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1. INTRODUCTION AND AIM OF THE STUDY

The project aims at; analyzing and evaluating a local firm called ÖZERLAT Trading Ltd. the

and putting down a thorough strategy for the business in the future, by using the Management

and Project Preparation techniques, principles and approaches.

The study consists of three main sections, namely; Strategic Management Abstracts, Analyses

of the Company called ÖZERLAT Ltd. which is a coffee producing industry operating in

TRNC, and the Conclusions and Recommendations.

In the first part, various theoretical scientific concepts such as strategic management

principles, strategic planning concept and the strategic planning tools will be worked out.

While in the second part of the project necessary analyses of the Company's performance and

the market conditions will be completed with the purpose of bringing a set of

recommendations to solve the prevailing problems of the firm. Besides, it is also intended to

highlight some findings on the growth prospects and future activities of the business. First of

all, we presume that the prevailing political situation and conditions will be maintained. On

the other hand, due to the fact that most of the company's operating in TRNC, have

undergone political embargoes and restrictions applied against the State, ÖZERLAT Ltd. also

has to deal with the local market only and no exporting activities take place. Therefore, since

the market conditions are limited, production growth prospects seem to be limited as well.

However, the main focus is to; a) produce quality goods diversifying the production risks to a

variety of products that will be introduced , b) keep these consumption goods prices as low as

possible to their greatest extent, c) set up a variable and usable distribution network, d)have

aspiration in the business, such as , expansion and sustainable growth through the follow up of

strategic plans.

The third part, finally, is comprised of putting down the findings out of the analyses made and

proposing the necessary practical measures in order to overcome the difficulties as well as to

enhancement of the subject business.

The necessary information about the firm's background and current performance figures will

be given in the later sections.
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2.METHODOLOGY 

As to approach to analyze the company called ÖZERLAT ltd., first I intend to thoroughly put

down the necessary abstract for the project.

As a second step, the Director and Shareholders of the firm, Derviş and İmren Özerlat were

interviewed a couple of times, in order to collect the information about the background of the

company, its production, sales, the problems faced, the key issues, all which will be

evaluated and analyzed.

Finally, some qualitative measures beside the target figures are recommended and proposed as

strategy for the growth of the company in the sector.

Meanwhile, all the figures regarding the import of the coffee beans have been gathered from

the Department, namely the Industry and Commerce.

5



3. THEORIES

3. 1 The Study of The Strategic Management and Business Policy

Strategic management is that set of managerial decisions and actions that determines the long

run performance of a cooperation. It includes environmental planning strategic formulation

(strategic or long range planning), strategic implementation and evaluation and control. The

study of strategic management therefore emphasizes monitoring and evaluating environmental

opportunities and threats in light of the corporation's strengths and weaknesses. The business

policy and strategic management encompass long-range planning and strategy. Business

policy, in contrast, had a general management orientation and tended primarily to look

inwards with its concern for properly integrating the corporation's many functional activities.

By focusing on the efficient utilization of the corporation's assets, it thus emphasized the

formulation of general guideline that would better accomplish a firm's mission and objectives.

Strategic management, as a field of study, incorporates the integrative concerns of business

policy with a beaver environmental and strategic emphasis. Hence, strategic management

generally has replaced business policy as preferred name of the study.

3 .2. Management of Strategic Planning Process

Top management is expected to initiate and manage the strategic planning process. To specify

the corporate objectives and formulate appropriate strategies and policies, take a long-range

view. The ideal time horizon for management's planning varies by the level in the corporate

hierarchy. The president of corporation, for example, should allocate

* ı Strategic Management and Business Policy, Thomas L. WHEELER and J. David

HUNGER, United States of America,1995,pp:258
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the largest proportion of the planning time to looking five or more years ahead. One reason

given for the worldwide economic success of many Japanese corporations, is the reputed

ability of their top managers to conceptualize corporate mission and strategy even further into

the future. Mr. Ishihara, president of Nissan, has been quoted as saying, "In what I do now, I

am thinking twenty or thirty years ahead". A department manager, however, should devote

the heaviest proportion of planning time to looking a year or two into the future. A first-line

supervisor may sometimes look ahead a year or so but should spend most of the planning

time, on the activities taking place within the next few weeks or months. To accomplish the

given tasks, top management must make of the use information provided by three key

corporate groups, such as; a strategic planning staff, divisional or SBU managers and the

managers of functional departments.

3.3. Value Chain Analysis

Value chain analyses as proposed by Porter, is a way of examining the nature and extent of

the synergies, if any among the internal activities can lead to a better understanding of a

corporation's strengths and weaknesses. According to Porter, "Every firm is a collection of

activities that are performed to design, produce, market, deliver and support its product. All

activities can be represented using a value chain (shown figure 3 .1 ). Differences among

competitor value chains are a key source of competitive advantages.
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Profit Margin

Firm's Infrastructure

(General Management, Accounting, Finance, Strategic Planning)

Human Resource Management

(R&D, Product and Process Improvement)

Technology Development

(R&D, Product and Process Improvement)

Procurement

(Purchasing of Raw Materials, Machines, Supplies)

Inbound Operations Outbound I Marketing and I Service
Logistic- (machining Logistic (Ware sales

raw materials assembling housing and (advertising, I installi

handling and and testing) distribution of promotion ng

warehousing the finished prıcıng, repaır,

products) channels parts

relations)

Fıgure 3.1.Value Chain Analysis ofÖzerlat Ltd.

3.4. Market Position and Segmentation

Market position answers the questions: "Who are our customers?" It refers to the selection of

specific areas for marketing concentration and may be expressed in terms of the market

involved, product and geographic locations. Through market research, corporations practice

market segmentation with various products or services to help managers discover what niches

to seek which new types of products to develop and how to ensure that a company's products

do not directly compete with one another. The use of segmentation marketing is to identify

potential customers, clearly, improves financial performances.

3. 5. Marketing Mix

Marketing mix refers to the particular combinations of key variables under the corporations'

control that it can be used to affect demand for gaining competitive advantage. These

variables are; product, place, promotion and price. Each variable can be subdivided into

several sub variables listed in the table given here below, which should be analyzed in terms

of their effects on divisional and corporate performance.
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yfarketing Mix Variables

product

quality

Features

Place Promotion Price

Channels Advertising

Personal

List price

DiscountCoverage

Locations Selling

Sales

Allowance

Payment

periods

Credit Terms

Options

Styles

Brand Name

Packaging

Size

Inventory

Transport Promotion

Publicity

Service

Warranties

Returns

3.6. Product Life Cycle

One of the most useful concepts in marketing, as far as strategic management is concerned, is

the product life cycle. As in fig. 3 .2, the product life cycle is a graph showing time plotted

against sales as product moves from introduction through growth and maturity and then to

decline. This concept enables a marketing manager to examine the marketing mix of a

particular product or group of products in terms of their life-cycle positions. Although

marketing people agree that different products have different shaped life cycles, consideration

of product life cycle is an important factor in strategy formulation activity.

~-·--- ... -. -.
?- . 

/ 
/ 

maturitygrı:ıwfö decline
Introduction

Figure3.2. PLC
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3.7. SWOT Analysis

Situation Analysis begins by the process of strategic formulation and requires that strategic

managers attempt to find a strategic fit between external opportunities and internal strengths

while working around with external threats and internal strengths against the working around

with external threats internal weaknesses. Recall that SWOT is a synonym to an

organization's strengths, weaknesses, opportunities and threats that are strategic factors.

Hence, SWOT analysis should identify a corporation's distinctive competence- the particular

skills and resources a firm possesses and superior way in which they are used. (Distinctive

competence sometimes is considered a collection of core capabilities that differentiate a

company strategically). An appropriate use of a firm's distinctive competence (core

capabilities) should give it a sustainable competitive advantage.

3.8. Portfolio Analysis

One of the most popular aids to developing corporate strategy in a multi business corporation

is portfolio analysis. This approach places corporate head quarters in the role of an internal

banker. Top management views the business units as a Seri of investments from which they

expect to earn profitable returns. The units from a port folio of investments that top

management must constantly judge to ensure the best return on the essence of strategic

decision making is that resources are allocated to one project and denied to the others.

3.9. Five Force Model of Competition
The five-force model of competition is a key analytical tool. It covers rivalry among sellers in

industry substitute products offered by firms in other industries potential entry of new

competitions bargaining power suppliers and bargaining power of buyers.

Procedure of analyzing the Five Competitive Forces is as follows:

For identifying the main sources of competitive pressures;

Rivalry among competitors, substitute products, potential power of suppliers, bargaining

power of buyers.
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n 

Threat from new entrants

Figure 3.3 Five Forces Model of Competition
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4. HISTORICAL BACKGROUND AND CURRENT POSITION

4. 1. INTRODUCTION
MR.Derviş Hasan Tahsin founded ÖZERLAT. as a roasted and ground coffee-producing

workshop in 1920. Then the business has been turned to a ltd. company in 1980. The

company is mainly engaged in coffee production, however it has now diversified its

production to dried fruits. Currently 12 employees are being employed at the company. It

carries out the production at its factory located at Lefkoşa Industrial Estate. In the factory of

the company there exist; one roasting oven, one coffee grinding machine, one machine, one

coffee frying machine and one packaging machine. The monthly production capacity is 30

tons. However, it produces only 6 ton per month. It directly imports the raw material from

Brazil, Columbia and Indonesia and this direct importation gives the company an advantage.

The company distributes its product varieties by using 4 vehicles. Concerning the company's

problems, firstly, one would say that the company address to such a small market where too

many competitors exist, the company can not increase its production to full capacity, its

advertisement activities are inadequate and its receivables could not be collected in time.

The reason for analyzing this company is its state of being in a down surging trend. This is

due to many reasons, the financial position of the company for finding some ways but toward

solutions to its problems and ultimately finding out reasonable solutions for increasing its

market share.

4.2. BACKGROUND OF THE COMPANY

During the years of the company's foundation, the people used to roast out coffee through lit

fire before manually grinding it. Following the passing away of Derviş Hasan Tahsin, his

siblings took over the business. When they continued the business until he passed away, the

business was taken over by Derviş Özerlat and İmren Özerlat who then established the

company called ÖZERLAT ltd. By accepting and practicing technology in the production, the

machines, which are operated by gas and electricity, were set up.

--------------------------------------------------------------------------------------- 

*2 Derviş Özerlat, Director of ÖZERLAT Ltd.
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Also, together with the start of production, packaging was also put into practice and duly

started.

ÖZERLA T Ltd. imports the raw materials of its produces, Turkish Coffee and Filter Coffee,

from Brazil, Colombia and Indonesia.

The company imports the raw coffee beans from Brazil, and then it passes them through the

process of roasting, grinding and packaging before it sells the coffee to markets. The firm also

imports the dried fruits from Turkey, Egypt, India, Indonesia, USA, Argentina and Bulgaria.

When we look at the all diagrams we saw that this company is working in cooperation and it

is a family firm. They want to be the top quality tasted coffee and dried fruit producer in

TRNC among the other competitor firms. With the owned transportation and delivery system

and roasting and grinding machines they are doing all the required jobs themselves. For this

reason the capital money stays within the firm. The firm's primary objective is to maintain the

quality of their produces and then open to external markets. I have observed that the company

proceeds towards this direction. The company workers and the directors are working in a

family atmosphere. They all believe that if work in this manner the business would definitely

go further ahead. This is why the company is very successful in the market because the

employees as well as the managers believe that by working in harmony and by the

maintenance of this sincere atmosphere more outcomes would be inevitable.

4.3. PRODUCTION
The company has three different kinds of products, being primarily the Turkish Coffee and

Filter Coffee and Expresso Coffee Besides the dried fruits. It carries out its production by

importing the raw coffee beans from Brazil or Columbia and passing them through the

processes of roasting and packing them before sending to the market for retail sale.

The Expresso type of Coffee, on the other hand, is produced by a mixture of the coffee

"slmren Özerlat, Shareholder of ÖZERLAT Ltd.
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ans imported and through a special production process created by the company the first

time in TRNC. It also produces the Turkish Coffee in different alternative forms (little

roasted).

The company supplies these products for the consumption of the customers, in 7 alternative

packages.

Turkish Coffee (kg)

Capacity

Production

1999

15000 

15000 

2001 

15000 

10000 

2000 

15000 

12000 

4.4. ORGANIZATIONAL STRUCTURE
As known, ÖZERLA T Ltd.' s coffee and dried fruit production and packaging is a family

business. It employs twelve personnel, being; one director and responsible person, one

secretary doing secretarial job, one production master and two assistant to the production

superintendent, four drivers working in the marketing section and two employees working in

the wholesale section of the business.

The company has a sound and reliable personnel regime in which the policy and principles are

based on satisfying the working people, fully. Therefore, the firm also pays adequate wages

and salaries. While the firm satisfies its employees, it also tries to put some efforts ın

maintaining the accommodation of families as well. The policy of the firm is as follows:

*Right people to the right job. *Equal payment to equal job. *Priority depends on success.
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Figure 4. 1. Organization Chart

Director

Secretary

J Assistan

Master

Sales

Personel

t

15



5. ANALYSES

5.1. MARKET ANALYSIS

There exist 24 coffee producing companies operating in TRNC and ÖZERLAT Ltd. is of

these producers. If we look at the market shares of these companies, we can observe that the

largest share belongs to "Sultan" with 25% share. Other market share figures have been

presented as in figure 5 .1.

Figure 5 .1. Market Analysis of the ÖZERLA T Ltd.

Sultan: 25%

ÖZERLA T : 20%

Tiryaki: 10%

Con: 15%

Others: 30%

The selling prices of ground coffee for the years 1999, 2000, 2001 are given as in the

following figure.

Years Production (kg.)

180.000 X

144.000 X

120.000 X

Price per kg. Revenue

3.600.000 =648.000.000.000 TL.

500.000 =720.000.000.000 TL.

560.000 =672.000.000.000 TL.

1999

2000

2001
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The current market share of ÖZERLA T Ltd. is 20%. ÖZERLA T Company is targeting to

raise this figure to 30% share. This objective will be achieved not only through the radio

advertisement but also with the help of the market researches and through making the coffee

distribution network more effective. The studies will include the aim of introducing new

products at lower costs by using raw materials at relatively lower cost.

30% ÖZERLAT

70% Others

Figure 5.2.The Targeting Market Share of Özerlat Ltd.

In TRNC, there are 24 operating coffee producer companies. The fact is that exporting is

nonexistent at all and this situation has made the producing companies orient themselves to

the internal market. As a result of this situation, the existence of the 24

* 4 Derviş Özerlat, Director and Shareholder of Özerlat Ltd.

Haluk Ruhi, Director and Shareholder of Con Ltd.
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Coffee producing companies in such a small market of TRNC, has created tough

Competitive conditions. In the said market, excepting the well known a few firms only, all the

others are very small-scale enterprises. These relatively larger firms are; Sultan, Con,

Kahvecioölu, Tiryaki and Özerlat. Among these firms, especially Sultan has been established

with a relatively higher capital. Having higher capital has naturally given Sultan some

advantages.

ÖZERLA T Ltd. is selling its produces to the wholesale agent companies, trade centers,

supermarkets, restaurants and coffee shops.

ÖZERLA T Ltd. has already achieved producing dried fruit of its own produce, besides its

production of the normal Turkish Coffee and it is one of the top producer companies in TRNC

at the moment. Apart from the selling section set up in the factory area, the firm also conducts

retail-selling activities at a showroom located in Lefkosa. Also, in addition to these

showrooms, the firm has already put into operation the Girne and Magusa branch. The firm

delivers all the products of its own produce to all the areas in TRNC through its own means.

ÖZERLA T coffee is being supplied to its customers in distinguished forms of packaging and

in different alternative forms. (E.g. single frosted, double frosted coffee beans).

The state that ÖZERLA T Ltd. had started coffee producing long time ago and that Mr. Derviş

Özerlat being the director of the company, at the moment, provide some advantages to the

company. While on the other hand, the existence of too many competitors in the market and

some of them having larger capital create unfavorable conditions onto the selling prices and

payment conditions.

ÖZERLAT Ltd. carries out coffee and dried fruit production and packaging at the Lefkoşa

Industrial Estate at where factory is located as well as in Girne area where most of its

marketing is done through its sales section that exists at the factory area and through its

showroom located in Lefkoşa Headquarters and Girne branch. Also, the firm has envisaged

putting into operation another branch showrooms at Girne and Magusa branches. Thus, the

marketing network will be expanded.

On the other hand, the firm's own vehicles and personnel do all the distribution activities of

the products in the market.

As seen from the figure below, whole selling and retail selling are done at the headquarters as

well as at the Magosa and Girne branches. However, the coffee and dried fruit distribution

done to the following customers on a routine bases:
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