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EXECUTIVE SUMMARY

The competition in Turkish automobile sector is increasing fastly. Local

automobiles are living diffuculties against to the imported automobiles in the

market. So the interest of customers is rising to the safety and confortable

to use

C

on vehicle and Volswagen

gives customers needs in a best way they can. Doğuş Automotive also do its best

with VW in Turkey.

VW present all its types of models from the little to the bigger. Golf

models is mostly selling in Germany but its sales graph is low in Holland.

However in Turkey all the models of sold is hıgh.
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VW makes investment for the quality of their automobiles. They give the

volue of the money to the customers. So customers know that VW will present

security,confortability and performance to its buyyer.

To be succesfull must be sold quality automobile in the market. Today

Volswagen present same model of automobiles in Turkey what they present

••
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CHAPTER I

IMPORTANCE OF STUDY

and Doğuş Auto:

this

s

w

"'With this way strong and healthy and another way everybody is talking

about this fınn good things for that reason this project will be very ufesul for my

experience and fountain of knowledge.
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METHODOLOGY 

I formed my project with intervi

•••
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CHAPTER II

INTRODUCTION

2.1 DOGUŞ AUTO

. The starting year

2. 

future

•
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2.1 DOGUŞ AUTO

Doğuş Auto started in 1994 with the Volkswagen, Audi and its working

Porche makes distributing. Till the end of 1997 Doğuş Auto distributed these

Doğuş Motor,

w

••
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2.2 WHAT IS MARKET SHARE?

In 2000, Doğuş Auto aims to have %10 in market share. If Turkey is

going to sell one hundred car in 2000, then percentage of selling should be

o in 2000. They want to be

••
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CHAPTER III

INTRODUCTION

red.

competition advantages of Dö •

8



3.3 PEST ANALYSIS

3.3.1 POLITICAL PART

Firstly I want to show the political part of this. You can see some tables
i@\fflC fit· mın 00Wd&

and the holt year tax which

3.

C

at's the needs and wants .
•

What the customer needs and wants from the car. Customer base shown below.

3.3.4 VW TECHNOLOGY

The technology is shown I want to show and give some information about

VW technology.

9



3.1 SECTOR ANALYSES

At the end of each month, Doğuş Auto sends all it's ideal cars to it's own

companies. All the work is done at the fırın and all the information is gathered

as a

- What is the developments

Questions like this are asked. Generally these are the things done when

making a sector analyse. The sector often and closely followed and controlled.

These reports are sent to all qualified sellers and are divided within the fırın.

10



3.2 HOW DO THEY COMPETE AND WHAT IS THE ADVANTAGES

OF THE COMPETITION?

Product has some advantages from itself. At the same tiıne,Doğuş Auto

creates some avantages for VW. Strategical approaches give a competition

ant.

,. For

••
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3.3 POLITICAL PARTS

You can see the Table about the Tax Rate and Inflation Rate per month.
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3.3.2 IS THE VW LUXURY FOR THE TURKISH COMMUNITY

No because a good price and quality is given, so it is not a luxury. The

knowledge of people grows from day to day. For example; people didn't know

çar, that hasn't got ABS or

itioning. Safety and

ecause

b

15



3.3.2 .1 NEEDS AND WANTS

Firstly, they consider on the demands of the costuıniers.

Ex= Air-condition can be found in each model of the VW. It's a kind of

property, which is done for the demands.

e needs and wants VW

rı can

"' 
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3.3.3 TECHNOLOGY

Doğuş Auto doesn't make any production for this reason it doesn't have

any relation with technology.

Germany has a technology and Auto has to market this technology.

Germany has a vey s

veloped

. They

ıs

•• 
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3.3.4 PEST ANALYSIS

VW is on importation mark since 1996 Turkey has been joined to customs

unity, it doesn't matter if you buy an importation or a local product. Because

untils 1996, they were paying on extra customs takes for importationproducts
IIIS:f!!¥iMt\'!;f""'m;+rı~,

but since 1996 these taxesıın:int;:'ı+ıll\i-Mıııliınoort a car from the countries

ıs

r pages .

••
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3.4 AUTOMOTIVE SECTOR ANALYSES

In year of 1998 capital which is 7 nıilliar dolars has been escaped to

foreign country. With this growing up Russian crisis effected to Turk automotiv

sector in 1998- 1999 very much.It was the reason which is wants of customer's

spite

are

ur

sh

it decrease %45

it can be the another

•
economic activities and sales of motorized vehicles. It is waiting that in year of

2000 governments will apply and it will effect to TL's increase which is politics

of rate of exchange will servicable to importation makes. For that reason despite

that % 12 increase of native makes, importation makes sales are o/o 18 increased.

And importation make sale increased 1 point it will reach %45. Ford Otosan

who is leader in commercial vehicle sale, it is putting fixed native commercial

vehicles in year of 2000 and weak commercial vehicle sales increased %15 ..

•

19



According to datum of OSA (Automobile Salers Association) total automobile

sales decreased o/08.4 according to 1998 to 1999 and it materialized like that

288,667.In 1999 native otomobile sales decreased %22.8 according to 1998 it

showed that 157,452. Importation automobile sales incresed %17.6 and 131.215.

started to practice

crease and with

se for

was Tofaş-F iat

13,795. This numbers wit.
this position.Another increase in year of 1999 Ford Otosan stopped the

production In year of 1999 another grow up which isFord Otosan made anbig

increase in turkey Automotive sector. Thus ın bazaar there was only six

producer.

In december the most seller model with 2.930 spice was Renault 19 model

of Renault.After that the nost seller was Tofaş's Şahin+Doğan models with

20



-.892 piece.The third most seller was Renault 12 Toros SW with 2.727 piece.

The another attract attantion was Re anault' s model Clio which was sold 1. 944

piece in bazaar and it took the fifth where in bazaar.It showes that ın bazaar with

Renault 9 serie will be succesful in year of 2000.

using rates

of bazaar they increased the
••

reason of this shrink of demand.Toyota SA was using it's capacity's %9 with

9041 pieces, In another way Hyundai used o/014.5 of it's capacity and Opel used

only %17 .2 of capacity. The biggest capacity producer Tofaş used %26 of its

capacity in Turkey.

21



CHAPTER IV

INTRODUCTION

4.1 HUMAN RESOURCES DEPARTMENT

4.3 FINANCIAL DEPARTMENT

In this department, most of the tiıne they do working with cash money.

The using of the money is shown in this part. How they use, what did they do

when they get the money from their other connecter firms. These titles is shown

here.

22 



You can see the deposits and profit of Doğuş Auto.

4.4 ACCOUNTANCY DEPARTMENT

Accountancy department is a department, which summerize the position

of the company with number. These, they prepare the balance sheet and the

profit table of the com

a 

meeting

ims and

•••

4.7 SWOT ANALYSES

4.7.1 STRENGTH

Some points which are adventageus on the product of the firm

How Doğuş auto added some extra name and strength points to VW. The

strength of VW in Turkish market position is shown below and also you can see

23



the aims and wants of the firm. They watn VW to become a mark which

determines the standarts of it's class.

4.7.1.1 ISO 9002 QUALITY SAFETY SYSTEM

This is shown here for strength of the fırın. In here you can see how they

get this system.

4. 

ou can

see what it is. Than

threats of how they compete with rival companies which were in outside market

and also the plans were prepare for this threat you can also see how and what it

ıs.

24



4.1 DIRECTORS OF THE COMPANY

Most of the time they come from lower levels and pass to upper­

departments with their development. Sometimes they don't ask for experiment

during the staff selection of concerning department. Because if a department

iıı,experienced one and train

r. The

e .

•
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4.1.1 PERSONEL SELECTION

The company doesn't give too much importance to this subject. Of

course, it is very important subject but they have lots of things to think before

this one. The reason is that because the company is developing day by day and

. For example; they don't

ow

ies and

es to

cation

••

26



4.2 ADVERTISING DEPARTMENT

The handling of a customer is very important. A good way of talking is

needed. For example: someone who earns 5 million TL a month, who wants to

by a Passat, must be talked in a certain way.

DDB. 

fit's

o

•
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4.3 FINANCIAL DEPARTMENT

In this department, most of the time, they do working with cash money.

Their workings are like that; return of cars, the firms give money to the firms.

They do selling to these firms which they will take guarantee (assuring) from the
s';ı:~ı,ıçı 'iJiJ) fij. 

bank return. They give g1ıid~B1Mlımtı,!;";::·,,;:.\ılll~c1y this money. They should

s to do the

s which

r bank,

co

of

t their

Bank.

talk about before, is like this;
'. 

For example; X Company will give an assuring letter the firm which they work

together. In other words, the assuring letter is kind of guarantee, which is taken

from the banks to given firm. A bank which give this guarantee send a writing to

the fırın to inform them that X company is their bail and if it can not pay for

them, the bank will do all the payments in other words, if X company can not

pay any money this fırın, the bank will do all the payments. There is no limit in

this assuring letter. They can take as much as credits they want.

28 



~ıt\ı ıne mone1m \)an\ç_~·, v-Aic\\ a1e ca~ec\e(\ tram CG\.\\\)Ql\el\t fınus the)'

do the payments. The rest of the money is worked up as the repo or ôeposn. 'But
they prefer repo because they can exchange it into money at any time day want.

In other words, they get profit from the profit.

Doğuş Auto has nearly 12 million dollar deposits and it has 25 trillion

profit. Doğuş Auto (assuring guarantee)

· ssion is % 1, by this

11.

29 



4.4 ACCOUNTANCY DEPARTMENT

Accountancy department is department, which summarises the position of

the company with numbers. There, they prepare the balance sheet and the profit

table of the company. In other word with this balance sheet, they draw the

moany X was at the position

venient

-Y is. The

the

procedures. In addition to these,
•• 

Doğuş Auto has some more responsibilities. There are definite tax forms. These

forms are abridged taxes, KDV, KDV forms, and SSK premiums. The payments

of these forms are done to tax offices every month. In addition to this they do

the payments of saving form. The deductions of these takes are obtained o/o2

from the staff and %3 forms the company. Another tax is the association's tax,

which is paid once a year.

30



With these tax payments, a balance sheet and a profit table are prepared

by the accountancy department in this balance sheet they point out the dept and

of credits the company and the valid date of these dept' s and credits. These

numbers can be find out at the end of each month.

The procedures of the profit table are a little bit different. For example;

f last

stock

etime, it is

necessary.

the budget planning. In this
••

plan, they find out the aims of the company. They try to find how many cars,

they will sell or how many payments will be done. According to this, the prepare

the cash plan and appraise it. With this appraises, they make an analysis. In this

analyses they perform the subjects; what did you sell, did you reach your aims

and so on (See Appendix Table 1 O)

31



4.5 SALES DEPARTMENT

Twice a year Doğuş Auto has a meeting with the VW fırın called "MMI".

These meetings are held in May and October. In May the meetings in Germany,

in October in Turkey. The highest directors are the people in these meetings, all

nd the bargaining are talked

about.

id, According

studied.

ey

ot,

32



4.6 CUSTOMER SERVICES

Company has lasting telephones about the problems. They have customer­

relation directors and the problems and complaints are listened by this

department. In addition to this, they have a customer services company. This

ş

If any pro

If the car c

and the broken

s up is scent.

or the customer to go where he
• 

needs to go every thing is done, bus ticket, plane·ticket etc. or the customer is

put up in a hotel fire of charge. These things are all done to make the customer

happy, it is part of the service. A calling called "çağrı 24 system" service has

been. Set up for customers to receive all these services, for him to use all these

services provided. An another service that has been set up is "dialogue 24". In

this service a customer's phone up, he can learn about car models, their

accessories and the prices. All these customer services have one aim, after the

33



car is sold to a customer happiness, his needs and his problems are all dealt with

these by services. All is done for the customer

34



4.7 SWOT ANALYSES

4.7.1 STRENGTH

Some points which are advantegeus on the product of the fırın;

[tion, Doğuş auto tried and

itly a

y not reducing in the price.

Because, the price and things is served are obvio~s. The car can be expensive

but besides the properties and technology is served, it is not expensive.

Besides all these things; there is also service department. The services

such as "call 24", "dialogue 24" and "after-sale service" provide more

advanteges to VW than other rival fırıns.

35



4.7 .1.1 ISO 9002 QlıALl'TY SAF'TY SYS'TEM

The ISO 9002 quality safety system and it's quality methods are well

know and accepted all around the world. Because this system aims to give high

quality expectations, it first control it's own employers and it's controlled by

current for 3 years. But for

•• 
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4.7.2 WEAKNESS

Some products can have weaknesses but VW doesn't have any if it had

some weak points, it was not going to sell like this and it couldn't become one

of the big firms of the world.

•
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4.7.3 OPPORTUNITIES

First this should be made clear; the market for car's at the moment is not

full. This is an opportunity for the fırın because however empty the market is it

g 

38



4.7.4 THREAT

The biggest threat is supplying the demand. There is interest problem. The

reason can be explained, as so; because of the economic unbalancement in

Turkey, the interest rates are low. At the end of this interests are o/o3, %4.

ens the

the

s(SEE

his is the first threatmonths, so inste

for Doğuş Auto. .. 
The second threat is that the outside market rates are high. Before going in

to customs union the market rates were %10 after entering it became %50 and

over. At the moment, out of a cars one is from another country, so Turkey's car

are harder to sell. But there is a fear that the car producers in Turkey will revolt.

Because Turkish firms have greater force upon their government. But they can

not stop outside marketing it is too difficult. But they can however do this; there

is an establishmentcalled the impression customs, and this establishment can be

39



some kind of stoping power. For example; cars needs to go İstanbul customs,

wont go there but through Mersin customs to get to Turkey. By this they can put

pressure on and it can hurt the outside car fınns because it will cost them more

for the cars to get to Turkey through Mersin customs. Another way is, not let

outside firms bring in more than %30 of their cars. This would be aiming to stop

••
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CHAPTERV

INTRODUCTION

5.1 THE CRITIQUE OF DOGUŞ AUTO

You can see the answers of if the products can't be sold what can be

done to increase the sale.

You can see the rates against to sales. And what the firm do to this. You

can see what will they do if something will happen

5.2 SPECIFICS (Things that which are very important for the company)

One thing which is defınity important for the company is the continuity. It

is shown here. You can see how to be appropriate to the name and quality of the

product and also you can see how the personels and the directors are effected to

the company.

5.3 MARKETING STRATEGY

In ythis you can see what kind of system do they apply during marketing.

The system and the plan of marketing is shown here and you can see the result

of this strategy in appendix 3,2 - 5,2 - 5,4 - 1,2b - 1,5

5.4 THE STRATEGIES TO ATTRACT MORE CUSTOMERS

The reason of sales is shown here. Doğuş Auto doesn't need to do

something the attract customers. You can see the in here that why it is like that.

41



5.5 FUTURE DIRECTIONS AND AIMS

They want from future the aims are all shown here. You can see in what

parts does Doğuş Auto wants to be. You can see the result of this in appendix

graph 6.1

5.6 EFFECT

5.

gto

of Doğuş Auto, in 1997 Audi
•

and Porche separated and a new fırın was built up called Doğuş Motors. You

can see why this separation is made and how this seperation effects to Doğuş

Auto. Also there is some information about D.O .D. which is called Doğuş Auto

values. You can see the growth of Doğuş Auto with VW the reason at this was

include in this chapter. To better understand see appendix 3 - 2, 5-2, 6-2 and

also 2,1 - 2,2 - 2,3 - 2,4 - 2,5

42



5.9 BENCHMARKING

The comporison of VW model's with it's competetors. Benchmarking can

be deolt with a few ways, you can see this ways belows this title. Also the index

include in each and also

•

43



5.1 THE CRITIQUE OF DOGUŞ AUTO

After sometime, if the products can't be sold what can be done to increase the

sales.)

The product sales are good and at this time, there are no problems, which

erly, this could lead to.a

has done, it has

o can sell all of

In credit

ra

3 or%4

sın Turkey, Doğuş Auto can not
••

supply the demands enough. The only was the firm can supply this demand if

VW fırın can buy enough cars. A part from the economic problems in Turkey

and the fact that Doğuş Auto can not supply the increasing demand of cars,

Doğuş Auto there are problems within the fırın.

- The price of the cars can be a problem

- There may be problems with the accessories

- With the advertising strategy

44 



- A wrong explains of the cars

These problems must be taken care of and new strategies and plans need

to be done in order to sell more cars. But to sell more cars they do not think

about decreasing the prices because it will bring the value of the model down.

They can only do mor,

ith

"'
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5.2 SPECIFICS: (Things which are very important for the company)

One thing which is defınitly important for the company is the continuity.

Also being appropriate to the name and quality of the product; here VW, is very

important for the company. A VW customers is always privilage for having a

VW car. This Company gives too

.e company should

his way they

if they

se the

•
As a result, the personels and the directors are very important to let

continue the value of the product and the quality of the company. Also, during

the continuity of this value and quality, the good respect and enough price which

is given to the personel is very important. A product can keep its quality if all

these thing applied.

•
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5.3 MARKETING STRATEGY

There is a system which is completely base to Germany. Doğuş Auto

works parallel to this system. While doing future years marketing planning in

this sytem, they should make analisis and comments in terms of the contents of

e world, VW prepears forms
according to

to

orı't go away

determine the value ot the niallill'IIr~lmlil\J}lfhereare some marks which give
••

car with drawing. But Doğuş Auto never do this and also neveraccept it.

Because, VW cars are valuable. This mark has a good quality and position in the

world, and these decisions are the strategy of this mark. Because, Turkish

society don't like the things that you can get easly. They thing that cheap

products are poor quality. But the products which are expensive and can not be

get easly; are always valuable.(TO SEE THE CAUSO OF THIS SEE

APPENDIX 3-2,5-2,5-4,1-2,1-5)

47 



5.4 THE STRATEGES TO ATTRACT MORE CUSTOMERS

Doğuş auto doesn't need to do somethings to attract customers, because it

also has lots of attracted customers. More over, it doesn't need to do such a

ve!Y well-known mark in

customers to

be

•
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5.5 FUTURE DIRECTIONS AND AIMS

Where should the firm be turned to or where will it be tum;

They things which the firm has until now will never change . but they have lots

about the car

ry close

49



5.6 TO BE EFFECTED FROM RIV AL COMPANIES

(The effect between rival companies)

ere are two main group in Turkey's car sector.

to has

suziki is not rival for VW. But they are incontact with 'Renault. Because Renault

is a serious rival for VW.(SEE APPENDIX 1-3,1-4,1-6)

Every fırın should deal with other fınns to be able to make good

estimates. The fınns which give local production have meetings every week and

VW is between these firms. Because, it is a serious danger for rival firms. Doğuş

Auto send its documents which shows the number of sell and price change to

other first ten firm.

50



5.7 MOST IMPORTANT THINGS FOR DOGUŞ AUTO

The most important subject is protecting the value of the make and

keeping it alive. At the vendor there are certain rules. Each month on the l ",

11th and 21st price list is

••
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5.8 FIRM STRATEGIES

Doğuş Auto was established at the end of 1994. They started with the

distributing of VW and Audi. In 1996 they started to bring the Porche. After the

same time the fırın grew and at the end of 1997 the Audi and Porche separated

998 the VW represented
Doğuş Auto.

for the

et up,

The customer service rırın ıs11ta~Bflm:ı,Jflflt!iiflf£4~ıificeto it's customers, answer their

-questions and by this service to make more sales.

D.O.D. (Doğuş Auto Values) fırın aim is quickly sell any used VW's a

customer many brought in such away that the customer doesn't lose interest on

his car when it is sold. Doğuş Auto has reason because of it's slogan "to work
and become where you want to be".

In 1994 when it was set up, 300 cars were sold, in 1995 1300 cars were

sold and these sales still rise.(SEE APPENDIX 3.2 ,5.2 ,6.2) The reason for this
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rise in sales is the strategy that the fınn uses. The reasons for these strategic

success are Doğuş fınns are well-known establishment in Turkey and the fact

that Doğuş Auto is behind the VW model. The employees of Doğuş Auto help

the strategic success. The employees are young, dynamic and they work with

developing a system that comes from with in, has a great effect on the fınns

strategy and success:.'"h*'ı\l:;3,ji&i quality. It a model that

VWaverage

2.

plan

ese are

- The quality given

- The value of the VW to the customer

- The VW' s safety

- The VW being known

•

These are the main aims. For example; the VW Passat and Opel Vectra

are the same. In the eyes of the customer the Pass at Vectra is better, this is an

image made by good strategy advertisements and the results of the activities.
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5.9 BENCHMARKING

The comparison of VW models with it's competitors. Benchmarking can

be dealt with in a few ways:

- The particularity of the car

ake it's

We can explain "index" as s

The VW models and the competing models are· found, listed and their

fınal prices are established. Later, the particularities on the VW models and not

found on the competing models or the particularities on the competing models

that are not found on the VW models are established and a list is made. This list

is called the equalisation or balance is made a second price is made up. This new

made price is not the conclusive price. The price that "Doğuş Auto" has found;

for example: two cars are chosen, their prices are both 1 O billion Turkish lira.
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One car has an airbag the other hasn't. The airbag is 500 million Turkish liras.

The car that hasn't got airbag is considered to be 10.500 thousand Turkish liras.

So the car without an airbag is regarded as if it has got an airbag. In short an

equalisation of accessories is mad. All the cars have price list and "Doğuş Auto"

has it's own price list for accessories from this list the second price of a car is

established and the "se

explained like t

second

use

compared

up is not the same as "Doğuş111!Dlli!~lll~tnere can be problems. Thus

"Doğuş Auto" benchmarking reports must be conformed with Gemianies report.

The reports that "Doğuş Auto" makes for it vendors are different. In these

reports different models looked at. These reports are tı give information to the

vendors when they look at these reports the can see which accessories each car

has and their prices. This is what the reports are used for.

The reports made up in Germany are more strategic because when

Germany looks at this report they know with each prices they can sell their car
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to "Doğuş Auto" for. Generally this price findings are what "Benchmarking" is

used for. Report from this, "Benchmarking" is used to make up a new car. In

"Benchmarking" is done. For example; in the year 2000 January, the new type

of polo was made and started to be sold. The "Benchmarking" for this car was

done 6 months before.

G~rmany giving for this car,
the price etc ...

••
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CONCLUSION

In 1994 when Doğuş auto was set up,300 cars use sold only, in 1995 they

increased their sales to 1300 cars. The reason for this rise in sales is the strategy

that the form uses the reasons for these strategic success are DOGUŞ forms are

11 kn bl . hm .f• .sA···,#IHlı\1®f.illfll!IW1QılF11W'hAilRMfi[lŞ~fA\fiY h DOG-UŞAUTO · b hindwe own esta ıs ıırullmtılıı.,ıwııııl:61':lii&I.I!, mrmm'IA\\l at ıs e
ey work with devolop

key the

AUTO must u
WfM<f

advantages. So they have to

is used. DOGUŞ

have a very good

•
They want VW to become a mark which determines the standarts of it's

class. Doğuş auto have lots of works about this subject. They have to work too

much to do this but also VW is a work which determines the standarts of its

class, so Doğuş auto doesn't have to make something for this but they have to

keep this advantages always.

In 2000, Doğuş auto aims to have o/olO in market share. If Turkey is going

to sell one hundred car in 2000 , percentage of selling should be concered by
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VW. This is the main aim of Doğuş Auto in 2000. They want to be leader. İf

they want to be like that they have to solve the Allocation problem. Because of

this problem, the sales were decrease in first 4 mounth in 2000.

If we going to look of the system of marketing of DOGUŞ AUTO. We

can see that they work to determine, the properties of the product, price and

s . Doğuş auto Applies some

lan. They have try to

thing which they
peciliarities . T

e days.

in good

ght about

parts and I

•
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I-IV
Segment A/HB

January-April 2000
2000 Model Base Sales Unit

Mark Model % Total
Opel
Fiat
vw
Renault
Total

3193
1456
1367
1204

%
23,90o/o
10,90%
10,23°/o
9,01%

54,04°/o

%
14,46%
12,75%
9,54%
6,62%

43,37%

Mark Total %
Fiat 56,37 2306 51,69%
Renault Mega ne 258 • 21,61 t74 17,35°/c,
Opel Astra SW 10 0,84 254 5,69%
Total 941 78,82 3334 74,73%
Grand Total A 17851 53308
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1-V 

Import Passenger Car Market 
Top Ten 1999 - 2000 

Passenger Car 1999
1-VW 26.78
2- Opel

Passenger Car 2000 - 4
11.287 20,27%

18,55%
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VIII - Automotive Industry Employment

Firms 1992 1993 1994 I 1995 I 1996 I 1997 I 1998 

OPEL

Worker 2041 208 189

64 51

20 16

91 26

4

286

3114

517

38

169

Worker
201881 231871 22879

Emplovee 2901 2859 26601 2772 33641 40251 4019

!Engineer 750 876 9711 1061 9781 13581 1402

Ad. Eng 414 459 5461 504 5271 5981 739

Total 26967 29433 215911 23748 2572ij 3006~ 29651
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IX- I PERSONAL CAR PRICE LIST
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XI

FİNANSAL DURUM RAPORU 17.02.2000-06-17 TAHMİNİ

ALIŞ
DEM 282.977
USD 564.291
PARİTE
EURO 553.456
EURODMPAR

SATIŞ
284.342
567.012

1.9941
556.125
1.95583

DOÖUŞ OTO SERVİS VE Tİ. AŞ.
BÜTÇE VE FİNANS DEPARTMANI

KASA 2. 128.491.929

KASA (TL)
KASA(DEM)
KASA(USD)

378.178.069
1.304.523.970

89.890

BANKALAR

8.351.405.007. 123

12.624.127 .238.585

INAKiT GiRiŞLERI 361.579.000.000

BAYii HAVALELERi • "361.579.000.000

ÇEK/SENET TAHSiLATI o
Döviz HESABINA YATAN o
DÖVİZ SATIS o
AVANS İADELERİ o
GRUP ŞiRKETLERİ HAVALELERi
DİGER GİRİŞLER o

90

-@.280.979.248.8751INAKiT ÇIKIŞLAR I

o



DOGUS OTO SAN. -39. 000. 000. 000
HOLDİNG ÖDEMESİ o
SATICILARA ÖDEMELER -5.000.000.000
MAAS/AVANS ÖDEMELERİ
İTHALAT TRANSFERLERİ 14.972.875,00 DM -4.236.979.248.275
DÖVİZ ALiSi o
VERGİ ÖDEMELERİ o
SSK/T.TEŞFİK ÖDEMELERİ
KREDİ GERİ ÖDEMEs·
HARİCİ GARANTİ C
DİGER ÇIKIŞLA

o
o
o
o

8.704.726.989.71ol
8.700.000.000.000

1.304.523.970
445.789.890

2.976.675.850

•
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2.383 067509

DEM 282.725 284089
USD 563.961 556.680
PARİTE 1,9947
EURO 552.963 555.630
EURODM PRT 1,95583

OOÖUŞ OTO SERVİS VE Tİ. AŞ.
BÜTÇE VE FİNANS DEPARTMANI

16.02.2000-06-17 REEL

4.610 DEM
790 USD

378.178 069
1.303 362 250

445.529 190

118.597 866.949

,TL BAKİYE
USO BAKİYE

0.00
1.197.503.854

LTERNATİF BANK 136.960.471
470.000.000
800.398.125

7.866.949

1.637.305.103.747

11.758.286.038.20~

5.089.646.687.155\
NAKİT GİRİŞLER

737.114.897.247
BAYİİ HAVALELERİ o

EK/SENET TAHSİLAT! o
DÖVİZ HESABINA YATAN 4.221.776.989.430
DÖVİZSATIŞ o
AVANS İADELERİ 129.000.000.000
GRUP SİRKETLERİ HAVALELERİ 1.754.800.478

DİGER GİRİ§LER
~4.235.210.493.898\

fNAKİT ÇIKIŞLAR

92



o

HOLDİNG ÖDEMESİ

DOGUş_OTO SAN. -8.000.000.000GRUP ş_İRKETÖDEMELERİ o
SATICILARA ÖDEMELER

-5.126.304.468

MAAş_!AVANSÖDEMELERİ
o

İTHALAT TRANSFERLERİ 14.972.875,00 DM -4.221.776.989.430

DÖVİZ ALiSi
o

VERGİ ÖDEMELERİ
o

SSK/T.TESFİK ÖDEMELERİ
o

KREDİ GERİ ÖDEMESİ
o

HARİCİ GARANTİ COM.ÖDEMESİ
o

-307.200.000

12.612.722.231.4621
!DİP TOPLAM!=

8.340.000.000.000

4.238.283.772.845
445.789.890

33.992.668.727

9.253.107.500.000
o
o
o

!;9.611.029.150.000
o

••
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XIII VIEWS FOR THE AUTO SHOW 99 VW

The auto show is the most important and ostentatishious show to do

which cars in Turkey. The show will see a lot of interest with the new

2000 VW models. In the last of few years, with it's new technology the
concept model, CNR is

show at the

'it
car
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