OUR BRANDS

Volkswagen Passenger Car

2015, the year of
awards
Volkswagen
Passenger Cars was
selected as the most
liked automobile brand
3 times successively
and, in accordance
with its objectives,
it sold more than
100,000 retail vehicles,
increased its market
share and became the
leading company on
the market.
Vedat Uygun

Volkswagen Passenger Cars
General Manager
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Volkswagen Passenger
CAR
Volkswagen Passenger Cars greatly
outperformed the market with its increasing shares, posting a 23.5%
growth and a 26.9% in the market
share. Thanks to the successful product and communication strategies of
the streamlined Touareg, Passat 2.0
TDI 240 PS 4 MOTION, CC Exclusive,
Polo Lounge ve Tiguan Lounge models
in 2015, Volkswagen Passenger Cars
had a market share of 14.8% and ended
the year by placing 1st in the market.
Volkswagen Passenger Cars not only
showed its success in sales but also
in the field of communication, as it was
chosen as the most liked company by
the Mediacat Ipsos independent research company for the third time successively. Volkswagen Passenger Cars
was honored to be awarded the Crystal
Apple in the automotive branch with its
Lovemark communication campaign,
and the COTY (Car of the year) Award
with its Passat model. Furthermore, the
brand was selected for the ‘Most Sold
Automobile Brand” recognition by ODD
Sales and Communication Awards, issued by the Automotive Distributors

Association; its social media-integrated live broadcast was awarded the
“Digital and Social Media Application
of the Year’ award, and the ‘Magazine
Application of the Year Award’ with the
‘41st Year Private Golf magazine’ study.
The performance of our
models
Our Polo model’s segment share was
16.5%, while our Golf model’s sales increased by 54.7% and raised its market share to 27.5%, continuing its leadership in the market. Our Jetta model
reached a 9.4% segment share in
2015. Our Beetle model in the A Coupe
segment is the leader with a 39.5%
segment share. Our Passat model that
enjoyed an intense demand since the
first day it was offered, also continued
its success in 2015 with a 39.3% segment share.

one and instantly through the company’s “Social CRM” applications.
Our website launched customized offerings in 2013; it receives more than
16 million visitors a year. Also, in 2014,
the “Internet-Originated Potential Customer Management System” directed
all internet-sourced customer requests to Authorized Dealers through
communication forms addressing
customer demands that are processed online. In order to increase the
effectiveness of the system and to enhance the interest in these demands,
the “Digital Sales Consultant project”
was realized as a pilot application.

in 2015, Volkswagen Passenger Cars
After-Sales Services increased the
number of its Authorized Service locations across Turkey to 75. Three of
the Volkswagen Authorized Services in
Turkey placed among top 100 Authorized Services in Europe in the Service
Quality Awards Competition organized for the fifth time by Volkswagen
AG. Our Authorized Services receive
around 573,000 vehicles throughout
the year and an average of 47,750 customers every month. In 2015, spare
parts and labor turnover has increased
by 19% and by 25% respectively. year.
In 2015, the part turnover increased by
19% and the labour turnover increased
by25%.

After-sales services
Expanding its services network with
the opening of Demoto Kütahya and
Aykan Osmaniye Authorized Dealers

Innovative solutions in
digital communication
With the Volkswagen’s merger of all
global Facebook accounts, the follower
mass reached 23 million in total; of
which, Volkswagen Passenger Cars is
the company with the highest number
of followers, which exceed 3.6 million.
Volkswagen Passenger Cars, which
was actively involved in social media
other than Facebook, was included on
Instagram, YouTube and LinkedIn in
2014, reaching more than 41.000 followers that can communicate one on

With its marketing strategy aligned according
to the vision of being “the most selling, most
innovative automotive brand in the world”,
Volkswagen Passenger CARS showed
great success In 2015 along wIth the
passenger CAR market, postIng a growth
of 26.9% and 23.5%, respectively.
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Audi

Sustainable
growth in sales
and after-sales

One step ahead through
technology
Audi’s four intertwined rings represent Horch, Audi, DKW, and Wanderer
the founding companies of the brand.
The core values of the brand, namely
“sporty,” “sophisticated,” and “progressive,” support the brand’s motto of being “one step ahead through technology.”
Record unit sales
Doğuş Otomotiv began importing Audi
to Turkey in 1994; in 2015, the brand
achieved its highest sales figures in its
history with 20,000 units.

Audi Turkey increased
its sales by 12% on the
previous year. It became
the champion in DSS, in
addition to Twin Cup and
IACS, leaving all other
countries behind.
Giovanni Gino Bottaro

Bugatti, Audi, Bentley & Lamborghini
Brands General Manager
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Audi’s model-based
performance
The leader of their segments, A3 Sedan, A3 Sportback and A3 Cabriolet’s
total sales in 2015 was 11,000 units.
The A4, A4 Avant, and A4 allroad sales
totaled 3,500 units, while total sales
throughout the A5 family was 1,000,
and those of the A6 family was 1,800.
The Q3 closed the year with sales of
1,100, and 500 units for the Q5. Compared to the previous year S/RS, A4 allroad, A3 Cabriolet and TT niche model
sales increased significantly in 2015
and achieved their highest sales figures up to date.

Customer satisfaction
According to the IACS research conducted by Audi AG annually to measure customer satisfaction in AfterSales Services and to identify the
brand’s position among its competitors, Audi Turkey outdistanced all of
its rivals to become the champion. In
order to raise the bar even further in
the quality of service, Audi After-Sales
Services launched new projects in
2015. Through the digital project, “Self
Reception”, one of the, the customer
wait time during vehicle reception was
reduced. A customer who visits our
service units can launch a work order
on his own at the Audi Self Reception
kiosk; payment can also be remitted
online at the kiosk during vehicle delivery.
Service satisfaction
Audi After-Sales Services outpaced
other brands in the Authorized Service
Satisfaction Research (DSS Service),
which is carried out by Audi AG annually with the participation of Service
Managers and company owners (DSS
Service), and performed successfully
by ranking first. These impressive results show that communication and
cooperation with business partners
was maximized.

Twin Cup
In the “Twin Cup World Final” held in the
after-sales services category by Audi
AG annually, Şenyıldız Automotive, a
representative of Doğuş Automotive
Audi and Turkey, became the “World
Champion”. At this year’s finals, which
was held for the 11th time and included
the participation of 75 teams from 38
countries, Şenyıldız Automotive also
became the first and only team winning
the world championship a second time
in the history of Twin Cup, an achievement which also represents Turkey.
Marketing communication
and launch activities
Image and tactical advertisements
given throughout the year aimed at increasing Audi’s brand recognition as
well as supporting sales. During the

Istanbul AutoShow, which was held
from May 21 to 31, 2015, the New Q7
was presented for the first time to automobile enthusiasts in Turkey. All models were included at the stand with the
Quattro four-wheel drive system versions. Audi merited the Crystal Apple
Advertising Awards in the press category, an impressive accolade. It was also
awarded to Mediacat Felis, Cannes Lions, Golden Drum, and Epica 2015. One
of the other primary issues was social
media communication. Another priority
issue in 2015 was social media communications. Social media channels such
as Facebook, Twitter, Instagram, Flickr,
and YouTube were successfully used for
Audi’s brand communications. Audi became the leading brand of the automotive industry in terms of average interaction figures on Facebook and Twitter.

Audi attained sales of 20,000 vehicles in 2015,
increasing its vehicle park by 18% and
its after-sales services turnover
by 18% on the year before, with a
customer loyalty level of 75%, an
exemplary figure across Europe.
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SEAT

SEAT sets
new standards
SEAT has continued to
break successive sales
records for the last 3 years
with its product strategy,
a strong authorized
dealer network, and an
aggressive sales policy.
Grown more than the
passenger car segment
and achieved its highest
market share, the SEAT
brand completed its most
successful year in its
history.
Anıl Gürsoy

SEAT, Porsche, DOD
Brand General Manager
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Highest market share in its
history
SEAT brand increased its sales by 33
percent with a growth rate above overall
market in 2015. With successful product and communication strategies, a
structured network of Authorized Dealers and an aggressive sales and fleet
policy, SEAT has achieved a market
share of 2.33% with sales of 16,911 units.
The two main players behind the success of the record-breaking, and rapidly-growing SEAT brand are the Leon
and Ibıza models. The Leon family was
the top selling model with 8,899 units,
and had a share of 53% in overall sales.
Leon ranked third in the AHB segment,
obtaining a 9.3 percent segment share.
The Ibiza is the SEAT’s second top selling model with 5,922 units sold.
Another factor behind the sales success
in 2015 was the increase in SEAT’s fleet
sales. Compared to 2014, SEAT’s fleet
units increased by 70 percent, reaching
the highest fleet number so far.

Customer satisfaction
and quality in aftersales
services
Workshop throughput reached 62,000,
marking 22% increase with the help of
the growth in Vehicle Park and service
marketing activities in 2015. Regular
efforts throughout the year led to an
increase in customer loyalty to Authorized Services, reaching 62%. After sales
services customer satisfaction survey
score reached 99.5 points thanks to
our customer satisfaction-oriented approach.
In 2015, the company became the 3rd
worldwide in the service consultancy
category of the Top Service People
competition, held by SEAT S.A..
Differentiating brand
communication activities
To support the launch of face-lifted Ibiza and the sales campaign of the Leon
model television, newspaper and digital
media were used. SEAT communications continued on digital channels and
social media throughout the year.

Launch of the Leon X-PERIENCE and
Leon CUPRA models was realized during Istanbul Autoshow, which took
place on May 21-31. The 20V20 model,
an SUV concept, to be offered for sale
in 2016, was also exhibited during the
event.
In addition to being the main sponsor
of the Darüşşafaka Doğuş Basketball
team, SEAT was included among the
sponsors of Turkish Airlines’ Euroleague and Eurocup as a result of the
agreement with the management of
Euroleague Basketball in October 2015,
. SEAT’s first television movie in Turkey was shot and aired on TV channels

throughout the season to announce
the sponsoring of both the Darüşşafaka
Doğuş Basketball team and Turkish Airlines Euroleague.
Thanks to communication activities
carried out during 2015, the awareness
of SEAT brand increased by 2 points,
from 24 to 26 percent, according to the
MPM research.
2016 objectives
With the new SUV model to be included
in the product line in 2016, SEAT brand
aims to continue its stable growth and
increase its market share.

Pursuing its activities under Doğuş Otomotiv
since 1998, SEAT brand has reached
Its hIghest sales and market share
In Its hIstory wIth 16,911 unIts, and
continued its trend to grow above market.
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ŠKODA

ŠKODA Enters a New
Period with its New
Superb Model
In 2015, ŠKODA continued
its growth by braking the
passenger car record in
Turkey which had stood
for 30 years – its growth
of 52 percent was twice
the market average.
With 22,107 units sold,
ŠKODA’s market share
rose to 3.05 percent,
bringing ŠKODA Turkey
from 19th place to 7th
place among global
markets.
Tolga Senyücel

ŠKODA Yüce Auto General
Manager
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2015
In 2015, ŠKODA grew above the market
average and increased its sales by 53%
on the previous year, to 22,107 units.
Having grown by 23.5 percent, which is
twice the market rate, ŠKODA had sold
14,537 units in the previous year. The
ŠKODA brand’s global sales increased in
the Western and Central European markets, and total sales for 2015 reached
1,055,500 units.
The performance of our
models
ŠKODA Turkey sold 22,107 passenger
cars in 2015. The Octavia, the best-selling model of 2014, was again the most
popular model with a total of 10,086
deliveries, comprising 45% of overall
sales. The Superb, the second most
sold model (second and third generation), increased its share in overall sales
to 19,5% ,with 4,324 units sold.
The new Fabia and New Superb models,
which were launched in 2015, lead the

other most sold models category with
1,834 and 2,119 units, respectively.
The success of ŠKODA Turkey was
not limited to its sales performance
but also extended online. ŠKODA Turkey sustained its growth in 2015 with
390,087 followers on Facebook, and
with 5,808,697 visits to its website,
www.skoda.com.tr.
Innovations for 2015 and
2016
Two new products that will contribute
to ŠKODA’s unit sales were launched
in 2015. The completely renewed Fabia
model was offered for sale in Turkey in
March. In addition, the ŠKODA brand’s
admiralship model Superb appeared in
showrooms in August.
In the ŠKODA brand’s D line, the already successful brand representative
Superb model has been entirely redesigned; this third generation Superb
was presented to Turkish consumers.
The New Superb model, which was developed on the MQB platform and offers superior technology and comfort
features, further strengthened its market position, considering the developed
design particularly and the new generation engine options. Moreover, 2016 will
be the first full year during which the
New Superb will be sold; it is expected
to show its influence even further during the new year.

Along with this vehicle, ŠKODA presented its Octavia’s 4x4, as well as the
Scout’s diesel and automatic transmission models at the Istanbul Autoshow.

corporate identity process started by
ŠKODA by offering the strongest product range in its history is also foreseen
to reflect positively on the sales.

2016 is expected to be the year of the
4x4 and of the SUV, under the ŠKODA
brand’s global strategy. Midyear, the
concept version of the ŠKODA brand’s
SUV model will be demonstrated at the
Geneva Fair in March. The production
version will be exhibited at the Paris
Motor Show later, in September. The
7-seater A+SUV-coded SUV is expected to elevate the ŠKODA brand’s image
and perspective to a different level.

Qualitative efforts to increase customer satisfaction and bolster brand
perception will also help ŠKODA to increase its market share in line with the
changing market conditions in 2016.
Having reached all its targets through
the trust and appreciation of its customers, ŠKODA Turkey will continue to
grow in 2016. The brand is expected to
raise its market share to more than 1020% in 2016, as a result of the synergy
created between its renewed showrooms, increasing customer demand
in the fleet market, and sales potential.
ŠKODA Turkey also continues to offer
a wide product range that meets customers’ expectations in Turkey, thereby
increasing its sales annually.

2016 market share objective
Experiencing a great leap on the global stage and in Turkey, ŠKODA will feel
the impact of the the Superb and Fabia
models being sold for an entire year
for the first time in 2016. With the new

30 sales points in the Škoda Authorized
Dealer network completed their
corporate identity transformation and
embraced a new concept. This extensive
process, which had begun in 2013, made
ŠKODA Turkey one of the fastest progressing
distributors in all the countries ŠKODA operates.
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Bentley & Lamborghini

Creative service
beyond
expectations
The Bentley brand
maximized its brand
image and reinforced
its place in the top
luxury market by
selling 19 units.
Giovanni Gino Bottaro

Audi, Bentley, Lamborghini, & Bugatti
General Manager
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The most prestigious
and luxurious models in
automoBILE history
Bentley Motors was founded in 1919
by railroad engineer Walter Owen
Bentley. Today, the Brand pursues
its operations under the umbrella of
the VW Group. Since the early 1910s,
the British Bentley brand has gained
recognition for manufacturing the
most prestigious and luxurious car
models in automobile history.
Automobili Lamborghini was founded in
1963 by Ferruccio Lamborghini. Production operations of the brand have been
carried out of Bologna, Italy, since its
foundation. Following the purchase of all
Lamborghini shares by Audi AG in 1998,
the brand shifted towards a rapid uptrend
with its new models equipped with powerful and high-end technologies.

2015: Sustainable Success
In 2015, the Bentley brand maintained
its sustainable success, while the
Lamborghini brand solidified its place
as a competitor with the Huracan
model.
A total of 19 Bentley units have been
sold and delivered throughout the
year, with 6 units of Continental GT V8,
5 units of Flying Spur V8, 4 units of Flying Spur W12, 2 units of Continental GT
V8 S, 1 unit of Continental GTC V8, and
1 unit of Mulsanne.
In 2015, 6 Lamborghini Huracan sales
and deliveries were realized.
Keeping up brand
communication
Marketing investments for Bentley
and Lamborghini continued in 2015.
The highlights of these efforts are as
follows:
•

Bentley and Lamborghini were represented at the Istanbul Auto-

•

show, which took place between
May 21 and 31. In addition to the
Continental GT V8 S and the GTC
models, which were showcased in
Turkey for the first time after Geneva, the company presented the new
Flying Spur W12 to automobile enthusiasts; the brand’s admiral ship,
the Mulsanne, the new Huracan
LP 610-4 and Aventador LP 700-4
Roadster.
Sustainable communication efforts
have been undertaken throughout

•

the year in line with Bentley Motors’
global marketing plan. The launch
of Bentayga, the world’s fastest
and most powerful SUV, was realized in four phases; Bentayga debuted at the IAA Frankfurt Show,
held between September 15 to 27.
Customer deliveries are expected
to begin in the first half of 2016.
Customers were invited to Lamborghini Academy driving events,
organized by Automobili Lamborghini, throughout the year.

Doğuş Otomotiv broadest brand range and
service network in the Turkish automotive
industry; Bentley and Lamborghini, its top
luxury brands, offer “creative service
beyond expectations”, in line with the
company’s vision.
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Porsche

Continued growth
with an expanding
product range
2015 has been a year
of firsts and records
for Porsche. With an
expanding product range,
increasing quantity of
sales, a growth in aftersales services, and
experimental marketing
activities, Porsche
achieved a new sales
record of 861 units in
2015.
Anıl Gürsoy

SEAT, Porsche, DOD
Brand General Manager
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The performance of our
models
Porsche’s best-selling model in 2015
was Macan, with a sales of 358 units.
Sales of the 2.0 lt Macan, which was
launched for the first time in 2015, were
296 units, playing a major role in the
growth. The Cayenne model followed the
Macan model with sales of 356 units.
Following the Cayenne model, the Panamera performed best with sales of 93
units. In 2015, 34 units were sold of the
911 model; theses figures play a key role
in the premium sports automobile market. Sales of the Boxster/Cayman models amounted to 20 units in 2015.
Our marketing activities
Advertising and digital marketing activities were in the forefront throughout 2015; ads for a different model
were placed in magazines each month.
Among advertising studies, our most
featured project is the 911 Carrera 4 GTS

QR-encoded advertisement; it received
the Bronze Apple award in the “Best Media Application” category of the Crystal
Apple competition — one of the year’s
most prestigious marketing awards.
Porsche started 2015 with a winter driving event held with all current Porsche
models in Finland between 17 - 20 of
February and 06 - 09 of March 2015
with the participation of 19 customers.
Porsche preferred Istanbul Park’s race
course in Turkey for its Central and Eastern Europe Porsche Driving Center. This
preference was affected by Doğuş Otomotiv-Porsche Turkey’s being ranked
among the most successful countries
in the region. The press launch of this
centre was realized on April 1, 2015. All
Porsche models were tested by customers in “Porsche on Track” event held
between 02-05 April, 27-28 June and
06-08 November at Istanbul Park with
the participation of 286 guests.
During the 2015 Autoshow that took
place at the Tüyap Istanbul Fair Center
between May 21 and 31 May, the Porsche stand showcased 6 models, with
another stand featuring the Porsche
919 Hybrid, which won the Le Mans competition in 2015. In the Porsche Central
and Eastern European region, sales of
the Macan 2.0 model were launched
in Turkey for the first time at the 2015
Autoshow; this also marked the beginning of placements for special orders.
Throughout the 11 day-event, 6,580 visitors visited the Porsche stand; 45 sales
were realized.
With the entry of the Macan 2.0 model
into the Turkish market, various launch

activities and exhibition events were
held. The major events realized include
the Porsche Golf Tournament, which was
held for the first time on 3-4 October of
this year; the winners earned participation in the Porsche Golf Cup World Final
in 2016; and, the Alaçatı Fishing event,
the biggest offshore fishing competition
in Europe sponsored by our reseller on
8-11 October.
2015 activities ended with the Porsche
Club New Year party on December 17th.
Record numbers in after sales
services
Accessory-boutique sales increased by
63%; the number of work orders by 7%,
both compared to the previous year,
thanks to service campaigns and the
Porsche Accessory Boutique marketing
activities that feature Porsche’s car storage park, which increased by 6% at the
end of 2014. The customer loyalty rate
for Authorized Dealers was 79% while the
customer satisfaction survey score rose
to 109,9, as a result of our customer-oriented approach in after sales services.

In 2015, sales and technical training increased by 228 percent on the previous
year.
The Porsche Boutique Online sales system was established, and our customers were able to purchase Porsche boutique products on the Internet.
Brand achievements
• Porsche Turkey has continued to
grow steadily, increasing its sales
by 46% over the previous year, and
broke a new record by selling 861
vehicles in 2015.
• Porsche Turkey ranked the 2nd
among the 26 countries in the Central and Eastern Europe region.
• In 2015, Porsche AG performed warranty inspections in two Authorized
Services. Doğuş Oto Maslak Porsche became the Authorized Service center with the lowest mistake
level, with a percentage of 0.20, in
the Central and Eastern Europe region.

Porsche Turkey has increased its sales by
46% in 2015, as a result of a stronger
Authorized Dealer network and
Service organization, a growing
array of models, an increase in customer
satisfaction, and marketing activities. This
growth is set to continue through 2016.
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Volkswagen Commercial Vehicles

THE Year of records and
innovations for Volkswagen
Commercial Vehicles
2015 was a year of
innovations and records
for us. We offered
new Caddy and new
Transporter models,
which constituted the
major portion of our
sales. Moreover, we
broke our historical
market share record
with our Amarok and
Crafter models. With
our customer-oriented
sales, after-sales and
marketing vision in
2016, we aim at further
maximizing our service
quality.
Kerem Güven

Volkswagen Commercial Vehicles
General Manager
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2015
In 2015, the light commercial vehicle market grew 34.4% compared to th previous
year, and 242,421 units of vehicles were
sold. Volkswagen Commercial Vehicles
reached a 13.1% share in the light commercial vehicle with 31.642 units of sales,
and maintained its leadership with 29.5%
market share in the imported commercial
vehicle market. The Volkswagen brand became the best-selling brand for the third
time this year, with their total sales of passenger and commercial vehicles.
Volkswagen
Commercial
Vehicles
achieved the highest number of sales and
market share with two models in 2015.
The Amarok model with its 3,659 sales
units and 25.6% market share and the
Crafter model with 6.531 sales units and
9.1% market share achieved the highest
results. Volkswagen Commercial Vehicles
continued its leadership in the medium
class light commercial vehicles segment
with a market share of 46.2% with 11.651
Transporter sales, while the Caddy model
achieved 14.5% market share with 9.801
units sold.
New product launches
Volkswagen
Commercial
Vehicles
launched new models in 2015. In May, the
World Premier of the New Caravelle took
place at the Istanbul Autoshow. In June,
the New Transporter entered in the market. And the new Caddy followed the New
Transporter in July. The new models which
have the DNA of Volkswagen’s new, superior technology and comfort, were presented by 3600 communication strategy.

The International Van Of the Year 2016
Award, which is the most prestigious
awards in the automotive industry, was
awarded to the new Transporter model
this year.
The Crafter Premium model that has designed for tourism and VIP transportation,
was marketed in April. The New Crafter
Premium differentiates itself with the
superior level of comfort and standard
equipment features offered.
The Amarok, the pick-up model of Volkswagen Commercial Vehicles differentiates itself by using high technology and
superior equipment. The New Amarok
Exclusive which was developed especially for Turkey, has strengthened Amarok’s place in the competition with it’s
high equipment level. The launch of the
New Amarok Exclusive in 2015 was supported with an effective communication
activites that brought positive impact on
the increase of the Amarok’s share in its
market.
Brand communication
In line with its marketing strategy to focus
on the target audience, Volkswagen Commercial Vehicles continued its effective
communication activities based on an
in-depth analysis of the profile of and the
media used by its customers. A variety of
projects was realized in order to promote
the Volkswagen Commercial Vehicles
brand, inform the customers and introduce the products to the customers.
In the “Red Awards” that is organized
by the Hurriyet Daily Newspaper Press
Group’s Red Magazine and that awarded
creative press advertisements, Caddy’s
advertisement won the “Red Award” in
the “Commercial Vehicle” category. Besides Red Award, Caddy’s advertisement
has won Silver Award in the “Automotive”
section of the “Press” category of “Crystal
Apple” competition. Crystal Apple is the
prestigious creative advertising award
competiton in Turkey.

Volkswagen Commercial Vehicles undersigns pioneering research with services that increase customer satisfaction
through its customer-focused, innovative
and attractive practices on social media
platforms such as Facebook, where it has
over 1,000,000 followers, as well as Instagram and Youtube, and through the pioneering services that increase customer
satisfaction on online channels. It continues offering customer added value by
closely monitoring new technologies. In
this context and through its use of newly developed technologies, Volkswagen
Commercial Vehicles merited the Silver
Award in the “Year’s Best Mobile Marketing Campaign” category of the International Stevie Awards, and the Second
Award in the “Special Projects” category
of the Direct Marketing Award.

Onsite activities for CRM and
Authorized Dealers
Volkswagen Commercial Vehicles has
continued its approach to be one step
ahead of the customer expectations in
2015. As a result of project of potential
customers and external visits launched
early 2011, the number of potential customer entries reached 250,000 by the
end of 2015. A total of 76,000 customers
have been visited actively and on one-toone basis during 2015.

The new website, which was designed
in line with customers’ demands and
consumer buying behaviour, created difference with its design and functionality. Published in the final quarter of 2014,
the website kept on increasing customer
benefit by continuous development. The
number of users increased 180%, and the
time spent on the website increased by
20%, as the customer-focused communications has been maintained. Volkswagen Commercial Vehicles made targeted
marketing possible by merging online and
offline data in the scope of the CRM studies.

2016...
In 2016, Volkswagen Commercial Vehicles will carry on its activities for the purpose of protecting its strong position in
the light commercial vehicles market and
its strong brand image in all customer-oriented areas such as the product, authorized dealers onsite activities, and aftersales services. A broad range of products,
assurance provided by Doğuş Automotive
and Volkswagen brands, authorized Dealers network spread across Turkey, and
strong customer communication will be
the major tools of Volkswagen Commercial Vehicles to attain its 2016 targets.

After-sales services
The number of Authorized Service points
reached 75 after the opening of the Demoto Kütahya and Aykan Osmaniye services in 2015. Authorized Services offer
services to an average of 17,000 customers in a month with around 200,000 vehicles visiting service points in a year.

Volkswagen Commercial Vehicles
increased its unit sales 31.8% in the
light commercial vehicle market in 2015.
Volkswagen Commercial Vehicles maintained
its third place in the overall market and its
leadership in imported commercial vehicle
sales in 2015.
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Scania

Scania’s
year of
records!
By creating sustainable
quality and long term
value, Scania managed
to be a pioneering
company in its industry;
the company increased
its units of sales to 3,291
in 2015, and achieved
the highest sales figure
since its penetration in
the Turkish market.
İlhami Eksin

Scania, Meiller, Thermo King, DOD Heavy
Vehicle, Scania Industrial and Marine
Engines Brand General Manager
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Sales performance in 2015
3,291 units of Scania heavy commercial vehicles have been sold in Turkey
as of the end of December 2015. 2,609
of these were tow trucks, and 682 were
on-road and off-road trucks. The vehicle park reached approximately 20,000
units in 2015, and Scania continues to
be the brand of choice both in the onroad and off-road segments, creating a
difference with its broad product range.
Our customer “focus” in
after-sales services
In 2015, in accordance with the Solution Partner philosophy that our brand
implemented throughout the world,
we served our customers with spare
parts policies, maintenance and repair
standards. All our Authorized Services
in throughout the country have “Scania
Dealer Operating Standards”.
The customers in Turkey and Europe
communicate with operators who
speak their own language through the
customer hotline, which is operational
7 days a week and 24 hours a day; this
service was delivered to the points
where they are located through 26
emergency road assistance vehicles.
With a 77% commitment ratio throughout Turkey, we served our customers at
20 Authorized Services with a total of
295 technicians and 380 employees

through a total of 60,850 work orders
in 2015.
A new record from Gebze
Service!
Gebze Service increased its total revenues in 2015 by 30%, breaking a record
and becoming a role model for other
service stations with its unmatched
customer practices in the heavy vehicle retail industry. Gebze Service began operating as a technical training
and orientation centre; our new hires
as well as the 57 employees in our Authorized Service workshops were successfully provided with technical training and brand first entry orientations.
Having visited nearly 200 customers
with the objective of Aftersales Service and having brought solved their
issues, Gebze Service proved its success in the sale of maintenance agreement.

recommendations. The Scania Turkey
Facebook page, which was created in
July 2015, exceeded 125,000 followers by the end of the year and drew
a gradually increasing chart with its
page interaction ratios.
Scania Fleet Management
System
By sharing ideas with customers, Scania always intends to produce the best
solutions for customers’ needs; it has
entirely activated and realized its Fleet
Management System project in 2015.
Communication and
marketing activities
With the marketing activities realized
in 2015, Scania succeeded in having
the brand’s name frequently in the media,; it reached customers nationally

and industrially through their targeted
media with both sales and aftersales
services throughout the year.
In addition to the advertising efforts
prepared for industrial and national
broadcasts, the communication and
marketing activities included the test
drive of the newly launched Scania
construction vehicles that were promoted in Turkey in 2015, the press
meeting and the delivery ceremonies
during which we found the opportunity
to meet our customers interactively.
Furthermore, the marketing activities
that supported Authorized Resellers
and Services throughout 2015 held
prominence in the brand’s activities;
the websites of all Authorized Resellers and Service organizations were
realized.

Scania is in the digital and
social media now
Scania also met its fans in the digital
and social platform as of the seventh
month of 2015. Thank to “Scania Turkey” page which can be accessed on
www.facebook.com/ScaniaTr, Scania
fans could follow the most beautiful
Scania photographs and news, and
they also found the opportunity to
share their comments, opinions and

Scania achieved a total of 3,291 units
of 16 tonnes and higher Heavy
Commercial Vehicle sold in 2015,
resulting in a new record during its 20th
year of penetration in the Turkish market
under the distributorship of Doğuş Group.

2015 ANNUAL REPORT / 45

Meiller

Stable growth in Turkey with
Doğuş Otomotiv’s assurance
Offering the products it has
developed with superior
German technology for
more than 160 years to the
Turkish market with Doğuş
Otomotiv’s assurance
since 2007, Meiller has
developed projects to
address the changing
needs of its customers and
has acted as a leader to
raise the quality in its own
industry.
İlhami Eksin

Scania, Meiller, Thermo King, DOD Heavy
Vehicle, Scania Industrial and Marine
Engines Brand General Manager

46 / Doğuş otomotİv

About Meiller
F.X. Meiller Fahrzeug GmbH & Co. KG is
a large family corporation established
in 1850 in Munich. Meiller, currently cooperating with heavy commercial vehicle manufacturers to develop tipper
products that offer perfect compatibility with these vehicles, offers the latest
techniques and engineering knowledge
to its customers, creates fast solutions
for the differing needs of the sector, and
strengthens its leader position within
the sector with the service difference it
creates. Since 2007, the company has
offered sales and after-sales services
to the Turkish market under the distributorship of Doğuş Otomotiv.

Meiller in 2015
Having realized 407 units sales in
2015, Meiller increased its quantity of
sales by 31% compared to the previous year. In 2015, considering the two
elections and despite the extremely
stagnant market conditions between
these, Meiller remained a brand aware
of its customers’ needs, one which was
solution-oriented, that kept product
quality at the forefront, and one that is
preferred for its sincere approach.
After-sales services
Meiller provides service means to its
customers at a higher number of points
than its competitors, with 14 service
points throughout Turkey. It also continued being the preferred brand in 2015
with its customer satisfaction-oriented
service approach.
“The best tipper”
At the traditional “Best Commercial Vehicles and Brands” competition organized by German magazines specialized
in commercial vehicles sector, Meiller
won the “Best Tipper of the Year 2015”
award for the 11th year in a row, proving

its strength once more and demonstrating its superior quality.
Brand communication
activities
Meiller continued its communication
activities effectively throughout the
year and made a great contribution on
leveraging the brand image. In addition to the announcement activities included in the industrial media in 2015,
the company also emphasized regional
activities. Having reduced the burden of

its customers for more than 160 years,
Meiller has always been one of the industry’s most prominent brands with
issued delivery ceremonies and coverage in news media. With the traditional
iftar meal organizations, the company
met major fleet customers in Istanbul
and in Ankara. With a commemoration
that also became tradition in the New
Year, special gifts were prepared and
presented to major customers.

Having become customers’ solutions
partner with creative services
beyond the expectations
offered during and after sales
by considering unconditional
customer satisfaction as a
number one priority, Meiller realized
407 damper sales in 2015.
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Scania Engines

A new sales record
achieved by Scania Engines
Having offered a wide
product range to its
customers with s variety
of options, Scania Engines
increased its units of sales
in 2015 by 7% and raised
its market share mainly
in the land generators
market and in alternative
sales channels, proved its
superior fuel efficiency, and
accomplished a new sales
record.

İlhami Eksin

Scania, Meiller, Thermo King, DOD Heavy
Vehicles, Scania Industrial and Marine
Engines Brand General Manager
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Year 2015 sales performance
Scania Engines increased its market
share with the sale of 251 engines in
Turkey in 2015, and ranked in the first
5 among the countries in which Scania
realized the highest number of exports.
Scania Engines increased generator
motor sales by 49% through collaborative projects realized with the leading
generator companies of Turkey, raising
its position in the market and proving its
success in this field.
Scania Engines increased its sales in
marine engines and marine generator
sales through projects with global companies, and also demonstrated its market domination in these product groups.

Broad product range
Doğuş Otomotiv offers land generator
engines, marine engines, marine generator engines and industrial engines
to its customers under the Scania Engines brand. Having enriched its marine
engines product range with the new V8
engines, Scania reached the new engine range on the basis of its 16.4 litres
V8 truck engines in accordance with its
customers’ needs. Thanks to the XPI
fuel injection technology utilized, high
pressure fuel is sent to the cylinders in a
shorter span of time and more power is
generated with this new engine mix; the
performance reached levels desired by
Scania due to the filter technology utilized.
2016 objectives
Scania Engines continues its activities
to increase sustainable quality and market share in this branch of business and
to expand its product range as a reliable
solution partner. The business partnership, which started with the leading generator manufacturers in the land generators market in 2013, will also continue
in 2016, as it did in 2015. With its market
dominance and quality product group,
Scania Engines also aims to increase its

quantity of sales in 2016, and intends to
become the market leader.
Our marketing activities
supports our sales.
Scania Engines is a brand that has received extraordinary coverage in the
media, in addition to its high technology
products offered to the market. Accordingly, Scania Engines, following the sales
made to large-scale fleets in 2014, held
handover ceremonies accompanied by
the media, which enabled one-on-one
contact with customers.

With the rising market share trend in 2015,
Scania Engines increased its sales and has
maintained a sustainable quality approach
which is combined with robustness.
Under Doğuş Otomotiv’s assurance and
across land, industrial and marine engine
lines, the company’s total sales
increased by 7% in 2015, reaching a
sales record of 251 units.
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Thermo King

Another
successful year
for Thermo King
As a result of the
authorized reseller and
service network that has
continued to expand;
within the framework of
the studies carried out on
the customer satisfaction
policy of Doğuş Otomotiv,
Thermo King also provides
added value to the
economy with its high
quality products.
İlhami Eksin

Scania, Meiller, Thermo King, DOD Heavy
Duty Vehicle, Scania Industrial and
Marine Engines Brand General Manager
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Year 2015 sales performance
Having been a market leader for years
in the diesel chiller unit industry, Thermo
King reached a total of 606 units sold
with its fleet sales in 2015, maintaining
its leader position.
Offering options on units in accordance
to customer needs and specialized
cooling and heating solutions for each
project, Thermo King has reinforced its
cooperation with the leading cold chain
and drug transportation companies of
Turkey, and also increased its reliability in
the industry.
Thermo King has introduced its products
under the scope of the Good Distribution Practice (GDP) drug certificate in its
product range prior to sales launch. The
GDP drug-certificied Slx-e Trailer and
ColdCube modular cooler product were
launched in 2015.

Thermo King realized the launch of its
new product group ColdCube; with its
portable modular cooler, the company
currently continues its collaboration
with e-commerce companies, virtual
markets and frozen or fresh food product (cake, ice cream, catering) distribution companies in addition to the drug
industry.
With the “Thermo King Fleet Appraisal”
project, the quality and use qualifications of cooler units that are available
in the customers’ existing fleets are appraised. The related appraisal results
are communicated to customers, who
are notified if units require maintenance,
repair or change.
Thermo King extends the lifetime of
products through active spare part campaigns, enables their high-performance
operation, and continuously develops its
market share on original spare part use
loyalty.
TracKing hardware, which places Thermo King one step ahead of its competitors, enables instant data follow-up in
more than 80 countries through the use
of GPS technology.
Developing and changing
market conditions
Thermo King became the distributor
that showed the highest development in
2009, that realized the maximum sale of

units of refrigerated trailers in 2010, and
owing to its achievements in the field
of sales and service, it was selected by
OEM as the most successful Platinum
Sales & Service Distributor of the year.
Thermo King has maintained its platinum level since the date it received the
award.

the Authorized Reseller and Service network was increased.

In 2015, its market share in the enginedriven unit sales market expanded, the
enhanced product line was offered to
the market, and the market share of
ColdCube and Ce series was increased
through its sales.

Thermo King was elected as
the best brand for the 11th
time
Thermo King was chosen the best brand
for the 11th time in the “Cooler Units”
category through reader votes during
the “Best Brand” competition organized
Lastauto Omnibus, Trans Aktuell and
Fernfahrer magazines, which are issued
in Germany and included among the
most prominent publications of the
commercial vehicle industry.

Strong Autohrized Reseller
and service organization
In 2014, Izmir, Kayseri and Erzurum were
added to the Authorized Reseller and
Service teams that serve under Thermo
King, thusly increasing the Authorized
Reseller and Service Network in Turkey
to 16 points. Information was provided
through service and sales training delivered in 2015, and the effectiveness of

Marketing and communication
activities
The marketing activities in 2015 included
advertising activities prepared for the
industrial press and bulletin activities,
communication activities that support
Authorized Resellers and Services, and
delivery ceremonies in which we found
the opportunity to communicate with our
customers.

Due to the investments of global brands
in Turkey, Thermo King increased
its market share in the cold chain
transportation industry with 606 units
sold and maintained its leadership in 2015.
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Doğuş Oto

ımproved qualıty servıce
wıth an experıenced and
frındly team
Our objective in all of our
projects both realized and
those yet to be realized is
to give the best service to
our customers. Ensuring
customer satisfaction is
Doğuş Oto’s steadfast
policy. With our amiable
and experienced team, we
increase service quality
annually and strive to make
Doğuş Oto a role-model
dealer on the world stage.
Zafer Başar

Doğuş Oto Pazarlama ve Ticaret
A.Ş. General Manager
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In regards to Doğuş Oto
Genoto, which began offering services
in the automotive sector in 1963, has
continued its activities under the name
Doğuş Oto since 2004. Doğuş Oto
sells new and second-hand vehicles,
spare parts and accessories at 6 points
throughout the Istanbul, Ankara and
Bursa provinces for 7 brands (VW Passenger Vehicles, VW Commercial Vehicle, Audi, Porsche, SEAT, ŠKODA and
DOD); it also offers insurance, financing
and after-sales support services for the
7 brands it represents. Doğuş Oto maintains its progress by increasing its service quality annually.

Performing above objectives
Despite the drop in consumer confidence index and economic fluctuations,
the company attained sales figures beyond projections in 2015. In the brands
represented by Doğuş Oto, the sales
performance demonstrated during the
last 5 years reflected positively on service entries.
For Doğuş Oto, 2015 became a year when
set targets were exceeded, with 59,933
units sold and 240,201 service work orders. Parallel to the increases in vehicle
sales and service work orders, the company’s business volume and contacted
customer numbers have increased.
Moving even closer to the
customer through new
investments
In order to offer a wider service to its
customers under even better conditions, Doğuş Oto added new investments in its successful business results for 2015. These include the thor-

ough renewal of Doğuş Oto Esenyurt
and Doğuş Oto Etimesgut.
Particularly, certain innovations that
are being considered for realization,
whether short- or long-term, bear
great importance for Doğuş Oto’s
success. Doğuş Oto will begin offering sales and after-sales services in
2016, with the completion of the Kartal Region, the foundation of which
was laid in 2015. This investment is
one of the largest investments in Turkey in its field. Also, the Maslak Re-

gion will begin serving as of January
with an renewed Audi Showroom and
a service concept. Also, the Maslak
Region will begin serving as of January with an renewed Audi Showroom
and a service concept. In addition, our
Maslak region will start selling SKODA
vehicles.
A new year
Considering the impact of global events
and in the country’s economy, 2016 is
expected to be close in performance to
2015.

We started off to provide our
customers with perfect services
in sales and service and, increase our
service quality each and every year with
our experienced and friendly team.
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D-Auto Suisse

Focused on making our
customers our fans
Customer loyalty is the
core of our business
success. Continuously
improving and investing
in service and process
quality, we aim first and
foremost at maintaining
an excellent retailing
experience and
retaining our customers
throughout their lifetime.
Marcel Hauselmann
General Manager
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About D-Auto Suisse SA
Doğuş Otomotiv’s subsidiary company,
Auto Suisse SA has continued its operations as a Porsche distributor since
September 2009 in the city of Lausanne located in the canton of Vaud in
Switzerland, which has a population
of 750,000. Offering customers new
and second-hand vehicles, spare parts
sales and after-sales services, the company increases its service quality and
reliability every year.

D-AUTO SUISSE SA

more non-Porsche owners into members of the Porsche Community in
Lausanne.

Sales Successes
D-Auto Suisse SA succeeded in selling
361 new cars, increasing sales amounts
43 percent on the previous year. This
is the highest car sales number ever.
Sales of 176 Macan units helped its
penetration of non-Porsche customer
segments. With its 39 employees, DAuto Suisse SA is continuously working
for the best customer experience and
maintain its title as the dealer with one
of the highest CSS scores in Switzerland.

During 2015, 400 potential customers
have been reached with 10 marketing
activities. All activities are planned and
executed for the aim of creating a Porsche Community in Lausanne.

Marketing Activities
Many marketing activities have been
held during the year in accordance with
objectives to increase brand recognition, announce campaigns, and locate
new customers. Accordingly, one of the
main aims of marketing activities was
to introduce our Macan customers with
the sports car model range of Porsche
Brand.

2015 was the most successful
year for D-Auto Suisse SA in terms
of financial results and unit sales figures,
and the company has set the target of
making its customers its fans by focusing
on process quality and customer loyalty.

As of the end of 2015, the number of
registered customers in the D-Auto
Suisse database has reached 5,900.
All our efforts will be directed towards
expanding this customer base to turn
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D-Auto LLC

Increasing our Authority
with New Brands
The economic
shrinkage experienced
throughout the Iraqi
marketplace also had a
negative impact on the
automotive industry,
causing a shrinkage in
the automotive market.
In 2015 we pursued
activities based on the
principle of customerfocused high-quality
service, aimed towards
operational efficiency by
suppressing our costs,
and realized our efforts
towards increasing
company recognition and
brand image.

Osman Yelkenci

D-Auto LLC General Manager
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About D-Auto LLC
100% owned by Doğuş Otomotiv, D-Auto
LLC signed a sole exclusive general distributorship agreement for the territory
of Iraq with the Volkswagen and Audi
brands in 2013, and started its operations in the city of Erbil in July 2014. In
December 2015, the Iraq Distribution
agreement was signed with Volkswagen
Commercial Vehicles, and another one
was added to the represented brands.
D-Auto LLC provides the best quality
service to its customers, combined with
its knowledge and experience, in an area
of 7,500 m2 with its 22 employees.

Activities in 2015
2015 was a year which saw an increase
in economic stagnancy; the automotive
industry was influenced negatively and
the market shrunk by a large extent.
D-Auto LLC sold 37 new vehicles in
2015. Audi’s Q5 model appeared as the
most favoured brand, while the sporty
build of Volkswagen’s CC model became the product that our customers
showed the most interest in.
The Audi and Volkswagen Passenger
brands participated in the Erbil Autoshow fair, held in March of 2015; its
stand received the greatest interest
during the fair. During the SeptemberOctober period, a marketing activity
geared towards the Audi Q7 model was
organized, in partnership with Family
Mall SHC, the largest shopping center
in the region. This event contributed
positively on the quantity of sales while
allowing our company to be introduced
to wider masses.

D-Auto LLC gained acclaim with Volkswagen and Audi vehicle users through
its customer-satisfaction oriented service approach and the high quality offered in the field of after-sales services.
Efficiently becoming the service point
preferred by customers thanks to its
trained technical staff and high quality
service experience, D-Auto LLC served
2,338 vehicles in 2015.

2016 objectives
Under current market conditions, which
foresee the continuity of the economic
shrinkage, the minimum cost structure
shall be maintained and brand promotion activities shall be stressed in order
to improve market shares; D-Auto LLC
will strive towards differentiating itself
from its competitors through quality of
service.

D-Auto LLC, which launched its
operations in Erbil in 2014, signed an
Iraq Distribution contract with
Volkswagen Commercial Vehicles
in December 2015, and included
Volkswagen Commercial Vehicle under its
umbrella as its third represented vehicle.
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DOD

Stable growth
for DOD
We have continued a
stable growth by selling
23,125 units as a result
of our unwillingness
to compromise the
support given to
customer confidence
and satisfaction, to the
expansion of the supply
network and to our
increased Authorized
Seller concentration and
digital investments.
Anıl Gürsoy

SEAT, Porsche, DOD Brand
General Manager
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A new era in brand
management operations
In order to expand the Authorized Reseller vehicle supply network and to
increase stock diversity, the number of
companies we collaborate with was increased to twice the amount over the
previous year; along with the expansion
of operations, the supply of vehicles increased by 38% in 2014 and car sales
increased by 69%. As a result of new
supply contracts, the stock diversity and
quantity were increased; meanwhile, as
a result of the operational change in
2015, the speed of vehicle stock turnover increased by 23%, and stock financing costs dropped by 28%.
DOD retail
The business model change launched
in cash purchase processes and premium vehicle sales in 2014 at DOD retail
points also continued in 2015, and turnover increased by 34% year on year. Two
separate records were made by reaching the highest turnover and retail sales
quantities since the date when the activities started at retail points.
In 2016, in addition to the existing Istanbul-Esenyurt and Kocaeli-Çayırova

sales points, increasing accessibility
and continuing sustainable growth are
planned along with the new location
planned to be opened on the Anatolian
side of Istanbul.
Customer-focused
improvements in business
operations
The Mysterious Shopper Research
performed in 2015 allowed the identification of the improvable aspects of
the organization, and training for 2016
was planned according to the obtained
data. Authorized Reseller personnel
was provided on-site training for the
DOD Warranty service. The Authorized
Reseller personnel recruitment process to be included in the drive project
was standardized.
System and procedure improvements
were realized to offer faster and higher
quality service to customers, resulting in shorter vehicle purchase-sell
periods and enhanced customer satisfaction. 101 Points Appraisal processes that support the corporate
second-hand assurance aspect were
improved; the report shared with the
customer was simplified. The report is
planned to be issued in the first quarter of 2016.
Corporate identification structuring
efforts launched in the final quarter of
2015 will continue in 2016.

Digital investments
The digital face of the brand was renewed with DOD.com.tr, which was
published in September 2015, after
being revamped according to current
design and software trends. In order
to standardize vehicle artwork on the
website, photo shoots and the sharing
application, DOD Photo, was published.
The efforts related with iOS and Android applications are currently ongoing; the applications are planned to be
launched in the first quarter of 2016.
Parallel to the growth strategy of the
brand, the vehicle purchase section of
the new website was reorganized, and
a more functional section was created
for the customers who intend to ap-

praise their vehicles through DOD. As
a result, the increasing requests were
assessed in coordination with Authorized Resellers and increasing stock diversity was also realized while creating
a new supply channel.
Having introduced institutionalism in
second-hand automobile sales with innovative approaches, the use of DOD’s
active and visionary social channel
continues. The brand’s national and
regional communications have been
increased through the use of digital
channels.

Having introduced institutionalism and
confidence in the second-hand sales
industry, DOD increased its business
partners with the changes it has
realized in its business model in
2015, in the expansion of its supply network,
as well as with the introduction of a serious
momentum in its supply and sales.
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vdf

Exceeding our goals
with customer trust
and satisfaction
I wholeheartedly
believe that we’re
going to sustain our
stability in the years to
come as a company,
aiming not only to
achieve success, but
to build sustainable
success.
Tijen Akdoğan Ünver

vdf CEO/ Member of Board
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vdf Automotive Finance
(Volkswagen Doğuş Tüketici
Finansmanı A.Ş.)
In 2015, vdf succeeded in attaining its
targets thanks to its products and services focusing on customer satisfaction.
With a penetration rate of 33% among
Volkswagen Group brands, vdf has continued to be the market leader among
consumer finance companies and banks
in 2015 on the basis of “performing contracts” in consumer vehicle loans.
vdf has given 78,000 new loans as of the
end of 2015, increasing its total number of loans to 146,000. vdf has also increased its performing contracts volume
by 49% on previous year, rising from 4
billion TRY to 5.9 billion TRY.
In 2015, vdf Automotive Finance aimed
to increase customer satisfaction and

loyalty through sales, marketing, and
customer loyalty campaigns it carried
out jointly with the brands. The results of
the customer survey conducted in 2015
indicate that customer satisfaction levels have increased on the previous year.
In 2016, vdf aims to expand its packages
involving loans, insurance, and services
designed especially for the needs of its
customers, and to serve them in every
step of the automotive value chain.
vdf Sigorta ve Aracılık
Hizmetleri A.Ş. (vdf Insurance
and Brokerage Services, Inc.)
vdf Insurance Services has succeeded
in offering maximum customer satisfaction in 2015 thanks to its broad experience and product range specially developed to meet the needs of its customers. vdf Insurance Services functions as
the agency of 11 insurance companies,
serving individual and group customers
in a variety of areas such as automobile
insurance, traffic insurance, extended
warranty, and loan protection insurance.
vdf Insurance works with the Authorized
Dealers of VW group brand, and in 2014
has increased its number of branches
with dealers by 6, reaching a total of 50.
vdf Insurance Services added Scania
Kasko to its branded accident insurance
products which started with Volkswagen

Kasko and continued with SEAT, ŠKODA,
DOD and Audi Kasko, thus created a difference in its industry with brand-specific guarantees.
vdf Insurance continued to be the biggest agency in 2015 in terms of total
premium creation and number of performing contracts, increasing its net
premium creation by 42% on the previous year, from 208 million TRY to 300
million TRY. vdf Insurance increased the
number of its contracts by 22% in 2015,
reaching a total of 303,000.

vdf Faktoring Hizmetleri A.Ş.
(vdf Factoring Services, Inc.)
Active since May 2010, vdf Factoring
Services offers factoring and financing
services to 125 Authorized Dealers nationwide. In 2015, vdf Factoring reached
a transaction volume of 11 billion TRY
and a total asset value of 285 million
TRY. Committed to the principle of continuous and stable growth, vdf Factoring
aims to increase its business volume
further in 2016.

vdf, which has always kept customer
satisfaction on the forefront with its
innovative products and services
reached record figures in
quantities of loans and insurance
in 2015, and showed a performance
beyond the objectives. Last year, in
addition to Scania Finance merger, this
year it also included MAN Finance in its
body, and began to serve in all segments of
the automotive industry.
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TÜVTÜRK

Choosing
certainty,
adding value
During the 8 years we have
served as TÜVTÜRK, we have
offered vehicle inspection
services according to
international standards while
paying attention to increasing
traffic safety and adding
economic value to our country.
We shared the experience and
technical knowledge we have
accumulated over the years
to those that were left behind,
sharing among different
industries, as we are aiming to
increase the benefit that we
provided to the public.

Kemal Ören

TÜVTÜRK CEO
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2015
TÜVTÜRK has grown in all of its areas of
activity, especially in periodic vehicle inspections, increasing its revenue from
1,167 million TRY to 1,327 million TRY, marking a 13.7% increase in 2015. 218 million
TRY of the revenue is generated from
TÜVTÜRK Istanbul’s operations. The number of fixed stations has risen to 207, with
the opening of Çorum Osmancık, Sivas Gemerek and Trabzon Of Inspection Stations
in 2015. The number of mobile stations
rose to 106, with the addition of new mobile
tractor stations.
A major contribution to road
safety
In 2015, periodic inspections of 8,091,000
vehicles were completed, with a 2,5% increase compared to the previous year.
During these inspections, 35.4% of vehicles were identified as heavily defective or
unsafe. During re-inspections, 98.1% of the
2,826,000 vehicles previously found defective were found to have been fixed, and
were
allowed to re-enter traffic safely after successfully passing the re-inspection.
Exhaust emission
measurements
In 2015, 2,821,000 vehicles underwent exhaust gas emission measurements. This
marked a 2.8% increase in units compared
to the previous year in terms; the ratio of
this service to periodic inspections was
34,9%, the same as in 2013.

Roadworthiness inspection
32,000 vehicles were inspected for roadworthiness at 30 stations in 2015.
Customer experience is always
at the forefront
One of TÜVTÜRK’s priority objectives in
2015 was to capitalize on innovative technologies to enhance the ease and speed
of acquiring inspection service for vehicle
users. The website www.tuvturk.com.tr on
which vehicle owners can schedule free
reservations over the internet was renewed according to users’ needs and digital trends. The website, which was also
made compatible with mobile devices, facilitated and accelerated the acquisition of
reservations by 50%.
The Istanbul Dudullu TÜVTÜRK Station
was also reorganized to offer easier and a
more comfortable service reception for
vehicle users; the improvements in customer admission, the reception/waiting
and administrative buildings guided us in
the design of new generation stations.
Center of industrial
knowledge and experience:
TÜVTÜRK Academy
In order to increase the inspection process and quality of TÜVTÜRK, TÜVTÜRK
Academy provided technical and qualification training to more than 3,500 employees serving 202 fixed, 5 motorcycle
and 76 mobile stations, and 30 mobile
tractor stations throughout Turkey. At
TÜVTÜRK Academy in Şile, training is pro-

vided under 3 different headings: Occupational Qualification Training, Technical
Training and Qualification-based Training,
and Development Programs in Şile. Moreover, TÜVTÜRK Academy is paving the way
to become a training institute that will our
organization’s technical knowledge and
experience to the transportation, logistics
and automotive industry. TÜVTÜRK Academy, which was authorized to provide Exhaust Emission Technician Certification
and Hazardous Substance Security Consulting Certification by the Ministry of
Transport, Maritime Affairs and Communications, also offers SRC 5 Tanker Training
as well as SRC 5 Professional Qualification
Training. TÜVTÜRK Academy aims to increase the number of these training programs in 2016 while contributing to many
industries.
Act of Responsibility in Traffic
Under the Coordination of the Ministry of
Transport, Maritime Affairs and Communications of Turkey, in cooperation with the
organizations and institutions specializing

in traffic security, the Traffic Responsibility
Action was realized in 2010 with the aim of
increasing social awareness regarding
traffic security and individual responsibilities. Can Dostları Hareketi (Bosom Buddies Action) developed for different target
groups continues with sub-projects like
the Trafikte Gençlik Hareketi (Youth in
Traffic Action) and İyi Dersler Şoför Amca
(Now it’s your turn to learn, Mr. driver). Two
sub-projects conducted between 2010
and 2013 (Safe Vehicle Action and Responsible Citizen Action) were completed.
Through training and site events under the
scope of TRA, more than 1 million people
were directly, and more than 4 million people were indirectly, were affected in the
last 5 years. The project received many
awards during the last 5 years; in 2015, it
was recognized in the Corporate Social
Responsibility category of the Media and
Communication Awards, organized with
the concept “Farkında Olanlar Fark Yaratanlar” (Awareness Makes a Difference)
by Maltepe University School of Communication.

2015 was a year of success for TÜVTÜRK.
Having steadfastly considered positive
customer experience as a priority,
TÜVTÜRK increased its investments in
this field in 2015.

2015 ANNUAL REPORT / 63

Spare Parts and Logistics

A service that
creates value
forthe world’s
most prestigious
brands
Spare Parts and Logistics
combines the latest and best
practices of synergism with
state-of-the-art technology
and continuously creates
value for Doğuş Otomotiv’s
multi-brand structure.
Spare Part and Logistics
accelerates in Spare Part
storage and distribution
with the automation
systems used, and brings
a new dimension to vehicle
shipment due to its proactiveness in the shipment
structure.

Mustafa Karabayır

Spare Parts and Logistics
General Manager
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About Spare Parts and
Logistics
Spare Parts and Logistics manages
the importation, warehousing and distribution of vehicles and spare parts to
Authorized Dealers of the world’s most
prestigious brands such as Volkswagen, Audi, SEAT, ŠKODA, Porsche, Bentley, Lamborghini, Scania, and Meiller,
as well as Scania Industrial and Marine
Engines, Thermo King Transport Temperature Control Systems, and their affiliated products.
Spare Parts and Logistics employs
state of the art technology combined
with the best modern practices of synergism, creating an unmatched service
for the global brands represented by
Doğuş Otomotiv.
Prompt delivery of the right
service for customers
In order to run its operations smoothly,
Spare Parts and Logistics uses advanced computer technology and stock
management systems, which can be
easily adapted to various demands
of customers. As a result, spare parts
availability increased to the level of 99%.
Effective pricing and price positioning
policies, along with the use of common
parts up to 50%, creates a prominent
synergy in the Spare Parts and Logistics
organization. Spare Parts and Logistics
has undertaken a new leap regarding its
facilities by doubling its installed capacity in 2013 in order to improve the quality
of its service and to ensure sustainabil-

ity of the business volume for the next
decade. Automation systems created in
2014 minimized the rate of mistakes by
speeding up warehousing operations
and distribution of Spare Parts. The
project for closing the outdoor areas of
the vehicle storage park and shipment
sites was realized in 2015; the prevention of the damages which might occur
due to natural disasters was planned.
Spare Parts and Logistics has implemented a new “shipment from the port”
project as part of its pioneering vision
in vehicle logistics. Spare Parts and
Logistics started vehicle stocking and
importing at ports, and has made significant improvements in client delivery
times by working with more than one
transportation company for vehicle deliveries from ports to Authorized Dealers.
In 2014, Spare Parts and Logistics restructured its waste management policy to include all Authorized Services
and took successful steps to manage
and collect waste, and collected more
waste batteries than its legal obligation.
Products and services
offered
For the efficient supply of products and
services to Authorized Dealers and Services and improved overall customer
satisfaction, Spare Parts and Logistics
offers the following services:
• Operational management of vehicle
importation and homologation is-

•

•

•

•
•

sues of all group brands.
Warehousing in the bonded and
stock areas of imported vehicles
supplied by VW, Audi, SEAT, Porsche,
Bentley, Lamborghini, Scania, Krone,
Meiller, and ŠKODA brands, as well
as their delivery to the Authorized
Dealers.
Ordering, import, stock management and delivery to Authorized
Dealers of the spare parts and accessories of VW, Audi, SEAT, Porsche, Bentley, Scania, Lamborghini,
and Thermo King.
Monitoring the targets and realizations of qualitative and quantitative
part bonus criteria of Authorized
Dealers.
Importation of the spare parts and
accessories of Krone and Meiller.
Fulfilling the obligations of DOAŞ
and Authorized Services in accordance with environmental legislation
and decreasing our environmental

impact in line with our Corporate
Responsibility.
Improving our qualityfocused business approach
• Adopting the role of a strategy-setter in spare parts activities, creating
a vision and sharing it with brand
representatives, contributing to increase the market share of group
brands,
• Implementing projects with the aim
of continuous improvement of spare
parts management systems,
• Shortening delivery times period
and reducing costs to support new
vehicle sales, and to give opportunity to decreasing stock costs;
• Seeking new opportunities in accessories marketing to increase sales
volume, are among the prioritized
goals of Spare Parts and Logistics.

In 2015, Spare Parts and Logistics
imported 177,348 vehicles and
dispatched 195,000 vehicles to
Authorized Dealers, ending the year
with a total revenue of TRY 715.2 million
generated by the sales of spare parts and
accessories.
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Doğuş Sigorta

The best insurance
services with
the guarantee
of Doğuş Group
An experIenced agency
Doğuş Sigorta Aracılık Hizmetleri A.Ş.,
a subsidiary of Doğuş Holding, is an intermediary company established on 26
March 1984. Considering the intense
competition in the insurance market, our
objective is to guarantee the assets and
commitments of the ventures under Doğuş Holding in the most reasonable way
in terms of cost and operation. Doğuş
Sigorta continued its activities throughout 2015 in line with the aim of always
providing the best insurance services to
Group companies and their employees
as well as other customers.
•

All the insurance procedures of the
affiliated companies that are active
in a total of 8 sectors consisting of finance, automotive, construction, me-

dia, tourism and services, real estate,
energy, and catering are pursued by
Doğuş Sigorta.
•

•

Within the framework of Doğuş Group Property Insurance program, affiliate companies of Doğuş Group were
offered considerable advantages in
terms of scope and price, and of assessment and pricing of all the risks
in policies issued in 2015.
In parallel with the activities of Doğuş
companies in various sectors, the
range of insurance products provided was increased and risk assessment updates were made in all the
activities performed throughout the
year.

•

Doğuş Insurance increased its premium production with a team of 5
people by 30% year on year in 2015
to 33 million, and increased its policy
production by 25% to 22,000 units.

Growth to contInue In 2016
Through collaboration with Turkey’s leading insurance companies, Doğuş Sigorta provides the fastest and highest quality service to its customers; considering
its experience, knowledge and wide product range for the insurance activities
of the Doğuş Group, the company’s success will continue.

With an experience of nearly 30 years, Doğuş
Sigorta offers dependable services
that make a difference for its
clients.
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