has worked
closely with the market and customers.
Expanding cooperation
The cooperation between Do¤uﬂ
Group and Scania, which started once
the distributorship for Scania tractors
and trucks was awarded in 1994, has
expanded with the award of the
distributorship of industrial engines
and marine engines in 1995 and of
Irizar chassis Scania buses in 1996.
Activities on chassis manufacturing,
carried out by Do¤uﬂ Group under the
name of Genoto, were halted in Turkey
in 1998; all brand activities have been
configured under the name Do¤uﬂ
Otomotiv since 2000.
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Performance of our models
• Scania offered vehicles with Euro 4
motors to the Turkish market for the
first time in 2004. These vehicles can
run without the need for additives or
an additional tank. As of 2007, Scania
was the only brand able to maintain
its comfortable superiority within this
segment.
• The new R series, the sale of which
started in Turkey in 2005, has
differentiated Scania from the rest of
the market with its superior technology.
• In accordance with the 2007 sales
strategy, sales of the R series,
launched in 2005, and the previous 4
series were combined. Thereby Scania
was able to differentiate itself with a
wide product range.
Efficient service network
With its extensive authorized dealerservice network and 24 hour
emergency help service it operates
throughout Turkey, Scania is positioned
as a strong brand, striving to
consistently deliver the fastest
assistance to its customers wherever
they may be located. Scania has long
earned high marks in the area of
customer satisfaction.
Scania provides its range of services
in modern facilities throughout Turkey,
and delivers Scania quality to its
customers in 21 authorized dealers
built on 20,000 sqm closed and
135,000 sqm open area. Scania
service team of experienced and
trained 184 technicians are capable
of servicing 252 vehicles as a daily
average.

One to one marketing
Scania focuses on reaching its
customers on a one to one basis and
strives to introduce its vehicles by
employing marketing activities that
optimally communicate the
differentiating features of its products
and after sales services.

Vehicle introductions, planned in
conjunction with regional
representative authorized dealers,
penetrated regions with high customer
density, developing customer interest
in the brand and allowing customers
a detailed look at the vehicles
exhibited.

Scania has executed activities to
promote the Scania brand and product
identity, with activities tailored for
different customers in marketing
communications. Believing in the
importance of one to one
communication and that success is
derived from effective communication,
the Scania team has unstintingly
performed its communication activities
nationwide through a marketing
strategy based on listening to customer
demands and requirements on a one
to one basis, and informing customers.

Thanks to sponsorships, the
awareness of the Scania brand has
raised.

The most important of these activities
has been vehicle introductions at road
shows held in regional and national
fairs throughout 2007.

Ceremonies were typically held
following vehicle sales to large fleets,
to which the press was invited. Thus,
new additions to the Scania family
were announced to the whole sector,
including prospective customers.
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Scania

Scania will keep its
finger on the pulse of
the market in 2008 with
product innovations
shaped in accordance
with customer
demands and
requirements.

Scania also gave great importance to
press relations within the year and
placed advertisements in the logisticscommercial vehicle trade magazines,
which are the most target market
appropriate publication channels for
the brand.
As an indication of the importance
Scania places on driver and road
safety, Scania staged the 2nd section
of Young European Truck Driver
Competition, which is a global
competition established between
member countries of European Union
and aims to reduce the number of
traffic accidents involving HCVs.

While the competition has allowed
drivers to receive training in safe and
economical driving, awareness of the
matter in the sector has been improved
following PR studies.
Within its marketing and promotion
activities, Scania started to publish a
brand magazine in 2005. The
magazine published four issues in
2007 and has reached over 20,000
customers. The circulation of the widely
acclaimed magazine has now reached
7,000, thanks to ever increasing
demand by satisfied readers.
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The Scania web page has been
designed to allow customers obtain
the most comprehensive information
on products and services; it is of
resource quality on various matters
such as product information, product
brochures, authorized dealers and
services, up-to-date information on
Scania.
Continuously preparing press releases
on matters such as marketing activities,
campaigns, product and service
details, and sharing them with the trade
and national press, Scania has been
gradually increasing its press coverage
through news at the end of these
studies.
Continuous product development
Scania will keep its finger on the pulse
of the market in 2008 with product
innovations shaped in accordance
with customer demands and
requirements. Do¤uﬂ Otomotiv and
Scania authorized dealers will continue
to stage vehicle introduction
organizations throughout Turkey.
Scania will continue to expand its
authorized dealer and service network
in 2008 with the modernization of
authorized dealers' existing facilities.
This work will enable the provision of
even higher quality services to Scania
customers in more locations
throughout Turkey.
In 2008...
• Communication activities will continue
to be conducted around the concept
of “Protect your Scania with Scania
Parts” with periodical and seasonal
maintenance and parts campaigns.

• The Turkish finals of the Top Team
contest will be held to help ensure the
effective maintenance of Scania
vehicles through training service
technicians, and to increase customer
satisfaction; the winning team will
represent Turkey in the international
finals.
• Within the context of marketing
studies of new cab series launch,
the strategies of maintaining a close
relationship with customers and
meeting them on a one to one basis,
Scania will participate in commercial
vehicle fairs in Turkey for 2008 on both
a regional and national level, and will
also meet customers by staging
vehicle introduction organizations
around the country.
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811
Krone achieved
sales of 811 vehicles
in 2007.
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2007 has been an important year for the relationship between
Do¤uﬂ Otomotiv and Bernard Krone Holding and a joint venture
agreement was made that year.

Tolga Senyücel
Scania, Krone, Meiller Brand General Manager
“Krone has continued its rapid yet steady growth in Turkey in 2007 and is the
leader of the import trailer market and the 3rd of the total market with 811 units
of sales for the year. Krone has rapidly carried on its climbing and became the
7th country among the countries to which Krone exports its products.”

As a result of our customers'
confidence, Krone -Europe's
best brand in terms of
quality- has reached very
high sales units and is
positioned to be the market
leader with the professional
business approach of Do¤uﬂ
Otomotiv and the success in
sales, Bernard Krone
Holding decided to make a
joint venture agreement with
us regarding the production
of Krone trailers in Turkey.
We are proud of this big
decision taken.

Bernard Krone Holding GmbH & Co.
KG, established in 1906 by Bernard
Krone in Spelle, Germany, began
production of commercial trailers in 1971.
Its production facilities in Germany and
Denmark are considered to be the most
modern and efficient trailer production
facilities in Europe. Krone produces semi
trailers, modular systems and trailers.
Bernard Krone Holding achieved to gain
1.2 billion Euro of turnover in 2006/2007
fiscal year; 63.4% of these sales are
from export sales. In 2007 Krone sold
30,585 units of trailer and increased its
sales 33.9% compared to 2006.
Rapid development
Krone signed a distributorship
agreement with Do¤uﬂ Otomotiv in the
last quarter of 2003 and subsequently
initiated sales and after-sales activities
in Turkey.

The company achieved a rapid growth
in sales volumes thanks to its customer
focused, specialized logistics solutions
offering an extensive after-sales service
network.
Joint Venture
2007 was an important year for the
relationship between Do¤uﬂ Otomotiv
and Bernard Krone Holding.
Krone opted to make a joint venture
agreement with Do¤uﬂ Otomotiv in
Turkey in 2006 basing its decision on
Do¤uﬂ Otomotiv's experience within
the Turkish heavy commercial vehicle
market, strong performance and the
excellent overall performance of the
company. The feasibility studies, first
conducted in 2006 in accordance with
this decision, were completed and a
joint venture agreement was signed
on October 31, 2007.
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Within the framework of this
partnership, a plant will be established
in ‹zmir at the Tire Organized Industrial
Zone. Work on the plant is scheduled
to start in March, with the first Krone
curtain side trailer due to roll off the
production line in February 2009.
Krone, the leader in the import trailer
market
Krone's rapid growth since its entry to
the Turkish trailer market in 2003 can
be put down to its high spec products
suitable for the Turkish market,
presented through its specialist sales
team, backed by high levels of
customer awareness and an extensive
after-sales service.
With the sales of 811 trailers in 2007,
Krone achieved a leading position in
Turkey's import trailer market.
Progressively improving market share
in each segment
Krone has achieved an upward trend
of success in all of its product
segments.

Krone gained 15% market share of
curtain siders segment in 2007 with
its curtain side trailers assembled at
Gebze mounting facilities. In the
refrigerated trailer segment, Krone
raised its market share to 24% in 2007.
Thanks to the popularity of its products
among customers and the efforts of
its after sales services team, available
to the customers round-the-clock,
Krone ended the year 2007 as a leader
in the import trailer market.
Krone's competitive advantages
Krone is the only brand in Turkey to
offer a 10-year rustproof guarantee for
all its products. Krone offers its
customers a wholly unique rust
proofing system, applying an
application of cataphoresis which
cover and protect the trailers.
One of Krone's most important
pioneering areas is in load security,
and in particular the systems it has
developed in conjunction with research
and development activities. The Multi
Block and Multi Lock cargo fastening
systems ensure safe and secure
transportation.

Model Breakdown of
Krone Sales over the Years
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Krone
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In addition to its advantages of its
lightweight steel front wall, Krone is
the first trailer producer to hold the
ATP-HACCP certificate, conforming
fully to the carriage conditions of
healthy and hygienic food products.
Krone also boasts the Cargo Security
Certificate approved by the TÜV.
Krone produces Edscha sliding roof
systems in accordance with the
customs regulations offered as
standard, roof systems with certificates
of load security and transportation
solutions to meet the requirements of
all users.
Marketing activities support our
leadership
As well as notching up success with
rapid sales growth, Krone responds
to customer needs with its round-theclock call center. By differentiating
itself in Turkey through its expert sales
team, it has moved to a dominant
brand position in the sector by
producing tailor made products to
meet market needs and providing after
sales services.
Krone's marketing communications
activities are based on meeting the
specific product demands and needs
of its target customer group based on
information gathered through field
studies. The main goal of Krone's
marketing activities is to reach directly
to the target customers through optimal
sales points with unique events,
especially customized for various
product and customer profiles.

With the different marketing activities
performed all over the country, Krone
targets locations where customers
cluster, and strives to create an
emotional bond between customers
and the brand through extensive oneto-one product presentations.
Following trailer sales to large fleets,
public ceremonies were held with the
attendance of members of the press,
announcing the expansion of the Krone
family to prospective customers.
Marketing activities, strong sales
figures, achievements in after sales
services and various promotional
campaigns conducted are all
communicated by announcing the
media through press releases all year
long. Advertising the trade press in
logistics and commercial vehicle
sectors, supports the communication
with the customers as well as the
image of our brand.
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Press members were taken to
Germany for the global launch of
Krone's new refrigerated trailers in
parallel with the emphasis Do¤uﬂ
Otomotiv places on the well executed
communication of developments
related to the brand to press members,
as well as to customers at the right
place and time.

Giving something back to society
Holding a similar philosophy to Do¤uﬂ
Otomotiv in terms of service to the
public as a corporate necessity, Krone
sponsored many events such as The
Young European Truck Driver
Competition and UND Congress and
contributed to Do¤uﬂ Kids Smiling
Experience Project in 2007.

Press members were offered the
chance to be informed at the same
time with the international press on the
new products, as well receiving
information on the research and
development activities behind the
products being presented. This
resulted in extensive press coverage
of both the new product and Krone's
high quality products and modern
facilities equipped with state-of-theart technology.

Joint venture with Krone opens new
horizons for us
The announcement of the joint venture
agreement with Bernard Krone Holding
has increased public trust and interest
in Krone. As production begins,
competition will harden in the market,
with import trailer brands developing
more interest in Turkey, with increasing
public awareness of road
transportation. This investment will
raise the quality and competition in
the market.

The Krone web page has been
continuously updated to extensively
inform customers of the products and
services provided, regularly including
various subjects on the site such as
product information, product
brochures, authorized dealers and
services, and current news about
Krone.

In 2008…
Krone plans to widen its authorized
dealership and service network in 2008
to allow customers gain improved
access its quality services in more
locations in Turkey.

The Krone communication bulletin will
be published in 2008, in parallel with
Krone's strategy to maintain a close
relationship with its customers. The
bulletin will include one to one
communications with customers, the
most up-to-date and trustworthy news,
interviews and other newsworthy
features for Krone's customer base.
The bulletin will increase the emotional
bond customers have with the Krone
brand.
Marketing operations will help Krone
meet and communicate with its
customers on a one to one basis in
regional and national commercial
vehicle fairs.
Once its new refrigerated trailer is
launched in 2008, Krone will be the
only import brand to present two
alternative products to its customers
in this segment in Turkey. The new
product will be announced to
customers through presentation
activities, regional and national
commercial vehicle fairs and through
press releases to be communicated
in trade magazines.
Krone will continue its communication
activities throughout 2008 with a wide
range of differentiating activities and
advertising. Krone will remain firmly in
the limelight within the sector with its
new product launches.
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70
Meiller got off to a
good start in the sector
with 70 vehicles sold
in 2007.
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Do¤uﬂ Otomotiv combined its experience in the HCV sector with the high quality
differentiated products of Europe's leading tipper manufacturer, Meiller, to achieve
massive success in this segment.

Tolga Senyücel
Scania, Krone, Meiller Brand General Manager
“We're proud to have been able to bring the inventor of tipper to Turkey and
provide such a high quality product to our customers.”

Dr. Frank Hiller
The CEO of F. X. Meiller Fahrzeug- und Maschinenfabrik
“Do¤uﬂ Otomotiv's world standard operation perception was
instrumental in Meiller's decision to undertake a cooperative investment
with Do¤uﬂ Otomotiv.”

From a blacksmith shop to
a chain of factories…
The Meiller Company,
established by a blacksmith
near Munich in 1850, went
on to supply cranes for
construction and forest
industries. In 1904, a rear
tipper with crane was
manufactured to set the
future of Meiller, and Meiller
started its process of a
specialist in tippers.

Having developed its manufacturing
capacity and product variety over the
years, Meiller now has 3 factories in
Germany, the Czech Republic and
Poland as well as having six more
mounting facilities in Germany, France
and Austria.
Meiller employs 750 workers in Germany,
710 in the Czech Republic and 80 in
other countries around world, with a total
workforce of 1,540. The company is the
leading manufacturer of commercial
vehicles equipment both in Germany
and in Europe. F.X. Meiller achieved to
gain 330 million Euro of turnover in 2007
with 16,000 sales units.

A solid beginning
After signing a distributorship
agreement with Do¤uﬂ Otomotiv in the
end of 2006 and starting its sales and
after sales activities in Turkey, Meiller
sought to reach the maximum number
of potential customers and enter new
markets offering specialized logistics
solutions in the construction sector.
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Meiller marked an encouraging start
in 2007 with sales of 70 semi trailer
tippers to the construction sector. The
introduction of the rear tippers in 2008
will allow the brand to reach a widen
customer potential with its extensive
product range, supporting sales.
Meiller's target to expand accessibility
of the brand to a wider range of sales
locations in 2007 was reached. Three
authorized dealers and service points
in Gebze, Ankara and Bursa were
assigned. Brand will be focusing on
increasing the number of these dealers
next coming years.
The Meiller difference
Do¤uﬂ Otomotiv's products, presented
by a team of sales specialists and
geared to the Turkish Market, have
had a profound impact on Meiller's
rapid development in the Turkish tipper
market.
Meiller has achieved outstanding
success in a very short space of time,
backed by Do¤uﬂ Otomotiv's
experience in sales, service and
customer satisfaction.
Meiller, whose products have been
proven to be useful and popular
among its customers, has increased
its excellence and service standards
in the market through its high quality
products and 24-hour emergency help
service.
Meiller, voted Europe's tipper of the
year in 2005 and 2006, differentiates
itself with the stability of its tippers,
which are built with their own hydraulic
systems using specialized Hardox
materials.
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Meiller

Do¤uﬂ Otomotiv and
Meiller, both strive
to achieve strong
strides towards
becoming the leader
in the tipper segment
by manufacturing in
Turkey.

Giant investment leap
The year 2007 was important for the
relationship between Do¤uﬂ Otomotiv
and F. X. Meiller Fahrzeug- und
Maschinenfabrik.
Meiller, a new business partner for
Do¤uﬂ Otomotiv, seeks to organize a
partnership with Do¤uﬂ Otomotiv with
the backing of Do¤uﬂ Otomotiv's
experience within the market for heavy
commercial vehicles, its strong position
and its reliability. In line with Do¤uﬂ
Otomotiv's moves to support this
cooperation, both companies signed
a partnership agreement for
manufacturing investments in Turkey.

Target oriented marketing
Communication activities have
emphasized events aimed at
increasing brand recognition to the
market directly reaching the target
customers. Communication started by
focusing on one to one marketing,
promoting the brand image and its
attributes of strength and reliability.
The marketing activities conducted by
Meiller are not aimed at mass
communication, but rather at reaching
the customers with activities tailored
for different products and different
customer profiles, and the most
appropriate channels.

The partnership envisages that
production will start in first half of 2008
in a facility to be built in Sakarya. Do¤uﬂ
Otomotiv and Meiller, both strive to
raise sector standards by providing
high quality products and aiming to
achieve strong strides towards
becoming the leader in the tipper
segment by manufacturing in Turkey.

Vehicle introduction events aim to
promote the brand and products with
a target of penetrating regions with
high customer density. Reference
potential customers were taken to
Meiller's production facilities in Europe
to transmit quality and technology
behind the brand and product, in the
most accurate manner.

The annual production capacity of the
facility, established in the 1st Industrial
Zone in Sakarya, with a 10 million Euro
investment, will initially be set at 3,000
units per year. The facility is situated
on a 17,000 m2 plot of land and an
enclosed area of 6,200 m2, and will be
used to produce rear tippers and semitrailer tippers; housing metal shaping,
painting and installation departments.

A ceremony was held with a press
meeting for the delivery of the first fleet
sale. The success achieved was
therefore shared with the whole sector,
including prospective customers.
Such ceremonies organized for the
press, relating to large fleet sales and
joint investments in Turkey, help inform
members of the press on the site and
in a timely manner, therefore ensuring
wide news coverage of these subjects
in the press.
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A Turkish web site was prepared for
the brand, and this website provides
information such as brand history,
brand development, products showing
the way to customers knowing newly
the brand.
Information on marketing activities
performed, the realized sales, after
sales services, activities performed
were all released to the media
throughout the year, along with various
press releases.

2008 set to be a brilliant year for
Meiller
Confidence and interest to Meiller
brand increased after the public
announcement of the investment to be
undertaken with Do¤uﬂ Otomotiv and
F. X. Meiller Fahrzeug- und
Maschinenfabrik.
Brand recognition of Meiller, already
known well with the help of
communication activities and customer
visits, is aimed to be increased in 2008.
In 2008 Meiller will continue to
complete its authorized dealer and
service network and focus to serve
quality services in more points of
Turkey to their customers.

Various vehicle introduction
ceremonies held along the year, have
ensured communication with Meiller
customers throughout Turkey with
customers being given the chance to
closely view the new products.
Participating in regional and national
commercial vehicle and construction
fairs will underpin the process of one
to one communication with customers
and the display of our products will be
an opportunity to tell the customers
more about differentiating properties.
The broadening in production and
product portfolio in Turkey will be
announced through trade magazines,
and this will support the trust and
commitment to the brand.
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49
In 2007,
Do¤uﬂ Otomotiv's
Industrial and Marine
Engines segment
attained a total sale
figure of 49 with
250% rise.
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The year 2007 has literally been a
foundation and structuring year for the brands
of Volkswagen and Scania Industrial and
Marine Engines.
M. Tu¤rul Denizaﬂan
Volkswagen and Scania Industrial and Marine Engines Brand General Manager
“While the year 2007 was marked by the structuring of Industrial and Marine
Engines as a brand head office under the umbrella of Do¤uﬂ Otomotiv, the take
over of the distribution activities of Volkswagen Marine Engines in 2007,
in addition to the current distribution activities of Scania Engines were other
key events of the year, contributing to our company's product and brand variety.”

A year of restructuring
The year 2007 was literally a year of
foundation and structuring for the VW
and Scania Industrial and Marine
Engines brands.
In 2007, all boatyards in the industry
underwent visits to determine their
state of operation and the requirements
of the industry. The results of the
studies were subsequently shared with
Original Equipment Manufacturers,
along with a list of measures
concerning marketing activities, the
introduction of market strategies and
where sales and after sales channels
should be directed.
A wide product range
Do¤uﬂ Otomotiv offers its customers
the following products in the industrial
and marine engines sector:
• Volkswagen Marine Engines
• Scania Marine Engines
• Scania Marine Generator Engines
• Scania Power Generator Engines
• Scania Industrial Engines

Our first authorized dealer enters
operation in 2007
Our first dealer, “Margen Kara ve Deniz
Makinalar› San. ve Tic. Ltd.” entered
operation in Tuzla in 2007. We plan to
add six new centers to our sales
network in Turkey in 2008, bringing
our number of dealers up to seven.
We initiated a number of marketing
and publicity activities for our brands
which were new to the industry and
which had not previously been
introduced to the market. In this
context, we participated in the Bodrum
D-Marin Yacht Show and held a
seminar for boat and yacht builders,
the first of its kind in the sector. Do¤uﬂ
Otomotiv will continue to provide
training and informative seminars with
the participation of specialists for
builders, fishermen and other players
of the industry.
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Roadshows played a key role in our
marketing activities; on-site customer
visits were carried out with a vehicle
especially designed to introduce the
engines. During such visits, products
were presented to existing and
potential customers in a detailed
manner enabling them to reach
informed decisions.

Strong results
In 2007, a total of 49 industrial and
marine engines were sold by Do¤uﬂ
Otomotiv, an increase of 250% on the
previous year. This placed Scania
Marine Engines as the sixth among 30
countries throughout the world. The
brand's share of 1.83% in 2006 jumped
to over 9% in 2007.

Financial solution package
Providing the most appropriate
financial package is a key issue for all
participants of the sector, from builders
to buyers. Do¤uﬂ Otomotiv and its
contributor and solution partner, vdf,
have developed financial solution
models aimed at meeting the demands
of its customers.

Sales are expected to post another
surge in 2008 on the back of the
contribution from new authorized
dealers entering operation as well as
aggressive sales and marketing
strategies currently being planned.
The company aims to become one of
the top three in the world in terms of
sales volumes, boosting its sales by
more than 200% over its 2007 level
and far in excess of the sector growth.

Credit facilities were extended to
customers offering payment in 60
monthly installments, along with a zero
interest rates on purchases of our
engines. This loan campaign played
a key role in boosting sales.

2007

2006

2005

8

14
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Marine Engines Sales (Unit)

Do¤uﬂ Otomotiv is concentrating on
channeling its boundless knowledge
and experience into the marine sector.
The company will confidently progress
to become a strong corporation which
leads the way in sales and after sales
services, attaching great value to
customer satisfaction and responding
to the needs of the industry in all areas
in our country surrounded by 9,000
km of coast line.
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20,040
Do¤uﬂ Oto sold
20,040 units of new
vehicles in 2007.
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Placing customer satisfaction and the provision
of high quality service as its foremost priority,
Do¤uﬂ Oto acts as a bridge between its end
customers and the distributor.
Zafer Baﬂar
Do¤uﬂ Oto Pazarlama ve Ticaret A.ﬁ. General Manager
“Do¤uﬂ Oto is Do¤uﬂ Group's service provider in the automotive sector for its
end-customers. Do¤uﬂ Oto enjoyed a successful year by achieving its targets
in terms of sales and after sales services.”

Do¤uﬂ Oto provides
insurance, finance and after
sales services to all Do¤uﬂ
Otomotiv brands; it also is
responsible for the retail
sales of new and used cars,
spare parts and accessories
in all of the regions where it
operates.

Do¤uﬂ Oto's mission is to provide sales
and after sales services to the
passenger and commercial vehicle
brands which it represents. The
company serves as Do¤uﬂ Group's
service provider in the automotive
sector for its end-customers, while
acting as a bridge to convey customer
needs and expectations to the
distributor company.

Do¤uﬂ Oto Pazarlama ve Ticaret A.ﬁ.,
a subsidiary of Do¤uﬂ Otomotiv,
provides services for 7 brands (VW
Passenger Cars, VW Commercial
Vehicles, Audi, Porsche, SEAT, Skoda,
DOD) in ‹stanbul, Ankara, ‹zmir, Bursa
and Mu¤la; it operates in a total of six
regions with 31 authorized dealers with
a total enclosed area of over 103,000 m2,
employing 1,143 staff.

Growth supported by customer
satisfaction and quality of service
Placing customer satisfaction and high
quality service provision as its foremost
priority, Do¤uﬂ Oto sustained its growth
in 2007.

Sales up by 0.4%
Do¤uﬂ Oto sold 20,040 units of new
vehicles in 2007, an increase from the
19,949 sold in 2006.

Do¤uﬂ Oto increased its share in the
passenger and light commercial
vehicle market in from 3.23% in 2006
to 3.37% in 2007. The number of
vehicles received by Do¤uﬂ Oto
service stations in 2007 reached
162,705, an increase of 9% over the
149,037 in 2006.

Do¤uﬂ Oto managed to increase its
share in Do¤uﬂ Otomotiv Group's
brands total retail sales from 28.6% in
2006 to 30.6% in 2007. The company
also increased its market share in the
total passenger and light commercial
vehicles from 3.23% in 2006 to 3.37%
in 2007.
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Significant increase in used car sales
Apart from sales of new cars, Do¤uﬂ
Oto also undertakes retail sales of
used cars as DOD's authorized dealer.
Although stiff competition in new
vehicle sales in 2007 took a toll on the
used car market, Do¤uﬂ Oto increased
its used car sales by 13%. Do¤uﬂ Oto
realized sales of 1,956 used cars in
2007, compared to 1,732 cars in 2006.
Rapid growth in demand for our after
sales services
In parallel with its success in the sales
channel, Do¤uﬂ Oto in 2007 has
achieved notable progress in the after
sales services area. The number of
vehicles received by Do¤uﬂ Oto
service stations in 2007 reached
162,705, a 9% rise over the 2006 level
of 149,037. Do¤uﬂ Oto's total revenues
in after sales services increased by
8% over its 2006 level.
Backed by its new investments and
the high quality of its service, Do¤uﬂ
Oto succeeded in expanding its loyal
customer base in 2007, proving more
successful than the sector as a whole.
In a bid to attract new customers to
the Do¤uﬂ Group, Do¤uﬂ Oto placed
a great deal of importance on test
drives, allowing a much greater
number of its customers to test its
models.
Do¤uﬂ Oto is of great importance to
Do¤uﬂ Group and the only organization
of this size with such a brand diversity
in automotive retail dealing, and with
such a wide range of new vehicles
and in terms of sales figures, and still
maintains its leading position among
Do¤uﬂ Group brands, while
distinguishing itself from other brands
with its customer-oriented approach
and qualified services.

103

104

Do¤uﬂ Otomotiv Annual Report 2007

Do¤uﬂ Oto

Do¤uﬂ Oto maintains
its leading position
among Do¤uﬂ Group
brands, while
distinguishing itself
from other brands with
its customer-oriented
approach and
qualified services.

According to the the Net Promoter
Score results, which evaluated Do¤uﬂ
Automotive in 2007, Do¤uﬂ Oto's was
promoted by 81% of new car buyers.
Do¤uﬂ Oto aims to much more
increase this ratio in 2008.
Headlines from 2007
A summary of the highlights on
launches and marketing activities
carried out by Do¤uﬂ Oto in 2007 for
various brands is presented below.
• Do¤uﬂ Oto's VW, SEAT, Audi and
Porsche service points located in
Maslak were moved to a new, nearby
location in February 2007. Do¤uﬂ Oto
also started to provide after sales
service for the Skoda brand. The VW
Passenger Cars service center
contained a special admission area
for VW Touareg vehicles.
• Campaigns were held on
International Women's Day on March
8, Medicine Day and Road Traffic and
Safety week to promote social
responsibility.
• In an effort to reach prospective
customers spending their winter
holidays in Kartalkaya and Uluda¤,
test drive events were organized in
those locations in February and March
2007. A total of 200 test drives were
carried out. Such successful
implementations will continue in 2008.
• Do¤uﬂ Oto participated in local trade
fairs in Bursa in 2007. At the fair, that
took place between 3-8 April, contact
data for 3,800 prospective customers
were collected with sales of 28 units
of vehicles. Do¤uﬂ Oto participated in
the fair, providing services through
four brands in Bursa: VW Passenger
Cars, VW Commercial Vehicles, SEAT
and Audi.

• In June, Do¤uﬂ Oto started to provide
after sales services for the VW
Passenger Cars, VW Commercial
Vehicles and Audi brands, and also
sales services for VW Passenger Cars,
VW Commercial Vehicles brands and
used cars in Bodrum.
• Within the scope of Do¤uﬂ Oto's VW
Authorized Dealers and Service
network, the company sold its
100,000th VW vehicle in August.
• Caddy d line vehicles with VIP
equipment designed by Do¤uﬂ Oto
engineers and sold exclusively through
Do¤uﬂ Oto dealers were presented to
customers for the first time. The Caddy
d line vehicles distinguished
themselves from other vehicles in their
class with their body color and
characteristic bumpers and mirrors, a
shiny steering wheel with walnut
covering a specially designed front
panel and alcantra cloth covering.
• In an effort to provide extra value to
customers, the company organized
promotional events for Tire and Winter
Tire Preservation.
• Test drive events aimed at promoting
VW Touareg's off-road and highway
features were held in Bursa, Ankara,
‹zmir and Maslak. More activities of
this nature are planned for 2008.
• Vehicle exhibitions were staged at
the three D-points in ‹stanbul (Hillside
Etiler, Hillside Trio and TIM) and in
front of Do¤uﬂ Power Center during
2007.
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• During the 88 various marketing
activities conducted in 2007, a total of
1,914 test drives were held and data
on a total of 9,156 prospective
customers was collected.
Plans for 2008…
The opening of the Do¤uﬂ Oto's
second facility is planned for May 2008
in the Ankara region. The facility will
also provide services for Audi through
its authorized dealers and service
provision, as well as used car sales.
Do¤uﬂ Oto will stage further events in
Do¤uﬂ Oto Maslak/OtoMotion
showrooms in 2008 in parallel with the
activities in OtoMotion, in a bid to
promote the integrity of experience
marketing concept.
In an effort to enable customers of
Audi brands to better understand the
properties of their cars and help them
learn safe driving techniques,
certificated driving training sessions
will be organized under the instruction
of a professional tutor.
Direct marketing activities will be
organized in parallel with brands' new
model launches in 2008.

2008 new vehicle sales target:
22,319 units
Do¤uﬂ Oto aims to increase the share
of new vehicle sales within Do¤uﬂ
Otomotiv to 32.6%, targeting 22,319
sales, and raise its total market share
to 3.75%.

Do¤uﬂ Oto's targets used car sales of
2,344 in 2008. With this sales unit goal,
sales of used cars are expected to
rise by 37.7% over their 2007 level.
For 2008, Do¤uﬂ Oto aims to service
191,265 vehicles and raise its aftersales services revenues by 21.8%.
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1,000
Dogus Auto MISR
aims to sell 1,000
vehicles to Egypt
per year.
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The activities initiated in Egypt will prove an
important milestone for Do¤uﬂ Otomotiv in
carrying its global service standards to a large
market.
Sedat Yavuz
Dogus Auto MISR General Manager
“Do¤uﬂ Otomotiv brought its knowledge and experience to the Egyptian car
market, marking a big step forward for the group in the international arena.”

Despite its developed
passenger car market,
Egypt's commercial vehicles
market offers excellent
opportunities. With vibrant
tourism and textile sectors in
the country, the development
of the commercial vehicles
market plays a crucial role
in terms of transportation.

An investment of USD 3 million
Established to carry out sales of
Volkswagen Commercial Vehicles and
render after sales services, Dogus
Auto MISR entered operation in Cairo
in 2007 through a USD 3 million
investment.
Do¤uﬂ Otomotiv aims to generate USD
20 million of revenues with annual sales
of 1,000 vehicles through its new
associate company established in
Egypt, in a move to tap this important
market for the international automotive
industry and one of the most promising
markets of the Middle East.
Currently around 170,000 new vehicles
are sold annually in Egypt, a country
with a car park of 2.5 million,
representing an average of 20 vehicles
per 1,000 population. Annual vehicle
sales are expected to reach 200,000
going forward. Carrying its knowledge
garnered from the Turkish market to
Egypt, Do¤uﬂ Otomotiv plans to
capture a market share of 4-5% in the
country's commercial vehicles market.

The Volkswagen product and Do¤uﬂ
service quality
Dogus Auto MISR will execute sales
and after sales services of VW Caddy,
Transporter and Crafter models in
Egypt. These models have proved
highly popular in the European and
Turkish markets. These activities will
mark a major milestone for Do¤uﬂ
Otomotiv in its aim to become an active
player in the global league, and a step
forward towards carrying its global
service standards to a large market.
Volkswagen vehicles, defined as a
perfect fusion of design and
functionality, will be presented through
Do¤uﬂ Otomotiv's customer-oriented
service approach in which quality is
rated at every level. This cooperation
will rapidly raise awareness of both
brands in Egypt.
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First step: Cairo...
Service started being rendered in Cairo
through a team of 41 people in Dogus
Auto MISR's first step, an indicator of
the deep-rooted cooperation and
mutual trust between Do¤uﬂ Otomotiv
and Volkswagen AG. There are plans
to expand the service network
depending on customer demand.
Backed by extensive experience in
the used car sales in Turkey, Do¤uﬂ
Otomotiv aims to enter Egyptian used
car market, bringing its experience in
this area to the country.
The operations in Egypt - highly
important in respect to Do¤uﬂ
Otomotiv's expansion into global
markets - will play a vital role for the
Company to be a regional power over
time.
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13,024
DOD sold 13,024
vehicles in 2007,
marking 70% growth
in sales compared
to the previous year.
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Driven by its mission of being the greatest
institution in the used car sector, both virtually
and physically, DOD sustained its rapid growth
through institutional restructuring in 2007.
‹lhami Eksin
DOD, Oto-Fix Brand General Manager
“The fundamental factor behind DOD's success, with its 70% sales growth in
2007, is that its service goes beyond customer's expectations, enabling problemfree process to its services.”

DOD, the first and largest
institutional used car brand
in Turkey, became a symbol
of “trust” in the sector with its
customer oriented
approaches, fast and flexible
solution alternatives,
developed infrastructure and
widespread dealer network.

DOD, a brand of Do¤uﬂ Otomotiv,
engages in purchasing, sales, and
trading of used cars of all brands,
models and age through its nationwide
authorized dealer organization.
In an environment full of uncertainties,
DOD was established to standardize
the purchase, sales and trading
processes; provide universal high
quality customer care; provide a
service for vehicles with a known
history; and be a brand that can be
counted on in the used car market.
DOD fulfils all the requirements of
being a trustworthy institution and aims
to offer a hassle-free process starting
with determining and meeting
customer needs, continuing with aftersales services.

Review of 2007
Having sold 7,760 vehicles in 2006,
DOD sold 13,024 vehicles in 2007,
bucking the general contraction in the
sector to chalk up a 70% increase on
the year. By reaching its customers
through auctions held at specific
intervals, DOD sold 413 vehicles in 13
different auctions in 2007, selling 1
vehicle per 84 seconds during the
auctions.
DOD's objective is to consolidate its
success gained in 2007 and ensure
the sustainable long term growth
strategy, while targeting sales of
20,000 in 2008.
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Service through 83 authorized dealers
in 34 cities
As part of its strategy to move closer
to its customers, DOD has
concentrated on institutional
restructuring in 2007, raising the
number of authorized dealers to 83 in
34 cities where service points are
located.
Besides, as the first used car brand
which composed its own brand
standards and institutional identity,
DOD completed the construction of
21 special DOD showrooms
throughout Turkey in 2007, and still
has 14 investments in progress in
different cities.
DOD Magazine
DOD entered an agreement with the
NTV Group in August 2007 to publish
a monthly national magazine called
“DOD Magazine”.
Distributed as a supplement to the Evo
Magazine, the first copy of the DOD
Magazine rolled off the press with 32
pages, however, following intensive
attention from the sector, the number
of pages quickly increased to 48.
The magazine, which displays more
than 500 vehicles each month, and
includes news from brands and
authorized dealers and interviews with
sector players, will continue to be
published in 2008 as an essential
marketing tool of the brand.
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DOD

DOD aims to become
the greatest institution
in the used car
segment, both virtually
and physically.

Internet projects
DOD's website, www.dod.com.tr, was
renewed in 2007 and transformed into
a portal. The new website, developed
through the principle of customer
orientation, offers visitors an array of
new features, such as information
provided by visitors on the price
ranges for their own cars, connecting
visitors and dealers through a “callback” function on demand, and
presenting films of the services
rendered.
Following a series of research studies,
DOD managed to increase traffic on
its website to more than 600,000 hits
per month.
The greatest institution in the used
car segment, both virtually and
physically
Aiming to become the greatest
institution in the used car segment,
both virtually and physically, DOD will
enhance its online services in 2008
through new and comprehensive
projects.

DOD Certification System
The “DOD Certification System” was
developed to certify that the vehicle
was bought with DOD safety
standards, for customers who had
acquired vehicles through the DOD
dealer network. It is provided to
customers with the vehicle license and
contains all the details about the
vehicle.
This new application, which will enable
numerous advantages to the vehicle
owner in the revaluation period, was
initiated through a pilot practice in
December, 2007 and will operate
within DOD's authorized dealer
network in 2008.
Customer satisfaction ratings will gain
speed
Following customer-oriented principles
in all levels of its products and services,
DOD became a pioneer in the used
car sector in Turkey, by introducing
customer satisfaction ratings in a bid
to become more fast and effective.
Such studies will pick up pace in 2008.

The most important internet projects
under this context, drawn up in 2007
but brought into operation in 2008 are;
• The “primeDOD.com” website,
aiming to serve customers in the
luxurious segment,
• The “parkDOD.com” website for
consumers seeking to exhibit and sell
their vehicles while still driving them,
• The “sensatDOD.com” website, to
bring consumers to sales points, where
they can sell or buy vehicles in a virtual
environment,
• The “DOD Direct Pricing Module”,
providing visitors with virtual expertise
service, the first application of its type
in the world.
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Marketing campaigns raise interest
“DOD Advantage Days”, Turkey's first
marketing campaign in the used car
sector, was held between September
1 and November 30, 2007.
During the campaign, DOD reached
340,000 customers, offering special
discount coupons to 26,000 customers
and free subscriptions to NTV Group
magazines to approximately 2,000
customers.
DOD City - The largest of its kind in
Europe
Europe's largest integrated used car
vehicle center, DOD City, delivered its
1,000th vehicle to its owner in its 9th
month of operation. Achieving sales
of 1,364 vehicles in 2007, DOD City
increased its target sales for 2008 up
to 2,500.
DOD, Turkey's first and largest used
car institution, will continue to provide
services in 2008 by focusing on
creativity, closeness to customers and
differentiation.
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32
Oto-Fix aims to
increase its number
of service points to
32 in 2008.
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Oto-Fix aims to be the leader in the express service sector by offering
a competitive, high quality service and through increasing brand
recognition.

‹lhami Eksin
DOD, Oto-Fix Brand General Manager
“Through a principle of customer orientation, Oto-Fix aims to exceed customer
expectations by providing drivers with a highly qualified, fast, convenient, hasslefree and trustworthy express service within an institutional structure.”

According to research studies
which investigated the service
needs of customers and their
expectations, some of the
common demands from
customers in this sector were
high quality spare parts, a
trustworthy service, flexible
working hours, sound
communication with the
customer, an institutional
provider, the guarantee of
spare part and fixing
operations, fast and
appointment-free service and
good value for money. Studies
carried out abroad also
indicated that express
services accounted for 20%
of total servicing facilities.

In light of this data, a concept was
designed for the customer for these
services in Turkey, and Oto-Fix captured
a position in this sector.
Aiming to meet customer needs in the
minimum time but with the maximum
quality, the system enables customers
to access services without an
appointment and use either original
equipment or equivalent parts.
Establishment and development year
The year 2007 was both a year of
establishment and development for
the Oto-Fix brand. Aiming to adopt a
leading position, the brand is set to
rapidly differentiate itself in this
competitive sector, underpinned by
Do¤uﬂ Group's backing.
As well as establishing the first service
points in 2007, Oto-Fix also set out
brand standards around the needs
and expectations of customers,
developed a corporate identity,
prepared the operation manual and
established the infrastructure.

Oto-Fix started to operate in three
locations built according to corporate
standards; Seyrantepe, Anadoluhisar›
and Esenyurt in Istanbul. With
continuing investments, the brand aims
to reach 32 locations in 2008.
Products and services
Initiating its operations with the motto
“fast, trustworthy and economical
service to all vehicle brands”, Oto-Fix
generally performs services which do
not exceed 11/2 hours, such as
changing batteries, working on electric
systems, shock absorbers and
balance, tires, oil and filters, brake
checks, periodic checks, rod controls,
air conditioning and changing of the
exhaust.
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A focus on fast and correct service
for customers
In an attempt to fulfil customer needs
beyond their expectations, in the
shortest time but to the maximum
efficiency, Oto-Fix boasts a developed
technical infrastructure, a trained and
educated workforce and efficient stock
management systems. With flexible
working hours and appointment-free
service, the system aims to serve
customers whenever they need. With
every passing day, the service
becomes stronger.

Electric Systems

Tires

Balance

Shock Absorbers

Brake

Air-Conditioning

Oil and Filters

Periodical
Maintenance

Exhaust

Marketing campaigns
In December 2007, a communication
campaign was undertaken in national
and local media. An intensive
communication campaign is planned
for 2008 after the launch of new service
locations.
As part of its aim to lead in the fast-fit
sector, as a trustworthy, efficient and
effective organisation, Oto-Fix will
proceed with its strategy of sustained
growth.
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42%
vdf Automotive Finance
commands a 42%
market share among
consumer financing
institutions.
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Among all financial institutions, vdf's market share
in personal loans is 14% and has managed to reach
a penetration rate of 24% within the 27 brands with
which it has a partnership.
Kemal Ören
vdf Group General Manager
“With a 14% share of the Turkish consumer car loan market, vdf is a respected
and popular service provider, leading the market.”

Financial institutions, as a
driver of the economy, play
a particularly important role
in automotive sales. In the
automotive value chain,
which is supported by the
financing system, sales and
R&D are first (with a 39%
share) followed by after-sales
services with a 12% share.
Credit, insurance, and fleet
rental constitute 30%,
followed by vehicle rental,
used cars and accessories
services.

At vdf Group, our aim is to participate
in every link of the value chain in the
automotive and finance sectors, and
create additional profit and business
for our strategic partners.
Today, vdf is structured as a holding
company and with effect from 2008 it
consists of three companies:
Volkswagen Do¤uﬂ Tüketici
Finansman› A.ﬁ., which operates in
consumer finance business, vdf
Sigorta Arac›l›k Hizmetleri A.ﬁ. in
insurance services business and vdf
Servis Holding A.ﬁ.
vdf Otomotiv Servis ve Ticaret A.ﬁ.
(vdf Fleet Services), active in the
operational leasing business, was
seperated from vdf Group on 8
November, 2007, as Volkswagen
Financial Services AG (VW FS AG),
the major share holder of vdf Group,
transfered 51% of its shares to
Europe's leading operational leasing
company, LeasePlan Corporation N.V.
last year. The share of Do¤uﬂ Group
in the new partnership remained at
49%.

vdf Automotive Finance
(Volkswagen Do¤uﬂ Tüketici
Finansman› A.ﬁ.)
vdf Automotive Finance enjoyed a
successful 2007 and secured its
leadership position by capturing a 42%
market share among consumer finance
companies. Among all financial
institutions in retail car loan market,
vdf's market share stands at 14% and
it has achieved a penetration rate of
24% from the 27 brands with which it
has partnership agreements in
automotive financing. By the end of
2007, vdf had extended a total of
38,776 vehicle credits, reaching an
annual total transaction volume of TRY
1 billion, with TRY 1.56 billion of total
assets. vdf Automotive Finance aims
to give 40,500 new credit contracts in
2008.
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An increasing number of brands
One of vdf Automotive Finance's most
important activities in 2007 was the
expansion of its portfolio of brands to
which it provides services. Bentley,
Lamborghini, Volkswagen Marine and
Scania Marine were new additions to
its portfolio in 2007, bringing the total
number of brands served up to 27.
Sponsorship activities add value to
relations with our business partners
vdf Automotive Finance sponsored the
business seminars of Block Exemption
organized by OYDER - the Association
of Authorized Dealers in ‹zmir, Kayseri
and Gaziantep. These seminars
provided vdf with an opportunity to
present its service quality, innovative
products and automotive value chain
to authorized dealers of various
brands.

New products of vdf differentiates
automotive sector
KomboPlan, which provides credit and
vehicle insurance within a single
payment plan, was extensively used
in 2007, providing a competitive edge
to Do¤uﬂ Otomotiv brands. Helped
particularly by authorized dealer
competitions held towards the end of
the year, the KomboPlan penetration
rate increased from 7% to 12%.
A new product, Full Life, was launched
in December 2007. Full Life is an
extended guarantee system
developed by vdf Automotive Finance
and vdf Insurance Services for
Volkswagen Passenger Cars,
Volkswagen Commercial Vehicles,
Audi, SEAT and Skoda, providing an
additional 2 year guarantee to the
regular 2 year manufacturer guarantee
with a mileage limit of150,000 km.
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vdf

Leaseplan Turkey will
establish synergies
with the global power
of LeasePlan
Corporation N.V. and
Do¤uﬂ Otomotiv's
local experience in the
fleet market.

vdf Insurance Services
(vdf Sigorta Arac›l›k Hizmetleri A.ﬁ.)
vdf Insurance Services was
established in 2004 and provides
automotive focused insurance
products to its customers with a wide
range of products.
KomboPlan, the new product
developed by vdf Insurance Services
and vdf Automotive Finance, offers
consumers a 5-year motor-insurance
policy together with their vehicle credit.
KomboPlan, where vehicle credit and
insurance are combined within a single
payment plan, provides consumers
with the opportunity to benefit from a
long term insurance policy with flexible
payment alternatives. vdf Insurance
Services, which ran the vehicle and
traffic insurance services of Do¤uﬂ
Oto dealers in 2006, additionally
started to provide extended warranty
products for Volkswagen Passenger
Cars, Volkswagen Commercial
Vehicles, Audi, SEAT and Skoda in
2007, under the name of Full Life.
Preparations to launch innovative
products to the automotive business
in 2008 are in progress by vdf
Insurance Services.

vdf Fleet Services
(vdf Otomotiv Servis ve Ticaret A.ﬁ)
vdf Fleet Services Company,
established as a partnership of
Volkswagen Financial Services (51%)
and Do¤uﬂ Otomotiv (49%), transferred
its shares to LeasePlan Corporation
N.V. on 8 November, 2007. The new
company LeasePlan Turkey was
established after this transfer.
Leaseplan Turkey will establish
synergies with the global power of
LeasePlan Corporation N.V. and
Do¤uﬂ Otomotiv's local experience in
the fleet market and will provide long
term fleet rental to large and middle
sized global and local companies.
LeasePlan is the European leader in
fleet and vehicle management, mainly
through operating leasing. LeasePlan
employed almost 6,000 people
worldwide and managed 1.3 million
vehicles. With its entry to the Turkish
market, LeasePlan has expanded its
global network to 29 countries.
vdf Küçükbakkalköy used car sales
center
vdf Fleet Services organized a used
car sales center in Küçükbakkalköy
for the returned vehicles from the fleets.
After the transfer of DOD in 2006, the
cooperation with vdf Fleet Services
still provides a sales platform to
cooperate for sales of used cars from
fleets returned to DOD's center, and
all of its A-B types franchise dealers.

Do¤uﬂ Otomotiv Annual Report 2007

Portfolio growth of 16%
At the end of 2007, vdf Fleet Services
increased the number of vehicles in
its portfolio by 16% compared to the
previous year to 6,295, with 2,857 new
contracts.
With an 8% increase in the number of
new contracts, vdf Fleet Services has
also enlarged its customer portfolio to
954 customers.
Multi brand vehicle portfolio
vdf Fleet Services' portfolio, which
operates with a multi brand vehicle
portfolio strategy in the fleet rental
area, is primarily composed of the
Volkswagen, SEAT, Audi and Skoda
brands (which between them comprise
two thirds of the total portfolio). The
remaining one third of the portfolio is
composed of brands such as Renault,
Ford and Fiat, which also constitute
an important share of the fleet market.
1,817 used cars sold
The vdf Küçükbakkalköy used car
sales center attained 1,817 units of
sales in 2007 and increased its used
car sales by 112% with respect to the
previous year. The center also
successfully provided a range of
supplemental products in all areas of
used car sales.
Targets
vdf Fleet Services, under its new name
of LeasePlan Turkey, aims to achieve
sustainable growth in 2008.
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270
TÜVTURK will
provide services at
270 vehicle inspection
stations through its
qualified and expert
staff.
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TÜVTURK will contribute to road and vehicle safety
in Turkey by offering vehicle inspection services
which meet EU standards.

Nezih Çevik
TÜVTURK General Manager
“TÜVTURK aims to contribute to road and vehicle safety in Turkey by offering
vehicle inspection services at EU standards through an independent, impartial,
reliable and experienced operation in its field of engagement.”

TÜVTURK, established by
a consortium of Do¤uﬂ
Otomotiv-Akfen HoldingTÜV SÜD submitted the
winning bid in the tender
held by the Privatization
Administration for the
opening and operation of
vehicle inspection stations
for a period of 20 years.

Vehicle Inspection services which
meet EU criteria
TÜVTURK will offer services through
its qualified and expert staff at a total
of 270 vehicle inspection stations all
conforming to EU standards, including
189 fixed and 81 mobile stations. The
stations will be introduced in the
centres of 81 provincial cities and 88
towns.
TÜVTURK, the only corporation entitled
to offer periodical vehicle inspection
in Turkey, will conduct its operations

under the supervision of the Ministry
of Transportation and will be
accredited to meet international
ISO 17020 standards.
TÜVTURK, which represents the
largest privatization project in the
service sector, undertakes vehicle
inspection services through its
nationwide organization based on a
business association system.
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A busy set up period
TÜVTURK is in the midst of a period
of establishment and construction,
which got underway following the
signing of a concession agreement
with the Privatization Administration
on August 15, 2007.
Agreements have been made with 45
business associates since the
execution of the mentioned agreement
and construction work has already
started for 30 inspection stations. All
189 fixed vehicle inspection stations
to be constructed in 81 provincial cities
will enter operation by latest February
2009.
It is estimated that 4.5 million people
will visit the stations annually. These
will provide an important source of
employment for approximately 1,500
people in the initial stage, with further
employment opportunities in
subsequent stages of the project.
TÜVTURK aims to attain a total of
USD 15 billion in revenues within the
20 year concession period, half of
which will be transferred to the
government.
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238
Do¤uﬂ Otomotiv
Logistics Services
attained sales revenues
of TRY 238 million
in 2007 in spare parts
and accessories.
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Do¤uﬂ Otomotiv Logistics Services uses
advanced computer technology and stock
management systems in an effort to respond to
customer needs in a timely and effective manner.
Mustafa Karabay›r
Logistics Services General Manager
“Do¤uﬂ Otomotiv Logistics Services combines the latest and best practices with
state-of-the-art technology to achieve synergies and continuously create value
for Do¤uﬂ Otomotiv's multi brand structure.”

In 2007, Do¤uﬂ Otomotiv
Logistics Services imported
and delivered 62,430
vehicles to authorized
dealers.
The company closed the
year 2007 with revenues of
TRY 238 million from the sale
of spare parts and
accessories, notching up a
gross profit margin of 39.1%.

Do¤uﬂ Otomotiv Logistics Services
manages the import, warehousing and
distribution of the vehicles and spare
parts to authorized dealers of the
world's most prestigious brands:
Volkswagen, Audi, SEAT, Porsche,
Bentley, Lamborghini, Scania, Krone,
Meiller, and Volkswagen and Scania
brand Industrial and Marine Engines
and spare parts, all represented by
Do¤uﬂ Otomotiv.
Although Turkey's automotive sector
was shaken by the economic
turbulence in mid-2007, Do¤uﬂ
Otomotiv Logistics Services enjoyed
a successful year of operation.
Advanced practices to create synergy
Do¤uﬂ Otomotiv Logistics Services,
established in 1992, is located in
Gebze ﬁekerp›nar in Kocaeli region.
Its logistics services center employs
state-of-the-art technology combined
with modern and efficient work
practices to realize optimal synergies
under one roof; the result is exemplary
service provided to the global brands
represented by Do¤uﬂ Otomotiv.

The center has a total enclosed area
of 150,000 m2, encompassing a
65,000 m2 open bonded area, a
42,500 m2 temporary bonded area, a
18,000 m2 stock area, a 7,500 m2
delivery area for vehicles and a
13,500 m2 spare parts warehouse used
for stocking original spare parts.
Fast and accurate service for each
customer
Do¤uﬂ Otomotiv Logistics Services
uses advanced computer technology
and stock management systems to
respond to customer demands in a
timely and effective manner.
Besides effective pricing and price
positioning strategies, the usage of
common spare parts (approximately
%60) creates synergy in the logistics
activities. This model raises
productivity, quality and effectiveness
reduces inventory costs presenting
the optimized delivery option in the
logistics activities while preventing to
keep duplicate parts inventory.
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Services and products offered
In line with its mission, Do¤uﬂ Otomotiv
Logistics Services strives to supply
products and services effectively,
productively and with a high quality to
brands and their authorized dealers
and services, and improve the overall
level of customer satisfaction. The
company provides these services to
ten brands with its 127 employees and
100 authorized dealers and service
points:
• Spare parts and accessories for
Volkswagen, Audi, SEAT, Porsche,
Bentley and Lamborghini brands are
ordered from abroad; import and
management of stock and the delivery
to the authorized dealers is undertaken
on an order basis.
• Warehousing in the bonded and
stock areas of imported vehicles
supplied by Volkswagen, Audi, SEAT,
Porsche, Bentley, Lamborghini brands
as well as the delivery to the authorized
dealers.
• The import and homologation
operation management of all the group
vehicles in the name of brand
representatives.
• The import, warehousing and delivery
of the spare parts and accessories of
the Scania, Krone and Meiller brands
based on the authorized dealers
orders.
• The import, warehousing and delivery
of the marine engines and spare parts
of Volkswagen and Scania brands
based on the customers orders.

A business approach focused on
quality
Do¤uﬂ Otomotiv Logistics Services will
continue to develop its business
approach focused on quality and
synergy in the coming period with the
following key goals:
• Adopting the role of a strategy setter
in spare parts activities, creating a
vision and sharing it with brand
representatives and in this way
contributing to raising the market share
of group brands,
• Continuously implementing projects
which improve spare parts
management systems,
• Shortening delivery times and
reducing costs to support new vehicle
sales and to give opportunity to
decrease stock costs, ,
• Seeking new opportunities in
accessories marketing in a bid to
increase business volumes.
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Do¤uﬂ Insurance Agency is an experienced and trusted institution
which has provided insurance services since 1984.

In line with its mission to
provide the best quality
insurance services to the
Do¤uﬂ Group Companies,
employees, secondary
agencies and its customers,
Do¤uﬂ Insurance Agency
Services's activities
continued in 2007.
An experienced agency
The Do¤uﬂ Insurance Agency,
operating under Do¤uﬂ Holding, has
built on the experience it has gained
since its establishment on 26 March
1984.
As part of the company's continuous
efforts since its foundation, the
company expanded its workforce and
developed its hardware with the
participation of Garanti Leasing in
1995, and started to serve a broader
mar with new products in the sector.

Do¤uﬂ Insurance has provided a
broader scope of services in parallel
with the growth of Do¤uﬂ Automotive,
with a special focus on risk evaluation
and marketing activities throughout
the year. Moreover, the development
of new technology has enabled the
risk analyses to be performed in the
most optimal manner, ensuring
damage claims are paid as quickly as
possible.
After the transfer of Garanti Insurance
by 80% to Eureko Insurance (Eureko
Sigorta A.ﬁ.) on October 5, 2007,
Do¤uﬂ Insurance has served as an
agency of Eureko Sigorta A.ﬁ.
A total of TRY 14 million in premium
production was generated from all
products in 2007.
A wide field of operations
The unauthorized dealership
agreement of Do¤uﬂ Insurance
Agency Services signed with Anadolu
Sigorta, ‹sviçre Sigorta and Axa Oyak
in 2003 still remains effective.
Developments will continue in 2008
Do¤uﬂ Insurance Agency's main
objectives for 2008 are to ensure
maximum customer satisfaction and
provide the best insurance products
while maintaining the highest possible
levels of productivity in cooperation
with Eureko Insurance, while
enhancing the strength and reliability
of Do¤uﬂ Holding in the insurance
sector.

