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Önsöz 

 
Bu kitap, 2024-2025 ºĵretim yēlē boyunca Ķhsan Doĵramacē Bilkent ¦niversitesi Ķĸletme Fak¿ltesi 

Ķĸletme Bºl¿m¿ b¿nyesinde verilen Bitirme Projesi dersi kapsamēnda y¿r¿t¿len projelerin ºzetlerini 

kapsamaktadēr. Dersimiz 6 yēl ºnce Ķĸletme Bºl¿m¿ son sēnēf ºĵrencilerinin teorik bilgi birikimlerini 

pratiĵe dºkerek, iĸ d¿nyasēnēn dinamiklerini yakēndan tanēmalarēnē saĵlamak amacēyla baĸlatēlmēĸtēr. 

Bu s¿re i­erisinde, farklē sektºr ve b¿y¿kl¿klerde 130'dan fazla kuruluĸla ­eĸitli alanlarda projeler 

ger­ekleĸtirilmiĸtir. 

Bitirme Projesi dersi kapsamēnda; ºĵrenci gruplarē ger­ek bir iĸ problemini ya da vaka analizini 

­ºzebilmek i­in hem akademik hem de sektºrel danēĸmanlardan destek alarak farklē iĸletme alanlarēnda 

kapsamlē projeler ¿zerinde ­alēĸmaktadēr. Bºylelikle ºĵrencilerimiz, iĸ d¿nyasēnēn ger­ek 

problemleriyle baĸa ­ēkma, yaratēcē ve analitik d¿ĸ¿nme yeteneklerini geliĸtirme, takēm ­alēĸmasē ve 

liderlik becerilerini pekiĸtirme fērsatēnē bulmaktadēr. Diĵer yandan, projeler sonucunda ortaya ­ēkan 

ürün, yöntem ve hizmetler ilgili firmalara yarar ve katma deĵer saĵlamaktadēr. 

Ķĸletme Fak¿ltesi Bitirme Dersi Proje Fuarē ve Yarēĸmasē ders kapsamēnda yapēlan projelerin ilgili t¿m 

firma, kuruluĸ ve ¿niversitelerle paylaĸēlmasē, iĸ d¿nyasēnēn se­kin kuruluĸlarēnēn birbirleriyle ve 

üniversitemizle olan etkileĸimlerinin arttērēlmasē amacēyla baĸlatēlmēĸtēr. Etkinlik ĸimdiye kadar dºrt 

kere organize edilmiĸtir ve bundan sonra her yēl yapēlmasē planlanmaktadēr. Ayrēca her yēl sistematik 

ve etkin bir ĸekilde yapēlan ­alēĸmalarēn daha kalēcē olmasē ve yaygēn olarak paylaĸēlmasē 

amacēyla "Ķĸletme Projeleri" kitabē hazērlanmasēna karar verilmiĸtir. Bu baĵlamda yayēmlanan bu 

ikinci kitapta, 2024-2025 ºĵretim yēlēnda ger­ekleĸtirilmiĸ projeler gizlilik ilkesine baĵlē kalēnarak ºzet 

haline getirilmiĸ ve sizlere sunulmuĸtur. 

Kitapta yer alan proje ºzetlerinin doĵru ve okunaklē olmasē i­in desteklerini 

esirgemeyen Deĵerlendirme Kurulu'muza, t¿m ºĵrencilerimize, akademik ve sektºrel 

danēĸmanlarēmēza, proje ve yarēĸma j¿rimizde yer alan Rasim Cin (KMT & Woppy Yapay Zekâ 

Çözümleri), Dr. Alper Kutay (Bilkent ¦niversitesi) ve Dr. ¥ĵretim ¦yesi Atilla Onukluôya (Bilkent 

¦niversitesi) katkēlarē i­in teĸekk¿r eder, kitap­ēkta yer alan projelerin sizlere ilham vermesini dileriz.  

Uzman ¥ĵretim Gºrevlisi Dr. Ceren Aydoĵmuĸ 

Doç. Dr. Ayĸe Baĸak Tanyeri G¿ns¿r 

Uzman ¥ĵretim Gºrevlisi ¥zg¿r Tolga Baycan 

Bilkent ¦niversitesi Ķĸletme Bºl¿m¿ Bitirme Projesi Dersi Koordinatºrleri 
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Bilkent ¦niversitesi Ķĸletme Fak¿ltesi Dekanôēndan, 

 

Bilkent ¦niversitesi Ķĸletme Fak¿ltesiônde en ºnemli hedeflerimiz ºĵrencilerimizi teknolojik 

ve sosyal deĵiĸikliklere uyum saĵlayabilen, yaĸam boyu ºĵrenmeyi hedefleyen ve sorgulayan 

baĸarēlē birer d¿nya vatandaĸē olarak yetiĸtirmektir. Bu doĵrultuda Fak¿ltemiz 2006 yēlēnda 

The Association to Advance Collegiate Schools of Business (AACSB International) adlē 

baĵēmsēz kuruluĸ tarafēndan eĵitim kalitesini belgeleyen tam akreditasyonu T¿rkiye ve 

bºlgede ilk alan bºl¿md¿r. Eĵitimde d¿nya ­apēnda kalite standartlarēnē kullanan Bilkent 

¦niversitesi Ķĸletme Fak¿ltesi, MAN 495, Business Capstone Project, dersi kapsamēnda 

Üniversite ï Sanayi Ķĸbirliĵi programēnē 6 yēldēr baĸarēlē bir ĸekilde uygulamaktadēr. Bu 

programēn ana hedefi, mezuniyet aĸamasēndaki ºĵrencilerimize kapsamlē ve derinlikli bir 

mesleki deneyim kazandērmaktēr. Bu kapsamda 5-7 kiĸilik proje ekipleri, akademik ve iĸ 

d¿nyasēndan danēĸmanlarēn gºzetiminde firmanēn g¿ndemine girmiĸ olan ve ­ºz¿m bekleyen 

ger­ek problemlerini ­ºzmektedirler. Bu yēl 5.sini d¿zenlediĵimiz Ķĸletme Fak¿ltesi Proje 

fuarē ve yarēĸmasēnda 25 proje yer almaktadēr. Bu organizasyonda b¿t¿n bir yēl boyunca 

projeleri ¿zerinde ºzveri ile ­alēĸan ºĵrencilerimizin ­alēĸmalarē sergilenmekte projelerine ait 

sunumlar yapēlmaktadēr. ¥ĵrencilerimizi bu vesile ile kutluyor ve programa b¿y¿k katkēlarē 

olan t¿m firma yetkililerine ve danēĸmanlarēmēza teĸekk¿r ediyorum. Ayrēca b¿t¿n bir s¿re­ 

boyunca yoĵun ve ºzverili ­alēĸmalarēyla programēn hedeflerine uygun ĸekilde y¿r¿mesi i­in 

büyük çaba gösteren program koordinatörleri Do­. Dr. Ayĸe Baĸak Tanyeri G¿ns¿r, Dr. Ceren 

Aydoĵmuĸ, Uzman ¥ĵretim Gºrevlisi ¥zg¿r Tolga Baycan hocalarēmēza ve idari koordinatºr 

Ceren U­akôa ve emeĵi ge­en herkese ­ok teĸekk¿r ediyorum.  

 

Saygēlarēmla,  

 

 

Prof. Dr. M. Selim Aktürk 

Ķĸletme Fak¿ltesi Dekanē 
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FĶRMALARDAN GELEN TEķEKK¦R MEKTUPLARI 

 
 

 

 

 

 

T¿rkiye Ķĸ Bankasē 

1924 yēlēnda kurucumuzun ºnderliĵinde ¿lkenin kalkēndērēlmasē ve ekonomimizin 

baĵēmsēzlēĵēnē s¿rd¿rmesi i­in kurulan Bankamēz, 100 yēlēn ardēndan ikinci y¿zyēlēnda da bu 

ama­ doĵrultusunda ­alēĸmaktadēr. ¢alēĸanlarēn ¿ye olduĵu Ķĸ Bankasē Munzam Sandēk Vakfē 

sayesinde Bankamēzēn en b¿y¿k ortaĵē, kendi ­alēĸanlarēdēr. Deĵiĸimin, geliĸimin, 

adaptasyonun ve s¿rd¿r¿lebilirliĵin ­ok ºnemli olduĵu s¿re­lerimizde hem iĸin sahibi hem de 

en ºnemli kaynaĵē olan  ­alēĸma arkadaĸlarēmēzla ñBenim Ķĸimò diyerek fayda yaratmak için 

­alēĸmayē s¿rd¿r¿yoruz.  

 

Hem m¿ĸterisinin hem de ­alēĸanēnēn deneyimini ºnceliklendiren bir kurum ve ¿lkenin en 

b¿y¿k grup ĸirketlerinden biri olarak kuruluĸ amacēmēzdan ayrēlmadan ve bu amacē 

destekleyici insan kaynaĵē yapēsēnē oluĸturmaya ve tutundurmaya iliĸkin ger­ekleĸtirilen 

ancak kitapta yer almayan insan kaynaklarē projesi, bizim i­in hayata ge­irilecek ­ok deĵerli 

i­gºr¿ler saĵlamēĸtēr. Diĵer taraftan optimizasyon ve s¿re­ iyileĸtirme amacēyla 

ger­ekleĸtirilen proje kapsamēnda da makine ºĵrenmesi ve veri analizi ile ortaya konulan yeni 

nesil kredi skorlama sistemi s¿re­lerimize yeni bakēĸ a­ēsēyla katkē saĵlayacaktēr.  

 

Projeler kapsamēnda bir araya geldiĵimiz, emekleri ile s¿re­lerimize destek olmuĸ ºĵrenci 

arkadaĸlarēmēza, gºr¿ĸleriyle kēymetli arkadaĸlarēmēza yol gºsteren Bilkent ¦niversitesi 

Akademisyenleriône ve s¿re­leriyle bizi bir araya getiren ¦niversite- Sanayi Ķĸbirliĵi 

Koordinatºrleriône ­ok teĸekk¿r ederiz. 

 

 

 

Baĸak Sakarya G¿l                                                                  

¢alēĸan Deneyimi ve Ķĸveren Marka Yetkinlik Hattē Lideri 
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Okuman Medikal Sistemler 

OKUMAN Medikal Sistemler A.ķ., biyomedikal teknolojiler alanēnda ¿retim yapan, yenilik­i 

çözümler sunan ve teknolojinin tam merkezinde yer alan ºnc¿ bir T¿rk markasēdēr. Sanayi ve 

Teknoloji Bakanlēĵē tarafēndan akredite edilen Ar-Ge merkezi ile saĵlēk sektºr¿ne d¿nya 

standartlarēnda ¿r¿n ve hizmetler sunmaktayēz. 

 

Üniversite-sanayi iĸ birliĵi kapsamēnda y¿r¿tt¿ĵ¿m¿z akademik projelerle bilgi ve 

deneyimimizi s¿rekli geliĸtirmekte; biyomedikal, biyotēp, elektronik donanēm, yazēlēm ve 

end¿striyel tasarēm gibi disiplinlerde uzmanlaĸmēĸ ekibimizle i­ inovasyonu destekleyen 

dinamik bir ­alēĸma ortamē yaratmaktayēz. 

 

135 ¿lkede satēĸ, ihracat ve teknik servis hizmetleriyle k¿resel ºl­ekte saĵlēk sektºr¿ne deĵer 

katēyor; yurtdēĸē firmalarla ger­ekleĸtirdiĵimiz Ar-Ge ve ticari iĸ birlikleriyle ulusal ve k¿resel 

ekonomiye katkē saĵlēyoruz. 

 

OKUMANôda, ­alēĸanlarēmēzēn proje geliĸtirme, patent, inovasyon ve satēĸ performansē gibi 

alanlardaki katkēlarē ºd¿llendirilmektedir. Akademik ve sektºrel platformlarda aktif olmalarē 

teĸvik edilmektedir. Ayrēca ¿niversitelerle kurduĵumuz stratejik iĸ birlikleriyle gen­ 

m¿hendis adaylarēna yeni projeler sunarak geleceĵin saĵlēk teknolojilerine yºn veriyoruz. 

Misyonumuz, saĵlēk sektºr¿n¿n geliĸen ihtiya­larēnē karĸēlayan, hasta bakēmēnē k¿resel 

ºl­ekte iyileĸtiren son teknoloji ­ºz¿mler geliĸtirmek ve sektºrel yeniliklerle yeni 

standartlarēn oluĸumuna katkē saĵlamaktēr. 

 

Bilkent ¦niversitesi Ķĸletme Fak¿ltesi, 2024ï2025 akademik yēlē Bitirme Projesi  kapsamēnda 

ĸirketimizide Marketing konusunda rapor hazērlayan Grup ñHealixò ¿yeleri Sn. Eda Nil 

ķent¿rk (CP) ï Elif Duru Girdaplē ï Mustafa Bora Hasgül ï Dilge Yēlmaz ï Berrak Özuysal 

ï G¿lse Yaĵmur Demirkesenôe ve bu s¿reci titizlikle y¿r¿ten akademik kadroya teĸekk¿r 

ederiz. 

Bu iĸ birliĵi vesilesiyle hem ºĵrencilerin akademik geliĸimlerine destek olmaktan hem de 

sektörümüze ilgi duyan genç zihinlerle bir araya gelmekten büyük mutluluk duyduk. 

Baĸarēlarla dolu bir gelecek diliyor, Bilkent ¦niversitesi ailesine ve t¿m ºĵrencilere teĸekk¿r 

ediyoruz. 

 

 

 

Ogan Uçak 
CEO 
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Tepe Ķnĸaat 

1969 yēlēnda kurulan ve yēllar i­inde faaliyetlerini yurt i­i ve yurt dēĸēnda geniĸleterek b¿y¿k 

bir ĸirketler grubuna dºn¿ĸen TEPE Ķnĸaat, bug¿n yurt i­i ve yurt dēĸē taahh¿t ve yatērēmlar 

ana baĸlēklarē altēnda faaliyet gºsteren ĸirketleri ve iĸtirakleri aracēlēĵēyla faaliyetlerini 

sürdürmektedir. 

 

Bilkent ¦niversitesi Ķĸletme Fak¿ltesiônin 2024-2025 akademik yēlē Capstone projesine 

kapsamēnda, ĸirketimizin ñAlmanya Gayrimenkul Pazarēna Giriĸ Stratejisiòôni belirlemek 

¿zere derinlemesine analiz yapēlarak, yap-sat ve yap-kirala se­eneĵi, proje lokasyonu, finansal 

modellemeye baĵlē olarak yatērēmdan en y¿ksek getiriyi saĵlayacak ­ºz¿m ºnerisi geliĸtirildi. 

Proje, fuarda birinci olarak ºnemli bir baĸarē elde etti. 

 

Bu baĸarēlē ve ĸirketimize deĵer katan projede, yoĵun bir ĸekilde ­alēĸan Blue Ocean ekibine, 

­alēĸmalara ve bizlere rehberlik eden deĵerli akademi personeline ve s¿re­te yardēmcē olan 

idari personele katkēlarēndan dolayē ĸ¿kranlarēmēzē sunuyoruz. Deĵerli Blue Ocean ekibine 

bundan sonraki akademi/iĸ hayatēnda baĸarēlar diliyoruz. 

 

Boran Baĸeĵmez 

Strateji ve Ķĸ Geliĸtirme M¿d¿r¿ 
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Nüve  

1968 yēlēnda kurulan N¿ve, T¿rkiye'de temel laboratuvar cihazlarē ¿reterek yerli ¿retimin 

ilk ve en ºnemli ºrneklerinden biri olmuĸtur. 55 yēlē aĸkēn tecr¿besiyle, kalite kontrol, teĸhis 

ve araĸtērma laboratuvarlarēnda kullanēlan cihazlarēn ¿retiminde uzmanlaĸmēĸtēr. G¿n¿m¿zde 

laboratuvar ve sterilizasyon teknolojisi alanēnda 17 ürün grubunda 65'ten fazla cihaz 

üretmektedir. 

Avrupa ve d¿nya pazarlarēndaki g¿­l¿ konumu, rekabet­i yapēsē ve s¿rekli geliĸen teknolojiye 

uyum saĵlayan ¿retim anlayēĸēyla N¿ve, ¿lkemizin gurur duyduĵu firmalardan biridir. 

Kaliteye olan baĵlēlēĵē, uluslararasē ge­erliliĵe sahip ISO 9001, ISO 13485 ve ISO 45001 

belgeleriyle tescillenmiĸtir. ¦r¿nleri, T¿rk ve Avrupa Birliĵi standartlarēna uygun olarak 

insan, hayvan ve ­evre saĵlēĵē alanlarēna katkē saĵlamaktadēr. 

N¿ve, m¿ĸteri memnuniyetini en ¿st d¿zeyde tutmayē hedefleyerek geniĸ bir hizmet aĵē sunar. 

Seri ¿retim teknolojileri, yurt i­inde 24 bayiden oluĸan satēĸ ve servis aĵē, hēzlē servis 

uygulamalarē ve kesintisiz yedek par­a temin imk©nē gibi hizmetlerle m¿ĸterilerinin yanēnda 

yer almaktadēr. Bug¿n 100'den fazla ülkeye ihracat yaparak global bir marka olma yolunda 

emin adēmlarla ilerlemektedir. 

 

Eĵitime ve Geleceĵe Yatērēm 

N¿ve olarak, topluma ve geleceĵe olan sorumluluĵumuzun bilincindeyiz. Bu doĵrultuda, 

¿niversitelerle iĸ birliĵi yaparak bir­ok projeye imza atēyor ve gen­ yeteneklere staj imkanlarē 

sunuyoruz. Bilkent ¦niversitesi Ķĸletme Fak¿ltesi ile y¿r¿tt¿ĵ¿m¿z "Amerika Pazarē Dijital 

Pazar Stratejisi" gibi projeler hem ĸirketimizin geliĸimine katkēda bulunmuĸ hem de 

ºĵrenciler i­in deĵerli bir deneyim saĵlamēĸtēr. Bu verimli iĸ birliĵinde emeĵi ge­en t¿m 

ºĵrencilerimize ve akademisyenlere teĸekk¿rlerimizi sunarēz.  

 

Gelecekte de birlikte yeni projeler ve ­alēĸmalar ger­ekleĸtirmekten b¿y¿k mutluluk 

duyacaĵēz. Eĵitim ve sanayi arasēndaki bu t¿r kºpr¿lerin, gelecekte daha g¿­l¿ ve inovatif 

­ºz¿mlere kapē aralayacaĵēna inanēyoruz. 

 
 

 

 

Tolga Vural 

Marketing & BD Manager  
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BE Advise  

BE Advise, ÇÉÒÉĥÉÍÃÉÌÉË ÖÅ ÙÁÔąÒąÍ ÅËÏÓÉÓÔÅÍÉÎÄÅ ρυϹ ÙąÌÌąË ÓÅËÔĘÒ ÄÅÎÅÙÉÍÉÎÅ ÓÁÈÉÐ 
ÐÒÏÆÅÓÙÏÎÅÌÌÅÒ ÔÁÒÁÆąÎÄÁÎ ËÕÒÕÌÍÕĥȟ ÈÅÍ ÓÔÁÒÔÕÐȭÌÁÒÁ ÈÅÍ ÄÅ ÙÁÔąÒąÍÃąÌÁÒÁ ÈÉÚÍÅÔ ÖÅÒÅÎ ÂÉÒ 
ÄÁÎąĥÍÁÎÌąË ĥÉÒËÅÔÉÄÉÒȢ 

2024-ςπςυ !ËÁÄÅÍÉË ÙąÌą ÂÏÙÕÎÃÁ "ÉÌËÅÎÔ ­ÎÉÖÅÒÓÉÔÅÓÉ dĥÌÅÔÍÅ &ÁËİÌÔÅsi Bitirme Projesi 
ËÁÐÓÁÍąÎÄÁȟ ÄÅøÅÒÌÉ ÁËÁÄÅÍÉÓÙÅÎÌÅÒ ÖÅ ÙÅÔÅÎÅËÌÉ ĘøÒÅÎÃÉÌÅÒÌÅ ÂÉÒÌÉËÔÅ ëÁÌąĥÍÁËÔÁÎ ÂİÙİË 
ÍÅÍÎÕÎÉÙÅÔ ÄÕÙÄÕËȢ /ÒÔÁË ÙİÒİÔÔİøİÍİÚ ÐÒÏÊÅȟ ÅÒËÅÎ ÁĥÁÍÁ ÓÔÁÒÔÕÐ ÖÁÌÕÁÔÉÏÎ ÓİÒÅëÌÅÒÉÎÉÎ 
ÖÅÒÉÍÌÉÌÉøÉÎÉ ÁÒÔąÒÍÁË ÖÅ !) ÄİÎÙÁÓąÎÄÁ ÒÅËÁÂÅÔëÉ ÂÉÒ İÒİÎ ÇÅÌÉĥÔÉÒÍÅ ÈÅÄÅÆÉÙÌÅ ĥÅËÉÌÌÅÎÄÉȢ 

vøÒÅÎÃÉÌÅÒȠ ÓÅËÔĘÒ ÁÎÁÌÉÚÉȟ ÒÁËÉÐ ÄÅøÅÒÌÅÎÄÉÒÍÅÓÉȟ !) ÁÒÁëÌÁÒąÎąÎ ÉÎÃÅÌÅÎÍÅÓÉ ÖÅ !) ÄÅÓÔÅËÌÉ 
ÄÅøÅÒÌÅÍÅ ÙĘÎÔÅÍÌÅÒÉ İÚÅÒÉÎÅ ëÁÌąĥÁÒÁË ËÁÐÓÁÍÌą ÂÉÒ ÒÁÐÏÒ ÈÁÚąÒÌÁÄąÌÁÒȢ "Õ ëÁÌąĥÍÁȟ ÔÅÏÒÉÎÉÎ 
ÐÒÁÔÉËÌÅ ÂÕÌÕĥÔÕøÕȟ ÈÅÍ ĘøÒÅÎÃÉÌÅÒ ÈÅÍ ÄÅ "% !ÄÖÉÓÅ ÉëÉÎ ÓÏÍÕÔ ÄÅøÅÒ İÒÅÔÅÎ ÂÉÒ ÓİÒÅë ÏÌÄÕȢ 

0ÒÏÊÅÙÅ ÅÍÅË ÖÅÒÅÎ ÔİÍ ĘøÒÅÎÃÉÌÅÒÅȟ "ÉÌËÅÎÔ ­ÎÉÖÅÒÓÉÔÅÓÉ dĥÌÅÔÍÅ &ÁËİÌÔÅÓÉȭÎÉÎ ÄÅøÅÒÌÉ ĘøÒÅÔÉÍ 
İÙÅÌÅÒÉÎÅ ÖÅ ÐÒÏÊÅ ËÏÏÒÄÉÎÁÔĘÒÌÅÒÉÎÅ ÔÅĥÅËËİÒ ÅÄÅÒȠ ĘøÒÅÎÃÉÌÅÒÉÍÉÚÅ ÁËÁÄÅÍÉË ÖÅ ÐÒÏÆÅÓÙÏÎÅÌ 
ÈÁÙÁÔÌÁÒąÎÄÁ ÂÁĥÁÒąÌÁÒ ÄÉÌÅÒÉÚȢ 

%ÇÅ .ÁÓÕÈÏøÌÕ 
Kurucu Ortak & Lead Advisor  
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SYSTEMAIR HSK HAVALANDIRMA , HR Problem 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                         Proje Ekibi : Syner6y 

 

Grup Üyeleri: Selen La­in, Buse Nur Doĵan, Elif Olguncan, Deniz Yal­ēn, Naz Acar, 

Selim Mert Cebeci 

  

 

ķirket Danēĸmanē: Handan Kocuk         Akademik Danēĸman: Saurabh Pandharinath Shinde 

                                                                 Koordinatºr Danēĸman: A. Baĸak Tanyeri G¿ns¿r 

       

                                                                                                                      

  

                                                                 ÖZET 

 

Bu proje, Systemair HSK Havalandērma HSK Havalandērma End. Tic. Ve Systemair HSK 

HavalandērmaA.ķ.ôde beyaz yaka ve mavi yaka ­alēĸanlar arasēndaki iletiĸim ve k¿lt¿rel 

kopukluk sorununu ele alarak, i­ iletiĸimi g¿­lendirmeye yºnelik s¿rd¿r¿lebilir bir ­ºz¿m 

ºnermektedir. Yapēlan analizler sonucunda, ­alēĸanlar arasē karĸēlēklē anlayēĸ eksikliĵi, deĵer 

gºrmeme hissi ve sēnērlē geri bildirim kanallarē gibi unsurlarēn ĸirket i­i uyumu zayēflattēĵē 

tespit edilmiĸtir. Bu soruna ­ºz¿m olarak geliĸtirilen ñĶ­Sesò adlē QR tabanlē anonim geri 

bildirim sistemi, ­alēĸanlarēn d¿ĸ¿ncelerini kolayca paylaĸmasēna imk©n tanērken, insan 

kaynaklarēnēn d¿zenli analizleriyle bu geri bildirimler somut adēmlara dºn¿ĸt¿r¿lmektedir. 

Proje kapsamēnda alternatif ºneriler sunulsa da Ķ­Ses sistemi s¿rd¿r¿lebilirliĵi, eriĸilebilirliĵi 

ve geri bildirimïaksiyon dºng¿s¿ ile ºne ­ēkmēĸtēr. Bu sistem sayesinde Systemair HSK 

Havalandērma, ­alēĸan baĵlēlēĵēnē ve i­sel dayanēĸmayē artērarak daha kapsayēcē ve ¿retken bir 

iĸ ortamēna zemin hazērlamayē hedeflemektedir. 

 

Anahtar Kelimeler:  Ķ­ Ķletiĸim, Geri Bildirim, Ķĸyeri Kültürü, Çalēĸan Baĵlēlēĵē, 

Sürdürülebilirlik.  
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1- Company Background 

  

The global HVAC (Heating, Ventilation, and Air Conditioning) company Systemair HSK 

Havalandērma is based in Skinnskatteberg, Sweden. It has strong presences in more than 50 

countries and 26 production sites around the world. Systemair HSK Havalandērma has been 

around since 1974 and has grown to become a major player in indoor climate solutions. They 

offer goods for both homes and businesses, such as ventilation units, air handling systems, air 

curtains, fans, and energy-efficient cooling technologies. Systemair HSK Havalandērma has a 

factory in Kocaeli and its main office in Istanbul. In Turkey, it serves the local market with 

high-performance air systems that are made to fit its needs. Systemair HSK Havalandērma 

Turkey is part of a global network that combines global technology standards with engineering 

know-how from Turkey. 

 

The company's goal is to provide air inside that is fresh, clean, and energy-efficient by making 

high-quality HVAC systems that make people healthier, more comfortable, and more 

productive. Systemair HSK Havalandērma keeps putting money into smart, eco-friendly 

solutions that meet green building standards and global climate goals because it cares a lot 

about the environment. In its business plan, Systemair HSK Havalandērma combines 

manufacturing in-house with knowledge of the local market. This makes sure that the quality 

of its products is always high, that it comes up with new ideas, and that it provides fast service. 

To stay ahead of the competition and meet European and foreign quality standards, the 

company uses its global R&D resources and certified testing labs, like the Systemair HSK 

Havalandērma Performance Center in Turkey. 

 

Systemair HSK Havalandērma wants to grow its market share in Asia, the Middle East, and 

Europe, be the leader in sustainable HVAC innovation, and become a better place to work by 

implementing internal development programs and welcoming workplace efforts. The 

company also wants to improve how blue-collar and white-collar workers work together 

across functions. They know that internal cohesion is just as important to the success of a 

business as performance in the outside world. Systemair HSK Havalandērma is at the top of 

the HVAC industry because it cares about energy efficiency, staff health, and being 

environmentally friendly. This makes it not only a climate solution provider, but also a leader 

in the long-term transformation of industries. 

 

2- Problem Definition 

  

In modern organizational systems, ensuring coherence across varied staff segments is crucial 

to long-term performance and worker satisfaction. At Systemair HSK Havalandērma Klima 

A.ķ., a strong cultural and communicative separation between blue-collar and white-collar 

staff has surfaced as a fundamental organizational issue, putting internal harmony and 

operational efficiency at risk. This split is caused by both physical isolation (manufacturing 

floor versus office space) and deeper differences in perceived worth, access to decision-

making, and mutual understanding. 

 

Interviews and internal assessments found that blue-collar workers commonly feel isolated, 

undervalued, and excluded from strategic processes, whereas white-collar employees lack 

understanding of the operational and physical reality of manufacturing labor. These similar 

but unconnected experiences reinforce role stereotypes, hinder cross-functional collaboration, 

and maintain segregated work environments. Furthermore, communication flows are 

inconsistent and hierarchical, which limits transparency and trust. Without targeted 
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intervention, these dynamics are likely to exacerbate existing morale issues, increase 

employee turnover, and undermine Systemair HSK Havalandērma's employer brand and 

overall organizational resilience. 
 

As a result, the primary issue is not just functional, but deeply cultural, demanding a holistic 

solution that bridges this internal divide. Promoting inclusive communication, reciprocal 

recognition, and a common corporate identity is critical to converting the business into a more 

sympathetic, collaborative, and cohesive workplace. 

 

3- Possible Solutions 

 

After a thorough examination of the key organizational disconnect between white-collar and 

blue-collar employees at Systemair HSK Havalandērma Klima A.ķ., the most strategically 

viable solution is the implementation of a QR-based anonymous feedback system titled 

ñĶ­Sesò (Inner Voice). This tool aims to address communication barriers, rebuild mutual trust, 

and foster a culture of inclusivity through open, accessible, and actionable employee feedback 

mechanisms. 

Key Features of the Ķ­Ses System 

The design of ñĶ­Sesò is built on universal accessibility and strategic simplicity. By placing 

QR codes across shared company spaces (such as break rooms, locker areas, and entryways) 

employees can quickly access an online form using their smartphones. The form consists of: 

¶ Multiple-choice questions identifying recurring workplace themes (communication, 

engagement, recognition). 

¶ Open-text fields for personal suggestions, concerns, or observations. 

¶ This dual format ensures participation from employees with varying literacy, language, or 

technological comfort levels. 

What sets Ķ­Ses apart is its feedback-to-action loop. Every two weeks, the HR team collects 

and analyzes submitted data, categorizes emerging themes, and maps these to tangible internal 

actions. Follow-up communication, such as ñYou Spoke, We Actedò campaigns, reinforces 

the value of employee input and builds institutional trust. 

Alternative 1: WorkSwitch (Job Shadowing Program) 

WorkSwitch is a voluntary job-shadowing program designed to break down stereotypes and 

foster empathy between operational and managerial staff. The format allows employees to 

observe each other's work firsthand for a day, thereby gaining insight into the challenges, skill 

requirements, and decision-making contexts faced by their peers. For instance, a finance 

executive shadowing a machine operator may better understand physical labor demands, 

while a factory worker shadowing a marketing team member may gain exposure to strategic 

thinking and planning cycles. 

Strengths: 

¶ Encourages cross-role empathy and dismantles professional silos. 

¶ Fosters mutual appreciation and boosts informal interdepartmental communication. 

¶ Low-cost with immediate impact on employee perception and morale. 
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Limitations:  

¶ Logistically complex: not all roles are shadowable due to safety, confidentiality, or workflow 

constraints. 

¶ Scalability is limited; the voluntary and temporary nature of the program may dilute its long-

term effectiveness. 

¶ Participation may be uneven or short-lived without structured incentives or oversight. 

¶ Overall, while WorkSwitch provides short-term cultural benefits and humanizes cross-

functional interactions, it lacks the consistency and operational ease required for long-term 

cultural transformation. 

Alternative 2: Our Stories Corner (Permanent Staff Profile Display) 

This initiative proposes a physical storytelling platform that highlights the personal and 

professional lives of both blue- and white-collar staff. Every two weeks, an employee from 

each category is profiled through curated narratives, visuals, and community contributions. 

These profiles are displayed in high-traffic common areas such as cafeterias and entryways. 

Strengths: 

¶ Emotionally engaging and community driven. 

¶ Humanizes colleagues across roles and levels. 

¶ Encourages empathy, sparks casual conversations, and promotes workplace visibility. 

¶ Accessible and inclusive to employees across age, literacy, and language spectrums. 

Limitations:  

¶ Requires ongoing maintenance, content creation, and management by HR or communications 

teams. 

¶ Risk of inconsistent participation or perceived favoritism in selection processes. 

¶ Impact is difficult to measure quantitatively; success relies on perception and participation, 

which may vary over time. 

¶ Visibility may be limited by physical space and layout constraints. 

¶ While ñOur Storiesò is impactful in terms of community-building and recognition, its 

dependence on regular curation and sensitivity to privacy/consent makes it less suitable as a 

foundational communication solution. 

Alternative 3: Ķ­Ses (QR-Based Anonymous Feedback System) 

Ķ­Ses is a digital, QR-code-driven communication platform that enables employees to submit 

anonymous feedback via mobile-accessible forms. QR codes are strategically placed in 

factories and offices, directing users to a secure form with both multiple-choice and open-

ended sections. Submissions are reviewed biweekly by HR, categorized by themes 

(communication gaps, fairness issues), and followed by appropriate action planning. 

Crucially, follow-up communications such as "You Said, We Did" campaigns close the 

feedback loop, showing employees that their input drives real change. 

Strengths: 

¶ Ensures psychological safety by allowing anonymity, particularly important for blue-collar 

workers who may feel voiceless in formal channels. 

¶ Empowers employees across all roles and departments equally, democratizing 

communication. 

¶ Scalable, cost-effective, and technologically simple to deploy across different locations. 

¶ Facilitates data-driven HR planning; feedback is categorized, tracked over time, and translated 

into concrete organizational action. 
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¶ Aligns with Systemair HSK Havalandērmaôs sustainability and inclusion values, promoting 

cross-functional collaboration and even green initiatives (tree planting days). 

¶ Builds a continuous culture of trust and transparency through measurable, repeated 

interactions. 

 

Limitations:  

¶ May require a strong awareness campaign and training to drive adoption, especially for less 

tech-friendly employees. 

¶ Risk of unconstructive or vague responses due to anonymity. 

¶ Requires consistent HR follow-up and responsiveness to maintain credibility and impact. 

¶ Despite these minor implementation challenges, Ķ­Ses excels in accessibility, feedback-action 

integration, and cultural relevance. It is not a one-off campaign but a dynamic, living system 

that adapts with employee needs over time. 

 

 

4-  Conclusion 

 

With the goal to overcome the internal cultural imbalance at Systemair HSK Havalandērma 

Klima A.ķ., primarily between white-collar and blue-collar workers, this capstone project 

provides a comprehensive, inclusive, and sustainable approach. The project's extensive 

research and stakeholder analysis reveal that the main problems threatening organizational 

cohesion and long-term performance are a lack of cooperation and mutual comprehension of 

inefficiencies. 

 

The Ķ­Ses system was selected for implementation among the three recommended solutionsð

WorkSwitch, Our Stories Corner, and Ķ­Sesðbecause it offered a sustainable feedback-action 

system, confidentiality, and accessibility. Ķ­Ses promotes an empowering workplace culture 

based on trust, participation, and openness by allowing all employees to express concerns 

through QR-based forms and by making ensure that their input results in tangible 

organizational actions. 

 

With the assistance of a clear responsibility framework and a clearly defined operational plan, 

the project not only solves Systemair HSK Havalandērma's present internal challenges but 

also sets the foundation for a more integrated, involved, and sustainable corporate 

environment. By applying this program, Systemair HSK Havalandērma improves its employer 

brand and establishes itself as an innovative organization committed to diversity, employee 

well-being, and ongoing development. 
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Appendices      

 Appendix1 ï Solutions Timeline 

 

 

Appendix2 ï QR óôĶ­sesôô 
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TĶTAN MAKĶNE,HR Problem 
 

 
 

                                                  Proje Ekibi: Insight Nexus 
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ķirket Danēĸmanē: Arda Yaĵmur      Akademik Danēĸman: Zahide Karakitapoĵlu Ayg¿n 

     Koordinatºr Danēĸman: Ceren Aydoĵmuĸ 

 

 

                                                                    ÖZET 

Bu iĸ analizi, Titan Makina Ltd.'nin karĸēlaĸtēĵē beyaz yaka ­alēĸan devir oranē sorununa odaklanarak, 

ĸirketin uzun vadeli baĸarēsēnē s¿rd¿rebilmesi i­in stratejik bir ­ºz¿m planē sunmaktadēr. Analiz, 

maaĸlarēn piyasa standartlarēnēn altēnda olmasē, performansa dayalē ºd¿l sistemlerinin eksikliĵi, kariyer 

geliĸim olanaklarēnēn yetersizliĵi ve ulaĸēm/lojistik sorunlarēnēn ­alēĸan baĵlēlēĵēnē olumsuz etkilediĵini 

ortaya koymaktadēr. ¢alēĸanlar, performanslarēnēn yeterince deĵerlendirilmediĵini, terfi s¿re­lerinin 

belirsiz olduĵunu ve ĸirketin sunduĵu yan haklarēn rakip firmalara kēyasla yetersiz olduĵunu 

belirtmektedir. Bu durum kurumsal, cazip kariyer yollarē ve g¿­l¿ fayda paketleri sunan firmalara 

yºnelimi artērmaktadēr. Bu ­er­evede, ºnerilen ­ºz¿m stratejileri kēsa ve uzun vadeli adēmlar 

i­ermektedir. Kēsa vadede, Performly gibi bir dijital performans yºnetim sistemi kurulmasē, 360 derece 

geri bildirim s¿re­lerinin baĸlatēlmasē ve ­alēĸan memnuniyetini artēracak mod¿ler yan hak paketlerinin 

uygulanmasē ºnerilmektedir. Uzun vadede ise yapēlandērēlmēĸ kariyer yollarē, eĵitim destek programlarē 

ve ĸirket i­i s¿rd¿r¿lebilirlik k¿lt¿r¿n¿n inĸa edilmesi hedeflenmektedir. Titan Makina, bu b¿t¿nc¿l 

­ºz¿m yaklaĸēmēnē hayata ge­irerek ­alēĸan memnuniyetini artērabilir, yetenek kaybēnē azaltabilir ve 

kurumsal itibarēnē g¿­lendirerek sektºr¿ndeki konumunu daha da saĵlamlaĸtērabilir. Bu stratejik 

dºn¿ĸ¿m, ĸirketin insan kaynaĵēnē s¿rd¿r¿lebilir b¿y¿menin merkezine yerleĸtirmesini saĵlayacaktēr. 

Anahtar Kelimeler : Beyaz Yaka Çalēĸan Devri, ¢alēĸan Memnuniyeti, Performans Yönetim 

Sistemi (PMS), Kariyer Geliĸim Fērsatlarē, Yan Haklar / Modüler Fayda Sistemi. 
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1- Company Background  

Titan Makina, established in 1997 in Ankara, Turkey, is a manufacturer of high-quality 

construction and mining machinery designed to meet international standards. Initially focused 

on infrastructure and underground metal mining equipment, the company reached a major 

milestone in 2011 with the serial production of its Titan IS26 and IS21 Shotcrete Machines 

and TM05 Concrete Mixers, becoming the market leader in Turkey (Titan Ltd., n.d.). Over 

time, it expanded its product range to include Tunnel Dump Trucks, Personnel Carriers, 

ANFO Charging Trucks, Crane Trucks, Scissor Lifts, and Concrete Finishers (Titan Ltd., 

n.d.). With TÜV Austria certifications ensuring compliance with European safety standards, 

Titan Makina successfully entered international markets and became a preferred supplier for 

global tunneling and infrastructure projects (Titan Ltd., n.d.). 

To boost innovation and performance, the company formed strategic partnerships with global 

leaders in mining and industrial technology. These collaborations support Titan Makinaôs 

focus on automation, sustainability, and digital solutions, enhancing both product quality and 

competitiveness. The companyôs vision is to become a globally recognized brand in heavy 

machinery manufacturing, led by continuous R&D, while its mission emphasizes 

environmental and human value, customer satisfaction, quality, and national contribution 

(Titan Ltd., n.d.). 

Titan Makina employs 233 staff, structured under departments such as Sales & Marketing, 

Procurement, Production, Quality, R&D, and After-Sales Services. With a strong 

organizational structure, it delivers reliable machinery and tailored after-sales support. Its 

competitive advantages lie in geographical strength, CE-certified product quality, cost 

efficiency, customer-focused services, and a strong R&D-driven customization ability. 

Despite limited global brand recognition, the company is well-positioned to grow in 

international markets through sustainable innovation and strategic development (See 

Appendix 1 for a SWOT analysis of Titan Makinaôs internal capabilities and external 

environment.) 

 

2- Problem Definition  

Titan Makine Ltd. is facing a significant challenge with high turnover rates among its white-

collar employees, primarily due to uncompetitive benefits, lack of career development 

opportunities, insufficient performance-based salary progression, and inconvenient workplace 

logistics. As shown in Appendix 4, turnover rates for both 2023 and 2024 have remained 

critically high, reinforcing the urgency for intervention. This turnover is negatively impacting 

workforce stability, productivity, and overall efficiency. In a competitive industrial landscape, 

the company struggles to retain talent, particularly as employees seek better-structured and 

more rewarding positions elsewhere. A detailed internal HR study revealed that the issue 

extends beyond simple attrition, highlighting low employee engagement, job dissatisfaction, 

and unclear career advancement paths. One of the key drivers is the lack of a comprehensive 

benefits package. Unlike rival firms that offer bonuses, transportation and lunch allowances, 

private health insurance, and other financial perks, Titan Makineôs limited offerings fail to 

attract or retain top talent. Additionally, the absence of clear promotion pathways, leadership 

development programs, and skill enhancement opportunities leaves employees uncertain 

about their professional growth within the company. Many perceive slow advancement and 

limited prospects, prompting them to seek employment in firms offering more structured 
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development. The root causes of this turnover challenge are visually mapped in the Fishbone 

Diagram (Appendix 2), which categorizes contributing factors across domains such as 

compensation, development, and logistics. 

Compensation concerns also contribute to the turnover. Employees report that salary increases 

and title promotions do not align with their performance, skills, or market standards. The 

companyôs inconsistent approach to raises and advancement leads to dissatisfaction and loss 

of morale. Furthermore, the companyôs location presents logistical challenges, including long 

commutes and inadequate transportation, which affect work-life balance and employee well-

being. As a result, many professionals leave for larger, more prestigious organizations which 

offer competitive pay, structured career paths, and greater job security. Titan Makineôs 

inability to match such conditions puts it at a disadvantage in retaining its skilled workforce. 

Insights from the companyôs internal reports on exit interviews from Q1 2024 further validate 

these challenges (Appendix 3). 

 

3- Possible Solutions 

 

Titan Makina seeks to reduce the high turnover rate among white-collar employees by 25% 

within 12 months. The companyôs comprehensive strategy focuses on structured performance 

management, fair compensation, transparent feedback systems, and personalized employee 

benefits to enhance engagement, motivation, and retention. 

 

3.1 Performance Management System (PMS): 

The primary solution involves implementing Performly, a cloud-based software designed to 

support OKR (Objectives and Key Results) and KPI (Key Performance Indicators) 

frameworks (Armstrong, 2020). Key features include goal alignment at all organizational 

levels, 360-degree feedback, real-time dashboards, and individualized development plans. 

The system will be rolled out in phases, starting with a pilot in one department and expanding 

company-wide. The objective is to ensure that 100% of employees receive structured 

performance reviews at least twice per year, with a total annual cost of $10,824 for 82 users. 

3.2 Annual Performance Cycle & Data-Driven Compensation System: 

To address the lack of consistency and transparency in performance evaluations and salary 

decisions, Titan Makina will introduce a formal Annual Performance Cycle (APC)ð

including annual goal-setting, mid-year reviews, and year-end evaluationsðstandardized 

across all roles. A Data-Driven Compensation System will ensure that bonuses and salary 

increases are tied to documented performance metrics rather than tenure or managerial bias. 

Implementation will span three quarters (Q1: planning/training, Q2: pilot, Q3: full rollout), 

and involve standardized templates, manager training, and performance-based incentive 

structures. 

3.3 360-Degree Feedback System: 

To ensure fairness and holistic evaluation, Titan Makina will implement a 360-degree 

feedback system using digital tools (e.g., Lattice or Zoho People). Feedback will be collected 

anonymously from supervisors (35%), peers (25%), subordinates (15%), self-evaluation 

(15%), and executives (10%). This system aims to improve performance insights, support 
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leadership development, and enhance promotion decisions (Bracken, Timmreck, & Church, 

2001; Lepsinger & Lucia, 2009). Employees and managers will be trained in giving and 

receiving feedback constructively. A pilot program will be tested before full rollout. 

3.4 Side Benefits Program ï Hybrid Model:  

To address non-financial sources of dissatisfaction, a hybrid side benefits model will be 

introduced, combining Modular Benefits System that allows employees to choose among 

various fringe benefits (e.g., private health insurance, transportation support, psychological 

counseling, training subsidies, or extra leave). Average annual cost per employee: 7,980. 

Additionally, Education & Career Investment Plan offers financial assistance for further 

education, certifications, or industry events. Employees will collaborate with managers to 

create development plans aligned with company goals. Average annual cost per employee: 

1,425. This hybrid model (total average cost: 9,405/employee) aims to enhance both short-

term satisfaction and long-term professional growth. The initial implementation will include 

a needs assessment survey, vendor selection, a 3-month pilot program, and company-wide 

rollout within 6 months. Additional initiatives include a Recognition & Wellbeing Program 

which offers low-cost informal rewards (e.g., movie tickets, birthday gifts, wellness sessions) 

to foster a culture of appreciation and emotional engagement and Performance-Based Bonus 

System, bonuses are directly tied to individual and team-level performance metrics, 

encouraging high performance and goal ownership. 

The strategy will be led by HR, supported by IT, finance, and L&D teams. Key responsibilities 

include survey analysis, vendor management, digital tool setup, training programs, budget 

tracking, and internal communications. Continuous monitoring and feedback will ensure 

iterative improvements. By implementing an integrated approachðcentered around digital 

performance tools, structured evaluation cycles, personalized benefits, and inclusive feedback 

mechanismsðTitan Makina aims to transform its employee experience. This strategy targets 

the root causes of turnover and aligns organizational practices with modern workforce 

expectations, ultimately supporting long-term talent retention, organizational growth, and 

employee well-being. 

 

 

4- Conclusion 
 

Titan Makina is currently facing a critical challenge in retaining its white-collar workforce 

due to uncompetitive compensation, lack of structured career development, insufficient 

recognition, and limited workplace flexibility. These issues not only impact employee 

satisfaction and engagement but also threaten the companyôs operational continuity, employer 

brand, and long-term competitiveness in a rapidly evolving industrial landscape. 

To overcome this challenge, Titan Makina must adopt a strategic, multifaceted approach that 

addresses both the emotional and professional needs of its employees. Implementing a digital 

performance management system, introducing modular benefit packages, supporting 

professional development through education investments, and fostering a culture of 

continuous feedback and recognition are essential steps. Additionally, offering more flexible 

working arrangements can help mitigate location-related disadvantages and improve work-

life balance. 
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By prioritizing employee well-being and growth, Titan Makina can reduce turnover, increase 

productivity, and build a loyal, high-performing workforce. In doing so, the company will not 

only strengthen its internal capacity but also reinforce its position as a competitive and 

forward-thinking player in the global construction and mining machinery industry. 
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Appendix2 ï Fishbone Diagram 
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Appendix3 ï First Quarter of 2024: Reason of Exit 

 

 
 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

Appendix4 ï 2024 Turnover Rates 
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2023 Turnover Rates 
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ÖZET 

 

T¿rkiye Ķĸ Bankasē, manuel s¿re­lere baĵēmlēlēĵēn yarattēĵē verimsizliklerle karĸē karĸēyadēr. 

Bu durum, bankanēn dijitalleĸen finansal ortamda rekabet­i olma yeteneĵini kēsētlamaktadēr. 

Bankanēn operasyonel maliyetleri y¿ksek, hizmet sunumu yavaĸ ve teknolojik yeniliklere 

uyum saĵlamakta zorlanmaktadēr. Bu projede, bu sorunlarē ­ºzmek i­in yapay zek© (AI) 

destekli ¿­ ­ºz¿m alternatifi ºnerilmiĸtir: Ger­ek Zamanlē Dolandērēcēlēk Tespiti, Personel 

Optimizasyonu ve Davranēĸsal Kredi Puanlama Sistemi. Yapēlan analizler sonucunda, t¿m 

yönleriyle en yüksek etkiyi sunan çözüm olarak AI  tabanlē davranēĸsal kredi puanlama sistemi 

ºnerilmiĸtir. Bu sistem, geleneksel kredi deĵerlendirme yºntemlerinin sēnērlamalarēnē aĸarak, 

banka m¿ĸterilerinin krediye eriĸimini artērērken operasyonel verimliliĵi de iyileĸtirmektedir. 

Bu ­ºz¿m hem m¿ĸteri memnuniyetini artērmak hem de bankanēn rekabet g¿c¿n¿ 

g¿­lendirmek i­in stratejik bir adēmdēr. 

Anahtar Kelimeler: Yapay Zek©, Kredi Puanlama, Davranēĸsal Veriler, Ķĸ Bankasē, Finansal 

Dijitalleĸme, KVKK. 
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1- Company Background 

Founded in 1924, T¿rkiye Ķĸ Bankasē (Ķĸ Bank) is one of Turkey's oldest and largest private 

banks. It was established under the leadership of Mustafa Kemal Atatürk, the founder of 

modern Turkey, with the goal of creating a financially independent and modern banking 

institution. Initially starting with two branches and 37 employees, the bank quickly expanded 

and became a key player in Turkeyôs financial system. Over the years, Ķĸ Bank has significantly 

broadened its scope, offering a wide range of services including retail banking, corporate 

banking, investment banking, insurance, and asset management. 

Ķĸ Bank is known for its pivotal role in supporting Turkeyôs economic development, helping to 

finance businesses, advancing infrastructure projects, and stabilizing the financial system. The 

bank has been a pioneer in embracing digital banking technologies, offering services through 

mobile and internet banking platforms to both individual and business customers. The shift 

towards digitalization has allowed Ķĸ Bank to meet the demands of a modern, tech-savvy 

customer base while maintaining its strong roots in traditional banking services. 

As of 2024, Ķĸ Bank operates over 1,100 branches in Turkey and maintains an international 

presence, particularly in Europe. Its long-standing reputation for stability and customer trust 

supports its position in an increasingly competitive financial landscape. Focused on continuous 

improvement, the bank prioritizes digital transformation as a core part of its strategy to meet 

the changing needs of its growing customer base. 

With a mission to contribute to Turkeyôs economic and social development, Ķĸ Bank combines 

innovation with customer-focused services to strengthen its leadership in the financial sector. 

Publicly listed on Borsa Ķstanbul (BIST), its ownership is shared among the Ķĸ Bank Pension 

Fund (38.59%), free-floating investors (33.32%), and Atatürk shares (28.09%) held in trust by 

the Republican People's Party (CHP), reflecting broad-based stakeholder engagement. 

Financially, the bank has achieved steady growth, surpassing 3 trillion TL in assets by 2024 

and ranking among Turkeyôs top banks in market value and efficiency. Its commitment to 

technology is evident in investments in AI, machine learning, and automation, with its ĶĸCep 

mobile app serving millions of users. Additionally, Ķĸ Bank supports sustainability through 

green financing and renewable energy projects, while advancing financial inclusion, 

particularly for women and small businesses, to deliver long-term value to society. 

2- Problem Definition  

Türkiye Ķĸ Bank, despite its strong market presence and historical leadership, is currently facing 

critical operational challenges caused by outdated and manual work processes. Many daily 

operations such as data entry, document verification, customer service workflows, and internal 

reporting still rely heavily on human effort. This results in increased operational costs, slower 

service delivery, and reduced productivity. In todayôs fast-evolving digital banking landscape, 

these inefficiencies are becoming a major threat to Ķĸ Bankôs ability to maintain its competitive 

position, as customers now expect seamless, fast, and digital-first services. Manual processing 

also limits the bankôs ability to scale its operations efficiently, putting additional pressure on 

employees and negatively impacting customer satisfaction. 

The survey we conducted with Ķĸ Bank employees revealed that more than 60% of respondents 

spend between 5 and 10 hours each week on repetitive, low-value tasks (see Appendix 1). Many 
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employees expressed that these activities are not only time-consuming but also demotivating, 

 

limiting their ability to focus on more strategic and customer-focused work. While employees 

recognized the potential of AI and automation to improve their work experience, some also 

voiced concerns about job security and uncertainty over how technology might change their 

roles. This highlights a broader organizational resistance to technological change, fueled by 

fear of job displacement and a lack of clarity on how AI solutions would be implemented. 

Additionally, technical barriers such as outdated IT infrastructure and the strict data protection 

regulations enforced by Turkeyôs KVKK law further complicate the adoption of AI-driven 

systems. Without addressing these technological, regulatory, and cultural barriers, Ķĸ Bank risks 

falling behind in the digital transformation race, missing out on opportunities to enhance 

efficiency, reduce costs, and deliver superior customer experiences. 

3- Possible Solutions 

In response to the operational inefficiencies and digital transformation challenges identified at 

Ķĸ Bank, our project team evaluated three AI-driven solutions: Real-Time Fraud Detection, 

Staff Optimization, and the AI-Powered Behavioral Credit Scoring System. Each addresses 

distinct pain points ranging from fraud risk management to employee productivity and 

customer credit accessibility. Below, we present a detailed evaluation of each solution. 

 

3.1 Real-Time Fraud Detection 

Fraudulent activities in the banking sector, such as identity theft, document forgery, and credit 

fraud, are becoming increasingly sophisticated, rendering traditional rule-based and manual 

fraud detection methods less effective. Among these, document forgery stands out as a 

particularly pressing and ongoing threat, especially in todayôs digital banking environment 

where physical customer presence is not guaranteed. Customers are often required to submit 

scanned or photographed documents, including national ID cards, utility bills, or salary slips, 

during online account opening or credit applications. These digital submission channels are 

highly vulnerable to manipulation, as fraudsters can easily alter or forge these documents to 

bypass identity verification procedures or gain unauthorized access to financial services. 

Recognizing the critical nature of this threat, we propose implementing an AI-powered fraud 

detection system specifically designed to address document forgery. Leveraging advancements 

in computer vision and machine learning, this system can analyze uploaded documents for 

signs of tampering by comparing them against official document templates. Additionally, it 

cross-references customer-provided data with internal banking records and external databases, 

such as national identity registries, to validate the authenticity of the information. Beyond static 

document checks, the system also incorporates behavioral analysis by monitoring login 

activities, IP address consistency, and device fingerprinting to detect suspicious patterns that 

may indicate fraudulent intent. One of the systemôs key strengths lies in its ability to 

continuously learn from historical fraud cases, enabling it to adapt to new fraud techniques 

over time and enhance its detection accuracy. 

The scope of this solution is not limited to document forgery alone. Over time, the system can 

be expanded to monitor other fraud scenarios such as account takeovers, unauthorized 

transactions, or anomalous financial behaviors, providing a holistic layer of fraud protection 

across the entire customer journey. However, despite its promising potential, several challenges 

must be carefully managed to ensure successful implementation. First and foremost, 

compliance with Turkeyôs Personal Data Protection Law (KVKK) is mandatory. The system 
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must be designed to handle customer data responsibly, with strict adherence to data privacy 

and security requirements. Another concern is the risk of false positives, where legitimate 

customers might be mistakenly flagged as fraudulent. This not only risks damaging customer 

relationships but also undermines trust in the bankôs digital channels. Furthermore, the ñblack 

boxò nature of AI models can lead to transparency issues, making it difficult  for both customers 

and bank employees to understand or contest fraud detection outcomes. Finally, integrating 

such a sophisticated AI system into Ķĸ Bankôs existing operational infrastructure requires 

careful planning and phased deployment to avoid operational disruptions. 

To address these concerns, we recommend that the system first be launched using anonymized 

historical data for training and validation. This will allow the AI model to learn without 

exposing customer information. Additionally, the inclusion of Explainable AI (XAI) tools is 

essential to provide transparency in how decisions are made, ensuring that both customers and 

bank employees can understand and trust the systemôs outputs. To further reduce the risk of 

false positives, a Human-in-the-Loop (HITL) process should be established, allowing human 

experts to review and confirm any flagged cases before action is taken. Finally, a phased rollout 

starting with document forgery detection will  enable the bank to test the system in a controlled 

environment, gather insights, and make necessary adjustments before expanding to cover other 

fraud types. 

In conclusion, while this AI-powered fraud detection solution involves certain technical and 

regulatory complexities, its potential benefits make it a strong candidate for strengthening Ķĸ 

Bankôs risk management capabilities. By starting with document forgery detection, the bank 

can responsibly introduce AI-driven fraud protection without negatively impacting the 

customer experience. This focused approach provides a high-impact, low-disruption entry 

point that aligns with Ķĸ Bankôs digital transformation goals, positioning the bank to better 

safeguard both its customers and its operations against the growing threat of fraud. 

 

3.2 Staff Optimization  with AI -Driven Scheduling 

Another promising solution for addressing Ķĸ Bankôs operational inefficiencies involves 

leveraging Artificial Intelligence to optimize workforce planning and resource allocation. 

Today, staffing decisions across branches, call centers, and digital channels are often made 

based on static schedules or managerial intuition, which may not accurately reflect real-time 

customer demand. This mismatch can result in overstaffing during quiet hours or understaffing 

during peak times, leading to customer dissatisfaction, longer wait times, and increased 

pressure on employees. By integrating AI-driven workforce optimization, Ķĸ Bank can 

dynamically align staff deployment with actual service needs, improving both customer 

experience and internal operations. 

AI-powered optimization works by analyzing large datasets on customer traffic, transaction 

volumes, seasonal activity trends, and service interaction patterns. With these insights, the 

system can generate predictive models that forecast demand across different channels and time 

periods. For example, it could identify that certain branches experience surges in foot traffic at 

the end of the month, or that digital support requests peak during specific campaign periods. 

Based on these insights, the system can recommend optimal staff schedules, reallocating 

personnel to the right locations or digital platforms at the right times. This allows the bank to 

deliver smoother, faster service while maximizing the productivity of its existing workforce. 

Employee well-being is another critical benefit of this solution. By balancing workloads and 

reducing unnecessary stress during peak times, AI-driven scheduling can help prevent 

employee burnout and improve job satisfaction. Our internal employee survey supports this 
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perspective. Several respondents highlighted the potential of AI to improve workload 

distribution and reduce bottlenecks in customer service processes. One participant specifically 

noted that "AI  could help allocate tasks more fairly and reduce pressure during busy periods," 

reflecting employee readiness to explore smarter scheduling solutions. 

However, the implementation of such a system is not without challenges. One of the most 

significant barriers is compliance with Turkeyôs Personal Data Protection Law (KVKK),  which 

places strict limitations on collecting and processing personal employee data without explicit 

consent. This legal constraint may limit the systemôs ability to incorporate detailed employee 

performance data, reducing the precision of its recommendations. Additionally, cultural 

resistance within the organization poses another risk. Employees might view AI-generated 

schedules as impersonal or unfair, especially if they do not understand how the system works 

or feel excluded from the process. This perception could lead to decreased morale, pushback, 

or even distrust toward management. 

Operationally, shifting from traditional manual scheduling to an AI-driven approach may 

disrupt existing routines and face resistance from employees who are accustomed to having 

more control over their work schedules. Change management, therefore, becomes a critical 

success factor in the adoption of this solution. To overcome these challenges, Ķĸ Bank must 

proactively engage employees through transparent communication and training led by the 

Human Resources team. This includes clearly explaining the purpose of the AI system, how it 

makes scheduling decisions, and what benefits it offers both to the organization and individual 

employees. 

Equally important is the need to establish opt-in mechanisms for data usage, ensuring that 

employee consent is obtained in compliance with KVKK.  By involving employees early in the 

process and maintaining transparency throughout, Ķĸ Bank can build trust and improve 

acceptance of AI-driven scheduling. This human-centered approach not only respects 

employee rights but also increases the likelihood of successful system adoption. 

While AI-powered workforce optimization holds strong potential for enhancing operational 

efficiency and improving employee satisfaction, it should be viewed as a supportive solution 

rather than a transformative one. Its primary impact lies in improving service delivery and 

internal processes, but it does not directly address the bankôs larger strategic goals of expanding 

market reach or transforming customer engagement models. Therefore, while it represents a 

valuable improvement opportunity, it lacks the broader business impact and scalability of more 

advanced AI applications, such as the behavioral credit scoring system outlined in the 

following section. 

3.3 AI -Powered Credit  Scoring System 

The most strategically valuable and impactful solution identified through our research is the 

implementation of an AI-powered Behavioral Credit Scoring System. This solution goes 

beyond improving internal operationsðit has the potential to transform Ķĸ Bankôs customer 

reach and position the bank as a leader in responsible, inclusive lending. Traditional credit 

evaluation systems, which rely heavily on official documents such as salary slips, tax records, 

and historical loan data, systematically exclude large segments of the population. This includes 

freelancers, students, gig economy workers, content creators, delivery couriers, and others who 

may be financially active but lack conventional proof of income or credit history. 

Our customer survey confirmed the scale of this problem. Many participants reported having 

been previously rejected or hesitant to apply for credit due to rigid and outdated assessment 

methods. Yet, more than 70% expressed willingness to share alternative behavioral dataðsuch 
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as mobile app usage, payment patterns, or location dataðif it would lead to fairer and faster 

decisions. This feedback highlights a critical gap in the market and a clear opportunity for Ķĸ 

Bank to expand its reach by rethinking how creditworthiness is evaluated. 

Unlike traditional models that offer a one-dimensional snapshot of financial standing, the 

proposed AI system integrates a wide range of behavioral and digital signals. These include 

metadata from mobile devices (such as device type and operating system, which can serve as 

proxies for income level), app usage patterns (such as engagement with budgeting or financial 

management apps), and GPS data indicating lifestyle stability through regular commuting 

patterns. The system also incorporates payment behavior from digital transactions, utility  bills, 

and rent paymentsðproviding a comprehensive and real-time view of an individualôs financial 

habits. 

From a technical perspective, the solution leverages advanced machine learning techniques 

such as Random Forest and Gradient Boosting to significantly enhance risk prediction 

accuracy. These models can process large volumes of diverse data, identifying hidden patterns 

and improving decision-making beyond what traditional rule-based systems can achieve. In 

addition, unsupervised clustering methods like KMeans and DBSCAN allow the system to 

segment customers into meaningful behavioral profiles, helping the bank tailor its products to 

emerging customer needs. Explainable AI (XAI)  tools further enhance transparency, ensuring 

customers understand the rationale behind approval or rejection decisionsðaddressing one of 

the top concerns identified in our survey. 

Compliance with T¿rkiyeôs Personal Data Protection Law (KVKK) is embedded into the 

systemôs design. It operates on strict principles of informed consent, data minimization, and 

anonymization. Customers are presented with clear explanations about what data is being 

collected, how it will be used, and the benefits of participation. Our survey results validated 

this approach, with 96% of respondents insisting on the importance of clear consent 

mechanisms and the ability to opt in or out at any time (see Appendix 2). 

The strategic benefits of this solution extend far beyond compliance and technical 

improvements. By unlocking access to credit for digitally engaged but traditionally excluded 

segments, Ķĸ Bank can differentiate itself as a pioneer in financial inclusion. The system not 

only reduces operational bottlenecks by automating manual assessmentsðcutting processing 

times from several days to just minutesðbut also lowers the cost per application by eliminating 

redundant paperwork and reducing staff workload. This makes it possible to scale lending 

operations without significantly increasing operational costs. 

Equally important is the impact on customer satisfaction and trust. By providing fast, 

transparent, and personalized credit decisions, Ķĸ Bank can strengthen relationships with 

younger, tech-savvy demographics and improve its reputation as an innovative and customer- 

centric institution. These capabilities also position the bank to compete more effectively with 

fintech disruptors that are already leveraging behavioral data to serve underserved markets. 

In conclusion, the AI-powered Behavioral Credit Scoring System stands out as the most 

comprehensive, scalable, and future-ready solution among the alternatives we evaluated. It 

directly addresses Ķĸ Bankôs dual priorities of expanding customer reach and improving 

operational efficiency, all while ensuring legal compliance and ethical data practices. 

Supported by both internal employee feedback and external customer validation, this solution 

represents a transformative step forwardðenabling Ķĸ Bank to lead the market in responsible, 

AI-driven credit innovation. 
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4- Conclusion 

In summary, this project identified T¿rkiye Ķĸ Bankasēôs heavy reliance on manual processes as a 

key obstacle to improving efficiency, customer satisfaction, and competitiveness in todayôs digital 

banking landscape. Based on stakeholder engagement and survey insights, the growing need for 

faster, smarter, and more inclusive services was confirmed. Among the three AI- powered 

alternatives evaluatedðReal-Time Fraud Detection to reduce financial risks, Smart Staff 

Optimization to improve operational efficiency, and Behavioral Credit Scoring to transform credit 

evaluationðthe latter emerged as the most transformative and sustainable solution. While the first 

two offer valuable support in risk management and resource allocation, they fall short of addressing 

the bankôs strategic goal of expanding customer reach and modernizing its lending operations. The 

recommended Behavioral Credit Scoring System leverages alternative data such as digital payment 

behavior and app usage to evaluate creditworthiness, enabling access for underserved groups like 

freelancers and students. Designed with strong privacy and ethical safeguards in compliance with 

KVKK, this solution strengthens trust while advancing financial inclusion. By adopting this 

technology, Ķĸ Bank not only solves todayôs operational challenges but also positions itself as a leader 

in responsible AI adoption, building a scalable, customer-centric foundation for long-term growth 

and securing its place as a trusted partner in the digital era. 

 

Appendices 

 

Appendix1 -  Employee Workload  Insights  ɀFindings from  dĥ Bank Employee Survey 
on Weekly Time Spent on Repetitive Tasks 
 

 

 

 
 
Appendix2 -  Customer Data Privacy Expectations ɀFindings from Customer Survey on 
AI- Based Behavioral Data Usage and Consent Preferences 
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      ÖZET 

Bu proje, T¿rkiye merkezli bir KOBĶôlere yºnelik hepsi bir arada e-ticaret platformu olan 

ĶKASôēn pazardaki konumlandērma problemini ele almaktadēr. ķirketin sunduĵu geniĸ 

kapsamlē hizmetler, potansiyel m¿ĸteriler tarafēndan tam olarak anlaĸēlamamakta ve bu durum 

m¿ĸteri edinimini olumsuz etkilemektedir. Yapēlan analizler sonucunda, iki çözüm alternatifi 

geliĸtirilmiĸtir: birincisi, hedefe yºnelik entegre pazarlama iletiĸimi kampanyasē; ikincisi ise 

daha dar bir ¿r¿n segmentine odaklanarak niĸ bir strateji izlemektir. Proje ekibi, ĶKASôēn 

vizyonuna ve güçlü yönlerine daha uygun olduĵu i­in ilk ­ºz¿m¿ ºnermektedir. Bu strateji; 

kurum i­i uyum, pazarlama mesajlarēnēn netleĸtirilmesi, dijital kampanyalar ve m¿ĸteri 

deneyiminin iyileĸtirilmesini kapsamaktadēr. Ayrēca Trendyol ve Shopify gibi sektºr 

liderlerinden ilhamla sürdür¿lebilirlik ºnerileri sunulmuĸ, ĶKASôēn uzun vadeli marka g¿c¿n¿ 

artērmasēna katkē saĵlayacak yol haritasē ­izilmiĸtir. 

 

Anahtar Kelimeler:  E-Commerce, Brand Image, Brand Positioning, Digital Marketing, 

SMEôs, Marketing Strategy, Integrated Communication Campaign 
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1- Company Background  

 

IKAS is a Turkey-based all-in-one e-commerce infrastructure provider designed for 

small and medium-sized enterprises (SMEs). The platform enables users to build their own 

online stores, integrate with both local and global marketplaces, and manage essential 

business operationsðsuch as payments, logistics, inventory, and order fulfillmentðthrough 

a single centralized system. 

Since its founding, IKAS has aimed to support the digital transformation of SMEs in 

Turkey by offering a streamlined, user-friendly solution that reduces the complexity of 

launching and scaling an online business. The platform stands out with its intuitive interface, 

multi-channel selling capabilities, and accessible customer support services. 

IKAS's service portfolio includes e-commerce website creation, marketplace 

integration, payment processing, point-of-sale (POS) systems, customer relationship 

management, and analytics tools. With strong growth in its domestic market, IKAS also plans 

to expand into international markets, with a particular focus on Germany. 

 

2- Problem Definition 

 

The main problem faced by IKAS is unclear brand positioning, which causes 

confusion among potential customers about what the platform actually offers. Many SMEs 

mistake IKAS for a marketplace or fail to understand its value as an all-in-one e-commerce 

solution. The impact of this issue is significant: poor customer acquisition, underutilization of 

product features, and slower expansion into new markets, despite strong demand in Turkeyôs 

booming e-commerce sector. Without addressing this brand clarity issue, IKAS risks losing 

potential users to more clearly positioned competitors. 

 

3- Possible  Solutions 

 

To resolve IKASôs brand positioning challenges, two main strategic alternatives were 

considered. Each aims to clarify IKASôs market identity and improve customer acquisition 

and engagement. 

 

Alternative 1: Integrated Marketing Communication Campaign 

 

This strategy involves clearly redefining IKASôs value proposition and launching a well-

targeted marketing campaign to communicate its identity as an all-in-one e-commerce 

platform. It includes refining messaging for different customer segments, updating branding 

assets (e.g., website, ads), training internal teams, and improving customer onboarding to 

reflect the new brand narrative. (See implementation plan in Appendix-1) 

 

Pros: 

¶ Directly addresses brand confusion. 

¶ Supports broad market appeal without sacrificing product range. 

¶ Creates internal alignment across departments. 

¶ Encourages more efficient use of marketing budget through targeted communication. (See 

Appendix-2 for current pricing of the packages) 

Cons: 

¶ Requires significant time and financial investment. 

¶ Success depends heavily on high-quality execution. 

¶ Complex messaging may still be hard to simplify effectively. 
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Alternative 2: Niche Product Focus & Specialized Marketing Strategy 

 

Rather than marketing itself as an all-in-one solution, IKAS could focus on a narrower value 

propositionðfor example, becoming known as the top marketplace integration tool for 

Turkish SMEs. This would involve prioritizing a specific feature set and adjusting branding 

and development efforts accordingly. 

Pros: 

¶ Simplifies marketing and communication. 

¶ Enables deeper focus and excellence in one product area. 

¶ Easier and faster to establish brand recognition within a niche. 

Cons: 

¶ Sacrifices IKASôs broader product vision and competitive edge. 

¶ Limits long-term growth opportunities. 

¶ Could alienate existing customers who rely on the full suite of services. 

 

4- Conclusion 

 

To address its core business challengeðunclear brand positioningðIKAS must adopt 

a solution that not only clarifies its identity but also unlocks long-term growth opportunities. 

After evaluating strategic alternatives, the recommended approach is a integrated marketing 

communication campaign. 

This strategy allows IKAS to embrace its full potential as an all-in-one e-commerce 

platform for SMEs while directly targeting the root causes of customer confusion and 

ineffective outreach. It enables the company to craft a unified message, engage its target 

audience more effectively, and create internal alignment across departments. Unlike a niche 

marketing approach, which limits scope and sacrifices strategic vision, the recommended 

solution builds on IKASôs existing capabilities and prepares the company for expansion into 

both domestic and international markets. 

The proposed plan includes SMART goals, phased action steps, clearly assigned 

responsibilities, and benchmarking tools to measure progress. (See Appendix 3 for awareness 

survey) By implementing this campaign, IKAS will enhance customer acquisition, brand 

recognition, and internal cohesion. 

Additionally, sustainability is woven into the companyôs growth strategy. Inspired by 

industry leaders like Trendyol and Shopify, IKAS can begin cultivating a sustainability culture 

through internal awareness, eco-friendly operations, and transparent communication. These 

efforts not only reinforce IKASôs brand but also position it as a forward-thinking, socially 

responsible organization. 

The proposed strategy solves the immediate branding issue while supporting long-

term differentiation, expansion, and stakeholder trust. With a clear message, focused 

execution, and a commitment to sustainable growth, IKAS is well-positioned to become a 

leading e-commerce infrastructure provider for SMEs in Turkey and beyond. 
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Appendix3 

 

ĶKAS Awareness Survey  

 

Section 1: General Information  

1. How old are you?  

o Under 18  

o 18ï24  

o 25ï34  

o 35ï44  

o 45 and over  

 

2. Where are you currently located?  

o Turkey  

o Another Country in Europe  

o Another Country outside of Europe  

 

3. Which of the following best describes your role?  

o Business Owner  

o E-commerce Manager  

o Marketing Professional  

o IT/Software Professional  

o Student  

o Other: _________  

 

Section 2: Brand Awareness  

 

4. Before today, have you heard of ĶKAS?  

o Yes  

o No  

 

5. If yes, how did you first hear about ĶKAS? (Select all that apply)  

o Social media (Instagram, LinkedIn, etc.)  

o Google search  

o Advertisement (online)  

o Advertisement (offline)  

o Recommendation from a colleague/friend  

o Event or webinar  

o Other: _________  

 

6. How familiar are you with ĶKAS' services?  

o Very familiar  

o Somewhat familiar  

o Heard the name only  

o Not familiar at all  

Section 3: Brand Perception  

 

7. What type of company do you believe ĶKAS is?  
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o E-commerce platform  

o Marketplace  

o Accounting software  

o Software Infrastructure provider  

o Web development agency  

o Not sure  

o Other: _________  

 

8. Which words would you associate with ĶKAS? (Select up to 3)  

o Innovative  

o Reliable  

o Complicated  

o Affordable  

o Expensive  

o High quality  

o Niche  

o Other: _________  

 

9. In your opinion, how important is it to have a platform like ĶKAS for online  

business management?  

o Extremely important  

o Important  

o Neutral  

o Not very important  

o Not important at all  

 

Section 4: Usage and Interest  

 

10. Have you or your business ever used ĶKAS?  

o Currently using  

o Used in the past  

o Never used  

 

11. If you have never used ĶKAS, would you consider trying it in the future?  

o Definitely yes  

o Probably yes  

o Maybe  

o Probably not  

o Definitely not  

 

12. What would encourage you to try or use ĶKAS? (Select up to 3)  

o Better pricing  

o Positive reviews/testimonials  

o More marketing about benefits  

o Integration with my existing systems  

o Free trial  

o Other: _________  

 

Section 5: Final Thoughts  
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13. What is the first thing that comes to your mind when you hear "ĶKAS"?  

[Open-ended response]  

 

14. Any suggestions for ĶKAS to become more known or improve their service?  

[Open-ended response]  
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WOPPY TECHNOLOGY , Marketing Problem 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

   Proje Ekibi:  Woppyverse 

 

Proje Ekibi :  Aĵra Emir ķener, Aslē Nur Recep, Duru Kurgun, Ebi Kristo, Muhammed Aĵgºz, 

ķevval Kºkten 

 

 

ķirket Danēĸmanē: Rasim Cin                            Akademik Danēĸman: Atilla Onuklu 

                                                                    Koordinatºr Danēĸman: Ceren Aydoĵmuĸ 

 

 

ÖZET 

 

Woppy Technologyônin yeni projesi Panôs Garden, ĸirketin sektºrde kolayca tanēnmasē i­in 

en iyi yollarē tanēmlama s¿recindedir. Araĸtērmalar sonucu, hibrit bir ­ºz¿m oluĸturabilecek 

iki ana ­ºz¿m ortaya ­ēkarēlmēĸtēr. Bu iki ana temel ­ºz¿m ĸunlardēr: otantiklik ve adil ticaret. 

Otantiklik, T¿rk mirasē ve kºkeni vurgulanarak; d¿ĸ¿k fiyat, ­ift­i eĵitimi, markayē 

hikayeleĸtirme ve uluslararasē sertifikalar gibi etik ticaret unsurlaryla sektºrde dikkat 

­ekilmesi ama­lanacaktēr. Bu iki ana temel ­ºz¿m¿ fuarlarda ve ticaret fuarlarēnda gºstermek 

ve bunlarē sosyal medyada vurgulamak projenin ana stratejileri olacaktēr. Pan's Garden, ticaret 

fuarlarē ve sergilerini ziyaret ederek potansiyel m¿ĸteri ve y¿ksek marka bilinirliĵi edinmeyi 

hedeflemektedir. Ayrēca, sektºrdeki diĵer ĸirketlerle hēzlē bir ĸekilde yeni ortaklēklar kurmak 

i­in ºnemli toplantēlar d¿zenleyecektir. Panôs Garden, sektºr i­gºr¿leri ve eĵitimine 

odaklanan sosyal medya platformu LinkedIn'de d¿zenli olarak i­erik yayēnlayarak 

g¿venilirlik oluĸturacaktēr. Instagram ayrēca tedarik zinciri s¿re­lerini, kaynak etiĵini ĸeffaf 

bir ĸekilde vurgulayan aylēk adil ticaret gºrselleri ve tedarik­i hikayelerini sergileyerek 

vurgulayacaktēr. 

 

 

Anahtar Kelimeler: Tēbbi ve Aromatik Bitkiler, Marka Bilinirliĵi, Otantiklik, Anadolu 

Mirasē, Adil Ticaret, Ticaret Fuarē, Sosyal Medya. 

  



39 
 

 

1- Company Background  

 

Panôs Garden, founded in 2024, was established by visionary entrepreneurs who saw the 

potential of Anatoliaôs botanical resources and the rising demand for sustainable natural 

ingredients in Germany. Structured as a fund to optimize operations, the company aims to 

bridge Anatoliaôs botanical heritage with Germanyôs dynamic markets. As a key supplier of 

premium raw materials for cosmetics, fragrances, and functional foods, Panôs Garden focuses 

on sustainable sourcing to preserve biodiversity and meet market demand for eco-friendly, 

ethically produced ingredients, setting new quality and innovation standards. 

 

2- Problem Defini tion 

 

Germany's increasing demand for medicinal and aromatic plants (MAPs) presents a valuable 

opportunity for international trade with Türkiye, a country rich in these resources. However, 

there is no prominent Turkish brand selling MAPs in international markets. To solve this 

issue, Panôs Garden will sell medicinal and aromatic plants produced in Türkiye under the 

Pan's Garden branding. Our mission is to build a brand identity that sets Panôs Garden apart 

from its competitors, raise awareness of Pan's Garden, and reach B2B businesses in Germany. 

 

3- Possible Solutions 

 

Fair Trade and Authenticity  

The most effective approach to enhance Pan's Garden's brand awareness and establish a strong 

brand identity is to emphasize its genuine Anatolian heritage and origin and dedication to fair 

trade values.  

Fair trade will be the basic strategy for increasing Pan's Garden's recognition and awareness 

in the sector. The principles of fair trade that are suitable for Pan's Garden's purposes will be 

as follows: 

1. Low Prices: Pan's Garden aims for affordable prices in order to attract more customers' 

attention without compromising quality in order to meet the demand in such a competitive 

market like Germany. 

2. Farmer Education: Pan's Garden aims to provide farmers with training on sustainable 

agricultural practices, advanced growing techniques, and quality control. 

3. True Stories: Pan's Garden aims to share the unique stories of Turkish farmers in the supply 

process and to establish an emotional bond with customers. At the same time, it wants to 

emphasize the cultural importance and heritage value of medicinal and aromatic plants for 

Türkiye with these stories. 

4. Certification: Pan's Garden aims to partner with globally recognized fair trade certification 

bodies to verify ethical sourcing and production practices and to prominently display 

certifications on packaging and marketing materials to gain consumer trust. 

 

In addition, Pan's Garden has established fair trade criteria that align with its goals, including: 

1. Supplier Relationships: Pan's Garden aims to establish long-term, transparent partnerships 

with local farmers and cooperatives and it wants to provide timely payments that reflect fair 

compensation for participants' labor and resources. 

2. Sustainability Standards: Pan's Garden aims to adopt environmentally friendly practices in 

equipment, harvesting, and transportation, and aims to encourage suppliers to minimize 

chemical use and adopt organic farming methods. 
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3. Traceability: Pan's Garden aims to implement a system to track products from farm to final 

packaging, and aims to provide transparency in the supply chain, and wants to offer QR codes 

on packaging to provide customers with detailed information about product origins. 

4. Community Development: Pan's Garden aims to support initiatives that improve 

infrastructure, education, and healthcare in farming communities with a portion of its 

revenues. 

 

The concept of authenticity will be embedded into the Anatolian heritage and origin. Pan's 

Garden will emphasize Türkiye's traditional medicinal and aromatic plant heritage and origin 

in order to be recognized and trusted in the sector. This will enable the company to compete 

in the sector and show its advantages to customers. The ways to implement the "fair trade" 

and "authenticity" concepts that Pan's Garden has chosen in order to increase its brand 

awareness, are to participate in expos and trade shows, increase its social media presence, and 

make improvements to its website. 

 

Expos and Trade Fairs: 

Expos and trade fairs are one of the most important tools for making a company known to 

other businesses in the industry. By interacting directly with business experts, participating in 

these expos will provide a platform to build credibility and trust in addition to creating a lead 

generation opportunity. Our main purpose is to increase brand visibility and generate qualified 

B2B leads through participation in key industry events. Panôs Garden's goal is that, by the end 

of the first quarter of 2026, to attend at least three major industry expos including BIOFACH 

2025, ANUGA, and the Bernburg Winter Seminar for Medicinal and Aromatic Plants, 

securing at least five B2B meetings per event to form strategic business relationships across 

the food, pharmaceutical, and cosmetics sectors. 

Panôs Garden will emphasize its capabilities with its logistics base in Essen and its ability to 

distribute products reliably across Europe, demonstrating efficiency. At the same time, the 

brand will highlight its commitment to ethical sourcing and supply chain resilience by 

underscoring its close collaboration with Turkish agricultural collectives and cooperatives. In 

line with its sustainable brand identity, Panôs Garden will prepare printed catalogs, branded 

booth materials, and product samples that reflect its environmental values and visual identity. 

After the event, Panôs Garden will run targeted follow-up campaigns to turn initial contacts 

into long-term business relationships, showing its commitment to responsible and lasting 

partnerships. 

Social Media: 

Panôs Garden will use social media as a key platform to present itself as an exclusive, 

producer-centered, and sustainable B2B supplier. Underlining its Anatolian heritage and 

partnerships with small and medium-sized producers, the brandôs strategy aims to build trust, 

highlight its core values, and humanize the supply chain. The focus will be on LinkedIn as the 

primary platform for reaching decision-makers and professionals, supported by Instagram for 

visual storytelling, and Bluesky as a long-term community engagement space. 

LinkedIn Strategy and Editorial Structure  

The purpose of using LinkedIn is to build a consistent, engaging presence on LinkedIn to 

increase brand visibility and reach potential B2B partners. The goal is that by December 2025 

to implement a structured weekly posting schedule with six posts per week (two posts each 

on Tuesdays, Wednesdays, and Thursdays), achieving a follower growth of at least 500 new 
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followers per month. Content will be published on Tuesdays, Wednesdays, and Thursdays, 

with two posts each dayðone in the morning and another after the lunch break. 

ǒ Tuesdays: Industry insights and brand storytelling 

ǒ Wednesdays: Engagement-driven content (polls, Q&A, discussions) and market trends 

ǒ Thursdays: Educational and value-focused posts (e.g., ñMedicinal Plants 101ò) 

To foster community growth and reward audience engagement, special content will be created 

to celebrate every 1,000-follower milestone. Upon reaching 2,000 followers, Panôs Garden 

LinkedIn Bulletin will be launchedða monthly digest featuring industry insights, plant 

updates, and highlights from the supply chain. 

The content strategy will be further enriched with expert opinions, industry reports, and 

storytelling that traces the journey from field to factory. Interactive features such as polls, 

quizzes, and discussion threads will encourage engagement. In addition, live webinars and 

digital events will be organized to boost brand awareness and create meaningful interaction 

with the community. 

Fair Trad e Visual Content on Instagram 

The pain purpose of publishing content related to fair trade on Instagram is to build 

transparency by presenting ethical practices in the sourcing process. By October 2025, Panôs 

Garden will have shared a monthly series featuring photos and videos from harvest locations 

that visualize and illustrate Fair Trade practices. The aim of this practice is to also have a 

presence on Instagram and show that the brand is on many platforms open to communication 

and collaboration. 

To support brand authenticity and ethical positioning, Panôs Garden will integrate the 

following content elements into its Instagram strategy: 

ǒ Short-form video content: 30ï60 second clips filmed on-site at farms and packaging facilities, 

showcasing production transparency and quality standards. 

ǒ Ethical labor photography: Professional imagery which aims to capture responsible labor 

practices and working environments, reinforcing the brandôs commitment to fair treatment 

and social responsibility. 

ǒ Thematic content alignment: Posts timed with international Fair Trade awareness days, which 

are on the second Saturday of May each year, to highlight shared values, raise awareness, and 

connect with a broader ethically-conscious audience. 

Supplier Storytelling Series 

The purpose of this series is to bring the supply chain to life by using the voices and 

experiences of the people working behind it. The goal is to launch a ñMeet Our Harvestersò 

series by September 2025, publishing one feature per month across LinkedIn and Instagram 

for six months. The objective is to generate at least 10 new profile visits per post and create 

content in which the audience has awareness about the brand and its B2B collaborators. 

The main content will include photos that show the farmers involved in the production 

process, helping to present the supply chain in a more personal and genuine way. These visuals 

will be supported by short quotes or stories from producers, adding real-life experiences that 

build trust and emotional connection. The posts will also explain traditional harvesting 
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methods and how they benefit local communities, highlighting both Anatolian heritage and 

the positive social impact of Panôs Gardenôs sourcing practices. 

Educational Plant-Focused Content 

This content will position Panôs Garden as a credible source in the medicinal and aromatic 

plant (MAP) sector while educating the audience about the industry and new trends emerging 

in the MAP sector. The aim is to initiate a ñMedicinal Plants 101ò content series in July 2025, 

with posts every two weeks explaining the characteristics, benefits, and industrial applications 

of selected plants. The objective is to achieve higher engagement rates than average product-

focused posts. 

 

Example content topics will focus on showing both the practical uses and ecological value of 

Panôs Gardenôs products. One important theme is explaining the difference between 

sustainable harvesting and wild collection, helping the audience understand the environmental 

and ethical issues involved. Other posts will highlight how these plants are used in areas like 

cosmetics, cleaning products, and food, showing their wide range of applications. The content 

will also explore where each plant grows and why these regions are important, helping to 

explain their role in biodiversity and local ecosystems. 

Customer Use Cases and Success Stories 

The main motive is to highlight the business impact of Panôs Gardenôs supply chain solutions. 

The intention is to publish four customer case studies per quarter starting Q3 2025, focusing 

on clientsô product development journeys and sourcing outcomes. The aim is to generate a 

minimum of three B2B inquiries per post. The content will show how Panôs Gardenôs plants 

are used in real-life industries, highlighting their practical value. Visual storytelling will be 

combined with short quotes or testimonials to make the posts feel more personal and engaging. 

Website Improvements  

As Panôs Garden positions itself as a trusted B2B supplier of medicinal and aromatic plants 

from Türkiye to Germany, the website will evolve into a clear, engaging, and content-rich 

platform that reflects the brandôs values and makes it easier for buyers in the decision-making 

process. The goal is to create a user-friendly digital experience where visitors can easily 

understand the product offerings, trace the product's origin, and connect with the brandôs 

mission. Currently, Panôs Garden website offers B2B functions that meet essential business 

needs. These include an extensive product catalog and a quotation request form to start the 

purchasing process, minimum order quantities that are defined for wholesale operations, an 

order tracking system that sends customers regular email updates once their shipment is on 

the way, and QR codes on product packaging, which will link to a tracking page showing the 

productôs journey from harvesting to delivery. 

Brand Identity Integration and Mobile Compatibility Optimization  

The main objective is to ensure the website functions smoothly on mobile devices to prevent 

drop-offs and boost engagement. By the end of 2025, the goal is to increase mobile-based 

offer requests by 30%. 

This redesign will strengthen Panôs Gardenôs image as a reliable and culturally rooted ethnic 

brand. A mobile-optimized site will better support B2B stakeholders accessing the site at 

expos or via QR codes in the field, enhancing usability, brand perception, and trust, especially 

among discerning German buyers. 
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Action Items: 

ǒ Test the current website on a mobile phone and make necessary updates 

ǒ Simplify the layout of mobile content to prioritize readability, and quick download times. 

ǒ Develop a concise visual style guide to ensure brand consistency across all digital content 

Fair Trade Commitment Page 

By August 2025, a Fair Trade page will be launched featuring written commitments, real 

supplier stories, and images of ethical harvesting. The goal is to increase visitor engagement 

time on this page by 40% within three months. This page will highlight Panôs Gardenôs 

dedication to fair and honest sourcing and support for local communities, clearly reflecting 

the brandôs core values. 

The content will include a simple explanation of Panôs Gardenôs Fair Trade principles to help 

visitors understand ethical sourcing practices. To add authenticity, short interviews or quotes 

from partner farmers and harvesters will be included. Real photos from the collection areas 

will create a visual connection to the sourcing process. Additionally, one or two short videos 

will demonstrate Fair Trade in action and show its positive impact on local communities, 

reinforcing the brandôs commitment to ethical values. 

ñDiscover the Sourceò Interactive Feature 

By October 2025, Panôs Garden is aiming to launch an interactive origin map where users can 

explore the source of each plant, with the goal of catalog visitors engaging with this feature 

to increase 25% within the first two months. This feature aims to provide a highly 

informational and visual representation of each productôs origin, promoting traceability and 

fostering a closer relationship with customers, while aligning with buyer expectations for 

transparency in the supply chain. The website will feature an interactive, clickable map 

highlighting the regions in Türkiye where different herbs are grown (e.g., Hatay for bay 

leaves, Isparta for roses). This map will be linked to product pages and downloadable 

specification sheets, enabling visitors to learn more about the origins of each herb. In addition, 

Panôs Garden will highlight its achievements and services by sharing real stories from 

producers across these regions. These stories will be presented in short, engaging paragraphs 

to provide an authentic look into the lives of the people behind the products. The ñInsightsò 

section will feature blog-style mini-articles and case studies, such as the ñMeet Our 

Harvestersò series, offering deeper insight into the brandôs commitment to ethical sourcing 

and community support 

 
4- Conclusion 

By focusing on fair trade values and authentic Anatolian history, Pan's Garden has the chance 

to become a prominent Turkish brand in the medicinal and aromatic plant (MAP) sector and 

make a planned entry into the German market.  With a well-thought-out strategy that involves 

social media interaction, trade show participation, and website improvements, the brand is 

positioned to establish trust, draw in business-to-business clients, and establish long-term 

connections.  In addition to satisfying the rising demand for MAPs, Pan's Garden can support 

regional farming communities and T¿rkiyeôs agricultural heritage by combining ecological 

efforts with ethical business conduct.  Measurable targets and strategic revisions will 

guarantee sustained growth and market expansion as implementation moves forward, 

strengthening Pan's Garden as a reliable brand in the sector. 
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Appendices 

 

Appendix1 -  Solution Timeline 

 

 
 

 

 

 

 

Appendix2 ï Fair Trade Visual Inspiration  
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    ÖZET 

Bu rapor, end¿striyel ve ticari alanlar i­in otonom temizlik robotlarē geliĸtiren ARA 

Robotics'in ABD pazarēna giriĸ s¿recini analiz etmektedir. Firma, inovasyon odaklē yapēsē, 

çevreci ürünleri ve üretim stratejisiyle dikkat ­ekmektedir. Bu baĵlamda iki ana giriĸ stratejisi 

olan ñortak giriĸimò ve ñGreenfield yatērēmēò diye adlandērēlan sēfērdan yatērēm stratejisi 

detaylēca karĸēlaĸtērēlmēĸtēr. Ortak giriĸimin daha d¿ĸ¿k maliyetli ve hēzlē bir giriĸ yolu 

sunduĵu gºr¿lse de stratejik kontrol kaybē ve fikri mülkiyet riski gibi olumsuzluklar sebebiyle 

Greenfield yatērēmē tercih edilmiĸtir. ARA Robotics'in Kuzey Carolina'da kuracaĵē ¿retim 

tesisi, d¿ĸ¿k vergi oranlarē, g¿­l¿ lojistik altyapēsē, eyalet teĸvikleri ve kalifiye iĸ g¿c¿yle 

desteklenecektir. ķirketin belirlediĵi SMART hedefler; fabrika kurulumundan, pilot projelere, 

m¿ĸteri memnuniyetine ve gelir hedeflerine kadar kapsamlēdēr. Bu strateji, ARA Roboticsôin 

s¿rd¿r¿lebilir b¿y¿me, yerel istihdam ve ESG uyumlu rekabet g¿c¿n¿ artēracaktēr. 

 

Anahtar Kelimeler:  Otonom Robotik, Greenfield Yatērēmē, ABD Pazarē, S¿rd¿r¿lebilirlik, 

Otonom Temizlik, Yapay Zeka. 
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1- Company Background 

 

ARA Robotics was founded to develop high-standard, autonomous cleaning robots for 

industrial and commercial areasô applications. The company has been focusing on integrating 

AI-based navigation and modular design to provide efficient and customizable cleaning 

solutions since its foundation. Over time, ARA Robotics has expanded its product offerings 

and improved its technological capabilities to compete with established players in the robotics 

cleaning market.  

 

ARA Robotics envisions becoming a leading provider of autonomous cleaning 

solutions worldwide, helping industries achieve their goals. ARA Roboticsô mission is to 

redefine industrial cleaning through autonomous, AI-driven, and modular robots, enabling 

businesses to reduce labor costs, improve hygiene standards, and optimize cleaning efficiency. 

 

In terms of business model, ARA Robotics transforms the cleaning landscape. When 

it comes to strategic goals, ARA Robotics is focused on sustainable global expansion and 

market development through targeted regional strategies. By continuously investing in R&D 

and forging strategic partnerships, the company is committed to enhancing operational 

efficiency and setting new benchmarks in hygiene and safety. 

 

The suite of products, led by the flagship ARI cleaning robot and complemented by 

upcoming innovations, both drives substantial reductions in labor and maintenance costs and 

environmental sustainability through UNDPôs practices. These technological advancements 

enable businesses to optimize their workflows and create smarter, safer spaces. 

 

 

2- Problem Definition 

 

ARA Robotics seeks to enter the U.S. market, a competitive landscape dominated by 

established players with high production efficiency. ARA Roboticsô primary challenge lies in 

determining the optimal manufacturing and logistics location that aligns with companyôs 

strategic values and selecting the right mode of entry. With most competitors benefiting from 

streamlined production processes in China, ARA Robotics must adopt a strategic approach to 

counter this competitive advantage. Although the company offers a modular, autonomous, 

and cost-competitive solution that stands out in the marketplace, successfully penetrating 

these markets demands careful consideration of product positioning and distribution logistics. 

 

 

3- Possible Solutions 

 

Alternative Solution: Joint Venture 

One of the initial entry strategies considered was forming a joint venture with a local 

or global robotics company already operating in the United States. This approach would allow 

ARA Robotics to leverage the partnerôs existing distribution channels, after-sales support 

systems, customer base, and regulatory knowledge. The joint venture model is particularly 

appealing in highly competitive markets like North America, where local expertise and 

infrastructure can provide a significant advantage for a foreign entrant. The appeal of a joint 

venture lies in its ability to reduce financial risk, accelerate time-to-market, and leverage the 

partnerôs existing distribution networks, customer base, and after-sales service systems. In a 
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highly competitive and mature market like North America where entry barriers such as 

regulatory compliance, operational logistics, and consumer trust are significant such 

partnerships can provide essential advantages for new entrants like ARA Robotics. 

 

However, the joint venture strategy also presents several substantial risks many of 

which are particularly significant for a young, innovation-focused firm like ARA Robotics. 

Firstly, most potential partners such as Tennant, Nilfisk are heavily reliant on Chinese 

manufacturing. This directly conflicts with ARA Roboticsô strong commitment to sourcing 

and non-reliance on Chinese components. Partnering with such companies could undermine 

ARA's brand identity and its reputation as a sustainability-focused manufacturer. 

 

Additionally, the joint venture model often involves the sharing of proprietary 

technologies. In ARAôs case, this includes its core competitive differentiators such as AI-

driven navigation, modular hardware integration, and real-time data collection systems. 

Sharing these with a potential partner, especially one that might have its own product lines or 

future ambitions in the same market segment, could lead to loss of intellectual property or 

enable competitors to replicate ARAôs innovations. (Singh, 2020) 

 

Moreover, a joint venture may also dilute strategic control. Decisions related to 

pricing, customization, marketing, and R&D priorities could become subject to negotiation or 

even override by the more dominant partner, limiting ARA's ability to stay agile and 

innovative. For a company still scaling its operations and defining its market presence, this 

loss of flexibility could stifle growth and reduce responsiveness to customer feedback. 

 

Cultural compatibility is another important concern. Differences in corporate culture, 

communication styles, and leadership expectations between ARA Robotics and a larger, more 

established partner can lead to misalignment, internal conflict, and delays in execution. 

Furthermore, there is a high likelihood that most potential partners in the robotics space are 

also direct or indirect competitors in certain product segments. This raises questions about the 

long-term strategic safety of such a collaboration. 

 

As a result, while the joint venture model could facilitate easier market entry, it 

conflicts too significantly with ARA Roboticsô long-term goals, values, and technological 

independence to be the optimal path forward. It remains a second-best option that could only 

be considered if a non-competing, culturally aligned partner without Chinese sourcing is 

identified which is highly unlikely under current market conditions. 

 

 

Best Solution: Greenfield Investment in North Carolina 

 

After thorough evaluation, a Greenfield investment in the state of North Carolina 

emerges as the most strategically aligned solution for ARA Robotics. This entry mode allows 

the company to establish its own manufacturing facility, maintaining full control over its 

technology, sourcing strategy, and product innovation process. Unlike joint ventures, where 

compromises are often required, Greenfield investment gives ARA the freedom to scale 

according to its own roadmap while ensuring that all operational practices are consistent with 

its brand values. 

North Carolina was chosen due to its rare combination of favorable factors. The state offers a 

highly skilled yet affordable workforce, with strong support from local community colleges 

and technical schools. Through partnerships such as the Customized Training Program, ARA 

Robotics can quickly train employees in robotics assembly, software integration, and 
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maintenance, reducing onboarding time and costs. Additionally, the presence of top 

universities provides long-term access to engineering and AI talent, making the region an 

R&D-friendly environment. 

 

From a financial perspective, North Carolina boasts one of the lowest corporate tax 

rates in the U.S. (2.25%), along with generous incentive programs such as the Job 

Development Investment Grant (JDIG), the One North Carolina Fund, and Sales & Use Tax 

Exemptions for manufacturing equipment. These incentives can significantly reduce the costs 

of land acquisition, facility development, and workforce training. Moreover, access to federal 

programs like the Section 48C Advanced Manufacturing Tax Credit further enhances the 

financial feasibility of this investment. (Internal Revenue Service, 2024) (See Appendix 1) 

 

Logistically, North Carolina provides proximity to the Port of Wilmington and 

interstates enabling cost-efficient import of parts and distribution of finished products. With 

shorter lead times and lower last-mile delivery costs, ARA can offer reliable service to major 

B2B clients across the Southeast, including Georgia, Virginia, and South Carolina. Compared 

to states like New Jersey or Ohio, which have higher land and labor costs and more complex 

regulatory environments, North Carolina offers a far more scalable and cost-efficient platform 

for entry. (EDPNC, n.d.) 

 

By establishing a fully owned facility in North Carolina, ARA Robotics can 

manufacture up to 1,000 autonomous cleaning robots per year, secure over $1.5 million in 

state incentives, and generate $3 million in revenue by the end of 2027, so all while preserving 

its sustainability-driven brand identity. The long-term benefits of this investment far outweigh 

the initial capital costs, especially given the strategic independence, operational efficiency, 

and brand consistency it enables. 

 

To successfully enter the U.S. market, Half Dozen has developed a targeted strategy 

based on SMART goals centered on operational clarity, measurable milestones, and 

sustainability. (See Appendix 2) The companyôs market entry will begin with the 

establishment of a fully owned manufacturing facility in North Carolina by mid-2026, This 

facility will be designed to handle modular assembly, hardware testing, and quality control 

processes in accordance with U.S. regulatory standards. By completing facility acquisition 

and meeting compliance requirements on time, ARA Robotics can initiate local production 

and qualify for incentive programs immediately upon market entry.  

 

The company plans to hire at least 15 local employees, produce up to 1,000 

autonomous robots annually by 2027. This workforce will include assembly technicians, 

logistics coordinators, and customer support staff. Employing locally not only enhances 

community engagement but also fulfills state-level employment conditions for incentive 

eligibility, such as under the JDIG and One NC Fund programs. Additional short-term goals 

include piloting with at least five B2B clients, These targets will be supported through 

customer feedback systems, CRM automation, and targeted outreach at industry expos and 

events. 

To drive initial U.S. sales, ARA Robotics will adopt a direct sales representative 

model, instead of relying on third-party distributors. This allows the company to maintain full 

control over customer experience, product customization, and pricing. Internal sales teams 

will be responsible for initiating relationships with hospitals, commercial real estate firms, 

and transportation hubs such as offering demos, service contracts, and technical consultations 

tailored to each sectorôs needs.  
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Following facility setup and staff onboarding, the company will initiate pilot 

production and real-world deployment with five select U.S. clients by Q3 2026. These pilot 

programs will be critical for refining the product offering, collecting user feedback, and 

building strong local references before scaling up to full market launch in 2027. (See Appendix 

3) 

 

Sustainability is embedded in every aspect of ARAôs model, it integrates sustainability 

not only as a product feature, but also as a core operational principle. The companyôs flagship 

robot, ARI, features water recycling, energy-efficient batteries, and modular, low-waste 

design offering high operational performance with a minimal carbon footprint. These features 

make ARI especially attractive to sustainability-conscious clients in sectors where hygiene is 

critical but resource conservation is prioritized. These align with key UN Sustainable 

Development Goals such as SDG 6 (Clean Water), SDG 7 (Clean Energy), and SDG 12 

(Responsible Production). While the company currently does not publish a standalone 

sustainability report, its values are embedded in its core strategy, product design, and 

international expansion model. Through smart manufacturing practices, ethical sourcing 

policies, and a strong commitment to clean technology, ARA Robotics is positioned to 

become not just a robotics companyðbut a sustainability-driven industrial innovator on the 

global stage. (United Nations, 2015) 

 

This integrated execution plan supports ARA Roboticsô vision of building a scalable, 

sustainable, and innovation-driven presence in the U.S. market while maintaining its core 

values of autonomy, responsibility, and advanced AI-led engineering. 

 

 

4- Conclusion 

 

ARA Robotics stands at a pivotal point in its growth trajectory as it prepares to expand 

into one of the worldôs most competitive technology markets. It is a transformative step in the 

companyôs journey from a promising Turkish startup to a globally recognized innovator in the 

field of autonomous robotics. With its AI-powered, modular cleaning robots and strong 

commitment to sustainability and ethical production, the company brings a differentiated 

value proposition to U.S. B2B sectors increasingly seeking automation, efficiency, and 

environmental responsibility. 

 

By selecting Greenfield investment in North Carolina as its entry strategy, ARA not 

only avoids the strategic risks associated with joint ventures but also creates a foundation for 

long-term operational control, innovation autonomy, and scalable growth. The stateôs 

favorable tax policies, skilled labor pool, and robust incentive programs align with ARAôs 

financial and strategic goals. The implementation of this strategy is supported by a clear and 

structured roadmap. With SMART goals in place, the company is set to achieve key 

milestones in the coming years. Moreover, sustainability remains at the core of ARAôs 

expansion strategy. The companyôs technological innovations directly support multiple 

United Nations Sustainable Development Goals (SDGs). 

 

In summary, the companyôs clear roadmap supported by measurable targets, 

sustainability integration, and a customer-focused sales strategy positions it to succeed in a 

dynamic and rapidly evolving industry. With this expansion, ARA Robotics is not only 

entering a new market but also reinforcing its identity as a forward-thinking, impact-driven 

technology firm capable of competing on a global scale. 
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Appendices 

 

Appendix1 ï Tax Rate Comparison 

 

 

 

 

 

 
 

 

 

 

Appendix2 ï SMART Goals 

 

 

 

 

 

 

 

 

YENIKOY -KEMERKOY , Marketing Problem 
 
 
Appendix3 ï Timeline 
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                                                                  ÖZET 

 

Yaptēĵēmēz analizler ve ­alēĸanlarla ger­ekleĸtirdiĵimiz gºr¿ĸmeler sonucunda Viking Life-

Saving Equipmentôēn hizmet planlama s¿re­lerinde verimlilik ve baĵlēlēk sorunlarē yaĸadēĵē 

tespit edilmiĸtir. Planlayēcēlar arasēnda dengesiz iĸ y¿k¿ daĵēlēmē, denizcilik tecr¿besi 

eksikliĵi, yetersiz oryantasyon, motivasyon d¿ĸ¿kl¿ĵ¿, adil olmayan performans 

deĵerlendirmeleri ve y¿ksek erken iĸten ayrēlma oranē temel problemler olarak ºne ­ēkmēĸtēr. 

Ayrēca, gerek ĸirket i­i gerek m¿ĸteriler ile olan iletiĸim kopukluklarē ve geri bildirim 

mekanizmalarēnēn eksikliĵi s¿re­leri daha da karmaĸēk hale getirmektedir. Bu ­ok katmanlē 

sorunlara ­ºz¿m olarak ñĶK Paketiò adēnē verdiĵimiz altē bileĸenli b¿t¿nc¿l bir ºneri paketi 

geliĸtirdik. Bu pakette net bir kariyer geliĸim yolu, yetkinlik bazlē ¿cretlendirme, sektºrel 

maaĸ kēyaslamasē, denizcilik odaklē iĸe alēm stratejisi, yapēlandērēlmēĸ V-SAIL oryantasyon 

programē, ­alēĸanlar arasē takdir sistemi (Peer Shout-Outs) ve günlük operasyonel 

aksaklēklarēn sistematik takibi i­in engel kayēt sistemi yer almaktadēr. ¢ºz¿m¿m¿z, Vikingôin 

2028 hedeflerine ulaĸmasēna katkē saĵlamayē ama­lamaktadēr. 

 

Anahtar Kelimeler:  Servis Planlayēcēlarē, Ķĸ Yükü Dengesizliĵi, Verim, Kariyer Yolu, 

Performans Yºnetimi, Eĵitim ve Adaptasyon, Ķĸe Alēm Stratejisi. 
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1- Company Background 

 

Tage Sørensen founded VIKING Life-Saving Equipment in 1960 under the name Nordisk 

Gummibådsfabrik in Esbjerg, Denmarkða coastal town with a deep-rooted maritime 

heritage. Recognizing the dangers faced by fishermen and sailors navigating the treacherous 

North Sea, Sørensen set out to manufacture high-quality inflatable liferafts that could ensure 

survival in emergency situations. This commitment to safeguarding lives at sea became the 

foundation of VIKINGôs mission and remains central to its identity today. 

Throughout the 1960s and 1970s, VIKING expanded both its product portfolio and its 

reputation for reliability and craftsmanship. In 1979, the company introduced fully enclosed 

fiberglass lifeboats to meet evolving international maritime safety regulations. This 

innovation positioned VIKING as a pioneer in the industry. The 1980s marked a new era of 

international growth, as the company opened subsidiaries in key maritime hubs including the 

United Kingdom, the Netherlands, and the United Arab Emirates, strengthening its presence 

in the global market. 

In the decades that followed, VIKING continued to innovate. The introduction of evacuation 

chutes and slides in the 1990s and early 2000s significantly enhanced the speed and safety of 

mass evacuations, especially for passenger ships such as ferries and cruise liners. To better 

serve its expanding customer base and improve operational reach, the company also scaled its 

manufacturing capabilities by opening production facilities in Thailand, Bulgaria, and 

Norway. 

A major milestone in the companyôs history came in 2018 with the acquisition of Norsafe, a 

leading Norwegian lifeboat manufacturer. This strategic move not only enriched VIKINGôs 

product offerings but also further solidified its standing as a global leader in maritime safety. 

Today, VIKING provides a comprehensive range of safety solutions including liferafts, 

lifeboats, personal protective equipment (PPE), fire safety equipment, evacuation systems, 

lifejackets, immersion suits, and servicing solutions tailored for both commercial and offshore 

vessels. 

With more than 3,300 employees across the globe, VIKING operates eight production 

facilities, over 85 branch offices, eight specialized training academies, and a vast network of 

more than 280 certified service stations in all key maritime regions. The company supports 

customers through global safety agreements such as the VIKING Shipowner Agreement and 

the Offshore Safety Agreement, offering bundled services including equipment servicing, 

replacements, inspections, and crew training. VIKINGôs ability to deliver end-to-end safety 

solutionsðfrom product manufacturing to long-term service coordinationðensures that 

vessels around the world remain compliant, prepared, and protected (Appendix 1). 

Through continuous innovation, global expansion, and an unwavering focus on quality and 

safety, VIKING Life-Saving Equipment remains at the forefront of the maritime safety 

industry, fulfilling its mission to protect and save human lives at sea. 

 

2- Problem Definition  

 
Viking Life-Saving Equipmentôs strategic priorityðits service planning operationsðis under 

significant pressure due to structural inefficiencies and workforce-related challenges that 
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threaten both efficiency and employee retention. As outlined in the companyôs 2028 Business 

Plan, service planning is prioritized above other functions such as manufacturing and sales, 

given its central role in coordinating the maintenance of critical safety equipmentðincluding 

liferafts, lifeboats, personal protective equipment, and firefighting gearðfor over 37,000 

vessels across sectors like commercial shipping, cruise, and fishing. These services, delivered 

through certified stations worldwide, must meet strict compliance timelines, often recurring 

every few years. At the core of this operation are 60 service planners who coordinate between 

customers and technicians (Appendix 2). However, the current system suffers from non-

standardized workload distribution, where planners may be responsible for vastly different 

numbers of vesselsðsometimes as many as 500ðwithout clear criteria tied to their 

competency levels. This imbalance, combined with non-objective performance 

measurements, ineffective recruitment processes lacking maritime focus, insufficient 

onboarding, and a lack of clear career progression, undermines both planner motivation and 

operational consistency. Moreover, the absence of structured support systems and 

performance-based incentives contributes to high turnover and burnout. Interviews with 

planners have confirmed that these issues create a complex problem environment, limiting 

Vikingôs ability to maintain service quality and achieve its long-term strategic goals. 

 

 
3- Possible Solutions 

 

Alternative Solution ï Regional Coefficient System 

As an initial response to the fairness concerns raised by managers, we have proposed a 

Regional Coefficient System. This model aimed to assign weighted values to service jobs 

based on the geographic region, acknowledging the varying complexity and difficulty across 

locations. For instance, a task completed in Europe might receive a base weight of 1.00, while 

the same task completed in Africa or Southeast Asia could be rated at 1.15 to account for more 

challenging working conditions such as customs delays, limited infrastructure, and time zone 

issues. On the other hand, all four productsðliferafts, lifeboats, personal protective 

equipment, and firefighting gearðhave different processes during onboarding and service 

delivery, which adds another layer of complexity to the evaluation system. The objective was 

to build a more realistic performance metric that reflected plannersô actual effort. However, 

after deeper analysis and feedback, this approach was ultimately dismissed. We recognized 

that daily technical disruptions, unpredictable client behavior, inconsistent/different 

documentation requirements, and regional variance made it nearly impossible to develop an 

objective and sustainable weighting system. These uncontrollable variables rendered the 

coefficient method overly complex and limited its feasibility for fair implementation across 

Vikingôs global network. 

 

Final Solution ï Human Resources Policy Package 

 

Following the dismissal of the regional coefficient approach, we have developed a 

comprehensive HR Policy Package as the most viable and impactful solution to Vikingôs 

planner retention and efficiency challenges. This package consists of six integrated 

components: 

 

1. Clear Career Path: One of the most pressing problems we identified was the lack of a 

structured and visible career progression for service planners. Our survey results showed that 

over 70% of current and former planners would be more likely to stay at Viking long-term if 
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a clear development path existed. To address this, we proposed a tiered career ladderðJunior 

Planner, Planner, Senior Planner, and Lead Planner. While the core responsibilities may 

remain similar, these titles would signal professional growth and provide motivation. 

Promotions would be based on performance and competency rather than tenure alone, giving 

planners a tangible sense of progress and purpose within the company (Allen et al., 2010) . 

 

2. Competency-Based Compensation System: To complement the career path structure, we 

developed a competency-based pay system that rewards planners as they increase their 

capabilities. Planners would be classified into five competency levels based on their ability to 

independently manage all four service types. With each level, a 5% salary increase would be 

applied, creating a direct link between skill development and financial reward (HamerliŒski, 

2025). In our survey, 82.5% of respondents agreed that such a system would improve 

motivation and performance, while 66.6% believed it would help distribute workload more 

fairly by empowering more planners to handle complex tasks. 

 

3. Specialized Recruitment Strategy: We also found that many onboarding issues stemmed 

from hiring candidates without maritime backgrounds, which significantly increased the time 

it took for new planners to become competent. To resolve this, we proposed a targeted 

recruitment approach focused on candidates with maritime education or experience. We 

suggested forming partnerships with maritime universities for internship programs and 

creating a ñSecond Seaò initiative for professionals who have maritime experience seeking 

shore-based roles. Additionally, we developed a Marine-Fit Talent Matrix to assess candidate 

alignment with key operational competencies. This approach aims to shorten the adaptation 

curve and improve planner retention from the start. 

 

4. V-SAIL Onboarding Program: To further support new hires, we designed the V-SAIL 

onboarding model, a structured four-phase adaptation processðNavigate, Route, Anchor, and 

Sail. V-SAIL combines corporate training, shadowing experienced planners, station rotations, 

customer simulations, and KPI tracking to ensure each new planner becomes fully equipped 

for the role. A highlight of this program is the ñV-Readyò certification at the end, signaling 

full readiness for independent planning. This structured approach addresses the current 

reliance on informal learning and was shaped based on feedback from planners who expressed 

a need for more formalized and consistent onboarding support. 

 

5. Peer Shout-Outs Recognition Program: Motivation and appreciation emerged as key 

themes in our interviews, especially among junior planners. To foster a more positive work 

culture, we proposed a Peer Shout-Outs program using a Microsoft Teams channel where 

employees can publicly recognize each otherôs efforts. This promotes a culture of appreciation 

and collaboration, while also increasing visibility of contributions across teams (Agero 

Employee Recognition Case Study | SIMPPLR, 2025). Based on our interviews, we found 

that many planners feel their efforts often go unnoticed, especially in high-pressure situations. 

A simple, structured way to give and receive recognition would help improve morale and 

engagement across all levels (Gallup, Inc., 2023). 

 

6. Barrier Log System: Lastly, we introduced the Barrier Log System to systematically capture 

and address everyday workflow disruptionsðsuch as unclear instructions, system glitches, or 

communication lags. Through a short daily form integrated into Microsoft Teams, planners 

can report blockers, which are then reviewed weekly by HR and team leads. Monthly reviews 

help identify recurring issues and enable targeted improvements. Our survey showed that 

around 80% of active planners believed a structured reporting mechanism would enhance 
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productivity and job satisfaction. This low-cost, high-impact initiative empowers planners to 

voice issues and builds a culture of continuous improvement (Schaefer et al., 2024). 

 

Together, these six solutions form a holistic strategy to improve planner recruitment, 

onboarding, performance, motivation, and retentionðultimately enabling Viking to meet its 

2028 strategic goals and maintain global service excellence. 

 
 

        4-  Conclusion 
 

In conclusion, our analysis revealed that Viking Life-Saving Equipmentôs service planning 

operations, while strategically vital, face a range of interconnected challenges that 

significantly hinder efficiency and employee retention. The current lack of standardization in 

workload distribution, insufficient onboarding, unclear career development, and weak 

motivational systems contribute to planner dissatisfaction and high turnover. Although we 

initially considered a Regional Coefficient System to improve fairness in performance 

evaluations, it proved unfeasible due to operational variability and data complexity. 

 

To address these systemic issues holistically, we proposed a comprehensive Human 

Resources Policy Package composed of six integrated solutions: a clear career path, a 

competency-based compensation system, specialized recruitment aligned with maritime 

expertise, a structured V-SAIL onboarding program, a recognition-based Peer Shout-Outs 

platform, and a Barrier Log System for continuous improvement. Together, these initiatives 

not only tackle the root causes of inefficiency and disengagement but also establish a long-

term framework for professional growth, fairness, and operational excellence (Gallup, Inc., 

2023). If implemented effectively, this package will empower Vikingôs planning team to 

operate more consistently, improve employee satisfaction, and support the company in 

achieving its 2028 strategic goals. 
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                                                                  ÖZET 

 

Mutay Enerji, T¿rkiyeôye baĵēmlē mevcut pazar yapēsēnēn getirdiĵi ekonomik dalgalanmalar, 

lojistik zorluklar ve m¿ĸteri ­eĸitliliĵi eksikliĵi nedeniyle s¿rd¿r¿lebilir b¿y¿me problemiyle 

karĸē karĸēyadēr. Bu problem, ĸirketin ¿retim kapasitesinin etkin kullanēmēnē engellemekte ve 

finansal istikrarsēzlēk riski yaratmaktadēr. Bu proje kapsamēnda geliĸtirilen ­ºz¿m, Almanya, 

Ķtalya ve Ķspanya pazarlarēna yºnelik ihracata dayalē bir geniĸleme stratejisidir. Dºrt aĸamalē 

plan; ºrnek ¿r¿n gºnderimi, ticari dºn¿ĸ¿m, gelir hedefi ve yeni pazarlara a­ēlēm adēmlarēnē 

i­ermektedir. Ayrēca dijital pazarlama, stratejik ortaklēklar ve s¿rd¿r¿lebilir ¿retim 

uygulamalarēyla desteklenmektedir. Bu yapē, Mutay Enerjiônin dēĸ pazarlarda rekabet­i bir 

oyuncu olmasēnē ve uzun vadeli b¿y¿mesini saĵlamayē hedeflemektedir. 

 

Anahtar Kelimeler:  Ķhracat Stratejisi, Yalētēm, Avrupa Pazarē, S¿rd¿r¿lebilir B¿y¿me, 

Mutay Enerji. 
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1- Company Background 

Founded in 2009, Mutay Enerji is a Turkish manufacturing company based in the Baĸkent 

Organized Industrial Zone in Ankara. The firm specializes in the production of porcelain 

electrical insulators for low, medium, and high-voltage applications, which are essential for 

safe and efficient electricity transmission and distribution. Initially focused on low-voltage 

insulators such as pin-type and spool insulators, the company has since expanded its portfolio 

to include medium- and high-voltage products, including transformer bushings, post 

insulators, and fuse tubes. These products are compliant with international standards such as 

IEC, CE, and ANSI. 

 

Mutay Enerji's facility spans 6000 m² and integrates advanced manufacturing technologies 

such as automation lathes, precision glazing systems, and optimized kiln firing processes. 

These technologies ensure product consistency, mechanical durability, and environmental 

resilience. The firm maintains strong R&D capabilities through a dedicated research office 

located in Hacettepe Teknokent. Past innovation projects, supported by national agencies like 

KOSGEB, include the development of semiconductor glazes and energy-efficient production 

methods. 

 

With an employee base of approximately 50ï60 staff and a functional organizational structure, 

the company has developed strong internal capabilities in quality control, marketing, and 

logistics (see Appendix 4). Its vision is to become a global brand through technological 

excellence, and sustainability leadership. Through this project, the firm seeks to leverage its 

existing assets and expand into European markets to strengthen its international presence and 

resilience (Mutay Enerji, 2024). 
 

 

2- Problem Definition 

 

Mutay Enerji faces a series of interconnected strategic limitations that threaten its ability to 

sustain long-term growth. Chief among these is the company's overreliance on the Turkish 

domestic market, particularly on a narrow group of buyers such as state-owned enterprises. 

This dependency exposes the firm to demand fluctuations, political changes, and regulatory 

shifts. Moreover, T¿rkiyeôs macroeconomic instability characterized by high inflation, 

currency depreciation, and volatile input costs has a direct impact on Mutay Enerjiôs pricing 

power, production costs, and financial planning (OECD, 2023; see Appendix 4). 

 

Additionally, the firm struggles with idle production capacity during downturns and limited 

resilience to external shocks due to its concentrated market exposure. These operational 

disruptions reduce efficiency and drive up unit costs, making it harder to maintain 

profitability. Logistics and supply chain constraints further complicate any immediate 

international response. 

 

To address these vulnerabilities, Mutay Enerji seeks to diversify its customer base and revenue 

stream by exporting high-voltage insulators to strategically selected European markets: 

Germany, Italy, and Spain. However, key barriers to entry include high transportation costs, 

strict EU compliance requirements, and low international brand awareness (see Appendix 3). 

The insulator industry is already highly competitive, dominated by well-established global 

players who possess strong technological capabilities and regional partnerships (GlobalData, 

2023). To succeed, Mutay Enerji must overcome infrastructure constraints, mitigate exchange 

rate and trade risks, and develop a scalable and sustainable export model. 
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3- Possible  Solutions 

 

Mutay Enerjiôs strategic goal of diversifying its revenue stream and mitigating risks arising 

from T¿rkiyeôs volatile economic environment leaves exporting as the only viable growth 

option (Türk Eximbank, 2024). Alternatives such as licensing or franchising are unfit for a 

company whose competitive edge lies in manufacturing quality and process control. Similarly, 

foreign direct investment would require high capital and regulatory burdens. Therefore, a 

direct export strategy focused on Europe emerges as the most practical and efficient path 

forward. 

 

This optimal solution is based on a structured, data-driven, and operationally feasible four-

stage plan: 

 

Market Engagement 

 

Engage technical discussions with leads from the CWIEME Berlin 2025 fair and distribute 

samples to at least three companies each in Germany, Italy, and Spain. This step is designed 

to validate product quality, gain feedback, and initiate early-stage business relationships. 

Participation in fairs will serve as the first touchpoint for brand visibility in regulated 

European markets. Mutay Enerji will enhance its digital presence through localized LinkedIn 

content and targeted Google Ads campaigns, ensuring lead follow-up is streamlined via CRM 

systems. 

 

Commercial Conversion 

 

Convert these engagements into concrete commercial relationships. The company aims to 

secure at least two purchase orders and one formal distribution agreement by Q3 2025. A 

rigorous distributor evaluation process will be implemented, prioritizing partners with strong 

market reach and technical compatibility. Sample testing results and customer feedback will 

be collected to refine offers, ensuring compliance and performance standards are met. 

Contract negotiations will include provisions for long-term collaboration and scalability. 

 

Revenue Target 

 

By establishing recurring order patterns and leveraging early client relationships, Mutay 

Enerji targets EUR 250,000 in export revenue by June 2026 (see Appendix 5). This milestone 

demonstrates operational capacity, financial feasibility, and the product-market fit required 

for long-term European expansion. Pricing strategies will focus on balancing margin retention 

with regional competitiveness. Country-specific order forecasts, seasonality considerations, 

and territory-specific ROI analyses will guide resource allocation and supply planning. 

 

Further Expansion 

 

The final phase includes scaling operations into two additional EU countries most likely 

France and the Netherlands by Q3 2026. This expansion will replicate the best practices 

derived from the initial markets. Early lead generation, digital campaigns, fair participation, 

and entry dossiers will support this step. A comparative performance analysis among 

Germany, Italy, and Spain will determine the most effective go-to-market model, which will 

be adapted and refined for new territories. 
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To support this roadmap, Mutay Enerji will dedicate a multidisciplinary export operations 

team responsible for sales, marketing, logistics, technical support, and CRM coordination. An 

investment of ú65,000ïú100,000 will be allocated to trade fair participation, product 

sampling, promotional content, and training (see Appendix 1). 

 

Moreover, Mutay Enerji is aligning its operational model with the United Nations Sustainable 

Development Goals (SDGs). Planned initiatives include reducing kiln emissions via 

biomethane adoption, improving energy efficiency in production, and implementing supplier 

codes of conduct. Social sustainability goals focus on enhancing employee wellbeing, fair 

labor practices, and safe working environments. These environmental, social, and governance 

(ESG) commitments enhance the firmôs value proposition, especially for European partners 

that prioritize responsible sourcing and sustainable manufacturing (International Energy 

Agency, 2022). 

 

In summary, this export-driven strategy provides Mutay Enerji with a clear, achievable, and 

scalable framework for international expansion, ensuring resilience, financial growth, and 

brand credibility across Europe. 

 

4- Conclusion 

 

Mutay Enerji is well-positioned to transition from a domestic leader to a competitive 

international exporter in the high-voltage insulator market. By implementing a well-

researched, phase-based export strategy focused on European compliance, partnership 

development, and digital visibility, the company can mitigate domestic risks and capitalize on 

EU market demand. Continued investment in sustainability and innovation will further 

enhance its brand value and resilience. 

 

The outlined export roadmap not only addresses current operational limitations but also 

provides a clear vision for sustainable international growth. With targeted entry into Germany, 

Italy, and Spain, and plans for broader EU expansion, Mutay Enerji can diversify its revenue 

base, reduce dependency on local market conditions, and improve long-term financial stability 

(European Commission, 2023). The integration of ESG values into its operations strengthens 

its competitive positioning and increases its attractiveness to European partners that prioritize 

ethical sourcing and green manufacturing. 

 

Moreover, the structured four-stage approach Market Engagement, Commercial Conversion, 

Revenue Generation, and Expansion ensures measurable progress through defined milestones, 

enabling Mutay Enerji to adapt quickly and scale efficiently. When combined with a dedicated 

export team (see Appendix 2), digital infrastructure, and strong logistical planning, the 

company is equipped to become a resilient and recognizable player in the European energy 

components industry. 
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Appendices 

 

Appendix1 ï Capital Expenditure Table ( 2025 ï 2026 ) 

 

Cost 

Category 

Qua

ntit

y 

Unit Cost 

Range 

(EUR) 

Total 

Range 

(EUR) 

Description 

Booth Rental 

(9 m² x 6 

fairs) 

6 3,500 ï 

6,000 

21,000 ï 

36,000 

Includes 

registration, 

utilities, 

space at 

CWIEME, 

Coiltech, 

MATELEC 

etc. 

Stand 

Construction 

& Design 

6 2,000 ï 

3,000 

12,000 ï 

18,000 

Custom 

setup, 

modular 

walls, visuals, 

product 

display units 

Flights (2 

people x 6 

fairs) 

12 430 5,160 IstanbulïEU 

return flights 

(ú430 avg. 

per person) 

Accommodat

ion (4 nights 

x 6 fairs) 

24 

nigh

ts 

200 ï 250 / 

night 

4,800 ï 

6,000 

Mid-range 

hotels in 

Berlin, 



67 
 

Madrid, 

Milan 

Local 

Transportatio

n & Meals 

6 

trips 

300 1,800 Taxi, 

metro, 

basic daily 

expenses 

Promotional 

Materials 

- 500 ï 1,000 

/ fair 

3,000 ï 

6,000 

Brochures, 

flyers, 

business 

cards, 

branded 

folders 

Sample 

Manufacturing & 

Shipping 

- 1,000 ï 2,000 / 

fair 

6,000 ï 12,000 Production of 

insulator demo 

kits, freight to 

fair locations 

Digital Advertising 

& SEO 

- 800 ï 1,200 / fair 4,800 ï 7,200 Targeted B2B 

campaigns on 

LinkedIn, Google 

Ads 

Contingency 

Reserve (10%) 

- - 5,800 ï 9,300 Buffer for price 

increases or 

unforeseen costs 
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TOTAL 

ESTIMATED 

BUDGET 

- - ú64,560 ï 

ú100,660 

Covers 6 fair 

cycles across 3 

countries 

 

Appendix2 -  HR Requirements & Team Roles 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Position Headcount Type Primary Responsibilities 

Export Sales Manager 1 Full-time Leads European outreach, manages 

customer relationships, negotiates 

pricing 

Technical Sales Engineer 1 Full-time Provides product demonstrations, 

addresses technical inquiries, supports 

post-sales 

Marketing & Content 

Lead 

1 Part-time / 

Remote 

Designs brochures, manages digital 

campaigns, ensures brand consistency 

Logistics & Project 

Officer 

1 Full-time Coordinates fair bookings, shipments, 

accommodations, internal reporting 

CRM & Customer 

Support Staff 

1 Full-time 

Remote 

Maintains lead database, schedules 

follow-ups, supports documentation 

and compliance 

Local Freelance 

Translator (as needed) 

Per fair Contract-

based 

Ensures in-booth communication in 

native language (German, Spanish, 

Italian) 
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Appendix3 - Transportation Cost Comparison (Sea vs Truck) 

Truck Transport  

(Based on a 40-foot container) 

Container Shipping-Sea Freight 

(Based on a 40-foot container) 

 
To Germany: 

Truck transport cost: ú8,000 

Domestic customs clearance: ú200ïú250 

Foreign customs clearance (Germany): ú90 

To Germany (via Hamburg Port):  

Delivery from Ankara warehouse to port: ú200 

Sea freight to Hamburg: ú1,200 

Port handling (loading + arrival): ú400 

Inland transport from Hamburg port to factory: 

ú300 

Turkish customs clearance: ú200 

Total estimated cost: ú2,300 

 
To Portugal:  

Truck transport cost increases by 5% Ÿ ú8,400 

Domestic customs clearance: ú200ïú250 

 Foreign customs clearance: ú90 

To Portugal: 

Total sea freight cost is approximately 5% higher 

Ÿ ú2,415 

Breakdown follows the same structure with 

increased freight and handling costs. 

 
To Italy:  

Truck transport cost: ú8,000 

Transport: ú8,000 

Domestic customs clearance: ú200ïú250 

Foreign customs clearance: ú90 

 

To Italy:  

Sea freight costs are the same as Germany 

Total: ú2,300 

 

 

Appendix4 - SWOT Analysis 

Strengths 

¶ Compliance with EN and ANSI 

standards supports international market 

access. 

¶ Cost advantage via affordable raw 

material imports. 

Weaknesses 

¶ New entrant with limited market 

share vs. established competitors. 

¶ Faces pricing pressure from low-cost 

exporters (India, Pakistan, China). 
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¶ Government protectionist policies 

limit foreign competition. 

¶ Low logistics costs enhance pricing 

competitiveness. 

¶ Export experience through 

partnership with Cerisol. 

Oppurtunities  

¶ Post-conflict reconstruction in 

Europe drives insulator demand. 

¶ Strengthening EU-Türkiye trade and 

growing EU energy imports. 

¶ Strong domestic base enables global 

expansion. 

Threats 

¶ Intense international competition 

from low-cost producers. 

¶ TRY/USD volatility may raise 

production costs. 

Appendix5 - Timeline & Milestones Chart 

 

Goal Objective Start Date Completion 

Date 

Duration 

Goal 1: 

Establish 

Initial 

Market 

Engagement 

Initiate technical 

engagement with qualified 

leads and distribute product 

samples to 3 companies in 

Germany, Italy, and Spain. 

June 2025 

(Post -

CWIEME 

Berlin 2025) 

July 2025 1 Month 

Goal 2: 

Achieve 

First 

Commercial 

Conversion 

Convert technical 

discussions into 2 purchase 

orders and 1 distribution 

agreement. 

July 2025 September 2025 3 Months 

Goal 3: 

Strengthen 

Brand 

Awareness 

and Market 

Credibility 

Increase website traffic by 

15% and gain 1,000 

LinkedIn followers in B2B 

segments. 

July 2025 December 2025 6 Months 
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Goal 4: 

Reach 

Export 

Revenue 

Milestone 

Generate EUR 250,000 in 

export revenue across 

Germany, Italy, and Spain. 

July 2025 June 2026 12 Months 

Goal 5: 

Expand to 

Two 

Additional 

EU 

Countries 

Launch business 

development in two new 

European countries (e.g., 

France, Netherlands). 

March 2026 September 2026 6 Months 
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                                                     ÖZET 

N¦VE, 1968 yēlēnda Ankara'da kurulmuĸ, laboratuvar ve sterilizasyon cihazlarē alanēnda 

faaliyet gºsteren yerli bir firmadēr. Yurti­ine 24 bayi ile hizmet veren N¦VE pazar lideridir. 

Ayrēca ¿r¿nlerini 100'den fazla ¿lkeye ihra­ ederek global pazarda ºnemli bir konuma 

ulaĸmēĸtēr. T¿rkiyeôden yurtdēĸēna en ­ok ¿r¿n ihra­ eden firmalardan biridir. N¦VE yakēn 

zamanda girdiĵi Amerika Birleĸik Devletleri pazarēnda pazar payēnē artērmayē 

hedeflemektedir. Ancak, ABD pazarēnda g¿­l¿ rakiplerin varlēĵē, sēnērlē bayi aĵē ve dijital 

kanallardaki eksiklikler nedeniyle beklenen büyümeyi yakalayamamēĸtēr. Bu ama­la e-ticaret 

kanallarēnē kullanmak isteyen N¦VE'ye, bu platformlarēn mevcut bayi aĵē ile uyumlu bir 

hibrit daĵētēm modeli ile birlikte kullanēlmasē ºnerilmiĸtir. Stratejide hem kanal ­atēĸmasē hem 

bayi ­atēĸmasē ºnlenmektedir. Platformlardan gelir elde edilmesi, bayilerin bundan 

etkilenmeyecek ĸekilde ­alēĸma koĸullarēnēn d¿zenlenmesi, marka bilinirliĵinin 

g¿­lendirilmesi ve daĵētēmēn efektif yollarē araĸtērēlmēĸtēr. ¦­ fazda toplam 24 ay boyunca 

ger­ekleĸecek s¿re­ten sonra N¦VEônin ABD pazarēnda g¿­l¿ bir konumda olmasē 

ama­lanmaktadēr. 

 

Anahtar Kelimeler:  E-Ticaret, Yurtdēĸē Pazarē, Karma Daĵētēm Modeli, Daĵētēm Kanalē 

Çatēĸmasē. 
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1- Company Background 

Nüve, established in 1968 and headquartered in Akyurt, Ankara, Turkey, has distinguished 

itself as a market leader in sterilizing and laboratory equipment manufacturer in Turkey 

employing 190 dedicated professionals. The company's extensive range of products is pivotal 

in various industrial processes, including testing, analysis, product storage, and sterilization 

studies. It is also a significant player in the global market, preferred by a wide array of sectors 

in over 106 countries. These sectors span from the food, beverage, and dairy industries to 

hospitals, clinical research centers, dentistry clinics, biotechnology laboratories, agricultural 

research centers, veterinary medicine, and the chemical, automotive, defense, and 

pharmaceutical industries (NÜVE, 2025).  

 

Nüve's organizational structure is process-based which emphasizes the continuous 

improvement and cross-functional collaboration of departments to aim customer satisfaction 

through customer and dealer feedback. The operational process of the company starts with 

sales followed by production. Before the production of the products, there are steps followed 

which are market research and design. The production process is highly influenced by 

customer and dealer feedback and the management aims for continuous improvement to fulfill 

both customer and dealer satisfaction. The production process is also supported by support 

processes which include H&R, financial management, infrastructure and document control. 

The overall process of NÜVE focuses on feedback from the end users, quality and 

responsiveness. 

  

Nüve prioritizes customer satisfaction in its operations and operates with this principle at the 

core of its business model, ensuring quality, fast delivery, and reliable after-sales service. 

Recognizing the urgency of laboratory workflows, Nüve optimizes its supply chain for fast 

and efficient delivery, minimizing downtime for its clients. Additionally, its extensive dealer 

network offers localized technical support, maintenance, and training, ensuring long-term 

equipment availability and customer trust. 

  

Nüve's mission is to become the sole supplier and solution partner for laboratory and 

sterilization technology users and provide them with the highest quality service, they invest 

in manufacturing, R&D technologies, and human resources. Their primary aim is to 

manufacture products that are not being manufactured in Turkey without compromising their 

value and to share their expertise with their stakeholders and future generations. The vision is 

the aim to be among the top five brands worldwide in the laboratory and sterilization sector 

and to become one of the pioneering and exemplary companies in Turkey. 

 

2- Problem Definition  

 

To adapt to the changing environment in the industry, NÜVE is looking to expand its 

distribution channels by leveraging online e-commerce platforms. While developing a channel 

expansion strategy, they must also protect existing channels. Currently, N¦VEôs major 

distribution channel is its dealers. These dealers play a critical role in the sales and after-sales 

support of NÜVE's products. The laboratory products require installation and technical 

support, so dealers are crucial even when the sales are online. Therefore, the distributor 

network should be involved in the strategy of utilizing online distribution channels. 

  

Even though dealers are the main international distribution and sales channel, they are not 

sufficient to reach all potential customers. N¦VEôs devices can be found in every laboratory, 
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so their customer range spans from medical centers to pharmaceutical industries. As they have 

a wide range of customers, dealers are struggling to form extensive customer portfolios. 

  

NÜVE seeks to create a strategy for integrating online sales channels into its business model 

to facilitate dealers' operations and increase the company's visibility and export revenue. 

Currently, NÜVE is in the process of starting to use online e-commerce channels, but some 

issues arise because the devices need to be sold in connection with a dealer at all times to 

maintain the devices and to protect the dealer's profit. For instance, refund policies, logistics, 

and pricing strategies are some of the areas that should be dealt with. There are different 

regulations for online e-commerce channels and country authorities when integrating digital 

distribution channels into their business model. 

  

We discussed the problems and issues that may arise during our meeting with the company 

representative. We created a strategy for integrating online channels with the company, taking 

into account the problems that may arise. Our main goal was using online channels to reach 

more customers, and reduce the dependence on dealers without disrupting them. 

  

After careful consideration and evaluation of the industry analysis and company overview, 

we focused on the U.S. market to create our digital sales channel strategy. Despite the U.S. 

having the major market share of the lab equipment industry NÜVE has no significant 

presence in the U.S. As we analyzed, the customers are more positive towards online channels 

and major players located in the U.S. are already established in online distribution channels 

which can be used as a benchmark when creating the strategy. Although the U.S. market is 

not easy to enter, NÜVE can differentiate itself with its resources and capabilities. 

 

 

3- Possible Solutions  

 

The omnichannel distribution model is designed to ensure seamless coordination between 

N¦VEôs online platforms and its dealer network. When an order is placed through online 

platforms, both NÜVE and the related dealer will be notified, and the order will be assigned 

to the nearest regional dealer. This approach will be mutually beneficial for the dealer and 

NÜVE. According to a survey done by BCG, channel conflict is the top concern for 38% of 

the e-commerce channel managers, and 44% believe the tension will increase in the future 

(BCG, 2021). However, it is possible to address and minimize the channel conflict by 

identifying the right strategic approach (BCG, 2021). Aligning channels to customer segments 

and dealers, identifying responsibilities of business partners clearly and developing incentives 

for the dealers can facilitate integration of the digital transformation strategy. Ultimately, this 

model protects one of the core strengths of NÜVE; its dealer network. The digital 

transformation is also designed to increase visibility, expand market reach and improve brand 

recognition by using strategic platforms. Furthermore, the integration of the platforms to the 

business model transforms customer journey enabling online and physical engagement. 

  

Solution to N¦VEôs case will include selected strategic online channels that cover different 

weaknesses, each will take place in a different phase of the strategy as the plan starts being 

implemented. To mitigate risk, optimize the use of resources, take advantage of the learning 

curve effect, and strategic flexibility, the strategy will be divided into 3 phases: the foundation 

building, expansion, and optimization. 

  

In the foundation building stage, we will test the market and focus on the main issues of the 

entry: dealer relations and logistics. After testing the market and understanding the dynamics, 
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the second phase will start. In the expansion phase, the focus is more on the marketing 

activities and geographical diversification. The last phase is the optimization phase, when 

NÜVE can leverage the acquired knowledge in the previous phases to optimize operations, 

deepen market relationships, and solidify competitive positioning. 

  

3.1 Phase: Foundation Building (0ï6 Months) 

  

At this point, the strategies and technologies necessary for NÜVE to launch in the United 

States will be defined. What customers need, what the market conditions are and if there is an 

initial response for selling products in various locations will be questioned. To attract many 

customers from the start, listings will begin in Amazon Business and Alibaba and when there 

is an interest in attracting B2B clients, a profile will be set up on LabX. Then customer 

response while integrating dealers via ZIP-code routing, as well as logistics operations to 

ensure operational readiness will be tested. 

  

3.1.1. Regulatory Compliance & Product Preparation: 

  

The company will complete all FDA and CE certification processes to ensure full compliance 

with U.S. market requirements for laboratory equipment. Product packaging, manuals, and 

warranty information will be adapted to meet U.S. standards, including conversion to imperial 

units and creation of QR-code-linked digital documentation. Compliance with customs 

regulations and import procedures will be finalized to prevent logistical delays, while product 

selections will be optimized for e-commerce fulfillment considerations.  

 

3.1.2. Digital Market Entry & Brand Activation  

  

NÜVE will establish its digital presence by creating seller profiles on e-commerce platforms; 

Amazon Business and Alibaba in the initial stages and then LabX for B2B clients. Product 

listings will be chosen considering the customer segment in the U.S. market, their needs and 

priorities. Simultaneously, the company will launch targeted digital marketing campaigns 

through LinkedIn and Google Ads, focusing on research institutions and healthcare facilities. 

These efforts will maximize visibility and help NÜVE gain immediate traction in the 

competitive digital marketplace during its adaptation of a hybrid distribution model. 

  

3.1.3. Supply Chain 

  

NÜVE will identify and contract with dealers in five areas (Chicago, Dallas, Atlanta, Los 

Angeles, and Boston) chosen based on proximity to major research institutions and logistics 

infrastructure. The optimal dealer network have been constructed based on  heuristic analysis. 

(See Appendix 4). The company will implement a ZIP-code mapping system that 

automatically assigns online orders to the nearest authorized dealer, with clearly defined 

territory rules to prevent conflicts. The dealer assignment process will happen through formal 

agreements that ensure minimum performance standards, service level expectations, and 

exclusive operating zones for each dealer. 

  

3.1.4. Dealer Network: 

  

A comprehensive dealer portal will be developed to provide partners with real-time access to 

inventory, order history, product information, and performance analytics. NÜVE will conduct 

training sessions to dealers, explaining the omnichannel sales process. The company will 

simultaneously introduce its tiered incentive program, with clear benchmarks for Silver, Gold, 
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and Platinum status based on sales volume and customer satisfaction metrics. The program 

will include commission structures, marketing funds, and service fee opportunities which will 

motivate dealers while preventing possible dealer-conflicts  (See Appendix 3).  

 

3.2 Phase 2 Expansion (6ï12 Months) 

  

During this phase, our actions are chosen to spread our business online and offline. Increased 

efforts in marketing help the dealer and make the brand more visible. ThomasNet and Thomas 

Scientific are examined to help the company grow its credibility and utilize the benefits of 

sharing a network for distribution. They assess the system and determine suitable rewards for 

dealers to encourage them. 

  

3.2.1 Dealer Network Growth: 

  

The dealer network will expand to ten locations by adding strategic markets like Seattle, 

Miami, and Philadelphia, chosen considering their market potential. 

 

3.2.2 Market Establishment and Brand Recognition: 

  

NÜVE will accelerate its U.S. market penetration through digital expansion and educational 

engagement. The company will establish premium profiles on ThomasNet and will partner 

with Thomas Scientific to enhance B2B visibility and forge institutional partnerships, which 

will help them while they get to know the market. Content marketing efforts will speed up, 

focusing on the education about the market. Localized blog content addressing regional lab 

challenges or case studies about dealer-contributed success stories will be published in order 

to build connections and regional credibility. Additionally, monthly technical webinars with 

live product demos and customer case studies will be launched. 

  

3.2.3 Performance Monitoring:  

  

Key performance indicators showing the dealer adjustment in e-commerce, sales and service 

times will be analyzed. ZIP-code territories will be adjusted based on sales density analysis 

and dealer capacity assessments. 

 

 

  

3.3 Phase 3 Optimization (12ï24 Months) 

  

Leveraging the learning curve effect from previous phases, this phase focuses on refining 

operations, enhancing dealer efficiency, and preparing for independent channel development. 

As brand recognition improves and CRM data accumulates, NÜVE begins scoping its own e-

commerce platform. Optimization also includes advanced analytics and trust-building through 

verified customer success. 

  

3.3.1. Data-Driven Refinements: 

  

CRM data will be analyzed to identify customer segments and optimize dealer coverage across 

regions. The product portfolio will be adjusted based on U.S. market demand, with focus on 

expanding margin. Inventory management will be regionalized based on demand patterns and 

with strategic stock positioning in order to reduce delivery times and logistics costs. 
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3.3.2. Dealer Incentive Enhancements: 

  

The tiered incentive program will be upgraded to include enhanced commission structures and 

additional benefits for top-performing dealers. 

  

3.3.3 Independent E-Commerce Preparation: 

  

NÜVE will begin working on initiating its own e-commerce platform, considering options for 

technical infrastructure requirements and system integration. The U.S. microsite, opened as a 

draft, will be expanded in order to maximize profits. 

 

3.3.4. Brand Authority Consolidation: 

  

The company will utilize the previously collected customer testimonials across digital 

channels, specifically in case studies showing the successful implementations in the U.S 

market. Work will begin on achieving new environmental certifications which will align with 

sustainability goals and expectations. To further establish market growth, NÜVE will produce 

and distribute an annual U.S. Laboratory Equipment Market Report that provides data-based 

insights that reinforce the company's strong position and the place in regional market 

dynamics.  

  

3.4 Resources and Requirements 

 

3.4.1 Budget Plan 

 

This strategy will require breaking down how much each activity, improvement or 

development will cost. We have conducted a brief analysis for the approximation of the budget 

plan. The strategic plan covers a 24-month time-frame, and we have estimated the costs based 

on our market research and planning. The key costs are included in our estimation of the 

budget for each phase (See Appendix 6 for detailed breakdown). The strategy is expected to 

cost $336,900 over the 24-month timeline. The cost is distributed across three phases almost 

equally with 34% for Foundation Building, 35% for Market Expansion, and 31% for 

Optimization (See Appendix 5 for distribution). 

 

3.4.2. Human Resources  

 

The U.S. digital entry transformation will be managed by the International Sales Department. 

The team structure will be cross-functional including several departments like marketing, 

public relations and technical core that aims to support the transformation process. At the 

early stages (in the first two years) there will be no separate U.S. sales team established. 

During the digital transformation of the sales, a new position called E-commerce Specialist is 

planned. The marketing activities will be managed from Turkey with the existing team 

members. However, in the upcoming years, forming local marketing teams of potential dealers 

in the U.S. market will be considered. After sales services will be managed by the local dealers 

ï that are trained by NÜVE ï in the U.S. market. 

 

3.4.3 Technology 

 

The digital transformation of NÜVE requires advanced technological improvements and 

developments. Integrating real time data collection and sharing is crucial through systems like 

ERP, MRP or a customized system that the dealers can share the sales record through e-
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commerce platforms. SEO optimization tools are also significant for pricing analytics and 

measuring customer behaviour in a highly competitive environment. For customer behaviour, 

integrating a CRM system is important to manage dealer relationships, customer segments 

and after-sales services. 

 

3.4.4 Infrastructure  

 

To implement this strategy both a digital and a physical infrastructure will be required. The 

physical infrastructure will be the optimal dealer network in chosen strategic locations. (See 

Appendix 4) These locations will form a physical infrastructure with the benefits of 

accessibility and transportation. The digital infrastructure is the dealer portal and ZIP code 

system for sales management. The dealer portal will be connecting dealers and NÜVE 

enabling both to monitor sales operations. The system will have inventory tracking, lead 

assignment with ZIP codes and performance analytics to optimize dealer operations (See 

Appendix 7 and 8). 

 

 

4- Conclusion 
 
For the solution to N¦VEôs challenges, identified as; a lack of market presence, 

overdependence on a limited dealer network, delayed adoption of digital sales channels, and 

intense competition from established players, we have developed a comprehensive plan aimed 

at building NÜVE a strong and sustainable foundation before it enters the U.S. market. 

  

The proposed hybrid market entry strategy combines selected e-commerce platforms with 

N¦VEôs existing dealer model through an omnichannel distribution system. This model not 

only addresses channel conflict through a company-wide online integration platform but also 

addresses dealer conflict, using solutions such as ZIP-code-based lead assignment, dealer 

incentives, and local partnerships to ensure maximum harmony and efficiency. The 

implementation plan includes three phases which are structured around SMART goals, 

organizing resources and duties, looking at performance indicators and handling risks. Thus, 

NÜVE will succeed in achieving long-term growth in a tough market, at the same time 

increasing trust and awareness of its brand among U.S. customers via SEO, online marketing 

and a microsite. 
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ÖZET 

 

Bu proje, Okuman Medikalôin T¿rkiyeôdeki ºzel saĵlēk sektºr¿ne daha etkili bir ĸekilde 

girebilmesi için önerilen pazarlama çözümünü kapsamaktadēr. ķirketin kamu odaklē satēĸ 

yapēsē, ºzel sektºrdeki marka gºr¿n¿rl¿ĵ¿n¿ ve satēĸ kanallarēnēn ­eĸitliliĵini kēsētlamaktadēr. 

Bu baĵlamda, proje ekibi olarak farklē stratejik alternatifleri deĵerlendirdik ve en uygun 

­ºz¿m olarak deĵer, yenilik ve farklēlaĸma odaklē bir strateji geliĸtirdik. ¢ºz¿m¿m¿z, 

Okumanôēn yapay zeka entegreli yenidoĵan sistemlerini, ºzel hastanelere yºnelik ileri 

teknoloji ve klinik sonu­ odaklē bir ­ºz¿m olarak konumlandērmayē i­eriyor. Ayrēca, 

Okumanôēn dijital gºr¿n¿rl¿ĵ¿n¿ artērmak i­in SEO, vaka ­alēĸmalarē, canlē demo ve maliyet-

fayda analiz ara­larē gibi pazarlama ara­larēnē kullanmasē ºnerilmektedir. Bu ­ok boyutlu 

strateji sayesinde Okuman Medikalôin ºzel saĵlēk sektºr¿ndeki pazar payēnē artērmasē, 

kamuya olan baĵēmlēlēĵēnē azaltmasē ve s¿rd¿r¿lebilir bir b¿y¿me saĵlamasē bekleniyor. 

 

Anahtar Kelimeler : Okuman Medikal, Pazarlama Stratejisi, ¥zel Saĵlēk Sektºr¿, Yapay 

Zeka Entegreli Medikal Cihazlar, Deĵer Odaklē Pazarlama, Farklēlaĸma Stratejisi, Satēĸ 

Kanalē Geniĸletme, Dijital Pazarlama, Klinik Etki, Karar Vericiye Yºnelik Iletiĸim, Medikal 

Cihaz Reg¿lasyonlarē (CE, MDR), T¿rkiye Medikal Cihaz Pazarē.  
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1- Company Background 
 

Okuman Medikal Sistemler A.ķ. started operations as a sleep and respiratory disorder 

specialist in 2010 from Ankara in Türkiye. The company used its trained knowledge-based 

employees in sales, marketing, clinical support, technical service, and personnel to establish 

itself as one of the fastest-growing domestic home care providers while opening numerous 

sleep centers across the nation. The company established its new factory within Sincan 

Organized Industrial Zone to develop local manufacturing of hospital equipment which 

included Anesthesia Devices alongside Infant Incubators and Phototherapy Devices. Okuman 

plans to stand as a leading medical device company in all domestic and international markets. 

The complete organizational structure at Okuman consists of four departments which include 

Research and Development, Production, Sales and Marketing, Clinical Support with 

Technical Service. Private ownership controls Okuman Medikal Sistemler A.ķ. because the 

company does not list its shares on any stock exchange. 

 

Okuman offers a comprehensive range of medical products and services, including 

neonatal intensive care products, intensive care products, operating room products, sleep and 

respiratory products, and various accessories. Quality standards are prioritized at the company 

because they possess multiple certification credentials including ISO 9001, ISO 13485, CE 

and Domestic Manufacturing certificates. Okuman achieves a competitive advantage because 

it excels at innovation combined with market adaptations for healthcare industry 

requirements. The company has established itself as market leader in Turkish medical devices 

by creating and manufacturing necessary medical devices locally thus reducing import 

dependence. The financial information about Okuman Medikal Sistemler A.ķ. stays 

unavailable because the company operates as a private organization. However, its prolonged 

growth, broad product spectrum, and productive international brand partnerships indicate a 

positively developing financial future. 
 

2- Problem Definition  
 

Okuman Medikal is focused on expanding its operations into the private healthcare 

sector, which presents both opportunities and challenges. The primary challenge revolves 

around diversifying sales channels and increasing market penetration within the private 

healthcare domain. The firm intends to reach this goal by interacting directly with private 

hospitals, and with the retail market, stepping up digital marketing, and improving relations 

with distributors. Okuman already has solid post-sale support services and a good range of 

products but is faced with an industry controlled by multinational corporations. To effectively 

create a long-term growth strategy, the company must define its market entry approach, 

improve its competitive position, use available technological resources and multi-channel 

sales opportunities, and in so doing, strengthen and widen the company's base. Adapting to 

regulatory demands and changing consumer needs will be very important for success in the 

medical device field in Turkey. 

 

3- Possible Solutions 

 

The current strategy of Okuman Medikal has resulted in limited recognition in the 

private sector which led to an inability to effectively compete with foreign brands as well as 

failing to take advantage of the growing private healthcare sector. In order to address these 

issues, several alternative solutions were created and proposed as well as offering their 

specific benefits and drawbacks. 
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Specialized Direct Sales Division: 

 

The first option is forming a specialized direct sales division that would exclusively 

target private hospitals and clinics. This approach would help the company provide tailored 

services, build stronger relationships, and offer customized solutions. However, this strategy 

would also require significant capital for hiring and training, and might create internal 

conflicts due to overlapping roles and responsibilities. This strategy also has the potential of 

helping Okuman Medikal become closer to the customers but it is a costly alternative and 

needs a good, through  planning. 

 

Strategic Partnerships: 

 

The second offered alternative is developing strategic partnerships with regional 

distributors. This approach would enable rapid market penetration without the high cost of 

establishing a new sales team. Still, relying on third-party distributors may reduce control over 

brand messaging and customer experience, which could weaken brand identity in the long 

run. 

 

Focus on Digital Marketing: 

 

The third solution involves creating a digital marketing and online lead generation 

strategy. During the research process, it became evident that the company lacks online 

visibility. In order to strengthen its digital presence, and take advantage from the power of 

social media, Okuman Medikal start using LinkedIn and Google Ads to reach hospital 

decision-makers and upgrading the companyôs website with SEO and interactive content. 

While this approach supports modern purchasing behavior and passive lead generation, it 

might lack the personal touch needed for high-value B2B sales, and requires continuous 

investment in digital tools as well as social media specialists. 

 

Implementing Trial Programs:  

 

The fourth strategy is to initiate pilot trial programs in selected private hospitals. By 

placing Okumanôs AI-based neonatal and anesthesia devices in hospitals for free on a short-

term basis, the company can gain clinical feedback and build credibility. This method would 

also help the company to build a trusting two-way relationship with its potential customers. 

However, this is a costly method which depends heavily on the possibility of converting trials 

into actual sales. 

 

 

Key Opinion Leaders: 

 

The fifth alternative focuses on engaging with Key Opinion Leaders (KOLs) and 

professional associations. Building trust through collaborations with respected doctors and 

specialists can improve brand reputation and help Okuman be seen as a thought leader. 

However, this method would be able to show real results in the long term as it will take time. 

Additionally, while implementing this method the company must follow strict ethical 

standards, often requiring financial incentives or research partnerships.   
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These strategies can be applied in different phases. For instance, for faster, short-term 

results Okuman Medikal can choose to implement efforts in digital outreach and distributor 

partnerships, mid-term actions involve KOL engagement and pilot testing, and long-term 

goals while centralizing and establishing a dedicated sales division. 

 

Best Solution 

 

The best solution includes and combines several of these alternative approaches. 

Okumanôs transformation in the private healthcare market should be built around a strategy 

that emphasizes value, innovation, and differentiation. The AI-integrated neonatal systems are 

positioned not only as advanced technology but also as affordable solutions that improve 

patient outcomes. This technological strength must be matched with targeted messaging for 

different stakeholders, such aspediatricians, administrators, nurses, and procurement teams, 

based on their unique motivations. 

 

In order to improve visibility, Okuman must invest in SEO so that hospital 

professionals find its offerings during procurement research. Publishing articles in respected 

medical journals and maintaining a consistent digital presence will further support thought 

leadership. Tools like case studies, live demos, trials, and ROI calculators should be used to 

reinforce credibility and address stakeholders' concerns directly. 

 

This integrated approach allows Okuman Medikal to grow sustainably in Turkeyôs 

private hospital sector by aligning its strengths with stakeholder needs and combining 

innovation with a strategic communication plan. It is essential that Okuman comes up with 

communication strategies customized for every type of decision maker. Hence, promoting 

accurate diagnostics, effective early results for doctors, increase in profits and better-

streamlined management for hospital administrators and practical use for nurses and 

technicians. The clarity of information on after-sale support and rules should make 

procurement teams at ease. They may be delivered to customers through forms like product 

trials, specially made presentations and interactive shows. Besides, running LinkedIn 

campaigns, updating the websiteôs SEO and taking part in healthcare trade fairs will help 

Okuman expand its visibility in the private sector. 

 

The method used by Okuman Medikal supports its sustainable growth in Turkeyôs 

private hospital sector by focusing on what users want and making innovation part of its 

communication plan. 

 

4- Conclusion 

 

Okuman Medikal is currently facing a key phase in how the company has developed. 

The company realized that depending too much on the State Supply Office for selling goods 

exposed it to the risks of government relying on a single supplier. This report aimed to 

highlight the importance for Okuman to expand into the fast-growing private healthcare sector 

in Turkey. By using through analysis, the project highlights that Okuman can take advantage 

of a new chance to become a leading, adapting and premium business in the industry. The rise 

of artificial intelligence in the healthcare of newborns and anesthesia, together with an 

increase in digital technology usage, helps Okuman meet the requirements of the private 

sector. 

 

The report proposes various approaches and settles on the most appropriate one: 

combining B2B sales, cooperating with regional distributors and planning online marketing 
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campaigns. Using a similar approach means the brand will build recognition for itself among 

key staff in private hospitals and ensure lasting trust with trials, demonstrations and support 

service. It can be said that these suggestions are vital both for being able to compete in a fast 

and growing market.  

 

All in all, Okuman Medikal could reshape how it is perceived in the industry. Thanks 

to its high quality in production, strong research and development and helpful customer 

service, the company is likely to guide Turkeyôs medical technology market in the future. 

Should the proposed measures be executed correctly, Okuman will handle risks from outside 

groups, build reliable partnerships and preserve its edge in the market thanks to innovation, 

sustainability and listening to customers. 

 

 

 
Appendices 

 

Appendix1 - Okuman Medikalôs Fishbone Graph 
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Appendix2 - Okuman Medikalôs SWOT Table 
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                                                  ÖZET 

BE Advise, 2022 yēlēnda kurulan ve erken aĸama giriĸimlere finansal danēĸmanlēk hizmeti 

sunan bir firmadēr. Bu proje, BE Advise'ēn erken aĸama giriĸimler i­in ger­ekleĸtirdiĵi 

deĵerleme s¿re­lerindeki operasyonel verimsizlikleri azaltmayē ama­lamaktadēr. ķirketin 

manuel tekniklere dayalē mevcut yaklaĸēmē zaman alēcē olmakta ve artan m¿ĸteri talebi 

karĸēsēnda s¿rd¿r¿lebilirliĵi zorlaĸtērmaktadēr. Bu kapsamda, proje ekibimiz ¿­ temel finansal 

deĵerleme yºntemi olan gelir ­arpanlarē yºntemi, indirgenmiĸ nakit akēmē yºntemi ve giriĸim 

sermayesi yöntemi üzerine odaklanarak yapay zeka ara­larēnēn bu s¿re­leri nasēl 

destekleyebileceĵini araĸtērmēĸtēr. BE Advise tarafēndan saĵlanan ger­ek finansal veriler 

kullanēlarak ChatGPT tabanlē ara­larla y¿r¿t¿len bu analizler sonucunda, uygun ĸekilde 

yºnlendirildiĵinde yapay zekanēn insan eliyle yapēlan deĵerlemelere yakēn ­ēktēlar 

¿retebildiĵi gºr¿lm¿ĸt¿r. Proje kapsamēnda geliĸtirilen yapēlandērēlmēĸ yºnlendirme 

ĸablonlarē sayesinde, BE Adviseôēn deĵerleme s¿re­lerinde yapay zekadan etkin bir ĸekilde 

yararlanarak verimliliĵi artērmasē ve operasyonel ºl­eklenebilirlik kazanmasē m¿mk¿n 

olacaktēr. 

 

Anahtar Kelimeler:  Yapay Zeka, Deĵerleme, Erken Aĸama Giriĸimler, Finansal Teknoloji, 

Finansal Analiz, Danēĸmanlēk Verimliliĵi, Veri Analizi 
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1- Company Background 

 

Founded in 2022 by Arda Berkay ¢aĵēn and Ege Nasuhoĵlu, BE Advise was established to 

bridge the gap between early-stage startups and investors by offering high-quality, tailored 

financial advisory services (see Appendix 1). The firm was built on the belief that startups 

need more than generic advice; they require strategic, hands-on support to become 

investment-ready, scale sustainably, and engage confidently with potential investors. With its 

early focus on investment readiness, due diligence, valuation, and financial management, BE 

Advise quickly gained recognition in Turkeyôs growing startup ecosystem. 

 

Operating as a privately held company, BE Advise maintains a small yet agile team, currently 

consisting of 2 to 10 professionals (see Appendix 2). This lean structure allows the firm to 

deliver highly personalized and flexible consultancy services that adapt to the specific needs 

of each client. The founding partners Arda Berkay ¢aĵēn and Ege Nasuhoĵlu serve as Lead 

Advisors and are actively involved in client engagements and strategic decision-making. 

Alongside them, Barēĸ ķēhmanoĵlu contributes his expertise as a Lead Advisor, while Burcu 

¢avuĸoĵlu supports clients as an Advisor, bringing a collaborative and responsive team 

dynamic that enhances the firmôs service quality. 

 

Over time, BE Advise expanded its offerings in response to growing client demand. As 

investors began seeking additional support, the firm introduced services such as startup 

scouting, investment proposal development, and deal structuring. This expansion enabled BE 

Advise to serve as a trusted intermediary between startups and investors, aligning incentives 

and facilitating more efficient and transparent investment processes. Furthermore, 

recognizing a gap in financial leadership within early-stage ventures, the firm launched CFO 

as a Service (CFOaaS), enabling startups to access high-level financial expertise without the 

cost of a full-time executive hire. 

 

In recent years, BE Advise has taken a more active role in managing mergers and acquisitions 

(M&A) as well as exit strategies, supporting clients in valuation modeling, negotiation, and 

post-deal planning. These projects, which increasingly include cross-border elements, have 

helped the firm grow its network and build credibility in international markets. 

 

To complement its transactional work, BE Advise has broadened its scope to include pitch 

deck development, financial analysis, and scenario planning. The firm is also exploring how 

to integrate artificial intelligence tools into its workflows to increase the efficiency of startup 

valuations and maintain analytical rigor, further solidifying its position as a forward-looking 

advisory firm. 

 

Today, BE Advise works with high-potential startups and investors across a range of 

industries, providing end-to-end financial guidance. Grounded in principles such as data-

driven decision making, founder-investor alignment, transparency, and long-term impact, the 

firm continues to expand its influence by combining technical expertise with a personalized, 

mission-driven approach to startup consulting. 

 

 

2- Problem Definition  

 

BE Advise, a boutique financial consulting firm focused on startups and investors, faces a 

critical operational challenge: the time- and resource-intensive nature of early-stage startup 
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valuations. As the firm continues to grow and attract more clients, its current reliance on 

manual valuation techniques has created significant inefficiencies. Valuation processes are 

often slowed by inconsistent methodologies, limited use of automation, and highly variable 

data quality from startup clients. 

 

These issues impact both internal workflows and external client relationships. Internally, the 

small team struggles to meet rising demand without sacrificing analytical depth. Externally, 

delays in delivering valuation reports can disrupt startupsô time-sensitive fundraising efforts 

and reduce investor confidence. Moreover, the absence of standardized workflows and limited 

integration of AI tools hinder scalability and reduce consistency across different valuation 

cases. 

 

To remain competitive and sustainable, it would be beneficial for BE Advise to identify 

innovative solutions to improve speed, accuracy, and efficiency in its valuation process 

without compromising the quality that defines its boutique consulting model. 

 

3- Possible Solutions 

 

To address the inefficiencies in BE Adviseôs startup valuation process, our team explored the 

potential for artificial intelligence (AI) tools to assist with or enhance the firmôs existing 

methods. Specifically, we examined three commonly used valuation approaches: the Revenue 

Multiples Method, the Discounted Cash Flow (DCF) Method, and the Venture Capital (VC) 

Method. These methods represent key tools in the valuation landscape and reflect the range 

of perspectives, market-based, cash flow-based, and investor-focused that are essential for 

early-stage startup analysis. 

 

Rather than relying on theoretical data, our analysis was grounded in real financial statements 

and founder profiles provided directly by BE Advise. This allowed us to test the performance 

of AI tools in real-world use cases that mirror the firm's day-to-day operations. Within the 

ChatGPT platform, we selected and evaluated multiple tools, including Startup Valuation 

Estimate, Financial Analysis & Valuation, Discounted Cash Flow (DCF) Expert, and VC & 

PE Analyst. These tools were guided through structured, multi-step prompts that simulated 

the reasoning typically employed by human analysts. We ensured that each AI model received 

comprehensive inputs, such as industry, growth stage, geography, valuation year, founder 

profile, and specific assumptions, to produce outputs that could be benchmarked against 

human-calculated valuations. 

 

Revenue Multiples Method 

 

The Revenue Multiples Method was tested using two AI tools: Startup Valuation Estimate 

and Financial Analysis & Valuation. This method focuses on estimating a company's value 

based on its projected or current revenues, multiplied by an industry-relevant multiple. To 

enable the AI to perform accurate estimations, we created prompt templates that included the 

startupôs sector (e.g., fintech, health-tech), the funding stage (e.g., seed or pre-seed), the 

operating region, and the profile of the entrepreneur (high or low profile), which was a 

particularly influential variable in our experiments. 

 

While both tools were able to replicate the mechanics of revenue-based valuation, they often 

selected revenue multiples that did not align with those used by BE Advise. In particular, AI-

generated multiples tended to be more conservative, especially when insufficient context was 

given (see Appendix 3). After introducing follow-up prompts that explained the rationale 
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behind BE Adviseôs use of higher multiples, especially in high-profile founder cases, we 

observed moderate improvement. Among the tools, Startup Valuation Estimate consistently 

produced outputs that were closer to human-made valuations, demonstrating greater 

responsiveness to contextual input and stronger alignment with expert assumptions (see 

Appendices 4 and 5). 

 

This method highlighted an important limitation of AI in valuation: while the tools can follow 

logic and perform calculations accurately, their judgment regarding market-based inputs such 

as revenue multiples is not yet robust without guidance. This suggests that AI tools can be 

helpful in automating the mechanical aspects of valuation, but final assumptions still require 

human judgment, especially when subjectivity plays a significant role. 

 

Discounted Cash Flow (DCF) Method 

 

Although the DCF Method is generally considered less suitable for early-stage startups due to 

the uncertainty of future cash flows and limited financial history, we still included it in our 

project. Our intention was to assess how AI would handle this more complex valuation 

framework when provided with structured assumptions and step-by-step instructions. 

 

Using the Discounted Cash Flow (DCF) Expert tool, we modeled valuations by asking the AI 

to calculate projected free cash flows, apply discount rates, and estimate terminal value using 

both the perpetual growth and exit multiple approaches. Key assumptions, such as WACC, 

tax rate, risk-free rate, industry beta, and market return, were clearly defined in the prompts.  

 

While the tool initially made errors in discounting formulas and terminal value calculations, 

these were corrected through iterative feedback. For example, we clarified how and when 

terminal value should be applied, and provided corrected inputs for perpetual growth rates. 

The tool showed a high degree of adaptability, and once adjustments were made, the resulting 

valuation closely mirrored that of BE Adviseôs manually built DCF model (see Appendix 6). 

 

This suggests that AI is well-suited for complex, calculation-heavy tasks like DCF modeling, 

provided that analysts break down the process into manageable steps and monitor for 

inconsistencies. The accuracy of the tool depends less on its ability to ñinterpretò the 

companyôs situation and more on its capacity to process structured financial assumptions. 

Thus, AI can serve as a powerful support mechanism in DCF modeling, especially for firms 

like BE Advise where internal resources are limited. 

 

Venture Capital (VC) Method 

 

To evaluate the VC Method, we used the VC & PE Analyst tool. This approach is commonly 

used by early-stage investors and emphasizes the companyôs projected exit value, target return 

rates, and required ownership at different funding stages. The method is particularly useful 

when financial forecasts are limited, and the focus shifts to growth potential, investor returns, 

and dilution mechanics. 

 

In our experiment, we simulated a multi-round investment scenario involving three investors 

entering at different stages. We provided assumptions such as exit year net income, PE 

multiples, expected investor return rates, and investment amounts. The AI tool successfully 

calculated post-money valuations, share allocations, and ownership percentages across 

rounds. However, during the dilution modeling phase, it initially misapplied retention logic 

and overestimated ownership for certain investors. 
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After receiving clarification and corrected instructions, the tool recalculated the structure and 

produced results closely aligned with BE Adviseôs benchmarks (see Appendix 7). This phase 

of the project demonstrated that while AI can handle VC modeling logic, it still benefits from 

structured sequencing and human validation, particularly when dealing with cumulative 

dilution or layered investment rounds. 

 

The VC Method proved to be one of the strongest areas for AI application in this project. It 

involves repeatable, formula-driven steps that AI can execute efficiently, especially when 

investment scenarios must be modeled quickly. For a boutique consultancy like BE Advise, 

this presents a strong opportunity to automate portions of the valuation process while allowing 

human analysts to focus on more strategic aspects of client advising. 

 

Key Recommendations 

 

To effectively integrate AI into its valuation workflow, BE Advise should begin by 

developing standardized prompting templates tailored to each valuation method. These 

templates will ensure that inputs are consistent, reducing the likelihood of misinterpretation 

and enhancing reproducibility across different cases. AI tools should be positioned not as a 

substitute for expert analysis but as a way to streamline routine calculations and accelerate the 

delivery of initial valuation drafts. Furthermore, valuation processes should be broken down 

into logical, manageable steps, with AI handling each component sequentially to minimize 

errors and maximize interpretability. 

 

In addition, AIôs flexibility makes it a valuable resource for scenario planning. BE Advise can 

use AI to quickly test how changes in assumptions, such as exit year, revenue growth, or 

required return affect valuation outcomes. This can add strategic value during client 

engagements, particularly in investor-facing scenarios where adaptability and responsiveness 

are key. Human oversight should remain an essential part of the process to ensure that the 

outputs are aligned with market realities and company-specific insights. With a balanced 

approach, BE Advise can leverage AI to boost efficiency, maintain high-quality standards, 

and scale its operations more effectively. 

 

4- Conclusion 

 

This capstone project demonstrated the practical value of integrating AI into the early stage 

startup valuation processes at BE Advise. By analyzing AIôs performance across three core 

valuation methods, namely Revenue Multiples, DCF, and the VC Method, our findings show 

that AI tools, when guided with structured prompts and supported by expert review, can 

generate outputs that closely reflect traditional valuations prepared manually by financial 

analysts. Although certain aspects such as the selection of appropriate revenue multiples and 

the modeling of dilution still require human judgment, the use of AI significantly improves 

the speed, consistency, and scalability of valuation processes. In particular, AI allows for 

faster financial modeling, reduces the risk of calculation errors, and ensures that each 

valuation follows a repeatable structure. The adoption of standardized prompt templates and 

the careful integration of AI into the existing valuation workflow also help minimize the 

manual workload placed on advisors. These improvements not only enhance internal 

efficiency but also contribute to more timely and reliable outputs for clients. As BE Advise 

continues to expand its role within the startup and investment ecosystem, the continued use 

of AI will support its efforts to remain competitive, data driven, and adaptable. This approach 
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positions the firm to meet evolving market demands while reinforcing its reputation as a 

forward thinking and technology enabled financial consulting company. 
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