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ABOUT DOĞUŞ GROUP
DOĞUŞ GROUP, WITH OVER 330 COMPANIES AND
MORE THAN 55,000 EMPLOYEES, SERVES ITS
CUSTOMERS WITH ADVANCED TECHNOLOGIES,
HIGHEST BRAND QUALITY AND A DYNAMIC
HUMAN RESOURCE.

The Doğuş Group, founded in 1951,
sets standards for a better living by
being at the forefront of discoveries
that shape modern life. Doğuş,
which aspires to be a global house
of best in class lifestyle brands
that create aspiration, not only for
customers but also employees,
partners and even competitors,
continues to work in all of its
fields of operation with the aim of
becoming a global player.
The Doğuş Group, active in
eight core businesses including
financial services, automotive,
construction, media, tourism
and services, real estate, energy
and entertainment, sustains its
growth with new investments in
the areas of technology, sports,
and entertainment along with
its current operations. With over
330 companies and more than
55,000 employees, the Group
serves its customers with advanced
technologies, highest brand quality
and a dynamic human resource.

The Doğuş Group owes its success
to a management approach
centered on customer satisfaction
and efficiency. As a result of this
approach, the Group continues
to build strong partnerships with
globally reputable brands, and
represent Turkey across the world.
The Doğuş Group currently partners
and cooperates with some of the
large global players including: BBVA
(Banco Bilbao Vizcaya Argentaria,
S.A.) in finance; Volkswagen AG
and TÜVSÜD in automotive; Condé
Nast (Vogue, GQ, Traveller) in
media; Hyatt International Ltd. and
HMS International Hotel GmbH
(Maritim) in tourism; the Latsis
Group , the Kiriacoulis Group and
the Adriatic Croatia International
(ACI) Group in marina and nautical
operations; the international Azumi
Group that holds under its roof
brands such as Coya, Roka, Zuma
and Oblix in food& beverage and
entertainment; and the South
Korean SK Group in e-commerce.
The Doğuş Group’s management
approach also embodies a strong
corporate citizenship awareness
that the whole society does and
will benefit. In launching social
responsibility projects, the Group

always aims to leave a mark
on people’s life and make it
much better. The Group’s social
responsibility projects are managed
with the objective to help the
society to create a progressive
future; a modern lifestyle.
The Group launches and carries
out a variety of corporate social
responsibility and sponsorship
projects, particularly focused
on culture and arts, sports
and education. Aware of its
responsibilities in all the areas
it supports, Doğuş Group acts
with the vision of leading the
community by example, and
contributes to the economy
and employment through its
investments.
As a pioneer of change in Turkey,
the Doğuş Group capitalizes on
its broad network of services,
knowledge base and collaborations
to attain its goals. The Doğuş Group,
driven by its vision of becoming
a global player that sets the
standards and advances through
explorations, continues to consider
the partnership and investment
opportunities that might be
beneficial for the nation’s economy.
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VOLKSWAGEN PASSENGER CARS CAPTURED
13.4% SHARE IN THE PASSENGER CARS MARKET,
WHICH RECORDED 4.3% GROWTH IN VOLUME
AGAINST THE PREVIOUS YEAR.

VOLKSWAGEN PASSENGER CARS
Volkswagen Passenger Cars
captured 13.4% share in the
passenger car market, which
recorded 4.3% growth in volume
against the previous year. In addition
to the new Tiguan, the main model
of which was launched in May,
the action model Allstar series of
Polo, Golf, The Beetle, and Scirocco
models were also introduced in
2016. With the support of new
models, and thanks to successful
product and communication
strategies followed in 2016,
Volkswagen Passenger Cars reached
the market share of 13.4% with
101.763 units in retail sales, and
finished second in the passenger car
market.

101,763
VOLKSWAGEN PASSENGER
CAR ONCE AGAIN SURPASSED
100,000 VEHICLES IN 2016.

2016: Another Year of Awards
Volkswagen Passenger Cars was
as successful in sales as it was in
communications, and was voted
the most liked car brand of the
year for the fourth consecutive
year in a survey conducted by the
independent research company,
Mediacat Ipsos. Volkswagen
Passenger Car was awarded the first
prize in the “TV application of the
year” category at the ODD Sales and
Communication Awards organized
by the Automotive Distributors’
Association for its communication
campaign called “A family full of
unique features”. Furthermore, the

brand won the silver award for the
Lovemark television campaign at
the Effie and Crystal Apple Awards
in the automotive category; ranked
at the first place in the Turkish
Customers’ Voice Research in the
automotive category; Golden Spider
and Gold Stevie awards in the
automotive category for its renewed
website, and Gold Stevie for the
management of its Instagram and
Facebook accounts.
Performance of models
Volkswagen’s Polo, Golf, Passat and
The Beetle models completed 2016
as the leaders of their respective
segments. Sales of the Polo model
in the A0/HB segment increased
by 27.4% compared to 2015 with a
segment share of 19.4%. The share of
the Golf model in the A/HB segment
was 25.5%. The Passat model
continued its leadership in 2016 with
a 35.0% segment share. The Beetle
model in the A Coupe segment
is the leader with 44.6% segment
share. The New Tiguan model,
which has been in intense demand
since its inception, has increased its
sales by 75.0% in 2016, reaching a
segment share of 13.2% at the end of
the year. And the Jetta model, in the
A/NB segment, where diesel engines
are predominantly preferred,
completed 2016 with a share of 4.8%
with only petrol engines.

Innovative solutions in digital
communication
Following the digital world closely,
Volkswagen launched the new
Passenger Cars website and has been
visited 23 million times by the visitors
in 2016. The “MyVolkswagen” app
offered to always be available for fans
was downloaded to 80 thousand
users’ smartphones.
Social media channels that bring
together powerful strategy and
original contents with users have
become the most followed accounts
again this year. Volkswagen has
the largest automotive Facebook
page and leads in Turkey in terms
of following, and has exceeded 4
million local followers. Volkswagen
Passenger Cars has also been the
most followed automotive brand
in Instagram with its number
of followers exceeding 260,000.
Volkswagen Passenger Cars has also
been very active on other channels
to provide the right content for
Volkswagen fans on Youtube,
LinkedIn and Google Plus, achieving
instant one-on-one communication
through “Social CRM” applications.
Aiming to keep up with the
global digitalization process and
the requirements of the times,
the “Digital Retail” project, which
was diligently carried out in pilot
phase, was launched at Doğuş Oto
Etimesgut in 2016.

Aftersales Services
Expanding its service network with
the opening of Avek Çanakkale
Authorized Aftersales Service
in 2016, Volkswagen Passenger
Cars Aftersales Services increased
the number of its Authorized
Aftersales Service centers across
Turkey to 75. Up from fourth to
second place, Volkswagen After
Sales Services took its success
further at the International
Aftersales Customer Satisfaction
(IACS) survey commissioned by
Volkswagen AG, and conducted
annually throughout the world by
an independent research institute
to compare the aftersales services
of all brands. Authorized services
receive around 625,000 vehicles
throughout the year and an average
of 52,100 customers every month.
In 2016, the spare parts and labor
turnovers increased by 17% and 10%,
respectively.
With its strategies aligned to
Volkswagen’s global vision of
being “the best selling, the most
innovative automotive brand in the
world”, Doğuş Otomotiv Volkswagen
Passenger Cars once again
surpassed 100,000 vehicles in 2016,
selling 101,763 vehicles in retail and
capturing a market share of 13.4% as
it continues to be one of the leading
brands in the automotive industry.

“A Family Full of
Unique Features”
Volkswagen Passenger Cars
was awarded the first prize
in the “TV application of the
year” category at the ODD
Sales and Communication
Awards organized by the
Automotive Distributors’
Association for its
communication campaign
called “A family full of
unique features”.
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AUDI TURKEY IMPROVED ITS SALES FIGURES BY
8.5% YEAR ON YEAR. WITH DIGITALIZATION AT THE
HEART OF ITS BUSINESS PROCESSES, AUDI TURKEY
WAS GIVEN AS AN EXAMPLE BY AUDI AG TO OTHER
MARKETS FOR ITS BENCHMARK PROJECTS.
AUDI
Record sales in units
Doğuş Otomotiv began importing
Audi into Turkey in 1994, and in
2016, the brand’s outstanding
success resulted its highest-ever
sales figures with 22,005 units.
Each the leader of its segment,
A3 Sedan, A3 Sportback and A3
Cabriolet’s total sales in 2016
amounted to 11,500 units. While the
sales of A4, A4 Avant and A4 Allroad
exceeded 5,000 units, the total
sales across the A5 family was 600
units, with 2,200 units of A6 sold
throughout the year. The Q3 closed
the year with 1,000 units sold, and
Q5 with 750 units. Meanwhile, the
sales of niche models such as S/
RS, A4 allroad, A3 Cabriolet, and TT
also rose significantly in 2016, and
achieved their highest sales figures
to date.

22,005
AUDI RECORDED ITS HIGHESTEVER SALES FIGURES WITH
22,005 UNITS SOLD IN 2016.

Audi City
Audi City, where visitors obtain
information and observe virtual
Audi models in real-life dimensions,
opened at Istinye Park, Istanbul
following London, Beijing and
Berlin, enabling the visitors
to receive more personalized
consultancy services on color,
equipment and model choices
from Audi experts. The design
and operation model of Audi
City, which Audi A.G. describes as
the “showroom concept” of the

future, combines the present and
future sales methods with the best
features of virtual / digital world.
Audi City provides the brand with
technological infrastructure as a
virtual showroom as well as a more
personalized customer service and
consultancy.
Digitalization in Business
Processes
With digitalization at the heart of
its business processes, Audi Turkey
was given as an example by Audi AG
to other markets for its benchmark
projects. The smart pen project was
launched in 2016, and all Authorized
Aftersales Services began to use
the pens. The information written
by the smart pen is instantly
transmitted in digital environment
to the service consultant, resulting
in faster response to customers.
A self-service reception technology
has been provided to enable
Audi owners to carry out service
transactions more rapidly and easily.
With the self-service kiosks placed
at the entrances of the Authorized
Aftersales Services, Audi owners
have been offered a tool to select
the services they wish to get, open
work orders and pay for the services.

Marketing and launch activities
Advertising and communication
activities aimed at increasing
Audi’s brand recognition
continued throughout the year,
and tactical communication
campaigns in parallel to sales
targets were run. For the launch
of Q2 in the last quarter of the
year, 360° communication was
targeted. In addition to advertising
campaign and test drives with
wide participation, the micro site
“benitagle.com” was developed
where the users “tagged” each other
and posted their personal videos,
elevating the Q2’s recognition to
even higher levels. Audi won the
grand prize “Kıpkırmızı” at the
Kırmızı Advertising Awards for its air
bag campaign, as well as the best
art direction, best illustration, and
best car advertisement in media
awards. One of the other key issues
was social media communication.
Social media channels such as
Facebook, Twitter, Instagram,
YouTube, and LinkedIn have been
successfully used in Audi’s brand
communications. Audi brand
became one of the leading brands
in the automotive industry in terms
of average engagement figures on
Facebook in premium segment.
The Audi brand sold 22,005 sales
units in 2016, growing its vehicle

park by 17% year on year, and
attaining 75% customer loyalty
ratio as an exemplary figure across
Europe while aftersales turnover
rose by 14%.
Aftersales services
Audi Aftersales Services left behind
the other brands in the Authorized
Aftersales Service Satisfaction

Survey (DSS Service) conducted
by Audi AG annually with the
participation of Aftersales Service
Managers and company owners
(DSS Service), and confirmed
its success by ranking first. This
impressive result shows that
communication and cooperation
with business partners was
maximized.
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SEAT BROKE A NEW SALES RECORD BY REACHING
THE HIGHEST SALES UNITS AND MARKET SHARE
IN ITS HISTORY, INCREASING THE NUMBER OF
PASSENGER CARS SOLD BY 22% COMPARED TO
PREVIOUS YEAR.
SEAT
Highest sales units and market
share ever
SEAT continued its growth trend
of the last four years, and reached
its highest sales figures with 20,637
units in 2016, showing a much
higher performance than the rest
of the market with an increase of
22% in the number of units sold.
SEAT also raised its market share
to 2.73% with successful product,
communication, sales, and fleet
strategies followed in 2016 with
Leon, Ibiza, Ateca, Alhambra and
Toledo models. SEAT increased
its market share by reaching the
highest number of sales in Leon
and Ibiza models in its history.
Leon ranked second in the AHB
segment, taking 13.11% segment
share, and Ibiza raised its share in
the A0-HB segment to 4.72%. Ateca,
the first SUV that SEAT included
in the model range in November
closed the year with 188 units sold.

20,637
SEAT REACHED ITS HIGHEST
SALES FIGURES EVER WITH
20,637 UNITS IN 2016.

Euroleague Basketball
Sponsorship
Within the scope of the ongoing
Turkish Airlines Euroleague and
Eurocup sponsorships, SEAT
effectively reached the basketball
target group by being present in
all communication channels from
classic to new media. Sponsorship
of Darüşşafaka Doğuş Basketball
Team also continued throughout
the year.
With the contribution of the
communication activities as well
as sponsorship communications
in 2016, SEAT increased its brand
awareness by 12% compared to the
year 2015.
Digitalization
SEAT’s new website launched
in 2016 aims at increasing
customer benefits with its design,
functionality and distinctive
infrastructure. With the new
website, the number of visitors
increased by 56% year on year.
Television, newspaper, magazine,
radio and digital channels were
used to support the sales of Ibiza
and Leon throughout the year.
Communication of Ateca, the first
SUV of SEAT, effectively continued
in the second half of 2016.

After-Sales Services
Car entries into the SEAT
Authorized Services reached
74,000, corresponding to 19%
increase compared to the previous
year with the effects of the growing
vehicle park and service marketing
activities in 2016. With the ongoing
actions throughout the year, SEAT
Authorized Services loyalty rates
reached 64% and the after sales
services customer satisfaction
survey score reached 101.6 points
with SEAT’s customer satisfactionoriented approach.

In 2016, SEAT Turkey won the
“Absolute Winner” award, the
highest prize of all categories in
the Top SEAT People competition
organized by SEAT S.A. among all
Authorized Dealers worldwide, while
also winning the second prize in the
aftersales service consultant category.
The SEAT brand increased its
passenger car sales 22% year on year,
showing higher growth rate than the
market, and broke a new sales record
in the number of units sold. With
the highest sales figures and biggest
market share to date, the brand
maintained its sustainable growth
trend of the recent years

“Improved Brand
Awareness”
With the contribution of the
communication activities
as well as sponsorship
communications in 2016,
SEAT improved its brand
awareness by 12% year on
year, reaching 28 points.
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ŠKODA TURKEY WAS NAMED THE MOST
SUCCESSFUL DISTRIBUTOR IN THE AFTERSALES
SERVICES CATEGORY AMONG 103 COUNTRIES AT
THE “BEST DISTRIBUTOR AWARDS” HOSTED BY THE
MANUFACTURER.
ŠKODA
ŠKODA has crowned 2016
with awards
ŠKODA continued its growth trend,
and after record-breaking sales of
22,107 units in 2015, sold 28,876
passenger cars in 2016, marking an
increase of 30.62% in sales. These
figures reflected on the brand’s
position that rose from 13 to 11, with
3.81% market share.
2016
ŠKODA increased its sales to 28,876
units in 2016 by boosting the sales
approximately 30.6% year on year.
Recording higher growth than the
market average of 4.3%, ŠKODA
had sold 22,107 units the previous
year. Meanwhile ŠKODA’s global
sales increased 6.8%, reaching a
total of 1,127,000. ŠKODA Turkey
stayed ahead of important markets
such as Germany, Italy, France,
Spain, Austria and Belgium, and
maintained its seventh place
among ŠKODA’s international
markets.

28,876
ŠKODA INCREASED ITS SALES TO
28,876 UNITS IN 2016 BY BOOSTING
THE SALES APPROXIMATELY
30.6% YEAR ON YEAR.

Performance of models
ŠKODA Turkey sold 28,876
passenger cars in 2016. Octavia,
the bestselling model of 2015, was
again the most popular model

with a total of 12,854 deliveries,
constituting 45% of overall sales,
and increasing its sales 27% year on
year. Superb, the second most sold
model, similarly increased its share
in overall sales to 27.6%, selling
7,872 units.
The success of ŠKODA Turkey was
not limited to its sales performance,
but also extended to online. ŠKODA
Turkey sustained its fast rise on
Facebook with 564,254 followers,
and recorded stable growth on its
website www.skoda.com.tr with
8,344,796 visitors.
What’s new in 2016 and 2017
In 2016, products supporting
ŠKODA’s 4x4 image were
promoted. In addition to 4x4
versions of Octavia, Octavia Combi
and Superb, Octavia RS and Octavia
Combi RS models were also offered
in 4x4 versions.
The completely renewed third
generation of Superb, which
successfully represents ŠKODA
brand in the D segment, was
launched in Turkey and received
with great interest. Since 2016
was the first full year that the

new Superb was sold, it recorded
increase in sales and share within
the brand. The success of Superb
was also supported by the ‘Car of
the Year in Turkey’ award by the
Turkish Automotive Journalists
Association (OGD). Among the
shortlisted seven candidates,
ŠKODA Superb was voted the
winner by 64 automotive journalists.
ŠKODA Turkey was named the
most successful distributor in
the Aftersales Services Category
among 103 countries at the “Best
Distributor Awards” hosted by the
manufacturer.
The other important innovation for
ŠKODA was Kodiaq launched in
September 2016. Kodiaq developed
on VW Group’s MQB platform of
VW Group drew great attention
as the first large SUV model of the
brand. Kodiaq, which marks the
continuation of the change that
started with Superb, is expected
to be available for sale in March.
Kodiaq, which will come in 5-seat
and 7-seat versions, is expected
to attract new customers to the
ŠKODA brand in Turkey and around
the globe.

Another important novelty of 2017
will be the launch of the global
bestseller Octavia’s revamped
model. The Sedan, Combi and
RS versions will undergo major
overhaul as part of the renovation.
The sales of the new Octavia, which
captured significant sales figures
in Turkey, is set to start in March.
In July, the revamped versions of
Rapid and Rapid Spaceback will be
available in Turkey.
2017 market share target
With the new products, ŠKODA
continues to make great progress
in the global arena and in Turkey,
and aims to offer the first true SUV
model in 2017 for non-ŠKODA
customers. Appealing to a broad
audience from large families to
users who prefer SUVs, Kodiaq will
contribute positively to sales as part
of the changing face of the brand.
Turkey has become one of the
fastest countries to complete
the Corporate Identity Transition
that ŠKODA launched in 2013.
This new concept, which includes
quality activities to improve
brand perception, is designed to

increase customer satisfaction
completely from the customers’
showroom visits to purchasing and
aftersales services. ŠKODA, which
has succeeded in increasing sales
figures every year in Turkey, will
present the widest product range
with the new SUV model to enter
showrooms in 2017.
ŠKODA Turkey, which operates
37 Authorized Aftersales Services
was named the most successful
distributor in the Aftersales Services
Category among 103 countries
at the “Best Distributor Awards”
hosted by the manufacturer while
the new Superb was awarded as
the “‘Car of the Year in Turkey”’ by
OGD.
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BENTAYGA, “THE WORLD’S FASTEST, MOST
POWERFUL” SUV THAT DEBUTED GLOBALLY IN
2015 WAS LAUNCHED IN TURKEY IN 2016.

BENTLEY&LAMBORGHINI
The most prestigious and
luxurious models
Bentley Motors was founded in
1919 by railroad engineer Walter
Owen Bentley. Today, the brand
pursues its operations under the
umbrella of Volkswagen AG. 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 acquisition of all Lamborghini
shares by Audi AG in 1998, the
brand shifted towards a rapid
uptrend with its new models
equipped with powerful and highend technologies.

21
BENTLEY SOLD 14, AND
LAMBORGHINI SOLD 7 VEHICLES.

2016: Sustainable success
In 2016, the Bentley brand
maintained its sustainable success,
while the Lamborghini brand
solidified its place as a competitor
with the Huracan model.

Despite the difficulties of the year
we left behind, Bentley sold and
delivered 14 units including
4 Bentayga, its new SUV. In
addition, throughout the year
Bentley also sold and delivered
2 GT Speeds, 2 GT V8, 2 GT V8S,
2 GT Convertibles and 2 Flying Spur.
In 2016, Lamborghini sold a total of
7 vehicles consisting of 4 Huracan
and 3 Avendator models. A Huracan
Spyder and an Avendator Roadster
among these are convertible
models offering performance and
luxury together.
Keeping up brand communication
Marketing investments for Bentley
and Lamborghini continued in
2016. The highlights of these efforts
are as follows:
»» For the launch of Bentayga,
the world’s fastest and most
powerful SUV, a test drive event
was organized for the media on
April 18 – 20. The organization
that involved a 500-km long
drive kicked off at Munich
Airport, Germany, and finished

in Kitzbuhel, Austria. The daily
publications that attended
the event covered the model
extensively. The Bentayga Diesel’s
global launch took place in
Marbella on December 7 – 8.
»» A private test drive and factory
visit was organized for a
group of Turkish journalists on
December 14 – 15 by Automobili
Lamborghini. Huracan and
Avendator models were tested

during the event attended by
automotive and lifestyle media,
which later covered the models in
their channels.
»» -Sustainable communication
efforts have been undertaken
throughout the year in line with
the global marketing plans of
Bentley Motors and Automobili
Lamborghini.
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The launch event of the new
718 Cayman within the scope
of summer venue sponsorship
was recognized in the “Outdoor
Application of the Year” category at
the ODD Sales and Communication
Awards, making Porsche Turkey one
of the 2016 Gladiators for the first
time in its history.

PORSCHE TURKEY CONTINUED TO IMPROVE
CUSTOMER SATISFACTION IN THROUGH
SALES, MARKETING AND AFTERSALES SERVICE
ACTIONS DESIGNED IN LINE WITH THE GLOBAL
DIGITALIZATION STRATEGY, AND INNOVATIVE
SUPPORT SYSTEMS ADAPTED TO THE MODELS IN
THE PRODUCT RANGE,

Embracing the digital world
The Porsche Driver’s Selection
boutique products as well as the
Porsche original accessories were
integrated to the Porsche online
sales system, and offered to the
consumers online.

PORSCHE
Investments
Doğuş Oto Kartal, a new showroom
located on Istanbul’s Anatolian side,
opened on August 15, raising the
number of Porsche sales points to
eight in Turkey.
Performance of models
Porsche’s best-selling model in
2016 was again Macan with 514
units, increasing its market share in
the compact SUV segment by 19%
year on year. Macan was followed
by Cayenne with 232 units, and 911,
which sold 28 units, and increased
its market share by 35% in the
premium sports car segment. The
718 Boxster / Cayman models that
play an important role in the sports
car segment with the 2.0-liter
engine option sold 27 units, and the
Panamera model 26 units in 2016.

514
PORSCHE’S BEST-SELLING
MODEL IN 2016 WAS AGAIN
MACAN WITH 514 UNITS,

Communication activities
As advertising and digital
marketing activities gained
prominence throughout 2016, ads
were placed in 45 magazines and
12 press events were held with the
participation of 34 people. Adopting
the language of the digital world
in advertisement communications,
different reader audiences
were offered for the Macan 2.0
model presented with hologram
technology, and the new 911 Carrera
4S model with the blippar app.

A year full of press launches
Porsche kicked off 2016 with the
International Porsche Carrera
4/4S, Targa 4/4S and Turbo/S press
launch event in Johannesburg,
South Africa on January 26-27
January, and continued with the
Porsche Ice Force 2016 Winter test
drive press event in Levi, Finland
on January 31 - February 2 with the
participation of four members of
the press. The new 2.0-liter engine
718 Boxter Technology Workshop
press event was held in Marseille,
France on February 23-24. Then
came the test drives at the Porsche
Driving Center for the new 911 press
launch on March 14-15, followed by
an event for female press members
only on March 16-17, and finally
another event on June 7-9, offering
members of the press to experience
all Porsche models on the track.
The new Panamera’s world premier
took place in Berlin on June 28.
As the PR activities continued at
full speed in the second half of the
year the events included: Cayenne
& Macan GTS Romania press trip on
July 10-13; 718 Cayman International
press day on July 14-15 in Sweden;
the new Panamera TV press tour
on August 28-30 in Munich; and
the new Panamera press launch on
October 23-25 in Poland.
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Experiential marketing strategy
All Porsche models were tested
by a total of 241 guests during
the “‘Porsche on Track”’ driving
events on March 26-27, June 12,
and November 4-9 at the Porsche
Driving Center.

A Porsche test drive event
accompanied by a brunch was
hosted on Sunday, September
25 at Kemer Country with the
participation of members from
the Porsche Club, and Young
Businessmen Association of Turkey.

Sponsorship projects
Porsche Driver’s Selection
boutique products were promoted
throughout the year at various
sponsored events such as The
Palm at the Four Seasons Hotel on
May 17, and the Zubizu Summer
Shopping at the Les Ottomans
Hotel on June 7.

Porsche Golf Cup World Final took
place in Mallorca on May 9-12
with the participation of the 2015
Porsche Golf Tournament winners,
and later on the 2016 Porsche
Golf Tournament was hosted on
October 8-9.

The new 718 Cayman launch was
organized within the scope of the
summer venue sponsorship from
June 18 to August 28.
Porsche sponsored the Antonis
Remos concerts on September 2-3
at Angelique in Bodrum Palmarina
where Porsche 911 Carrera 4S was
displayed.

Marketing activities of 2016 ended
with the Porsche Club New Year’s
party on December 23.
Communication awards
The magazine advertisement of
Macan 2.0 featuring a hologram
was an exclusive project that won
the Bronze Apple in the “Best
Media Application” category at
the prestigious Crystal Apple
advertising awards.

In a world of ever increasing
digitalization dominated by smart
phones, the Porsche iOS app, was
offered to Porsche users and fans
in 2016. Porsche iOS app featuring
Doğuş Technology offers Porsche
customers detailed information
on their vehicles and matching
accessories, and provides nonPorsche customers with detailed
information about the brand.
Records in aftersales services
With aftersales service campaigns
aimed at Porsche’s car park, which
grew 6% by the end of 2016, and
Porsche Accessory-Boutique
marketing activities, year on year
accessory sales increased 10%,
boutique sales 15%, and the
number of work orders by 10.5%
respectively. The customer loyalty
rate for Authorized Aftersales
Services was 79%, while the
customer satisfaction survey score
rose to 110.8 as a result of the
customer-focused approach in the
aftersales service centers.
Porsche Turkey continued to
improve customer satisfaction
in through sales, marketing and
aftersales service actions designed
in line with the global digitalization
strategy, and innovative support
systems adapted to the models in
the product range, and sold a total
of 827 vehicles in 2016.
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IN 2016, VOLKSWAGEN COMMERCIAL VEHICLES
REACHED THE HIGHEST SALES VOLUME AND
MARKET SHARE IN ITS HISTORY AND MAINTAINED
ITS LEADERSHIP IN IMPORTED COMMERCIAL
VEHICLES SALES.
VOLKSWAGEN COMMERCIAL VEHICLES
2016
In 2016, the light commercial vehicle
market shrank 6.5% compared to
the previous year, and 226,782 units
of vehicles were sold. Volkswagen
Commercial Vehicles reached a
14.5% share in the light commercial
vehicle market with 32,772 units of
sales, and maintained its leadership
with 30.4% market share in the
imported commercial vehicle
market. Volkswagen brand became
the best-selling brand for the fourth
time this year, with their total sales of
passenger and commercial vehicles.
Transporter model reached its
highest market share in history
with a market share of 48.2% and
13,393 sales units in 2016. Amarok
model reached 18.9% market share
with 3,643 units sold, Crafter model
achieved 6.3% market share with
3,605 units, while the Caddy had
17.6% market share with sales of
12,131 units.

13,393
VOLKSWAGEN COMMERCIAL
VEHICLES’ TRANSPORTER SALES
REACHED 13,393 UNITS IN 2016.

New product launches
Volkswagen Commercial Vehicles
launched its strong and powerful
model Amarok with a new body in
2016. New Amarok, featuring 3-liter
V6, the most powerful engine in its
class, new technologies and comfort
advantages, was widely presented by
360° communications strategy.

The Comfortline equipment,
which was favorite in the previous
Transporter generation, launched in
February. Transporter Comfortline
differentiates itself with the superior
level of comfort and standard
equipment features offered.
Caddy, the most desired model of
Volkswagen Commercial Vehicles,
differentiates itself by using
high technology and superior
equipment in Exclusive version. The
New Caddy Exclusive which was
developed especially for Turkey, has
strengthened Caddy’s position in the
competition with its high equipment
level. The launch of the New Caddy
Exclusive in 2016 was supported with
effective communication activities
that brought positive impact on the
increase of the Caddy’s market share.
Caravelle Team model, draws
inspiration from the bicolor design of
the legendary Volkswagen T1 (which
was produced 66 years ago and
created its own class), has launched
in August 2016.

Brand communication
In line with its target oriented
marketing strategy, Volkswagen
Commercial Vehicles continued its
effective communication activities
based on an in-depth analysis of
the profile and the media used by
its customers. A variety of projects
was executed in order to promote
Volkswagen Commercial Vehicles
brand, to inform the customers and
to introduce the products to the
customers.
Volkswagen Commercial Vehicles
pioneers on social media platforms
such as Facebook with over
1,000,000 followers, as well as
Instagram and YouTube, through
its customer-focused, innovative
and attractive implementations
and through the offerings on online
channels based on reinforcing
customer satisfaction.
In 2016, “Advanced Driving Pleasure”
videos of all models were shot for
social and digital media. In these
videos, the technological and
electronic systems of the Volkswagen
Commercial Vehicles models are
shown in “how it works” format
with the aim of communicating the
product specifications to the users.
The goal is to increase the benefits
and customer satisfaction from
Volkswagen Commercial Vehicles
models.

A brand new innovation released in
2016 is “Intelligent Turkuaz Screen”
application for the Volkswagen
Authorized Dealers and Aftersales
Services. The objective is to analyze
Volkswagen Commercial Vehicles
users’ online and offline permitted
data to provide the most appropriate
offering. The Intelligent Turkuaz
Screens process information
according to specific algorithms
within the system, display the results
to sales or service consultants,
thereby help to improve the quality
of customer relations. With the
support of visual effects, consultants
response the customer faster and
the time spent in the showroom
efficiently increases.
Onsite activities for CRM and
Authorized Dealers
Volkswagen Commercial Vehicles
has continued its approach to be
one step ahead of the customer
expectations in 2016. As a result of
project of potential customers and
external visits launched early 2011,
the number of potential customer
entries reached 272,000 by the end
of 2016. A total of 75,000 customers
have been visited actively and on
one-to-one basis during 2016.

After-sales services
The number of Authorized Service
points reached 76 after the opening
of the Avek Çanakkale services
in 2016. Authorized Services offer
services to an average of 17,500
customers in a month with around
209,000 vehicles visiting service
points in a year.
2017...
In 2017, 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
2017 targets.
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SCANIA INCREASED ITS MARKET SHARE TO 11.2%
IN 2016 THROUGH SOLUTIONS SUITED FOR ALL
KINDS OF PROJECTS AND CUSTOMER-FOCUSED
ACTIVITIES, RECORDING ITS BEST RESULTS TO DATE.

SCANIA

180,000
SCANIA HAS ALREADY REACHED
180,000 USERS ON FACEBOOK
WITH THE ACCOUNT ONLY
OPENED IN 2015

Solutions focused on needs
In 2016, SCANIA continued to make
its business partners feel that the
brand stands by their side in every
project and moment of need. Driven
by the “Your business is our business”
approach, Scania has always been
there for its business partners
during and after sales with all of its
employees and authorized aftersales
service organization. As Scania’s low
fuel consumption reduces operating
costs, its high levels of comfort
offer users great ease. As a result,
Scania has proudly proven itself as
an innovative and trusted brand in
the heavy vehicles market with its
increasing market share.

In the global warranty inspection
that Scania conducts annually in its
distributors, Scania Turkey became
the champion of 2016 with the
lowest error rates.

Achievements
Through the SESS (Scania Integrated
Driving Systems) project, Scania
vehicle owners were offered a smart
fleet management system, together
with training and coaching services
customized to their line of business
in 2016. Scania vehicle owners are
invited to the SESS Room at Dogus
Otomotiv’s Sekerpınar facilities or
the SESS Laboratories at five of
our Authorized Dealers to receive
information on ensuring highest
operational productivity and fuel
efficiency. This project is considered
exemplary in the entire Scania
organization worldwide, and offered
to other markets as well.

2017
Scania continues on its digitalization
journey, with plans to launch new
initiatives such as My Scania is
Super Strong, My Scania on Mobile,
GeoVabis, and Drivers’ League.
The sales and aftersales service
trainings will also move to the digital
environment.

Scania gets more digital
Scania has already reached 180,000
users on Facebook with the account
only opened in 2015, and also
connected with its business partners
on Instagram, LinkedIn and Google
Plus platforms in 2016.
Scania’s website also got a makeover
in 2016, and the new design
now offers better usability on an
improved platform.

Scania aims at further strengthening
relations with business partners
through technological innovations,
need-based solutions and customer
focused activities.
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SCANIA ENGINES ENJOYED SIGNIFICANT
GROWTH IN 2016, NOW RANKING FOURTH IN
THE GLOBAL SCANIA CV BUSINESS, AND ALSO
INCREASED ITS MARINE ENGINE SALES IN THE
TURKISH MARKET BY 260%.
SCANIA ENGINES
Another successful year for
Scania Engines
Scania Engines enjoyed significant
growth in 2016, now ranking fourth
in the global Scania CV business,
and also increased its marine
engine sales in the Turkish market
by 260%.
Order performance in 2016
Scania Engines increased its market
share with the sale of 231 engines
in Turkey in 2016, ranking in the
top four among Scania’s export
markets.
Scania Engines increased power
generation engine sales through
collaborative projects with leading
power generator companies in
Turkey, improving its position in the
market and confirming its success
in this field.

231
SCANIA ENGINES INCREASED ITS
MARKET SHARE WITH THE SALE
OF 231 ENGINES IN TURKEY IN 2016.

Broad product range
Doğuş Otomotiv offers power
generation engines, marine
engines, marine power generation
engines and industrial engines
under the Scania Engines brand.

With more and more diverse
customers requiring marine
engines and power generation
engines, Scania Engines increased
sales by 260% year on year.
Considering customer needs,
Scania expanded the marine
engines product range with the
addition of the new V8 engines, and
created a new engine range based
on the 16.4-liter V8 truck engines.
The performance of this engine
range, which uses XPI fuel injection
technology to deliver high-pressure
fuel in shorter time, and generates
more power, has reached the levels
that Scania sought, thanks to the
use of filtration technology.
Scania Engines will continue to
broaden its product range in 2017
with the addition of natural gas
operated engines, and engines
with Tier III emission standards
according to IMO regulations.

2017 Targets
Scania Engines operates as a
reliable solution partner to expand
its product range, improve its
quality, and increase its market
share in this segment. The business
partnership that started in 2013
with leading power generation
companies in the power generators
market will continue in 2017, as it
did in 2016. Scania Engines, with
its market domination and quality
product range, aims to increase its
sales figures further in 2017, and
become the market leader.
Marketing activities to
support sales
In addition to the high technology
products offered to the market,
Scania Engines is also a brand that
keeps getting coverage on the
media. Accordingly, Scania Engines,
following the large fleet sales in
2014, organized delivery ceremonies
accompanied by the media to
ensure one-to-one engagement
with the customers.

“Broad Product
Range”
Doğuş Otomotiv offers
power generation engines,
marine engines, marine
power generation engines
and industrial engines under
the Scania Engines brand.
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THERMO KING SETS THE STANDARDS IN
TRANSPORTATION FOR TURKEY’S LEADING COLD
CHAIN AND PHARMACEUTICAL TRANSPORTERS BY
ENSURING QUALITY AND RELIABILITY UNTIL THE
PRODUCTS ARE DELIVERED TO THE END USER.
THERMO KING
Sales performance in 2016
Thermo King, longtime market
leader in the diesel chiller unit
industry, has maintained its leading
position with the sales results
achieved in 2016.
Offering options on units in
response to customer needs, and
specialized cooling and heating
solutions for different projects,
Thermo King sets the standards in
transportation for Turkey’s leading
cold chain and pharmaceutical
transporters by ensuring quality
and reliability until the products are
delivered to the end user.
Thermo King is ranked among the
top five distributors that recorded
maximum GDP qualified and
validated trailer sales in Europe in
2016. For the first time in April 2016,
the company began to issue ATP
certification for refrigerated trailers
in Turkey.

THERMO KING IS RANKED AMONG
THE TOP FIVE DISTRIBUTORS
THAT RECORDED MAXIMUM GDP
MEDICINE CERTIFICATE HOLDER
TRAILER SALES IN EUROPE IN 2016.

The Latest Developments at
Thermo King
Thermo King continues to be the
technology leader in the chiller
industry. With the acquisition
of CelTrack, the tracking service

provider, Thermo King will begin
to offer remote tracking system as
standards on the trailer units that
will be launched in 2017.
The TracKing equipment, which
places Thermo King one step
ahead of its competitors, uses
GPS technology to enable instant
data follow-up in more than 80
countries. TracKing also enables
remote access to the unit with its
two-way communication feature.
Furthermore, with the Bluebox
technology the driver will be able to
check the unit using a smart phone
while driving.
Strong authorized reseller and
aftersales service organization
Thermo King continuously strives to
better serve its Authorized Resellers
and Aftersales Service teams. With
information on technological
advancements delivered through
service and sales trainings in 2016,
the effectiveness of the Authorized
Reseller and Aftersales Service
network has been improved.

Best brand for the 12th time
Thermo King was named the
best brand for the 12th time in the
‘’Cooler Units’’ category according
to reader votes at the “‘Best Brand”
competition organized by Lastauto
Omnibus, Trans Aktuell, and
Fernfahrer magazines published in
Germany, and included among the
most prominent publications of the
commercial vehicle industry.

Marketing and communication
activities
The marketing activities in 2016
included advertising campaigns
and newsletters prepared
for the trade media, as well
as communication events to
support Authorized Resellers and
Services, and delivery ceremonies
that provide an opportunity to
communicate with the customers.
Thermo King has maintained its
market share in the cold chain
transportation, and successfully
continued to offer solutions for
various projects in 2016.

“Best Brand”
Thermo King was named
the best brand for the 12th
time in the ‘’Cooler Units’’
category according to reader
votes at the “‘Best Brand”
competition organized by
Lastauto Omnibus, Trans
Aktuell, and Fernfahrer
magazines published in
Germany.
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IN 2016, WE RESPONDED AND ADAPTED TO THE
RAPIDLY CHANGING CONDITIONS EQUALLY AS
FAST. WITH A MEASURABLE AND ACCOUNTABLE
MANAGEMENT MODEL, DOĞUŞ OTO CONTINUES TO
SET AN EXAMPLE TO THE ENTIRE DEALER NETWORK.
DOĞUŞ OTO
About Doğuş Oto
Doğuş Oto sells new and used
vehicles, spare parts and accessories
at six points in the Istanbul, Ankara
and Bursa provinces, and also
offers insurance, financing and
aftersales support services for
the 7 brands (VW Passenger Cars,
VW Commercial Vehicles, Audi,
Porsche, SEAT, SKODA and DOD) it
represents. Doğuş Oto sustains its
progress by continuously improving
its service quality.
Exceeding targets
2016 has been a very successful
year in terms of sales and aftersales
service volumes. Doğuş Oto sold
62,394 new and 2,407 used vehicles.

62,394
DOĞUŞ OTO EXCEEDED ITS
TARGETS BY SELLING 62,394
VEHICLES.

Closer to the customer through
new investments
The facility in Kartal where
Volkswagen, Audi and Porsche
brands are represented launched
operation while the Audi
showroom and aftersales service
center in Maslak were completely
renovated. ŠKODA sales also
started in Maslak, Istanbul. The
Volkswagen showrooms and
aftersales service centers in

Esenyurt and Etimesgut were
completely renovated in line with
the new concept. The Volkswagen
showroom in Etimesgut, Ankara
launched renovation works to
adapt to the digital showroom
concept. Furthermore, Audi City
Istanbul opened to offer visitors the
opportunity to obtain information
on every aspect of the Audi world,
and examine the virtual versions of
Audi models in real life dimensions.
Joint projects with group
companies
The showrooms were used to
exhibit the artworks as part of
the “A Place for Art” project that
Doğuş Group developed to support
university students. “The Luckiest
Campaign of the Year 11.11”, which
broke N11’s sales records, resulted in
10 vehicles being sold within a few
minutes.
More customers were reached
through the projects developed
jointly with Zubizu. Doğuş Oto
Bursa won the first place with 74%
success rate at the Audi Twincup
competition. Doğuş Oto won the
Best Authorized Seller Award of
ŠKODA Turkey.

Marketing activities
Doğuş Oto’s ongoing dynamic
and mutual relationship with its
customers, as well as its philosophy
of service excellence and efficient
working approach, motivate the
company to fulfill its responsibilities.
In all the marketing activities
conducted throughout 2016, the
objective has always been raising
Doğuş Oto’s brand awareness, and
supporting vehicle entries and
sales, and improving customer
loyalty and satisfaction through
customer focused communication.
In addition to the events and
activities aimed at brand
positioning, determining marketing

strategies, and customer relations
management to understand
customers better, a Net Promoter
Score (NPS) survey was conducted
for in-depth analysis of the extent
that customers would recommend
Doğuş Oto, and their reasons for
why they would or would not
recommend Doğuş Oto. The
survey has helped to identify
the development areas within
the organization, and measure
customer loyalty.
Doğuş Oto believes that all
of its endeavors are based on
understanding people, and aims
to carry out activities to achieve
further engagement with its
customers.

“Efficient Working
Approach”
Doğuş Oto’s ongoing
dynamic and mutual
relationship with its
customers, as well as its
philosophy of service
excellence and efficient
working approach, motivate
the company to fulfill its
responsibilities.
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D-AUTO SUISSE SA HAS EXPANDED ITS NEW
VEHICLE SHOWROOM CAPACITY 40%, USED
VEHICLE SHOWROOM CAPACITY 300%, AND
SERVICE CAPACITY 55% IN 2016.

D-AUTO SUISSE
Continuous growth in high-end
market with two new additions
to portfolio
The company aims at increasing the
market share with the addition of
Bentley and D-Occasion with plans
to keep on presenting an excellent
retail experience to customers by
continuously investing in process
and service quality in spite of
increasing business volume.
About DASSA
D-Auto Suisse SA, a subsidiary of
Doğuş Otomotiv, has continued its
operations with Porsche since 2009,
and the recently added Bentley
and D-Occasion brands in the Swiss
city of Lausanne located in Canton
Vaud, which has a population of
750,000. By offering customers
new and used vehicles, spare
parts sales, and aftersales services,
the company improves its service
quality and reliability every year.

306
D-AUTO SUISSE SUCCEEDED IN
SELLING 306 NEW AND 126 USED
VEHICLES IN 2016.

Sales successes
D-Auto Suisse succeeded in selling
306 new and 126 used vehicles in
2016. The sales of 157 Macan units
supported its penetration into the
customer segments that did not
own a Porsche before.
D-Auto Suisse SA invested CHF 4.5
Million in the opening of a new,
6,300-sqm showroom in Lausanne.
This investment increased its
capacity of new vehicle exhibition
from 12 to 17, used vehicle
exhibition from 10 to 40, and its
number of lifts from 9 to 14. With
the launch of Bentley operations
and the newly created used vehicle
dealer D-Occasion, additional
turnover of CHF 13 million is
anticipated.
D-Auto Suisse aims to offer the
best customer experience possible
with its new investment together
with the recently hired 10 new
employees in 2017.

Marketing activities
Numerous marketing activities
were carried out in line with the
objective of increasing brand
recognition, announcing campaigns
and attracting new customers
throughout the year. Introducing
ports car models of Porsche to
Macan customers as a key objective
was also accomplished.
Formal opening of Bentley
showroom took place in December.
The aim of this opening, which 150
guests attended, was to introduce
the company to existing and
potential Bentley customers.

As of 2016 yearend, the number of
registered customers in the D-Auto
Suisse database has reached 7,700.
As it always has been, our plan will
be to increase our market share in
the high-end market segment.
With CHF 4.5 million invested
in 2016, D-Auto Suisse SA has
expanded its new vehicle
showroom capacity 40%, used
vehicle showroom capacity 300%,
and service capacity 55%. The target
is to increase the penetration ratio
in the high-end market segment
by focusing on process quality and
customer loyalty.

“Showroom opening
in Lausanne”
D-Auto Suisse SA invested
CHF 4.5 Million in the
opening of a new, 6,300sqm showroom in Lausanne.
This investment increased
its capacity of new vehicle
exhibition from 12 to 17, used
vehicle exhibition from 10
to 40, and its number of lifts
from 9 to 14.
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D-AUTO LLC PROVIDES ITS CUSTOMERS WITH
THE BEST QUALITY SERVICE, COMBINED WITH ITS
KNOWLEDGE AND EXPERIENCE IN AN AREA OF
7,500 M2 WITH 17 EMPLOYEES.

D-AUTO LLC
About D-Auto LLC
D-Auto LLC, 100% owned by Doğuş
Otomotiv, signed an exclusive
general distributorship agreement
for the Iraq territory with the
Volkswagen and Audi brands in
2013, and launched its operations
in the city of Erbil in July 2014.
This was followed in December
2015 with the signing of the Iraq
distribution agreement with
Volkswagen Commercial Vehicles,
adding another brand to the range.
D-Auto LLC provides its customers
with the best quality service,
combined with its knowledge and
experience in an area of 7,500 m2
with 17 employees.
Activities in 2016
2016 was a year that saw further
increase in economic stagnancy,
and while the automotive industry
was adversely affected the market
shrank significantly.

2,128
D-AUTO LLC SERVICED 2,128
VEHICLES IN 2016.

D-Auto LLC sold 55 new vehicles in
2016 with Audi’s Q7 became the
brand’s most liked model while
Volkswagen’s CC with its sporty
build was the model that our
customers favored the most.
D-Auto LLC has gained acclaim
among Volkswagen and Audi
users for its customer satisfaction
oriented service approach. With the
high quality offered in aftersales
services and trained technical staff,
D-Auto LLC became the customers’
preferred service point, and
serviced 2,128 vehicles in 2016.
2017 targets
Under current market conditions
that point to further economic
shrinkage, the minimum cost
structure will be maintained, and
brand promotion activities will
be stressed to improve market
shares. D-Auto LLC will strive
to differentiate itself from its
competitors through quality of
service.
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THE IMPLEMENTATION OF THE DOD AUTHORIZED
RESELLER CONCEPT, UPDATED IN LINE WITH THE
NEEDS OF CUSTOMERS, AND NEW TRENDS, BEGAN
AT NEW RETAIL POINTS THAT OPENED IN 2016.

DOD
A new era at DOD
DOD, a pioneering brand,
maintained its leading position
in its segment with customer
experience enhancing new projects
launched in digital channels in
Turkey for the first time in 2016.
With an Authorized Dealer network
supported by increased supply and
diversified inventory, the company
continues to reinforce its position in
the used car sector.
DOD in 2016
The increase in the number of
partnering fleet companies has
continued in 2016, and further
diversifying the brands and models
through new agreements, a wider
range of vehicles could be supplied
to Authorized Resellers in higher
numbers. Vehicle purchases
increased by 31% compared to
2015, while DOD’s vehicle sales in
cash reached 928 units by growing
9% year on year, and total sales to
Authorized Resellers amounted to
22,534 units.

928
DOD’S VEHICLE SALES IN CASH
REACHED 928 UNITS.

The cash purchase processes
and the business model changes
introduced in premium vehicle
sales at DOD City Esenyurt and
DOD Sekerpinar, the two DOD retail
points, also continued in 2016. Since
the launch of these retail points,
the highest turnover, added value
and retail sales units ever have been
recorded in 2016.
Customer focused improvements
at retailers and aftersales services
The implementation of the DOD
Authorized Reseller concept,
updated in line with the needs of
customers, and new trends, began
at new retail points that opened
in 2016. System and procedure
improvements were made to offer
faster and higher quality service
to customers, resulting in shorter
vehicle purchase – sell periods, and
leading to enhanced customer
satisfaction beyond targets.
Regarding customer relations,
the organizational changes
at Authorized Resellers, and
additions to the DOD support
team positioned within DIM, have
helped to reduce the finalization of
customer requests 19 to 4 days.

Through the DOD Warranty
Trainings that continued in 2016,
DOD Warranty penetration levels
reached 8%.
With the Tramer System integration
with Turkuaz, which started in
early 2016, damage registers of
all vehicles in the DOD inventory
will be automatically added
to survey forms. This project
slated for completion in the
first quarter of 2017 is expected
to contribute positively to both
business processes and customer
satisfaction.
Digital Investments
The used vehicles in the DOD
inventory offered for sale are
photographed 360° degrees at
selected pilot Authorized Resellers,
and uploading the images to DOD’s
digital platforms has heralded in a
new era by offering users a never
before experienced inspection of
the used vehicles. With this first of
its kind service in the Turkish used
vehicle market, user experience
on digital platforms has been

enhanced, offering users the
chance to examine the vehicle
thoroughly without physically
seeing it. Within the first quarter of
2017, all DOD Authorized Resellers
will be included in the DOD 360
project, which is currently available
in pilot locations, 360° photographs
of all vehicles in the DOD inventory
will be integrated into the system.
DOD mobile app has been made
available in iOS and Android
operating systems to improve the
quality of services delivered to
customers, and enable accessibility
on all platforms. The customers can
use the DOD mobile app to see all
vehicles on their mobile devices,
and as a difference from other used
vehicle apps, they can also access
loan information and survey reports.
Active and visionary social media
channel usage also continued
in 2016, as digital channels are
preferred more and more for
the brand’s national and local
communications.

“DOD Mobile App”
DOD mobile app has been
made available in iOS and
Android operating systems to
improve the quality of services
delivered to customers, and
enable accessibility on all
platforms.
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IN 2016, VDF DELIVERED MUCH HIGHER
PERFORMANCE AND EXCEEDED ITS TARGETS BY
FOCUSING ON CUSTOMER SATISFACTION WITH ITS
PRODUCTS AND SERVICES.

vdf
vdf AUTOMOTIVE FINANCE
(VOLKSWAGEN DOĞUŞ
FİNANSMANI A.Ş.)
In 2016, vdf delivered much higher
performance and exceeded its
targets by focusing on customer
satisfaction with its products and
services.
With a penetration rate of 37%
among Volkswagen Group brands,
vdf maintained its position as the
market leader among consumer
financing companies and banks in
2016 on the basis of ‘’performing
contracts’’ in consumer vehicle
loans.
By granting 86,500 new loans as
of 2016 yearend, vdf increased its
total number of loans to 160,800,
and comfortably exceeded its

160,800
BY GRANTING 86,500 NEW
LOANS AS OF 2016 YEAREND, VDF
INCREASED ITS TOTAL NUMBER OF
LOANS TO 160,800.

targets with this record rise. vdf also
increased its performing contracts
by 19% in volume year on year,
rising from TL 5.9 billion to TL 7
billion.
In 2016, vdf Automotive Finance
aimed to increase customer
satisfaction and loyalty through
sales, marketing and customer
loyalty campaigns carried out jointly
with the brands. The results of the
customer survey conducted in 2016
indicate that customer satisfaction
levels have increased compared to
the previous year.
For 2017, vdf aims to expand
its loan, insurance and service
packages designed especially for
the needs of its customers, and
to serve them in every step of the
automotive value chain.

vdf SIGORTA VE ARACILIK
HİZMETLERİ A.Ş.(vdf INSURANCE
AND BROKERAGE SERVICES, INC.)
vdf Insurance Services created
maximum customer satisfaction
in 2016, with its broad experience
and product range, especially
developed to meet the needs of its
customers. Operating as the agent
of 11 insurance companies, vdf
Insurance Services serves individual
and group customers in several
branches including car insurance,
extended warranty, and loan
protection insurance.
vdf Insurance works functions as
part of the VW Group’s Authorized
Dealers and, in 2016, has added 10
more to its number of branches
at dealers, reaching a total of 60.
vdf Insurance Services added MAN
Kasko to its branded accident
insurance products that started
with Volkswagen Kasko, and
continued with SEAT, ŠKODA, DOD,
Audi Kasko and Scania Kasko,
making a difference in its industry
with brand specific guarantees.
vdf Insurance maintained its
position as the largest agency in
2016 in terms of total premium
production and number of

performing contracts, increasing
its net premium production by
25% year on year, and rising from
TL 300 Million to TL 374 Million.
vdf Insurance also increased the
number of its contracts, reaching
311,500 contracts in 2016.
vdf FAKTORİNG HİZMETLERİ A.Ş.
(VDF FACTORING SERVICES, INC.)
Since its inception in May 2010, vdf
Factoring Inc. has been offering
factoring and financing services to
125 customers across Turkey. vdf
Factoring reached a transaction
volume of TL 13 Billion, and a total
asset value of TL 378 Million in 2016.
Committed to the principle of
continuous and stable growth, vdf
Factoring aims to further increase
its business volume in 2017.
With customer satisfaction always
at the forefront, vdf Reached
Record Figures In Number Of Loans
Insurance Policies, Showed Better
Performance Beyond Targets with
innovative products and services,
and also added vdf fleet to its
operations to serve all segments of
automotive sector in 2016.

“Total Asset Value of
TL 378 Million””
Since its inception in May
2010, vdf Factoring Inc. has
been offering factoring and
financing services to 125
customers across Turkey.
vdf Factoring reached a
transaction volume of TL
13 Billion, and a total asset
value of TL 378 Million in
2016.
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ONE OF TÜVTÜRK’S PRIORITY OBJECTIVES
IN 2016 WAS TO CAPITALIZE ON INNOVATIVE
TECHNOLOGIES TO ENHANCE THE EASE AND
SPEED OF ACQUIRING INSPECTION SERVICE FOR
VEHICLE USERS.
TÜVTÜRK
2016
In 2016, TÜVTÜRK achieved
growth in operational areas, and
periodic inspections in particular,
increasing its turnover 9.5%, from TL
1,327,000,000 to TL 1,452,000,000.
The operations of TÜVTÜRK Istanbul
accounted for TL 242,000,000 of the
total amount.
TÜVTÜRK, one of Turkey’s most
effective Public and Private
Sector Collaboration projects, has
contributed nearly TL 5.2 billion to
the public since its inception while
this figure for 2016 alone was TL 900
million.

TL

5.2 BILLION

TÜVTÜRK, HAS CONTRIBUTED
NEARLY TL 5.2 BILLION TO THE
PUBLIC SINCE ITS INCEPTION

New investments, in view of past
experiences and requests, and
in line with the aim of providing
the customers with easier, more
comfortable and better service,
continued at full speed in 2016.
During the year, two new fixed
stations, 3 additional channels
and 8 administrative building
expansions were completed and put
into service. Together with Antalya
Korkuteli and Gaziantep Şehitkamil
stations that opened in 2016,
TÜVTÜRK now provides services at
204 fixed, 77 mobile, 5 motorcycle
and 13 mobile tractor stations in 81
cities across Turkey.

With works going on for developing
new concept inspection stations
that started with the Istanbul
Dudullu station and continued in
2016, two more stations switched
to this concept. Development and
improvement of customer reception
and waiting areas, café and prayer
areas, and providing services focused
on customer satisfaction and
expectations continued to be among
TÜVTÜRK’s priority targets.
Major Contribution to Road Safety
In 2016, periodic vehicle inspection
of 8,194,000 vehicles was carried
out, showing an increase of 1.3%
compared to the previous year.
During these inspections, 33.5% of
vehicles were identified as major fault
or unsafe. Of the 2,703,000 vehicles
that returned for re-inspection, 98%
were found to have been fixed for
defects and faults, and allowed to
re-enter traffic safely after successfully
passing the re-inspection.
Exhaust Emission Tests
In 2016, 3,182,000 vehicles were
carried out exhaust gas emission
tests. This marked a 12.8% increase
in units compared to the previous
year, and the ratio of this service
to periodic inspections was 39%
showing a year on year increase of 4%.

Roadworthiness Inspection
In 2016, 31,000 roadworthiness
inspections were conducted at
30 stations.
Customer Experience Always A
Priority
One of TÜVTÜRK’s priority objectives
in 2016 was to capitalize on
innovative technologies to enhance
the ease and speed of acquiring
inspection service for vehicle users.
The online appointment system,
which was renewed according to
user needs and digital trends in
2015, continued to provide the best
user experience to our customers
with additional improvements
and updates made in 2016. After
the improvements have been
integrated, all 202 stations started to
offer services by appointment.
Center of Industrial Knowledge and
Experience: Tüvtürk Academy
TÜVTÜRK Academy, founded in
2013 to improve the inspection
process and quality at TÜVTÜRK,
provided technical and qualification
training for more than 3,500
employees serving at 204 fixed,
5 motorcycle, 77 mobile stations
and 13 mobile tractor stations
throughout Turkey. At TÜVTÜRK
Academy in Şile, Istanbul, trainings
are provided under three headings:
Occupational Qualification Training,

Technical Training, and Competence
based Training and Development
Programs.
TÜVTÜRK Academy is advancing
toward becoming a training
institution that will open
its organization’s technical
knowhow and experience to
the transportation, logistics and
automotive sectors. It also helps
TÜVTÜRK to share its international
knowhow, expertise and
experiences with non-governmental
organizations, trade associations,
and related trade associations
through its education program
called the “Inspection Perspective in
Vehicle Maintenance”.
TÜVTÜRK Academy is authorized by
the Ministry of Transport, Maritime
Affairs and Communications, and
continued to offer SRC Dangerous
Goods Transportation by Road
Driver’s Professional Competence
Certificate, and Dangerous Goods
Safety Advisor certificates in 2015
at its own technical laboratories
featuring the latest equipment and
technical instructors.
TÜVTÜRK Academy also trains
“Exhaust Emission Test Personnel”,
who are qualified to test exhaust
emissions with the authority
granted by the General Directorate
of Environmental Management of

the Ministry of Environment and
Urbanization. TÜVTÜRK Academy
aims to contribute even more to
road and vehicle safety by increasing
the number of its training programs
in 2017.
Traffic Responsibility Action
Under the coordination of the
Ministry of Transport, Maritime
Affairs and Communications, the
Traffic Responsibility Action was
launched in 2010 to raise social
awareness of road safety and
personal responsibilities. While the
“Bosom Buddies Action”, “Youth
Action In Traffic” and “Have a Good
Lesson Mr. Driver” projects, aimed
at different target groups, continue,
two sub-projects (“Safe Vehicle
Action” and “Responsible Citizen
Action”) that were conducted from
2010 to 2013 were completed.
In the last six years, this project
reached more than one million
people directly, and nearly 4.5
million people indirectly through
communication activities. The
Traffic Responsibility Movement was
awarded with 11 distinctions to date.
For TÜVTÜRK, 2016 was a productive
year in terms of customer
experience and operational
growth as SERVICE QUALITY
AND CONTRIBUTION TO ROAD
SAFETY continued to be among the
company’s most important targets.
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THE SPARE PARTS AND LOGISTICS OPERATIONS
COMBINE THE LATEST AND THE BEST SYNERGISTIC
PRACTICES WITH STATE-OF-THE-ART TECHNOLOGY
TO CONTINUOUSLY CREATE VALUE FOR DOĞUŞ
OTOMOTİV’S MULTI-BRAND STRUCTURE.
SPARE PARTS AND LOGISTICS
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, and Scania, as well
as Scania Industrial and Marine
Engines, Thermo King Transport
Temperature Control Systems.
Spare Parts and Logistics employs
state-of-the-art technology
combined with the best modern
synergistic practices, creating
unmatched levels of service for the
global brands that Doğuş Otomotiv
represents.

186,300
IN 2016, SPARE PARTS AND
LOGISTICS IMPORTED
186,300 VEHICLES.

Prompt delivery of the right
service for customers
Spare Parts and Logistics uses
advanced computer technologies
and stock management systems,
which can be easily adapted to
various demands of customers, to
run its operations smoothly. As a
result, spare parts availability has
risen to 99%. Effective pricing and
price positioning policies, along

with the use of common parts up
to 50%, create a significant synergy
in the Spare Parts and Logistics
organization.
Spare Parts and Logistics has
undertaken a new leap regarding
its facilities by doubling installed
capacity in 2013 to improve the
quality of its service and ensure
sustainability of the business
volume for the next decade.
With the automation systems
investments that started in 2014,
error ratio has been minimized
while gaining speed in warehousing
operations and distribution of spare
parts. A fire prevention system in
world standards, the UL-FM hydrant
model was installed in vehicle
warehousing and delivery areas in
2016.
As the “shipment from the port”
project that Spare Parts and
Logistics implemented as a part
of its pioneering vision in vehicle
logistics continued with increased
capacity for vehicle stocking and
importation at the ports, significant
improvements were achieved 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
launched central structuring to
include all Authorized Dealers as
well, and took successful steps in
managing and collecting waste,
and as a result collected more
waste batteries than the legally
required amount in 2016.
Products and services
For the efficient supply of products
and services to Authorized
Dealers and Aftersales Services,
and improved overall customer
satisfaction, Spare Parts and
Logistics offers the following
services:
»» Operational management
of vehicle imports and
homologation for all brands,
»» Warehousing imported vehicles
supplied by VW, Audi, SEAT,
ŠKODA, Porsche, Bentley,
Lamborghini and Scania brands
in the bonded and stock areas,
and delivering them to the
Authorized Dealers.
»» Ordering, import, stock
management and delivery to
Authorized Dealers of the spare
parts and accessories of VW, Audi,
SEAT, ŠKODA, Porsche, Bentley,
Lamborghini, Scania and Thermo
King brands.

»» Monitoring the qualitative and
quantitative parts bonus criteria
at Authorized Dealers, and how
they are achieved.
»» Fulfilling the obligations of
DOAS and Authorized Aftersales
Services born of environmental
legislation, and reducing our
environmental impact as part of
our corporate responsibility.

»» Reducing delivery times and
costs to support new vehicle
sales, and thereby enabling the
organization to operate with
lower stock costs.
»» Seeking new opportunities in
accessories marketing to increase
sales volume, are among the
prioritized goals of Spare Parts
and Logistics.

IMPROVING QUALITY FOCUSED
BUSINESS APPROACH
The priority goals of Spare Parts and
Logistics include:
»» Adopting the role of a strategysetter in spare parts activities,
creating a vision and sharing
it with brand representatives,
and thereby adding value to
the group brands’ market share
growth.
»» Achieving operational excellence
in the speed / quality / cost axis
with employee participation.
»» Pioneering digitalization
investments to create effective
e-trade chain management
(Industry 4.0).
»» Implementing projects with the
aim of continuous improvements
in spare parts management
systems.

In 2016, Spare Parts and Logistics
imported 186,300 vehicles, and
dispatched 211,000 vehicles to
authorized dealers, ending the
year with a total revenue of
TL 837.8 million generated by the
sales of spare parts and accessories.
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CORPORATE GOVERNANCE
DOĞUŞ SİGORTA, WITH OVER 30 YEARS OF
EXPERIENCE, PROVIDES ITS CLIENTS RELIABLE
INSURANCE SERVICES THAT MAKE A DIFFERENCE.

DOĞUŞ SİGORTA
An Experienced Broker
Doğuş Sigorta Aracılık Hizmetleri
A.Ş. (Doğuş Insurance), a subsidiary
of Doğuş Holding ve Doğuş
Otomotiv, is an insurance brokerage
company established on March
26, 1984. Considering the strong
competition in the insurance
market, our objective is to provide
insurance for the assets and
commitments of Doğuş Holding
companies in the best possible
way in terms of cost and operation.
Doğuş Sigorta continued to carry
out its activities throughout 2016
in line with the principle of always
providing excellent insurance
services for Group companies and
their employees, as well as other
customers.
»» All the insurance transactions
of the group companies, which
operate in eight major industries
including finance, automotive,
construction, media, tourism and
services, real estate, energy, and
catering are pursued by Doğuş
Insurance.

25,000
DOĞUŞ INSURANCE, PRODUCED
25,000 POLICIES WITH 15%
INCREASE.

»» Within the framework of the
Doğuş Combined Insurance
program, Doğuş Group
companies have been offered
significant coverage and
premium advantages in terms
of risk assessment and pricing in
policies issued in 2016.
»» In line with the operations of
Doğuş Group companies in
various industries, the range of
insurance products offered was
increased and risk assessments
were updated in all the activities
performed throughout the year.
»» Doğuş Insurance, with a team
of 5, has increased its premium
production in 2016 by 80% year
on year to TL 59 million, and
produced 25,000 policies with
15% increase.
Growth to Continue in 2017
Through collaboration with Turkey’s
leading insurance companies,
Doğuş Insurance provides the
fastest service in highest quality for
its customers; and aims to continue
its successful performance in 2017
with its experience, knowhow,
and a wide product range for the
insurance activities of the Doğuş
Group.

