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VOLKSWAGEN PASSENGER CARS

Volkswagen Passenger Cars which
reached the market share of 12.4% and
finished second in the passenger car
market, continued its sales success also
in communication and was chosen as
Lovemark 5th time running.

Thanks to the successful product
and communication strategies
implemented in 2017 supported by
the New Golf, New Polo, New Tiguan
Allspace and New Arteon placed on
the market as main model launches,
Volkswagen Passenger Cars reached a
12.4% market share with the retail sale
of 89,688 vehicles, ranking second in
the passenger car market.

29,227
In a market that
shrunk by 4.5%,
Passat sedan
increased its
sales by 3.2%,
reaching the sale
of 29,227 vehicles,
becoming the
most preferred
imported
passenger car in
the passenger car
market.
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2017: A year full of awards
Volkswagen Passenger Cars was
as succesful in sales as it was in
communication and was voted the
most loved car brand of the year
for the fifth consecutive year in the
survey conducted by the independent
research company MediaCat Ipsos.
Volkswagen Passenger Cars was
awarded the first prize in the “Radio
Application of the Year” category at
the ODD Sales and Communications
Awards organized by the Automotive
Distributors Association for its radio
integration of the “Tiguan on the
Road” social media project and also
won the “Press Launch of the Year”
award with the New Polo launch.
Furthermore, in the Red Awards, the
brand has been awarded as the “Best
Digital Channel Utilization” award for
its “beIN Digiturk TV Remarketing”
campaign; received the “Best
Community Management” prize in

the Social Media Awards 2107 and
ranked at the first place in the Turkish
Customers’ Voice Research in the
automotive category.

are predominantly preferred,
completed 2017 with a segment
share of 4.7% with the sales volume
of petrol engine models alone.

The performance of the models
The New Golf, Passat, Passat Variant
and the Beetle completed the year as
leaders in their segments by the end
of 2017. Passat, the most preferred
imported model of the passenger car
market as it was last year, reached
a sale figure of 29,227 vehicles and
increased its segment share by 5.9%
reaching 40.9% in the B/NB segment
compared to 2016.

Innovative solutions in digital
communication
The web site developed in 2017
for Volkswagen Passenger Cars,
which follows up the digital world
closely, was visited 25 million times
and 22,350 prospective customers
were contacted through digital
leads. “My Volkswagen” application
developed with the aim of being
always behind Volkswagen lovers
was downloaded on the smart
phones of 140 thousand users.

The New Golf model in the A/HB
segment was renewed in March and
became the first in its segment which
it has been maintaining for many
years, reaching 27% in 2017, increasing
its segment share by 1.5% compared
to 2016. Passat Variant maintained its
leadership position in 2017 too with a
segment share of 41.5 %.
The Beetle, in the A Coupe segment is
the leader again with a 48% segment
share. Tiguan, hugely sought after
since the first day it came on the
market reached a segment share of
11.9% in the A/SUV segment.
The Jetta model, which is in the A/
NB segment where diesel engines

The social media channels
reaching users through their
strong strategy and unique
content, were the most followed
accounts in 2017 as well.
Volkswagen, which has Turkey’s
largest automotive Facebook page,
maintained its leadership in this
area by exceeding 4 million local
followers.
Volkswagen Passenger Cars
was also the most followed
automotive brand in Instagram
with over 296,000 followers. It
also established one-on-one and
real time communication with its

customers through “Social CRM”
applications by maintaining its
effective presence in YouTube,
LinkedIn and Google Plus
accounts with a view to offering
Volkswagen fans the most
accurate content in every channel.
Two more Authorized Dealers;
Beşer Mardin and Vosmer Bornova
became operational as of 2017
within the framework of the
“Digital Retail” project whose pilot
studies were carried out in 2016 in
Doğuş Oto Etimesgut with great
self-sacrifice in order to catch up
with the digitalization process in
the world and the requirements of
our era.
Aftersales services
Ever improving itself with a
view to sustaining the unique
automotive experience it offers its
customers, Volkswagen Passenger
Cars increased its service points
to 77, along with the Beşer, Avek
Ümraniye and Kare Oto Authorized
Services that were opened in 2017.
In 2017, Volkswagen Aftersales
Services maintained its second
position in the ranking by
increasing its score points in the
IACS (International After Sales
Customer Satisfaction) Survey

carried out by Volkswagen AG
worldwide annually on a country
basis through an independent
research company, where he
aftersales services of all automotive
companies in the country are
compared. Authorized Services
serve an average of 57,863
customers with the entry into
service of 694,357 vehicles. In 2017,
spare parts turnover increased by
22.9% while labour turnover rose by
6.8%.
Doğuş Otomotiv Volkswagen
Passenger Cars continued to be
a leading brand in the Turkish
automotive sector in 2017 with the
retail sale of 89,688 vehicles and
12.4% market share.

Lovemark for the 5th
time in a row
Volkswagen Passenger
Cars continued its
success in sales also in
communication, and
was chosen as the most
loved car brand for the 5th
consecutive year by the
independent research
company MediaCat Ipsos.
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AUDI

Audi Turkey has increased its passenger
car market share by 2.7% compared to
the previous year. Audi Turkey, which
made digitalization the focus of its
business processes, was cited by Audi AG
as benchmark to other countries.

Record number of sales
The Audi brand, which started to
be imported to Turkey by Doğuş
Otomotiv in 1994, reached a sale
number of 21,585 in 2017, which is a
considerable achievement. Total sales
for the A3 Sedan, a leader in its class,
A3 Sportback and A3 Cabriolet in 2017
was 10,800 units. A4, A4 Avant and A4
allroad sales exceeded 4,500, reaching
their highest level to date. Total sale
of the A5 family was 2,500 units while
the total sale of the A6 family was
2,700 units. While the Q2 and Q3 sales
exceeded 1,500, Q5 sales reached 400
units while the Q7 reached a sale
figure of 250. Meanwhile, the ratio of
the sale of special models like S/RS,
A4 allroad, A3 Cabriolet and TT within
total sales continued to increase.

21,585
With a sale figure
of 21,585 units
in 2017, Audi
increased its
passenger car
market share and
consolidated its
position in the
premium market.
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Digitalization in business processes
Audi Turkey, which made digitalization
the focus of its business processes, was
cited by Audi AG as benchmark to other
countries for its digital showrooms
and exemplary achievements. The
installation of a total of 41 modules
with 10 CPL (Customer Private Lounge)
and 31 SL (Sales Lounge) modules
within the framework of Audi digital
retail module (DRM) integration was
completed. Thus, the target set by Audi
AG was realized 100%, ranking first
among other networks in Europe based
on number and ratio.

In previous years, the Smart Pen
project enabling all data to be
transferred to the digital medium on a
real time basis and the Self Reception
application enabling customers
to open their own work orders for
express service requirements were
introduced.
In 2017, online training was started
and basic training modules, which are
the introductory part of the training
modules, were loaded on the portal.
The training portal has been an
application that reduced training time
for Authorized Service employees and
increased efficiency.
Yet another project introduced in
2017 in the area of aftersales services
was the customer satisfaction
questionnaire the customers would
respond to by the score they would
give on the tablet before they left the
service area. Through this new process
a possible customer dissatisfaction
is shared with the authorized staff
concerned, enabling immediate
response to the problem.
Marketing and launch activities
Advertising and communication
efforts to enhance the Audi brand
recognition continued throughout
2017 and the Q5 and A5 launches
during the first quarter were realized

in line with the 360 degree
communication target. Moreover,
an advertising campaign in parallel
with the channel content was
developed, taking Q5 recognition
to higher levels. Audi received
awards in two categories in the
Crystal Apple awards and in one
category in the MediaCat Felis and
Epica awards.
Another priority issue in 2017 was
the social media communication.
Social media channels to
include Facebook, Twitter,
Instagram, YouTube and LinkedIn
were successfully utilized to
communicate the Audi brand. The
Audi brand ranked among the first
in Facebook average interaction
rates in the premium segment.
As was the case in previous years,
Audi Turkey Twitter account
continued to be the brand among
the Turkish automotive pages with
the highest number of followers.

Aftersales services
The Audi brand reached a sale
figure of 21,585 units in 2017. With
its vehicle park that increased
by 14% compared to 2016 and its
73% customer loyalty rate which
is exemplary in Europe, a 22%
increase has been achieved in its
aftersales services turnover.

Audi AG with the participation of
service managers and company
owners. This achievement
demonstrates that the
communication and cooperation
with business partners is at the
highest level.

In yet another significant
achievement, Audi Aftersales
Services ranked first among other
brands this year also in the Dealer
Satisfaction Survey undertaken by

The audi.com.tr website whose
traffic was increased by digital
media publications rose to the
fifth place in the most visited Audi
websites ranking particularly in
recent months. With this statistics,
the website has become one of
the 10 most visited official Audi
websites in the world.
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SEAT

Receiving the “Highest Growth Rate
Importer Over the Last Years” award in
2017, SEAT Turkey has won the the same
prize for two consecutive years.

The performance of the models
2017 was a year full of new launches
for the SEAT brand. In January,
facelifted Leon and in July, the New
Ibiza that was completely renewed
using the VW Group’s MQB platform
for the first time was placed on the
market. In November, SEAT Arona,
the first compact crossover model of
VW Group, arrived at the Authorized
Dealers.

SEAT was able to establish a market
share of 2.22% by realizing the sales of
16,064 passenger cars in 2017.

Maintaining its second ranking for
three consecutive years in the A-HB
segment with the sales of 10,104 units
in 2017, Leon realized a segment share
of 14.55%. Ibiza, the second best selling
model of the brand closed the year
with a sales of 4,237 units.

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 Arona, that was added to the
model range in December 2017, SEAT
strengthened its presence in the SUV
segment. Total sales figure of Ateca
in the A-SUV segment was 864 units
while that of Arona in the A0-SUV
segment was 113 units.

16,064
In 2017 SEAT
realized the sale
of 16,064 units in
the passenger car
market.
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SEAT brand also increased its share
in fleet sales by the 2,050 unit fleet
sales in Turkey with the Abdi İbrahim
project, the highest in the history of
SEAT S.A. SEAT’s fleet sales increased
by 31% compared to 2016, reaching
the highest fleet sales number to
date.

Launches and sponsorship
activities
Launch communication of facelifted
Leon in February and the completely
renewed Ibiza in September was
realized in traditional and digital
media channels.

With a view to enhancing
brand awareness, SEAT used its
customer oriented and innovative
communication strategy in digital
media channels as well, through
Facebook, Instagram, Twitter, YouTube
and LinkedIn, and continued to
increase customer satisfaction.
Thanks also to contribution of
communication activities and
sponsorship communication, SEAT’s
brand awareness rose to 30% with an
increase of one percentage point.

Upgraded corporate identity
In order to increase the level of
customer satisfaction, a customer
focused new showroom concept
underlining a young brand
perception was developed. While
corporate changes of all SEAT
Authorized Dealers external
facades were completed in 2017,
the rate of completion of the
interior changes reached 57%.
Additionally, two new Authorized
Dealers, Yağcı Otomotiv in Balıkesir

and Miram Otomotiv in Malatya
joined the SEAT family in 2017.
After-sales services
Car entries into the SEAT
Authorized Services reached
90,000, corresponding to 21%
increase compared to the previous
year with the effects of the
growing vehicle park and service
marketing activities in 2017. Thanks
to the actions taken regularly
throughout the year, Authorized
Service customer loyalty rates

reached 62% while the aftersale
services customer satisfaction
survey score reached 4.73% with
SEAT’s customer satisfactionoriented approach.

Sustainable increase
in brand awareness
Thanks to the impact
of communication
activities and sponsorship
communication,
sustainable increase of
SEAT brand awareness
continued in 2017 also,
reaching 30%.
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ŠKODA

While ŠKODA Turkey placed its big SUV
Kodiaq on the market in Turkey in 2017
its sales in the D segment model Superb
gained impetus in the operational
leasing sector.

ŠKODA leads in the D segment
sedan and SUV segment
In 2017, when the automotive market
shrunk, ŠKODA’s D segment sedan
Superb and the D-SUV Kodiaq made
a positive contribution to the brand’s
image and sales. ŠKODA closed 2017
with a sale of 24,679 vehicles and a
drop of 14.5%.
2017
In 2017, ŠKODA had a market share
of 3.41%. The brand’s global sales
reached 1.2 million vehicles, exceeding
the 1 million level for the fourth year
running. ŠKODA Turkey left behind
important markets including Italy,
Austria, Belgium and Spain by once
again ranking among the top 10
markets.

1,944
Attracting
attention when
offered to the
Turkish market
in 2017, Kodiaq
became the 4th
best-selling model
in the D-SUV
segment with a
sale figure of 1,944
in 8 months.
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ŠKODA Turkey was able to sell 9,215
vehicles in the first six months of
2017, both due to difficulties in
supply as well as the changing
market conditions. This sale figure,
corresponding to a 29.7% shrinkage
compared to last year gained great
impetus with the arrival of action
models and supply force to include
Superb Comfort, Octavia Ambition
1.2 TSI 86 PS, Octavia Sport and Rapid
Spaceback Dynamic. The sale of 15,466
vehicles in the last six months of the
year enabled the shrinkage to be
realized at a minimum level.

Moreover, ŠKODA succeeded in
increasing its sales every year since it
started operating in the fleet market
in 2014. The brand, which realized
a fleet sale of 2,067 vehicles in 2014
increased this number to 7,545 in 2017.
The rise in the fleet sales of Yüce Auto
was crowned with the “Certificate of
Achievement” awarded by Škoda SA.
The models’ performance
Octavia, the brand’s best-selling
model in 2016, continued to be the
best selling model in 2017 also with a
total sale of 9,142 vehicles. Additionally,
the move was made to the renewed
Octavia in 2017. The second ranking
Superb came to the fore by increasing
its sales from 7,872 to 8,423. While
D segment sales dropped by 10%,
Superb became the third best-selling
D segment sedan by increasing its
sales by 7%. Superb also realized an
80% increase in fleet sales compared
to last year, reaching a sale figure of
3,246 vehicles.
Among the most noteworthy models
in 2017 is the D-SUV model Kodiaq,
placed on the Turkish market since
May. Displayed for the first time
in Turkey during the youth festival
Whitefest 2017 held in Uludağ full of
fun and attended by many colourful
personalities, Kodiaq became the 4th

best-selling model in the D-SUV
segment with a sale figure of 1,944
in 8 months.
2017 developments
In 2017, ŠKODA’s brand image
made a marked improvement.
Among the models contributing
to it is the D segment SUV
model Kodiaq. Based on the
MQB platform of the VW Group,
Kodiaq was noteworthy as the
brand’s first big SUV, attracting
a new customer group to the
ŠKODA brand both globally and
in Turkey. A continuation of the
brand’s change that started with
Superb Kodiaq is offered to the
market with its 5 and 7 seater
versions, diesel and petrol engine
alternatives as well as its 4x4
system.
Yet another significant novelty
of the ŠKODA brand promoted
in 2017 is the Karoq model.
Positioned under the Kodiaq
model in its product range, Karoq
will be placed on the market in
Turkey as of the first quarter of the
year.
Awards and achievements
In 2017, Yüce Auto earned the
prestigious “2016 Best Employer
Award” in the framework of the

“Aon Best Employer Awards” based
on employee loyalty research
undertaken in Turkey for many
years by Aon Hewitt, the world
leader in human resources and
management consultancy.
ŠKODA Turkey’s achievements
continued in the digital world as
well in addition to sales. ŠKODA
Turkey page continued its rapid
rise in Facebook and Instagram
with 710,156 followers and 104,703
followers respectively. Also, the
totally renewed www.skoda.com.tr
webpage providing a user friendly
interface continued to grow
steadily with 9,172,969 visits.
2018 expectations
With its new models placed on the
market, ŠKODA aims to increase
its sales and market share in
2018. In 2018, offering Kodiaq for
a full calendar year, the arrival
in showrooms of Karoq and the
arrival of the renewed Fabia on
the market will contribute to the
growth of the existing market
share.
As the country that has
completed its Corporate Identity
Transformation the fastest with
its refurbished showrooms, an
experience with a difference will

be offered to the customers in
2018 ranging from the showroom
visits to aftersales services. ŠKODA
will continue to be prominent by
offering one of the richest product
ranges and enhance customer
satisfaction.

Superb has increased
its sales by 7%
While D segment sales
dropped by 10%, Superb
became the third bestselling D segment sedan
by increasing its sales by
7%, with the sale of 8,423
vehicles.
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BENTLEY & LAMBORGHINI

In 2017, global launches of the world’s
first super sport SUV Urus and the best
Grand Tourer manufactured to date,
the New Continental GT were done.

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.
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2017: Sustainable success
In 2017, while the Bentley brand
consolidated its position in the
competition with its Bentayga Diesel
engine, Lamborghini continued to
maintain its sustainable success with
the Huracán model.

In 2017 Bentley
sold a total of
16 cars while
Lamborghini sold
7 vehicles.

In 2017, Bentley realized the sales
of 16 vehicles in total: 6 Bentayga
Diesel, 6 GT V8, 1 each of Continental
Supersports, Mulsanne Speed,
Bentayga W12 and Flying Spur V8.
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In the Lamborghini brand on the
other hand, a total of 7 vehicles were
sold in 2017, 5 of which were Huracáns
and 2 were Aventador S Coupe. 2
of the Huracán sales were Huracán
Performante, 2 were Huracán Spyder
and one was Huracán LP 610-4,
models offering both performance
and luxury.
Keeping up brand communication
Marketing investments for Bentley
and Lamborghini continued in 2017.
The highlights of these efforts are as
follows:
●●

●●

●●

Aventador models were tested
during the event attended
by press members from the
automotive and lifestyle media
and extensive coverage was
received in the media.
Press members were invited
to attend the global media
launch of the world’s first super
sport SUV Urus organized in
Bologna on 4 December.

●●

Sustainable communication
efforts have been undertaken
throughout the year in line
with the global marketing
plans of Bentley Motors and
Automobili Lamborghini.

On 30-31 March and 25-27 July,
Bentley Motors organized press
test drives exclusively for the
Turkish media members. The first
of these included the entire model
range of Bentley while the second
one focused on Continental
Supersports, the world’s fastest
sedan. Press members from the
daily newspapers and lifestyle
magazines participated in both
organizations which included
nearly 500 km of driving for each.
Extensive and effective coverage
was received as a result of these
events.
Automobili Lamborghini organized
a test drive and factory visit on
11-13 October for the Turkish
media members. Huracán and
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PORSCHE

Porsche focused on digitalization in all
its business processes in line with it 2025
strategy and thus has taken customer
satisfaction to a higher level.

Investments
Porsche Authorized Dealer and Service
Vosmer in İzmir started serving its
customers on 4 December at its new
premises with its 612 m2 showroom
and 380 m2 service area.
Performance of the models
In 2017, 911 completed the year as
the leader in its segment. Porsche’s
highest selling model was Macan
which sold 400 units. While Cayenne
closed the year with 139 cars sold,
Panamera reached a sales figure of
39 units. The 718 Boxster/Cayman
models increased its market share in
its segment by 24% with the sale of 69
units.

400
In 2017 the highest
selling model
of Porsche was
Macan, with 400
units.
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Communication activities
Throughout 2017 when digital
marketing and PR activities were
prominent 33 press releases were
serviced and 10 media events were
organized with the participation of
78 people. Members of the press
were provided the opportunity to test
various Porsche models for a total of
124 hours.
A year full of media events
Porsche started 2017 with a media
driving event at İstanbul Park on 17
March with the participation of media
members. Through this event, media
members were introduced to the new

718 Cayman, the new 718 Boxster and
the new Panamera models where
they had the experience of driving all
Porsche models on the track.
On 28-30 May, the Porsche Driving
Academy event was organized at
İstanbul Park for the members of the
media. Additionally, Porsche GT event
was held at the Porsche Leipzig factory
on 21-23 August with the participation
of Turkish media members. On 29-30
August, the worldwide launch of the
new Cayenne was done in Stuttgart.
On 21-22 September, the new Cayenne
technology workshop event was held
in Düsseldorf with the participation of
Turkish members of the press; on 21-23
September Panamera Sport Turismo
press launch was held on the island of
Split in Croatia; on 5-6 November the
new Cayenne press launch was held
on the island of Crete, Greece. The last
press event of 2017 was the GT3 launch
held on 2 November at the Porsche
Driving Centre with the participation
of 23 media members.
Experiential marketing strategy
The requisite driving activities
of the Porsche brand kicked off
on 8-11 February in Levi, Finland
with the Snow & Ice event with
the participation of 10 potential
customers.

A total of 253 people participated
in the “Porsche on Track” and
“Advanced Porsche on Track”
driving events held at the Porsche
Driving Centre on 24-25-26 March,
9-11 June and 3-4-5 November
respectively where all the Porsche
models were tested by the invitees.
This year, differently from previous
years, 5 November was organized
as the “Porsche Performance Day”
for the first time and a performance
oriented driving was undertaken
with more driving on the track.
On 15-18 August, Porsche on Road
event was held at Tegernsee,
Munich with 9 Porsche Club
members. On the last day of the
event, the team drove to Prague
and participated in the Panamera
Sport Turismo launch.
Sponsorship projects
The launch of the Porsche Driver’s
Selection boutique products was
carried out throughout the year
with various sponsorship events.
The Palm sponsorship event held
on 8 March at the Four Seasons
Hotel was such an event.
Throughout the year 12 Porsches
were displayed at the D-Gym and
special privileges were accorded to
members.

5 customers who won the
Porsche Golf Tournament in 2016
participated in the Porsche Golf
Cup World Final Tournament finals
held on Mallorca on 8-10 May.
2017 marketing activities ended
with The Palm sponsorship the
second of which was held on 7
December.
Customer satisfaction on the
online media
Within the framework of the
Google project launched in 2017,
intensive online communication
work was undertaken in Turkey
which was selected by Porsche
CEE as a pilot region.
In all the work undertaken, the
objectives of meeting internet
users specifically undertaking
searches for Porsche and the
rival brands, collecting potential
customer data and providing
speedy service to customers were
given priority. Users accessing
through the Porsche website were
channelled into action through
retargeting; the target pools
held were segmented whereby
relevant messages were sent
to the relevant customers; data
collected over the social media
channels were enabled to reach

the Value and Care Center pool
automatically saving time and
costs and a YouTube account was
opened as a new and effective
channel for reaching out to
potential customers.
At the end of the year, a total of
2,464 potential customer data was
collected, 7,103 calls were received
through Google searches and 8
vehicle sales were realized.
Record aftersales services
Compared to 2016, a 6% increase
in accessory sales, 49% increase
in boutique sales, 39% increase in
extended insurance coverage sales
and an 8% increase in work orders
have been achieved thanks to
the service campaigns realized in
response to the 7% increase in the
vehicle park of the Porsche brand
at the end of 2017 and the Porsche
accessory, boutique and extended
insurance coverage marketing
efforts. Customers’ Authorized
Service loyalty rate was 79% while
the customer satisfaction score
was 4.88 thanks to the customer
focused approach in aftersales
services. In 2017, Porsche Aftersales
Services reached 1,357 users
through its Porsche Mobile App
designed in line with the global
digitalization strategy.
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VOLKSWAGEN COMMERCIAL VEHICLES

Ranking third in the total market in 2017,
Volkswagen Commercial Vehicles maintained
its leadership in imported commercial vehicles
sales. Moreover, Volkswagen Commercial
Vehicles Turkey ranked first in the world
in 2017 in the After Sales - Service Quality
Award evaluation thanks to its success in
aftersales services and outstanding customer
satisfaction.
2017 brand performance
In 2017, a 2.9% growth compared to the
previous year was achieved in the light
commercial vehicles market in Turkey
with the sale of 233,435 units. Volkswagen
Commercial Vehicles had an 11.9% market
share in the light commercial vehicles
market with the sale of 27,793 units and
maintained its leadership in the imported commercial vehicles market with a
25.3% market share.

World
winner
At the Volkswagen
After Sales - Service
Quality Awards
organized globally
by Volkswagen
AG every year,
Volkswagen
Commercial
Vehicles Turkey
has become the
world winner
in 2017 through
its success in
aftersales services
and outstanding
customer
satisfaction.
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The Transporter model reached a
market share of 39.4% with the sale of
11,674 units, Amarok reached a market
share of 16.2% with the sale of 3,263
units, Crafter reached a market share of
5.2% with the sale of 2,967 units, Caddy
reached a market share of 14.0% with
the sale of 9,889 units.
New product launches
In 2017, Amarok’s premium equipped
version, the New Amarok Aventura, the
strongest in its segment with its 3 liter,
V6 engine, was launched on the market
with a 360° communication strategy.
Moreover, as the owner of the “2018
International Pick-up Award” (IPUA
2018), Amarok is the first pick-up to be
awarded the same prize a second time
that it also won in 2010.
The New Caddy Alltrack, that further
strengthened Volkswagen Commercial
Vehicles’s most desired model Caddy’s
assertion with its sporty looks and high
equipment level was also launched on
the Turkish market in 2017. The launch
of the Caddy Alltrack which is devel-

oped especially for Turkey was supported by an effective communication plan
with a positive impact on the increase
of Caddy’s segment share.
With its highest level of equipment
and the strongest engine in its segment, Caravelle Highline version of our
Caravelle model which stands out in its
class with the safety, comfort, engine,
interior equipment and robustness
features offered to its users as standard,
has taken its place in the market in 2017.
Brand communication
In line with its target oriented marketing
strategy Volkswagen Commercial Vehicles has continued its communication
effectively based on an in-depth analysis
of the profile and the media used by its
customers. Throughout the year various projects were realized with a view to
promoting the Volkswagen Commercial
Vehicles brand, informing its customers and introducing its products in all
communication channels ranging from
classic channels to new media. Volkswagen Commercial Vehicles pioneers on
social media platforms such as Facebook with over 1,000,000 followers, as
well as Instagram and YouTube through
the customer-focused, innovative and
noteworthy applications offered, and the
services that it has taken to online channels enhancing customer satisfaction.
The 360° vehicle interior visuals developed
for the social and digital media channels
in particular enable customers to examine all models in all channels with ease.

“Advanced Driving Pleasure” videos
for all models have been made to
share in social and digital channels.
In these videos, the technological and electronic systems in the
vehicles are explained in a “How
does it work?” format aiming to
convey the product features to the
users correctly. The aim here is to
enhance the benefit acquired from
the Volkswagen Commercial Vehicles models and increase customer
satisfaction. The videos concerned
rank highly in search results, thus,
Volkswagen technology and its
superiority are offered to everyone
doing a search on YouTube.
The improvements on the “Intelligent Turkuaz Screen” application,
which was introduced in 2016 and
utilized by Volkswagen Authorized
Dealers and Aftersales Services, continued in 2017 as well. With the help
of this application, it is aimed to offer
the Volkswagen Commercial Vehicles
users the most appropriate service
through the analysis of the information left by the users on online and
offline channels with their permission.
Intelligent Turkuaz Screens process a
lot of information according to certain
built-in algorithms within the system
and present the processed information to the sales or service consultant,
thus enhancing the quality of the
communication with the customer.
Moreover, the data on the screen is
transformed into visual images short-

ening the customer response time
and increasing the efficiency of the
time spent in the showroom. In 2017,
two international awards were won
regarding the project in question.
“Road Assistance” has been added
to the Volkswagen Commercial Vehicles application which was made
available in the App Store and
Google Play. Thus, users logging
on to this app are called within 120
seconds by the call centre if they
request road assistance, a recovery vehicle is sent in times of need
and the location of the recovery
vehicle is monitored on a real time
basis. When the vehicle reaches
the service centre, the customer is
given up to the minute information
including the location of the vehicle.
Customer relations management
and Authorized Dealers field
activities
Volkswagen Commercial Vehicles
continued its approach of always
being one step ahead of customer
expectations in 2017 as well. Thanks
to the potential customer and
external visit project, the number of
potential customer records reached
290,000 in 2017. During the year,
75,000 customers were actively
visited on a one-to-one basis.
Big award for high quality service
With the Beşer and Avek Ümraniye
Authorized Services opening in 2017,
Volkswagen Commercial Vehicles

Aftersales Services expanded its
service network, providing services
at 76 Authorized Service points.
At the After Sales - Service Quality
Awards organized globally by
Volkswagen AG every year,
Volkswagen Commercial Vehicles
Turkey has become the best distributor among all markets in the
world in 2017 through its success in
aftersales services and outstanding
customer satisfaction.
Authorized Services provide services
to an average of 19,252 customers
per month with the reception of
231,026 vehicles per annum. In 2017,
parts turnover increased by 21.1%
while labour turnover rose by 5.5%.
2018 expectations
In 2018, Volkswagen Commercial
Vehicles plans to maintain its share
in the light commercial vehicles
market and strong brand image in
all customer focused areas including product, Authorized Dealers’
field activities and aftersales services
without interruption. Its large and
revolving product range, the trust
established by the Doğuş Otomotiv
and Volkswagen brands, its Authorized Dealer network throughout
Turkey as well as its strong customer
communication will be the most
significant means for Volkswagen
Commercial Vehicles in reaching
the 2018 sales targets.
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SCANIA

With its “Your business is our business”
approach, Scania completed 2017 with
a record 9.1% share in the entire market
and 22% share in the tractor unit
market.

Next generation Scania
In 2017, 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.

New
generation
Scania on
the Turkish
market
New generation
Scania vehicles
are on the roads
of Turkey as a
result of 10 years
of research and
development,
2 billion Euros
worth of
investment and
over 10 million
kilometres of test
driving.
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Presenting its customers on the roads
of Turkey its new generation vehicles
it started manufacturing as a result of
10 years of research and development,
2 billion Euros worth of investment
and over 10 million kilometres of test
driving, Scania continued to provide
comfort and driving experience
exceeding standards.

Reaching 193,000 users in its Facebook
account in 2017, Scania continued its
presence on the Instagram, LinkedIn
and Google Plus platforms.
Demonstrating its customer
satisfaction focus with one of the
sector’s pioneering applications “My
Scania is Super Strong”, Scania also
successfully introduced “My Scania
on Mobile” app in 2017 with 5,000
downloads.
In 2017, the brand facilitated data
access by introducing the fleet
management portal FMP, which the
entire Authorized Service network can
use online.

2018 expectations
In 2018, Scania will continue
to develop new applications
including “My Scania is Super
Strong”, “My Scania on Mobile”,
“GeoVabis” and “Drivers’ League”.
In addition, one of the most
important goals of Scania, which
will be a pioneer of innovation

with its data focused outlook, is
to expand its Authorized Service
network. Scania is aiming to open
three more Authorized Services in
2018 in order to be able to provide
the fastest services to a larger area
across the country.

Scania is now more digital
Scania continued to provide vehicle
owners training and coaching services
specially tailored to their line of work
as well as a smart fleet management
system in 2017 also, thanks to the SESS
(Scania Integrated Driving Systems)
project.

“My Scania on Mobile”
“My Scania on Mobile” has
reached 5,000 downloads.
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SCANIA ENGINES

Having sold 188 engines in the Turkish
market in 2017, Scania Engines ranked
8th in Scania CV worldwide, maintaining
its place in the top ten.

Yet another successful year
Doğuş Otomotiv offers its customers
land generator engines, marine
engines, marine generator engines
and industrial engines under the
Scania Engines brand. Scania Engines
sold a total of 188 engines in 2017 and
ranked 8th among the countries to
which Scania exports the most.
Scania Engines increased its market
share to higher levels by realizing the
sale of 179 generator engines in 2017
through cooperation projects with
Turkey’s leading generator companies
and mainained its steady rise in this
area.
Rich product range
Scania Engines achieved a significant
breakthrough by realising its first gas
fuelled engine sale in 2017.

188
Scania Engines,
increased its
market share by
the sale of 188
engines in Turkey
in 2017.
50

Enriching its marine engine product
range by new V8 engines, Scania
reached its new product range based
on the 16.4 litre V8 truck engines. In
this new product range, where greater
power is generated by sending high
pressure fuel to the cylinders through
the XPI fuel technology, performance
has reached the levels required by
Scania thanks to the filter technology
employed.

In 2018, Scania Engines will continue
to enhance its product range by the
12.7 litre marine engines and the IMO
Tier 3 regulations compliant engines
demanded by the market.
2018 targets
Scania Engines will continue its
activities in 2018 with a view to
expanding its product range as
a reliable solution partner and
increasing its sustainable quality and
market share in this line. The business
partnership that started with the
leading generator manufacturers in
the land generator market in 2013
will continue in 2018 as it did in 2017.
Scania Engines aims to become the
market leader with its quality product
range and market dominance by
increasing its sale numbers in 2018 as
well.
Supporting sales through
marketing activities
Scania Engines, attracting attention
through the high technology products
it places on the market as well as press
stories about it, aims to attain high
sales figures in 2018 by the sale of new
land generator engines.

Diverse product range
Through the Scania
Engines brand, Doğuş
Otomotiv offers its
customers environment
friendly gas fuelled
generator engines, land
generator engines,
marine engines, marine
generator engines and
industrial engines.
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THERMO KING

Through the latest technological capabilities
it offers its customers simultaneously with
their implementation worldwide, Thermo
King ensures quality and reliability in food
and pharmaceuticals transportation until they
reach the end user, setting the standards in
transportation in Turkey.

Sales performance in 2017
Thermo King, long time market leader
in the diesel chiller unit industry, has
maintained its leading position with
the sales results achieved in 2017.

Instant data
follow-up in
more than
80 countries
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.
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By providing chilling and heating
units specific to each project,
Thermo King offers tailor made unit
alternatives meeting its customers’
requirements. Through the latest
technological capabilities it offers
its customers simultaneously with
their implementation worldwide,
Thermo King ensures quality and
reliability in food and pharmaceuticals
transportation until they reach the
end user, setting the standards in
transportation in Turkey.
As of the second half of 2017,
Thermo King started offering new
generation SLX units to the end users
simultaneously with their worldwide
launch. Tracking service training
started to be provided to the company
officials concerned for the optimum
use of the new generation SLX units.
The latest developments at
Thermo King
Thermo King continues to be the
technology leader in the chiller
industry. With the acquisition of its
tracking service provider, Thermo King
began to offer remote tracking system

as standards on the trailer units in the
second half of 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.
Also, through its Bluebox technology
the driver is able to monitor the unit
through his/her smart phone.
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 2017,
the effectiveness of the Authorized
Reseller and Aftersales Service
network has been improved.
Different chilling capabilities with
the same frame
By rendering the remote tracking
system enabling the simultaneous
transportation of products requiring
different temperatures a standard
feature in its Spectrum models,
Thermo King continued to be
the most important assurance in
sensitive pharmaceuticals and food

transport. The brand is the most
important solution partner of the
health sector by the certification
and training it provides in
pharmaceuticals transportation.

Thermo King has maintained its
market share in the cold chain
transportation, and successfully
continued to offer solutions for
various projects in 2017.

Marketing and communication
activities
The marketing activities in 2017
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.

The assurance of the pharmaceuticals
and food transportation
By rendering the remote tracking system
enabling the simultaneous transportation
of products requiring different
temperatures a standard feature in its
Spectrum models, Thermo King continued
to be the most important assurance
in sensitive pharmaceuticals and food
transport.
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DOĞUŞ OTO
We have been working without interruption
to meet our customers’ needs with our
innovative outlook. In 2017, by making
available our vehicle stocks on our new
website we have once again demonstrated
that Doğuş Oto is both a customer focused
company as well as being a pioneer in the
automotive industry in Turkey as far as
digitalization is concerned.

About Doğuş Oto
Doğuş Oto sells new and used vehicles,
spare parts and accessories in the
İstanbul, Ankara and Bursa provinces,
and also offers insurance, financing
and aftersales support services for the
6 brands (VW Passenger Cars, VW
Commercial Vehicles, Audi, Porsche,
SEAT and ŠKODA) it represents. It also
sells second hand vehicles as a DOD
Authorized Dealer.
Operating in a total of 6 regions
with 34 Authorized Dealers and
31 Service points with more than
1,700 employees, Doğuş Oto has a
pioneering role in its sector with its
strength and stability. The mission
of Doğuş Oto is to provide sale and
aftersales services for the passenger
cars it represents in the areas it
operates at the highest level of
quality.

60,405
Doğuş Oto sold
60,405 new and
4,242 second hand
vehicles in 2017.
54

2017
Doğuş Oto sold 60,405 new and 4,242
second hand vehicles in 2017. With a
total of 295,613 service entries, 2017 was
a year when the financial targets were
exceeded.
New investments
In 2017, the foundations of the Gebze
Centre where the sale and aftersales
services of the Volkswagen passenger
cars and commercial vehicles in

İstanbul will be provided were laid.
In Etimesgut Region of Ankara, the
renewal of the Volkswagen brand with
the digital showroom concept has
been completed.
Achievements
Doğuş Oto regions scored new
achievements by receiving the first
place among other teams from
Turkey in the Audi Twin Cup Technical
Category; and also first, second and
third place in the Audi Sales Cup
organized worldwide by Audi AG.
In Top SEAT People 2017, Doğuş
Oto Bursa won the first prize in
three categories as the Best Sales
Representative, Best Service Manager
and Best Warranty Expert.
The winner of this year’s Golden
Spider Web Awards in the automotive
category was Doğuş Oto with its
website www.dogusoto.com.tr.
Marketing activities
The mission of Doğuş Oto in the digital
age is to provide uninterrupted service
to meet customer demands and to
maintain the highest level of digital
experience for customers accessing
through any channel. To this end, the
Doğuş Oto website was redesigned in
2017 in order to respond to customer
demand immediately and through

the channel of their choice. Thanks
to its features, the new website
is first of its kind in Turkey and a
“benchmark” in the world.
By making available its vehicle
stocks on the internet, Doğuş
Oto demonstrated that it is both
a customer focused company
as well as being a pioneer in the
automotive industry in Turkey as
far as digitalization is concerned.
Through the new website,
users can review the company’s
vehicle stocks whenever they
want on a real time basis, obtain
information on prices and vehicle
equipment, make comparisons
and even reserve vehicles. The
feature of reserving vehicles over
the internet is the first of a kind
application in the automotive
sector in Turkey.
Moreover, users are able to see the
available dates and hours easily
and obtain service appointments
from whichever region and service
consultant they wish, make a test
drive request in any Doğuş Oto
region for any model vehicle and
contact the region. Additionally,
it is possible to follow most up to
date campaigns for the vehicles
represented by the company over
the website.

With its new website, Doğuş Oto
has created a service channel
through which it provides its
customers the information and
service they need without having
to go to the showroom with the
ease of a single click.
By opening Doğuş Oto social
media accounts on Twitter,
Instagram, Facebook and
LinkedIn and through sharing of
information over these channels,
it was intended to open up
new doors for customers in the
channels they were present and
thus increase accessibility.

2018 expectations
As a leader in its sector developing
innovative solutions and a
company with high insight, as
well as one placing importance on
change and creating a difference
in its field by always being open
to innovation, Doğuş Oto will
continue to develop products
and services that will enable it to
understand its customers and
make life easier for them in 2018
also.

In 2017, in addition to several
activities to include brand
positioning to understand
customers, determining
marketing strategies and
customer relations management,
Doğuş Oto undertook an NPS
(Net Promoter Score) and CES
(Customer Effort Score) survey
to have an in depth analysis
of to what extent customers
refer Doğuş Oto to others and
the reasons for referring or not
referring it. This survey helped
determine areas that needed to be
improved and strengthened in the
company and measure customer
loyalty.
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D-AUTO SUISSE
D-AUTO SUISSE SA

In 2017, D-Auto Suisse SA focused on
increasing its market share in vehicle sales
and aftersale services in the luxury and
high-end segments thanks to its capacity
enhancing new investments.

306
D-Auto Suisse
succeeded in
selling 306 new
and 151 used
vehicles in 2017.
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D-Auto Suisse SA focused on growing
in the luxury segment with Porsche,
Bentley and D-Occasion brands in
2017. Continuing its investments in
improving process and service quality
without interruption in parallel with
the increasing business volume,
D-Auto Suisse continued to provide
an excellent retail experience to its
customers in 2017 as well.

leader in the high-end segment in
the Vaud Canton in its first year. With
the addition of the D-Occasion brand
to its portfolio, second hand car sales
increased by 20% compared to the
previous year. With the increasing
capacity and the company strategy to
enhance process and service quality,
growth will continue in the luxury and
high-end segment.

About D-Auto Suisse SA
D-Auto Suisse SA, a subsidiary of
Doğuş Otomotiv, has continued
its operations with Porsche since
September 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.

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.

Sales successes
D-Auto Suisse succeeded in selling
306 new and 151 used vehicles in 2017.
The sales of 157 Macan units supported
its penetration into the customer
segments that did not own a Porsche
before.
With the addition of the Bentley
brand to its portfolio, the company
succeeded in becoming the market

With the launch of 911 Carrera GTS in
January, Panamera Sport Turismo in
October, Continental GT in November
and Cayenne in December, the new
product range was presented to the
existing and potential customers.
Through these events, the objective
of introducing Macan customers to
Porsche’s new sport models was also
achieved.
As of 2017 year-end, the number of
registered customers in the D-Auto
Suisse database has reached 7,900. As
it always has been, our plan will be to
increase our market share in the highend market segment.

Market leadership
with Bentley
With the addition of
the Bentley brand to
its portfolio, D-Auto
Suisse SA succeeded in
becoming the market
leader in the high-end
segment in the Vaud
Canton in the first year of
its operations.
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D-AUTO LLC
D-AUTO LLC

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 10 employees.

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.

2018 expectations
The decline in the market is expected
to continue in 2018 as the adverse
economic and political conditions in
the region are not likely to change in
the near future. Despite all adverse
conditions D-Auto LLC continues
its operations by maintaining its
minimum cost structure while closely
monitoring the developments in the
region.

2017 activities
2017 was a year when both economic
recession deepened at an increasing
rate and political issues surfaced
when Mosul was evacuated and the
referendum decision was taken. Thus,
the automotive sector was adversely
affected and a significant shrinking
was experienced in the market.
D-Auto LLC sold a total of 48 new
vehicles, 36 of which were Audis and 12
of which were Volkswagens.

1,816
D-Auto LLC
serviced 1,816
vehicles in
2017.
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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 1,816
vehicles in 2017.
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DOD

As a Company striving to update itself along
customer needs and new trends, DOD
continued to put in place its New Authorized
Dealer Showroom Concept and innovative
digital projects in 2017.

DOD in 2017
Due to the change in the business
model in 2017, one of DOD’s retail
sale points, DOD City Esenyurt, was
handed over to Doğuş Oto. Meanwhile,
Şekerpınar’s retail sale activities were
terminated and the building was
renewed as the DOD Expertise and
Training Centre. Consequently, DOD
moved out of retail sales and focused
on supplying and selling vehicles to
Authorized Dealers.

DOD 360
feature
With the DOD 360
feature, a first of
a kind in Turkey’s
used car market,
user experience on
digital platforms
was enhanced
and users were
enabled to
examine the
vehicle interior
in detail without
physically being
there.
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Collaboration with fleet companies
increased in 2017 also and the
number of vehicles supplied to
Authorized Dealers rose by 26%.
Models and brands were diversified
by concluding new agreements
and a wider range of vehicles was
supplied to the Authorized Dealers.
Cash sales by DOD to Authorized
Dealers reached 1,500 units in 2017
with an increase of 62%, realizing the
highest cash sales in the history of
DOD. Meanwhile, DOD Authorized
Dealer sales reached 22,009 units in
2017.
Used cars with a warranty enables
customers to feel more secure when
purchasing used cars. It is also one
of the greatest differentiating factors
in the corporate field. Penetration in
the sale of used cars with warranty
reached 56% in 2017.

Customer focused improvements in
processes and services
As a company striving to update
itself along customer needs and new
trends, DOD continued to put in place
its New Authorized Dealer Showroom
Concept and innovative digital
projects in 2017. The new concept was
put in place in a total of 9 sale points.
Improvements in the system and
processes to provide the customers
faster and higher quality services
continued throughout the year and
the expertise forms were renewed
taking into consideration customer
needs and satisfaction. Thanks to the
renewed expertise form training, the
knowledge level of the employees was
increased and customer satisfaction
was improved with the help of more
detailed expertise procedures.

enhancing customer experience
which were implemented for
the first time in the used car
sector in Turkey. The DOD 360
feature whose experimental
implementation was tested in 2016
could be used by all Authorized
Dealers. The 360 degree vehicle
interior photographs taken by
Authorized Dealers were loaded
on the DOD digital platforms.
Through this service, user

experience on digital platforms
was enhanced allowing users to
examine the interior of the vehicles
without actually seeing it.
Through the infrastructure
enhancements on the website,
access speed to the website was
increased 4 fold and with new
additions to search criteria, search
process for the digital platform
users was further facilitated.

DOD mobile app was downloaded
on more than 450,000 smart
phones or tablets over iOS and
Android platforms, becoming
one of the most preferred mobile
applications.

Through the Tramer system whose
integration with the Turkuaz system
was completed in the first quarter of
2017, the damage record of all vehicles
in DOD stocks was automatically
included on the expertise form. Upon
activation of the system, Tramer data
of more than 12,500 vehicles could be
accessed.
Digital investments
DOD continued its pioneering position
in the sector in 2017 as well through
new projects in digital channels
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vdf

The vdf Group, encompassing financial
services, insurance, factoring and fleet
companies, succeeded in reaching its targets
in 2017 by prioritizing products and services
with a customer focus.

vdf AUTOMOTIVE FINANCE
(VOLKSWAGEN DOĞUŞ
FİNANSMANI A.Ş.)
The vdf Group, encompassing
financial services, insurance, factoring
and fleet companies, succeeded
in reaching its targets in 2017 by
prioritizing products and services with
a customer focus.
With an average of 35% penetration
ratio among the Volkswagen Group
brands in vehicle loans, vdf continued
its market leadership among finance
companies and banks in 2017 with a
14% market share in vehicles loans.
Providing 68,130 new loans in 2017,
vdf reached its targets with a total
number of 147,670 live loans. vdf
increased its total live loan volume by
11%, from TRY 7 billion to TRY 7.8 billion.

147,670
Providing 68,130
new loans in 2017,
vdf reached its
targets with a total
number of 147,670
live loans.
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In 2017, vdf aimed to increase
customer satisfaction and customer
loyalty through sale, marketing and
customer loyalty campaigns it jointly
organized with the brands. According
to the results of the survey it made
in 2017, vdf scored much higher than
the world and Europe averages in
customer satisfaction assessments
compared to the previous year.
According to the survey, 9 out of 10
people stated that they would want to
work with vdf again.

For 2018, 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 SİGORTA VE ARACILIK
HİZMETLERİ A.Ş. (vdf INSURANCE
AND BROKERAGE SERVICES, INC.)
vdf Insurance Services created
maximum customer satisfaction in
2017, 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.
Operating within the Authorized
Dealers of the VW Group brands,
vdf Insurance continued to provide
its services in 113 showrooms in
2017. vdf Insurance Services created
a difference in its sector with
special guarantee terms for the
brands, starting with Volkswagen
Comprehensive Car Insurance and
carrying on with SEAT, ŠKODA, Audi
and Scania Comprehensive Car
Insurance.
Maintaining its position as the
largest insurance agency in 2017 also,

regarding total net premium
generation and live policy
numbers , vdf Insurance continued
its steady growth with a total net
premium generation worth TRY
373,000,000. The company also
raised its number of policies to
323,975 in 2017.
vdf FAKTORİNG HİZMETLERİ A.Ş.
(vdf FACTORING SERVICES, INC.)
Since its inception in 2010, vdf
Factoring Inc. has been offering
factoring and financing services
to 160 Doğuş Otomotiv and Yüce

Otomotiv Authorized Dealers
across Turkey. vdf Factoring
reached a transaction volume
of TRY 13.6 billion, and a total
asset value of TRY 1 billion in 2017.
Committed to the principle of
continuous and stable growth, vdf
Factoring aims to further increase
its business volume in 2018.
vdf FILO KİRALAMA A.Ş. (vdf
RENTAL FLEET INC.)
Positioning itself in the operational
rental fleet sector in 2017, vdf
set out its operations by not

only regarding its customers’
needs as vehicle renting but also
adopted the vision of providing its
customers consultancy services
in fleet cost optimization, total
ownership costing and fleet
management. In 2017, reaching
2,800 active contracts, 80% of
which were comprised of Doğuş
Otomotiv group branded vehicles,
the company will continue to
serve its customers in 2018 with
the principle of offering the
best services to its customers by
developing digital solutions.

Better service with
digital development
vdf group aims to provide
its customers the fastest
service at every service
point by continuing its
digital development and
investments in 2018 also.
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TÜVTÜRK

Celebrating its 10th anniversary in 2017,
TÜVTÜRK continues to enhance road safety
with a total of 103 million inspections it has
undertaken to date and grow by adding
value to Turkey with new investments made
in 2017.

In 2017, TÜVTÜRK achieved growth
in all operational areas, and periodic
inspections in particular, increasing its
turnover by 12.5%, from TRY 1,452,000,000
to TRY 1,633,000,000. The operations of
TÜVTÜRK İstanbul accounted for TRY
267,000,000 of the total amount.
TÜVTÜRK, one of Turkey’s most
effective Public and Private Sector
Collaboration projects, has contributed
nearly TRY 6.1 billion to the public since
its inception while this figure for 2017
alone was TRY 900 million.
For TÜVTÜRK, 2017, the 10th year
of its founding, was a year when
investments gained new momentum.
First among these significant
investments is the new Main Office
building in Ayazağa, İstanbul, which is
the property of TÜVTÜRK.

TRY 6.1 billion
One of Turkey’s
most effective
Public and Private
Sector Collaboration
projects, TÜVTÜRK
has contributed
nearly TRY 6.1 billion
to the public since
its inception.
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In addition, the “Tenth Anniversary
Station”, Europe’s largest and the
most user friendly vehicle inspection
station as far as customer experience
is concerned also became operational
in Hadımköy, Yeşilbayır in İstanbul in
2017. With the addition of the “Tenth
Anniversary Station” with its modern
waiting hall, expansive cafeteria,
spacious exhaust gas emission
measurement area as well as its prayer
room, the number of fixed stations in
İstanbul reached 14.

Yet another significant investment
undertaken in 2017 by TÜVTÜRK
with the aim of further expanding
its extensive activities and taking
its services to every point of Turkey
was the station it opened in Hakkari,
Yüksekova. Thus, 3 new fixed stations
including the Ankara-Logistics Base,
Hakkari, Yüksekova Station and
İstanbul Tenth Anniversary Station
became operational during the year
in response to past experience and
requests, enabling customers to receive
better services in greater comfort and
ease. Moreover, in 2017, capacity was
increased in the Bartın Station with
the addition of another service pit,
the administrative building expansion
in the İstanbul Çatalca Station was
completed and an additional service
building was constructed in the Bursa
Central Station.
Together with 3 new stations that
opened in 2017, TÜVTÜRK now provides
services at 207 fixed, 76 mobile, 5
motorcycle and 16 mobile tractor
stations in 81 cities across Turkey.
Major contribution to road safety
In 2017, periodic vehicle inspection
of 8,919,000 vehicles was carried out,
showing an increase of 8.8% compared
to the previous year. During these
inspections, 35.9% of the vehicles
were identified as having major

faults or being unsafe. Of the
3,125,000 vehicles that returned
for reinspection, 98% were found
to have been fixed for defects
and faults, and allowed to reenter
traffic safely after successfully
passing the reinspection.
Exhaust emission tests
In 2017, 3,330,000 vehicles
underwent exhaust gas emission
tests. This marked a 4.7% increase
in units compared to the previous
year, and the ratio of this service to
periodic inspections was 37.3%.

Roadworthiness inspection
In 2017, 29,000 roadworthiness
inspections were conducted at 30
stations.
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” and
“Have a Good Lesson Mr. Driver”

projects, aimed at different target
groups, have been continuing,
three sub-projects (“Safe Vehicle
Action”, “Responsible Citizen
Action” and “Youth Action in
Traffic”) that were conducted from
2010 to 2017 were completed. In
the last seven years, the project
reached more than 1.25 million
people directly, and nearly 6.7
million people indirectly through
communication activities. The
Traffic Responsibility Movement
was awarded with 11 distinctions to
date.

Continue to invest to
reach the whole country
İstanbul Tenth Anniversary
Station and Hakkari
Yükseova Station which
became operational
on the same day in
December 2017, were
among the significant
investments of TÜVTÜRK
as a result of its aim
to further expand its
extensive activities and
take its services to every
point of Turkey.
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SPARE PARTS AND LOGISTICS

Spare Parts and Logistics combines the
technology of the future with sustainable
logistics management through synergies
created by modern and best practices,
offering unsurpassed services for Doğuş
Otomotiv’s multi-brand structure.

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 combines
the technology of the future with
sustainable logistics management
through synergies created by modern
and best practices creating a peerless
service for the brands represented by
Doğuş Otomotiv.

154,308
In 2017, Spare
Parts and Logistics
imported 154,308
vehicles.
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All efforts aim to provide the
right and speedy service to the
customer
Spare Parts and Logistics uses
advanced 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.
As the “shipment from the port”
project that Spare Parts and Logistics
implemented as a part of its
pioneering vision in vehicle logistics
continued 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. Moreover, it has
taken steps towards digitalization
in the processes of Field Stock
Management and vehicle delivery
to Authorized Dealers using RFID
technology.
Spare Parts and Logistics has achieved
CO2 emission savings of nearly 3,000
tons emanating from logistical
operations thanks to the intermodal
route system it manages despite the
ever increasing work volume every
year.

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 2017.
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.

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.

●●

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.

In 2017, Spare Parts and Logistics
imported 154,308 vehicles, and
dispatched 183,000 vehicles
to Authorized Dealers, ending
the year with a total revenue of
TRY 1,043.6 million generated
by the sales of spare parts and
accessories.
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DOĞUŞ INSURANCE

Doğuş Insurance, with over 30 years
of experience, provides its clients
reliable insurance services that make
a difference.

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, its 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 2017 in line
with the principle of always providing
excellent insurance services for Group
companies and their employees, as
well as other customers.

28,000
Doğuş Insurance
produced 28,000
policies with 15%
increase.
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●●

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.

●●

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 2017.

●●

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 6, has increased its premium
production in 2017 by 20%
compared to the previous year, to
reach TRY 67 million, and produced
28,000 policies with 15% increase.

Growth to continue in 2018
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 2018
with its experience, knowhow, and a
wide product range for the insurance
activities of the Doğuş Group.

