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Onsoz

Bu kitap, 2022 025 °jJreti fhg@ahé Dopyamaaée Bil kent 1N
Kkl et me B°l ¢m¢ b¢gnyesinde verilen Bitirme Pr
kapsamaktader Dersimiz 6 yeél °nce Kkl et me B
pratije d°kerek, i kK d¢e¢nyasénén dinami kIl erini
Bu s¢re i1 -erisinde, farkl e sekt©or ve be¢yékl
ger-eklexktirilmiktir.

Bitirme Projeai, ddmreinckampsampémadée ger-ek bir
-%zebil mek i-in hem akademi k hem de sekt©°orel
kapsaml é projeler czerinde -al ekxmaktader .
probl emleriyle baka -ékma, yaratéce ve anal.
l'iderl i k becerilerini peki ktirme férsaténeé
ardin, yontem ve hizmetler ilgili firmalarayararkeat ma dej er saj |l amakt ade
Kkl et me Fakg¢l tesi Bitirme Dersi Proje Fuar e
firma, Kkuruluk ve ¢niversitelerle paylakeéel m
Universitemizle olan etkie k i ml er i nin artteérél masé amacéyl a
kere organize edil miktir ve bundan sonra her
vV e et kin bir kKekil de yapél an - al ak maplaayrl éank
amaceKklaet me Projeleri™ kitaBa bajé ralmamamaysaey
ikinci kitapta, 20242 025 °jJretim yél énda ger-eklextirilm
haline getiril mitwurve si l ere sunul mu

Kitapta yer al an proj e czetlerinin dojr
esirgemeye e j er | endi r me, Ktugrnu | u® jnmruezrmac i | er i mi z e,
danéekmanl ar éme z a, proje ve yHMTe&Woppy YapayiZeka z d
Cozumler), Dr . Al per Kutay (Bilkent | niversitesi)
' niversitesi) katkélaré i-in tekekkg¢r eder,
Uzman ¥jretim G°revlisi Dr. Ceren Aydo] muck

Doc.Dr . Ayke Bakak Tanyer:i G¢é¢nsegr
Uzman ¥jretim G°revlisi ¥zg¢r Tolga Baycan

Bil kent | niversitesi Kkl et me B°Il ¢m¢g Bitirme



Bil kent | niversitesi Kkl et me Fakg¢ltesi Dek al

Bil kent | niversitesi Kkl etme Fakg¢ltesi dnde
ve sosyal dejikikliklere uyum sajlayabil en,
bakareél é birer d¢nya vatandakéa eonli ar &2k 0ye tyiéH
The Association to Advance Coll egiate Schoc
bajémséz kuruluk tarafeéndan ejitim kalites
bl gede il k alan b°l ¢mdgeér . Eg riétniémdlkeu |dl ¢annyaan
i niversitesi Kkl et me Fak¢l tesi, MAN 495, B
Universitei Sanay i Kk bi rélyiéflid epr obgarkaaméén éé bi r Kekil
programén ana hedefi, mezzuei kaps amlagnas én da&Kk
mesl| eki deneyi m kazan7dkérkma kitké rpr oB ue keakpi spal nedra

d¢nyaséndan danéxkmanl arén g°zetiminde fir mal
ger-ek probl eml er i rbigni d,°2z2md ketdda d ii rmli er .KkB we t yn@|

fuar é& ve ybaprréeok nea syéenrd aal2makt adeéer . Bu organi z
projeler:i czerinde °zveri il e -alékan °Jren:t
sunuml ar yapél mark tza d éru. v¥jsridneciilleer kutl uyor
olan t¢m firma yetkililerine ve danékmanl ar
boyunca yojun ve °zverili -aléxkxmalareéyla pr
blyuk caba gosten program koordinatérletio - . Dr . Ay ke Bak@dkenTanyel
Aydojthuaman ¥jretim G°revhiosial az@mézholvgai Bay
CerenawWe akme] i ge-en herkese -0k tekekkg¢r ec

Saygél ar eml a,

Prof. Dr. M. SelimAkturk
KKl et me Dékark ¢ | t es i



FKRMALARDAN GELEN TEKEKK] R MEKTUPLARI

P A
TUHKIYE$BANKASI

Benim Bankam

i ye Kk Bankaseé

yél énda kurucumuzun °nderlijinde ol Kk
mséezl eéjéné s¢grder mesi i -in kurulan Bank.
dojrultusunda -al ékmaktadér. Cc¢calféexkanl art
sinde Bankamézén en b¢yeék ortaje, ker
tasyonun ve sg¢grderéglebilirlijin -0k °ner
nemli kale@amainég at kadakl|l arémézl amakiBeni m K
Kmayeée s¢grderégyoruz

m¢Kterisinin hem de -al ékanénén deneyin
k grup Kirketlerinden biri ol ar ak Kur
ekl eyi ci I nsan Kk aytnuatjuen dyua pras/é@an éi | o IKKkK tnu 1
k kitapta yer almayan insan kaynakl ar é
réeler sajl amexkteéer . Dijer taraftan opt
ekl ektirilen p?fprenkapsaméndar daamaki nk
I kredi skorl ama si st emi s¢é¢re-lerimize
el er kapsaménda bir araya geldijimiz, e
dakl|l ar é mézeay,medg 1 1 ¢ kalrekraidyalkd ar é méza vyol g
emi syenleri one ve s¢re-|lerbBgheaeyibi Kkbibri
dinat°rleridédne -ok tekekke¢gr ederi z.

k Sakarya Gg¢l

kan Deneyimi ve Kkveren Marka Yetkinlik



OoKumAn

altheare & Hosp

Okuman Medikal Sistemler

OKUMAN Medi kal Sistemler A. k., biyomedikal t
¢6zimler sunan ve teknolojinintame r k ezi nde yer alan °nc¢ bir
Teknol oj i Bakanl éj é tG@Ga amémidani aklredsapl @k
standartlarénda ¢re¢n ve hizmetler sunmaktay:

Universites anay i i K birli7Ji k aps amdeahedeabilgy ver ¢t t ¢ ]
deneyi mi mi zi s¢rekli gel i ktirmekt e; bi yomed
end¢gstriyel tasarem gi bi di siplinlerde uzm:
di nami k bir -alékma ortamé yaratmaktayéz.
135 ¢l kedeascsat éxe tekni k servis hizmetleriyl
kateyor; yurtdéke f ﬁmawertacgei-éklbktl'rkdlf
ekonomiye katké sajl éyoruz.

OKUMANOGda, -alékanlaremézénnpvapgogebieksiat i,
al anl ardaki katkélareée ©°d¢gllendiril mektedir.
tekvik edi |l mektedir. Ayr éca cniversitelerl
m¢hendi s adayl sueamnakegel pcojiehesajl ek tekniq
Mi syonumuz, sajl ék sekt°r¢gnegn gel i en i hti
°] - ekt e i yilektiren son teknol oj i -%z¢ml e
standadtulkaamama katkeé sajl amakt ér .

Bilkent [ niversitei2D2BkbhebmemFakyEt ésBj t20 ¢
Kirketimizide Marketing konusunda rapor h a z
kent ¢ rikl (i @P)Du riuMuskafarBdralabgdl Di | g e iYBertakn@zaysal

T G¢gl se Yaj mur Demirkesenbdbe ve bu s¢reci tit
ederiz

Bu ik birlifji vesilesiyle hem °Jrencilerin
sektorimuize ilgi duya geng zihinlerle bir araya gelmekten biyik mutluluk duyduk.
Bakarélarla dolu bir gelecek diliyor, Bil kel
ediyoruz.

Ogan Ucak

CEO
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TEPE

iNSAAT
Tepe Knkaat
1969 yél énda kufrahdlinyetl gelhiaryurt ndei ve ylI
bir kirketler grubuna d°n¢ken TEPE Knkaat,
ana akl ekl arée alténda faaliyet g°steren K

b
strdirmekedir.

Bil kent i niversitesi-2KRbetakadé&mkli!| ty€d ied ndanp
kapsaménda, Kirketimizin AAl manya Gayri menk
czere derinl emesi-sateveyagR 8t a k ay a plékbdspontfingnsap a pj e
model |l emeye bajl é& olarak yatérémdan en y¢Kkse
Proje, fuarda birinci ol arak ©°neml. bir back:
Bu bakareéelée ve Kirketimize dejer &nakibme&e, pr oj
-al ekxmal ara ve bizlere rehberlik eden dejer
idar.i personele katkeéel aréndan dol ayé k¢kran
bundan sonr aki akademi /i Kk hayatéenda bakar el
Boran Bake] mez

Strateji ve Kk Geliktirme M¢cgder ¢



NUVE |55...

Nuve

1968 yeél enda, KkTugrukliayne 'Nl¢ev et e me | | aboratuvar
il k ve en °nemli ©°rneklerinden biri ol mukt u
ve arakxterma | aboratuvarl arénda kull anél an
labor at uvar ve steril i Z7ausig grobundae6k'terofhztajcihaz i al a
Uretmektedir.

Avrupa ve d¢gnya pazarlarendaki g¢-1¢ konumu,
uyum sajlayan ¢retim anl ay ék é ynalardanNkiridire , ¢k
Kaliteye ol an bajl él éjI8Q 900112018485 v&e 1S®O 4¥01g e - er
bel geleriyle tescillenmicktir. rrenloeri, Ter
insan, hayvan ve -evre gga&jrl.e]jé alanlareéna k.
N¢eve, meKter memnuniyetini en ¢st d¢gzeyde t
Ser i cretim teknolojileri, yurt i -inde 24
uygul amal aré ve kesintisiz yedekepateai nhemi
yer al ma k tl@'den fazla UBayegikyacatyaparak global bir marka olma yolunda

emin adémlarla ilerlemektedir.

Ejitime ve Geleceje Yateéereém

N¢ve ol ar ak, topluma ve geleceje olapn soru
cniversitelerle ik birliji yaparak bir-ok pt
sunuyoruz. Bil kent | niversitesi Kkl et me Fak
Pazar Stratejisi®" gi bi proj al ebrul henmu Kk i rhleent
°Jrenciler i-in dejerl:i bir deneyim sajl amé
°Jrencilerimize ve akademi syenlere tekekkyg¢r |
Gel ecekt e de birlikte geenkklIlpawtjierimaktwvya -Dbg
duyacaj éz. Ejitim ve sanayi araseéendaki bu t
-%z¢mlere kapeé aralayacajéna inanéyoruz.
Tolga Vural

Marketing & BD Manager



BE Advise

BE Advise, CEOEhEI AEI EE OA UAOaOai AET OEOOQAI ET AA p
Dol £ZAOUI T A1 T A0 OAOAAal AAT EOOOCI i Ohh EAI OOAOOOE
AAl ahi AT1 aE hEOEAOEAEOS

2024-cmqu ! EAAAT EE Uglag Ai UOT AA " Esl HithheOProjesi EOAOOE
EADOAi g1 AAh AAgAOI E AEAAAT EOUATIT A0 OA UAOAT AEI
i Ai 101 EUAOC AOUAOE8 / OOAE UI Oi O0igili U POIT EAR A«
OAOEITEIEgET E AOOgOi AE OA 1 EFhAEDUAOGERAAEDBEAARRD
ve OAT AEI AOn OAEOEO AT Al EUEh OAEEDP AAgAOIl AT AEOI
ARgAOI Ai A UET OAi 1 AOE |1 UAOET A eAl ghAOAE EADPOAI I ¢
DOAOGEEI A AOI OhOOoAA Ehi | EHCARAEBED BAI 00 AAgAO

00i EAUA Ai Ae OAOAT Oii EeOAT AElI AOAR "EIEATO -1TE
i UAT AOET A OA DPOITEA ETTOAET AGEOI AOGET A OARAEEI O A
EAUAOI AB9BAAOAARI AOEUSB

%CA . AOOGET g1 O
Kurucu Ortak & Lead Advisor



PROJELER



SYSTEMAIR HSK HAVALANDIRMA |, HR Problem

] il
:SS ADMINISTRATION
[

Proje Ekibi : Syner6y
Grup Uyeleri: Sel en La-in, Buse Nur Dojan, EIif Ol
Selim Mert Cebeci

kirket Déaanéarikoauk € Ak ade mi k DSauraéHRamibarinath Shinde
Koordinat °rA.DaBaékkarka nTanyer i

OZET

Bu proje, Systemair HSK Haval andérma HSK Ha
Haval andérmaA. k. 6de beyaz vyaka ve mavi y ak:
kopukluk sorunnu el e al ar ak, - il eti ki mi g¢-1 endi
°nermektedir. Yapélan analizler sonucunda,

g°r meme hissi ve séneérl e geri bil diedilmatk &0 &
tespit edil miktir. Bu soruna -°z¢m ol arak ¢
bildirim sistemi, -al ékanl ar én de¢kencel erir
kaynakl arénéen d¢gzenl i anali theni yyPeasghkteogehm
Proje kapsaménda alternatif ©°neriler sunul s;
ve geri bildirimma k si yon d°ng¢se¢ 1 le °ne -ékméexkter. [
Haval andérma, -al eémagkmajyleeclaetenarad& dadheal ke
i Kk ortaména zemin hazérl amayé hedefl emekt ed,;

Anahtar Kelimeler: K { e t iGeriiBidirim, K y &dltira,Ca | éBadn el éj e,
Sirdurulebiirlik.



1- Company Background

The global HVAC (Heating, Ventilation, and Air Conditioning) company Systemair HSK
Haval andérma is based in Skinnskatteberg, S
countries and 26 production sites abeeund th
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 energfficient cooling technologies. Systa i r HSK Haval andéil
factory in Kocaeli and its main office in Istanbul. In Turkey, it serves the local market with
highper f or mance air systems that are made to
Turkey is part of a global network that comés global technology standards with engineering
know-how from Turkey.

The company's goal is to provide air inside that is fresh, clean, and @ficgnt by making
high-quality HVAC systems that make people healthier, more comfortable, and more

produd¢ i v e . Systemair HSK Haval andér nfeendgeeps
solutions that meet green building standards and global climate goals because it cares a lot
about the environment . I n i ts busi ness pl

manuacturing inrhouse 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 foreigty cgtahdards, the
company uses its global R&D resources and certified testing labs, like the Systemair HSK
Haval andérma Performance Center in Turkey.

Systemair HSK Haval andérma wants to grow it
Europe, be the &ler 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 bl@lar and whitecollar workers work together

across functionsThey know that internal cohesion is just as important to the success of a
business as performance in the outside worl
the HVAC industry because it cares about energy efficiency, staff health, and being
envirormentally friendly. This makes it not only a climate solution provider, but also a leader

in the longterm transformation of industries.

2- Problem Definition

In modern organizational systems, ensuring coherence across varied staff segments is crucial
tolongt er m performance and worker satisfaction
A. k., a strong cul tural a n d -collarmmdwhitecallart i ve s
staff has surfaced as a fundamental organizational issue, putting internal harndony an
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 assessmeiotsnd that bluecollar workers commonly feel isolated,
undervalued, and excluded from strategic processes, whereascuollateemployees lack
understanding of the operational and physical reality of manufacturing labor. These similar
but unconnected expences reinforce role stereotypes, hinder cfaastional collaboration,

and maintain segregated work environments. Furthermore, communication flows are
inconsistent and hierarchical, which limits transparency and trust. Without targeted

10
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intervention, tlese dynamics are likely to exacerbate existing morale issues, increase
empl oyee turnover, and undermine Systemair
overall organizational resilience.

As a result, the primary issue is not just functional,dagply 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, amdhesive workplace

3- Possible Solutions

After a thorough examination of the key organizational disconnect betweenowlhéeand

bluecol | ar empl oyees at Skisit mamna Ar k HSKt Ha vimobd s n
viable solution is the implementation of a @Rsed anonymous feedback system titled
AK-Sesod (Il nner Voice). This tool aims to adc

and foster a culture of inclusivity thagh open, accessible, and actionable employee feedback
mechanisms.

Key Features of the K-Ses System

The design of AK-Seso is built on universal
QR codes across shared company spaces (such asdweek 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).

Opentext fields for grsonal suggestions, concerns, or observations.

This dual format ensures participation from employees with varying literacy, language, or
technological comfort levels.

What sets K- Se s-toagiantodp. Bvesy twotweeksf tieeeHR beanc akile

and analyzes submitted data, categorizes emerging themes, and maps these to tangible internal
actions. Follomu p communi cation, such as fAYou Spoke,
the value of employee input and builds institutional trust.

Alternative 1: WorkSwitch (Job Shadowing Program)

WorkSwitch is a voluntary jolshadowing 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 foag,dhereby gaining insight into the challenges, skill
requirements, and decisionaking contexts faced by their peers. For instance, a finance
executive shadowing a machine operator may better understand physical labor demands,
while a factory worker shaaving a marketing team member may gain exposure to strategic
thinking and planning cycles.

Strengths:

Encourages crog®le empathy and dismantles professional silos.
Fosters mutual appreciation and boosts informal interdepartmental communication.
Low-costwith immediate impact on employee perception and morale.

11
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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 ofttegram may dilute its lorg
term effectiveness.

Participation may be uneven or shlived without structured incentives or oversight.

Overall, while WorkSwitch provides sherm cultural benefits and humanizes cross
functional interactions, it lacks thmnsistency and operational ease required for-terng
cultural transformation.

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

This initiative proposes a physical storytelling platform that highlights the personal and
professional lres of both blueand whitecollar staff. Every two weeks, an employee from
each category is profiled through curated narratives, visuals, and community contributions.
These profiles are displayed in highffic common areas such as cafeterias and engigywa

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, angngpectrums.

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 measurgquantitatively; success relies on perception and participation,
which may vary over time.

Visibility may be limited by physical space and layout constraints.

Whil e @AOur Storieso i s i-pding and welcognition, it e r ms
dependence oregular curation and sensitivity to privacy/consent makes it less suitable as a
foundational communication solution.

Al t er nat i v e-BaSed AngnyBoeisFegdiiaék System)

K- Ses i s -@dedrivem comaunicatio Rlatform that enables employeesibmit
anonymous feedback via mob#ecessible forms. QR codes are strategically placed in
factories and offices, directing users to a secure form with both medtipiee and open
ended sections. Submissions are reviewed biweekly by HR, categdizethemes
(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 forcolissr
workers who may feel voiceless in formal channels.

Empowers employees across all roles and departments equally, democratizing
communication.

Scalable, cosgffective, and technologically simple to deploy across different locations.
Facilitates datalriven HR planning; feedback is categorized, tracked over time, and translated
into concrete organizational action.
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Al i gns with Systemair H§a&nd Hdusian vaduesdpgomatingd s s u
crossfunctional collaboration and even green initiatives (tree planting days).

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

Limitations:

May require a strongwareness campaign and training to drive adoption, especially for less
techfriendly employees.

Risk of unconstructive or vague responses due to anonymity.

Requires consistent HR follewp and responsiveness to maintain credibility and impact.
Despitethes mi nor i mpl ementati on chall en-gcBon, K- Se¢
integration, and cultural relevance. It is not a-offecampaign but a dynamic, living system

that adapts with employee needs over time

4- Conclusion

With the goal to overcome the internal cul t
Kl'i ma A. k., p r i roallariandybluatpléat workezsn thisvdapstone project
provides a comprehensive, inclusive, and sustainable approach. The projesisve

research and stakeholder analysis reveal that the main problems threatening organizational
cohesion and lonterm performance are a lack of cooperation and mutual comprehension of
inefficiencies.

The K-Ses system was mondthkethteerdcomnended soiupiding me nt &
Wor kSwi tch, Our Stddecausestoffered arsustainablafeedkacon S e s
system, confidentiality, and accessibility.
based on trust, participation, andeapess by allowing all employees to express concerns
through QRbased 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 H.
also sets the foundation for a more integrated, involved, and sustainable corporate
environment. By applying this progranmger Syste
brand and establishes itself as an innovative organization committed to diversity, employee
well-being, and ongoing development.
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Appendices

Appendix1i Solutions Timeline

WEEK E2 Milestone / Task v
Week 1 Design and test the anonymous digital feedback form

Week 2 Finalize all visual materials (posters, QR visuals) and print for deployment

Week 3 Place QR posters across factory and office; launch internal communication campaign
Week 4 Begin collecting employee feedback through QR system

Week 6 HR analyzes feedback data and plans first responsive activities or events

Week8 Implement initial employee-centered events (e.g., communication seminar, picnic)
Week 12 Evaluate usage rate, participation, and system impact; apply revisions if necessary

Appendix2i QR

(@}

sesbd

(@}

(o))

A
1

Scan mel

14



SystemAir "i¢gSes"

Bu form anonimdir. Yazdiklariniz sadece insan Kaynaklarn tarafindan degerlendirilecek ve
¢ozume katk: saglamak amaciyla kullandacaktr

llerleme durumunu kaydetmek ICin Google'da oturum agin Daha fazla bilgl

Hangi birimde ¢alisiyorsunuz?

QO Uretim
O Ofis
QO Dpiger

Is yerinde daha fazla gormek istediginiz uygulama nedir?

I:] Ortak sosyal etkinlikler (piknik, kahvalti)
[C] Hobisyesil alan kullanimy

D Egitim/seminer etkinlikleri

D Ortak spor aktiviteleri

(] oiger:

Dusuncenizi bizimle paylasin:
(Lutfen Oneriniz, sikayetiniz veya geligmesini istediginiz bir konuyu yaziniz.)

Yamtimz

m Formu temizie

References
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https://docs.google.com/forms/d/e/1FAIpQLSf3pkBaGPyHVg_hZo3IT7smvjbILN9uDk2BZLb4RQ
9EJKL7gQ/viewform
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https://docs.google.com/forms/d/e/1FAIpQLSITLW7P
kiSCIMRS iu4l3DWh1thLz2BPIwANWpNIejHjoXA/viewform

1T Kasper, R. & Syst emai Annud S SustdinabildylRepord20Z024HBy ( n. d. )
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https://group. Systemair HSKHavalandérma.com/ f il
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GrupUyeleri: Di |l a Tontu, Sanem Mirzaojlu, Al ara
Gurcan, Roshaan Ahmad, Buket Kayhan

kirket Daméa maajendukrad e mi k DzZahmdekarraanki t apoj |l u A
Koor di nat ° rCebDraenné kAtyadno:] mu K

OZET
Bu ik analizi, Titan Makina Lt d. somuium odakanacak,] akt €]
Kirketin uzun vadel.| bakaréséné smalt.eAdabzi | mesi
maakl arén piyasa standartl arénén alténda ol masé,
gel i kim ol amdkljar é&rmgésnt liykktsao/rduim| ar énén -al ékan ba
ortaya koymaktader. ¢al exanl ar , performansl| ar én:
belirsiz ol dujunu ve Kirketin sugetupusiyanolhdak]l
belirtmektedir. Bu durum Kkurumsal, cazip kariye
yonel i mi artermaktadér B u -er-evede, °neril en
i -er mekt edi,Perforrlyeghidirdi gdeadcdd performans y°netim si:
geri bildirim s¢re-lerinin baklateélmasé ve -al éxk
uygulanmasé °neril mektedir. Uzun vadedaanderyapée
ve Kirket i- s¢rdegreéeglebilirli k kegltegregnegn 1 nka
-%z¢m yakl akéménée hayata ge-irerek -alékan memn
kur umsal itibaréné geoenluenmdiur edrachka sdeak t ® ajilnamlka kKt
d°n¢Keéem, Kirketin insan kaynajéné s¢rder el ebilir

Anahtar Kelimeler: BeyazYakaCa | éDewift a | éMierannniyetj Performansy 6netim
Sistemi (PMS)KariyerGe | i kéir m avtah Hakiag/ ModuleFaydaSistemi
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1- Company Background

Titan Makina, established in 1997 in Ankara, Turkey, is a manufacturer ofgheiy
construction and mining machinery designed to meet international standard$y fottizsed

on infrastructure and underground metal mining equipment, the company reached a major
milestone in 2011 with the serial production of its Titan 1S26 and 1S21 Shotcrete Machines
and TMO5 Concrete Mixers, becoming the market leader in Turkegn(Titd., 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 TUV Austria certifications ensuring compliancéhnEuropean 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 stratetyiensaips with global

|l eaders in mining and industri al technol ogy
focus on automation, sustainability, and digital solutions, enhancing both product quality and
competitiveness. T he caglopallynrgcdgeized/brasd imheavy s t o
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 stafffructured under departments such as Sales & Marketing,
Procurement, Production, Quality, R&D, and Aftales Services. With a strong
organizational structure, it delivers reliable machinery and tailored-s#tes support. Its
competitive advantages liem geographical strength, Géertified product quality, cost

efficiency, customefocused services, and a strong R&bven customization ability.

Despite limited global brand recognition, the company is -pediitioned to grow in
international markets tbugh sustainable innovation and strategic development (See
Appendix 1f or a SWOT analysis of Titan Makinabo:
environment.)

2- Problem Definition

Titan Makine Ltd. is facing a significant challenge with high turnoaézs among its white

collar employees, primarily due to uncompetitive benefits, lack of career development
opportunities, insufficient performané@sed salary progression, and inconvenient workplace
logistics. As shown inAppendix 4 turnover rates fordth 2023 and 2024 have remained
critically high, reinforcing the urgency for interventidrhis turnover is negatively impacting
workforce stability, productivity, and overall efficiency. In a competitive industrial landscape,
the company struggles to retaalent, particularly as employees seek bettarctured 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 uncleacareer 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 i1 nsurance, and ot hmggfailtoi nanci
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 pezcgow advancement and
limited prospects, prompting them to seek employment in firms offering more structured

17



developmentThe root causes of this turnover challenge are visually mapped in the Fishbone
Diagram Appendix 2, which categorizes contributinfactors 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 standdmels. T
company6s inconsistent approach to raises a
of morale. Furthermore, the companyds | ocati
commutes and inadequate transportation, which affect-Werkalance and employee well

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

of fer competitive pay, structured <career p
inability to match such conditions puts it at aadigantage in retaining its skilled workforce.
l nsights from the company6s internal report ¢

these challenge&\ppendix 3

3- PossibleSolutions

Titan Makina seeks to reduce the high turnover rate amdritg-collar employees by 25%
within 12 months. The companyds comprehensi\
management, fair compensation, transparent feedback systems, and personalized employee
benefits to enhance engagement, motivation, aedten.

3.1 Performance Management System (PMS):

The primary solution involves implementifgrformly, a cloudbased software designed to
support OKR (Objectives and Key Results) and KPI (Key Performance Indicators)
frameworks (Armstrong, 2020). Key fea¢s include goal alignment at all organizational
levels, 3668degree feedback, reaime dashboards, and individualized development plans.
The system will be rolled out in phases, starting with a pilot in one department and expanding
companywide. The objetive 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.

3.2Annual Performance Cycle & DataDriven Compensation System:

To address the lack of consistency and transparency in performance evaluations and salary
decisions, Titan Makina will introduce farmal Annual Performance Cycle (APCH

including annual goatetting, midyear reviews, and ye&nd evaluatiors standardized

across all roles. Mata-Driven Compensation Systenwill ensure that bonuses and salary
increases are tied to documented performance metrics rather than tenure oriaidnage
Implementation will span three quarters (Q1: planning/training, Q2: pilot, Q3: full rollout),
and involve standardized templates, manager training, and perforased incentive
structures.

3.3360-Degree Feedback System:

To ensure fairness dnholistic evaluation, Titan Makina will implement 360-degree
feedback systenusing digital tools (e.g., Lattice or Zoho People). Feedback will be collected
anonymously from supervisors (35%), peers (25%), subordinates (15%égvakelation
(15%), and recutives (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
receivingfeedback constructively. A pilot program will be tested before full rollout.

3.4 Side Benefits Programi Hybrid Model:

To address nafinancial sources of dissatisfactiom,hybrid side benefits modelwill be

introduced, combiningModular Benefits Systenthat allows employees to choose among

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

counseling, training subsidies, or extra | e

Additionally, Education & Careerlnvestment Planoffers 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. Thlied hyhortiad mover age cost: 9,-405/ em

term satisfaction and loAgrm professional growth. The initial implementation will include

a needs assessment survey, vendor selectioiomang pilot program, and compamyde

rollout within 6 months. Additional initiatives includeRecognition & Wellbeing Program

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

to foster a culture of appreciation and emotional engagemeteafarmanceBased Bonus

System bonuses are directly tied to individual and telawel 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 appfbaemtered around digital
performance tools, structured evaluation cycles, personalized benefits, and inclusive feedback
mechanism& Titan Makina aims to transform its employee experience. This strategy targets
the root causes of turnover and aligns organizational practices withrrmaabekforce
expectations, ultimately supporting letgrm talent retention, organizational growth, and
employee welbeing.

4- Conclusion

Titan Makina is currently facing a critical challenge in retaining its wealéar workforce

due to uncompetitive copensation, lack of structured career development, insufficient
recognition, and limited workplace flexibility. These issues not only impact employee
satisfaction and engagement but al so threat e
brand, and Ing-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
pefformance 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 locatielated disadvantages and improve work

life balance.
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By prioritizing employee welbeing and growth, Titan Makina can reduce turnover, increase
productivity, and build a loyal, higherforming workforce. In doig so, the company will not
only strengthen its internal capacity but also reinforce its position as a competitive and

forwardthinking player in the global construction and mining machinery industry.

Appendices

Appendix1i SWOT Analysis

SWOT ANALYSIS

dH[p strengnts

= Titan Makina is a market leader in Turkey
with high-quality, CE-certified machinery
and strong RED capabilities. Its local
production gives it a cost advantage in
domestic and regional markets.

Opportunities

= Growing demand for underground mining
and infrastructure development presents
expansion possibilities. Investment in eco-
friendly and electric-powseared machineary
can align with sustainability trends.

Appendix2i Fishbone Diagram

Employee Engagement &

Unclear carcer advancement opponunilics\

No leadership development inlthtiu\

Weaknesses @_@

- Limited global brand recognition
comparad to intarnational
competitors such as Caterpillar,
Sandwik, and Epiroc. Expansion into
larger markets requires greater

brand visibility and distribution
networks.

Threats

- Economic downturns, fluctuating
raw material costs, and increasing
competition from global firms could
impact profitability. Compliance

with international regulations poses
additional challenges..

[ L
Benefits

areer Growth &

Professional Development

Dissatisfaction with salary and title prngrc«io\

Lack of structured promotion paths

Lack of performance-based bonuses

Feeling undervalued and lacking motivation \ Slow career compared to Noprivite health insrance or fluanclal “"“"'"’:‘,\
Limited recognition for high performance \ Limited opportunities for upskilling and training \ Noa-competitive salary compared to industry ""'“"""!\

N\

High Turnover
Rate Among

Competitors like ASELSAN and HAVELSAN offer better salary and career paths

White-Collar
Long commute times reduce morale and productivity

Higher job security and structured benefits in other companies

Company location leads to transportation difficulties

Employees

Employees leaving for bigger, more established firms /

No remote or hybrid work flexibility

Competitive Talent

Drain

Work-Life Balance &
Logistical Challenges
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Appendix3 1 First Quarter of 2024: Reason of Exit
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Appendix4i 2024 Turnover Rates
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2023Turnover Rates

YILLIK BOLUM BAZLI PERSONEL SIRKULASYONU

Wz4.48

20 A

0 “Ocak Subat Mart Nisan =~ Mayis "Haziran Temmuz /Agustos™ EylUl Ekim ~Kasim = Aralik

References

Armstrong, M. (2020)Armstrong's handbook of human resource management prétfitteed.).
Kogan Page.

Bracken, D. W., Timmreck, C. W., & Church, A. H. (200Lhe handbook of multisource feedback
JosseyBass.

Daft, R. L., Murphy, J., & Willmott, H. (2017PDrganization theory and design: An international
perspectivg2nd ed.). Cengage Learning EMEA.

Lepsinger, R., & Lucia, A. D. (2009The art and science of 3@lkegree feedbackohn Wiley &
Sons.

London, M., & Smither, J. W. (1995). Can midtiurce feedback change perceptions of goal
accomplishment, sedvaluations, and performanoelated outcomes? Theebased applications
and directions for researdhersonnel Psychology, @8, 803 839. httpg/doi.org/10.1111/j.1744
6570.1995.tbh01782.x

ResearchGate. (2022)lining Industry 4.0 Opportunities and BarriersRetrieved May 16, 2025,
from

Robbins, S. P., & Judge, T. A. (201@rganizational behavio(18th ed.). Pearson Education.

Titan Ltd. (n.d.)Home Retrieved May 16, 202%0m

22


https://www.researchgate.net/publication/365186383_Mining_Industry_40_-Opportunities_and_Barriers
https://www.researchgate.net/publication/365186383_Mining_Industry_40_-Opportunities_and_Barriers
https://titanltd.com/?lang=en

T RKKYE Kk BOp&ratianS ManagementProblem

ISLETME FAKULTES]
FACULTY OF BuSINn: s

ADN

el (

Proje Ekibi: Optium

GrupUyeleri: Ay ke Zeynep Kop,BBlkgich, KEpekr¥zHamiat ,
Sinem Erdoj an

kirket DXicelEmmayné: Akademi k D@jnezhream :¥ z b a K
Koordinat °rA.DaBaékkanka nTanyer i

OZET

T¢e¢rkiye Kk Bank =g e mhand @§gléns yraeg-altéereg € verim
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1- CompanyBadkground

Founded in 1924, T¢rkiye Kk Bankasé (Kk Ban
banks. It was established under the leadership of Mustafa Kemal Atatirk, the founder of
modern Turkey, with the goal of creating a financially independedtraodern banking
institution. Initially starting with two branches and 37 employees, the bank quickly expanded
andbecameakeyplayerin T u r k fengnéiadsystemOvertheyearsK Rankhassignificantly

broadened its scope, offering a wide rangeefices including retail banking, corporate
banking, investment banking, insurance, and asset management.

K Bankis knownfor its pivotalrolein supportingl u r k ecgnénsicddevelopmenthelpingto
financebusinessesdvancingnfrastructureprojects andstabilizingthefinancialsystemThe

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 alwed Kk Bank to meet t iavydemanc
customer base while maintaining its strong roots in traditional banking services.

As of 2024, Kk Bank operates over 1,100 bra
presence, particularly inutope. Its longstanding reputation for stability and customer trust
supportsts positionin anincreasinglycompetitivefinanciallandscaper-ocuseancontinuous
improvement, the bank prioritizes digital transformation as a core partsbfategy to meet

the changing needs of its growing customer base.

With amissionto contributeto T u r k ecgnénsicandsocialdevelopmentK Bankcombines

innovation with customefocused services to strengthen its leadership in the financial sector.
Pubh i cly I isted on Borsa Kstanbul (BI ST), its
Fund(38.59%) free-floatinginvestorg33.32%) andAtatirk shareg28.09%)heldin trustby

the Republican People's Party (CHP), reflecting bimeskd stakeholdengagement.

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

and ranking among Turkeyds top banks in mar
technology is evident in investments in Al, machine learningaandt o mat i on, wi t h
mobil e app serving millions of wusers. Addit

green financing and renewable energy projects, while advancing financial inclusion,
particularly for women and small businesses, toveeliongterm value to society.

2- Problem Definition

TurkiyeK Bank,despitdts strongmarketpresencandhistoricalleadershipis currentlyfacing

critical operational challenges caused by outdated and manual work processes. Many daily
operationsuchasdataentry,documenverification,customeserviceworkflows,andinternal
reporting still rely heavily on human effort. This results in increased operational costs, slower
servicedelivery,andreducedroductivity.Int o d dagtévdving digital bankinglandscape,
thesdnefficienciesarebecomingamajorthreatto K B a n kbdlity to maintainits competitive
position,ascustomersiow expectseamlesdast,anddigital-first servicesManualprocessing

al so | i mi abéity to scae ith aperdtians efficiently, putting additional pressure on
employees and negatively impacting customer satisfaction.

Thesurveywe conductedvith K Bankemployeesevealedhatmorethan60%of respondents
spendetweerb and10hoursead weekonrepetitive Jow-valuetaskgseeAppendixl). Many
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employeeexpressedhattheseactivitiesarenot only time-consumingout alsodemotivating,

limiting theirability to focuson morestrategicandcustomeifocusedwvork. While employees

recognized the potential of Al 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 technologaraje, fueled by

fear of job displacement and a lack of clarity on how Al solutions would be implemented.
Additionally, technicabarrierssuchasoutdatedT infrastructureandthestrictdataprotection

regul ations enforced bgomplicate theeagldption df Men | aw f
systemsWithoutaddressinghesetechnologicalregulatory andculturalbarriers K Bankrisks

falling behind in the digital transformation race, missing out on opportunities to enhance
efficiency, reduceosts, and deliver superior customer experiences.

3- PossibleSolutions

In responséo theoperationalnefficienciesanddigital transformatiorchallengesdentifiedat

Kk Bank, our pr oj e edtiventseldions: Redalare frraud ®etectioh r e e A
Staff Optimization, and the APowered 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 eatdtnsol

3.1RealTime Fraud Detection

Fraudulengctivitiesin thebankingsector suchasidentity theft,documentorgery,andcredit

fraud, are becoming increasingly sophisticated, rendering traditionabasbrl and manual

fraud detection methods lesdfective. Among these, document forgery stands out as a
particularly pressing and ongoing threat, e
where physical customer presence is not guaranteed. Customers are often required to submit
scanned or phographed 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 theseedhts to

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

Recognizing the critical nature of this threat, we propose implementing-powdred fraud
detectiorsystemnspecificallydesignedo addresslocumenforgery.Leveragingadvancements

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
crossreferencesustometprovideddatawith internalbankingrecordsandexternadatabases,
suchasnationalidentityregistriesto validatetheauthenticityof theinformation.Beyondstatic
document checks, the system also incorporates behavioral analysis by monitoring login
activities, IP addressonsistency, and device fingerprinting to detect suspicious patterns that
may indicate fraudul ent i ntent . One of t he
continuously learn from historical fraud cases, enabling it to adapt to new fraud techniques
over time and enhance its detection accuracy.

Thescopeof this solutionis notlimited to documentorgeryalone.Overtime, thesystencan

be expanded to monitor other fraud scenarios such as account takeovers, unauthorized
transactions, canomalous financial behaviors, providing a holistic layer of fraud protection
acrossheentirecustomejourney. However despitats promisingpotential severathallenges

must be carefully managed to ensure successful implementation. First and fpremost
compliance with Turkeyds Personal Data Prot

25



must be designed to handle customer data responsibly, with strict adherence to data privacy
and security requirementsAnother concernis the risk of false positives,wherelegitimate

customers might be mistakenly flagged as fraudulent. This not only risks damaging customer
relationshipsutalsounderminegrustin theb a n digitad channelsFurthermoretheii b | a ¢ k

b o xaitureof Al modelscanleadto transparencissuesmakingit difficult for bothcustomers

and bank employees to understand or contest fraud detection outcomes. Finally, integrating
such a sophisticated Al system into Kk Ban
careful planmig and phased deployment to avoid operational disruptions.

To addressheseconcernsywe recommendhatthesystenfirst belaunchedisinganonymized

historical data for training and validation. This will allow the Al model to learn without
exposing customer information. Additionally, the inclusion of Explainable Al (XAl) tools is
essentiato providetransparencin how decisionsaremade ensuringhatbothcustomerand

bank empl oyees can under st afudheraedute themiskeft t he
false positives, a Humain-the-Loop (HITL) process should be established, allowing human
expertdoreviewandconfirmanyflaggedcasedeforeactionis taken Finally, aphasedollout

startingwith documenforgerydetectionwill enablehebankto testthesystenin acontrolled
environmentgathernsights,andmakenecessargdjustmentbeforeexpandingo coverother

fraud types.

In conclusion, while this Apowered fraud detection solution involves certain technical and
regul atory complexities, Its potenti al benef
Bankb6s risk management capabilities. By st a
can responsibly introduce Alriven fraud protection without negatiyeimpacting the

customer experience. This focused approach provides arhggct, lowdisruption entry

point that aligns with Kk Bankds digital tr
safeguard both its customers and its operations agaigtdlwving threat of fraud.

3.2 Staff Optimization with Al -Driven Scheduling

Anot her promising solution for addressing
leveraging Artificial Intelligence to optimize workforce planning and resoatimeation.

Today, staffing decisions across branches, call centers, and digital channels are often made
based on static schedules or managerial intuition, which may not accurately refléioteeal
customedemandThismismatchcanresultin overstaffingduringquiethoursor understaffing

during peak times, leading to customer dissatisfaction, longer wait times, and increased
pressure on employees. By integratingdAt i ven wor kforce opti mi z:
dynamically align staff deployment with actusérvice needs, improving both customer
experience and internal operations.

Al-powered optimization works by analyzing large datasets on customer traffic, transaction
volumes, seasonal activity trends, and service interaction patterns. With these ittsgghts,
systenctangenerat@redictivemodelshatforecasdemandacrosslifferentchannelandtime

periods Forexamplejt couldidentify thatcertainbranchegxperienceurgesn foot traffic at

the end of the month, or that digital suppequests 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, fast service while maximizing the productivity of its existing workforce.

Employee welbeing is another critical benefit of this solution. By balancing workloads and

reducing unnecessary stress during peak timegjriéén scheduling can help prevent

employee burnout and improve job satisfaction. Our internal employee survey supports this
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perspective.Several respondentshighlighted the potential of Al to improve workload
distributionandreducebottlenecksn customesserviceprocesseneparticipantspedically
notedthat"Al couldhelpallocatetasksmorefairly andreducepressureluringbusyperiods,”
reflecting employee readiness to explore smarter scheduling solutions.

However, the implementation of such a system is not without challenges. Oresrobsh
significantbarrierascompliancevith T u r k Reysd@naDataProtectiorLaw (KVKK), which

places strict limitations on collecting and processing personal employee data without explicit
consent. This | egal c abl$tonneorpordte detailgd einglogee t t h
performance data, reducing the precision of its recommendations. Additionally, cultural
resistance within the organization poses another risk. Employees might vigenédated

schedules as impersonal or unfair,ezsally 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 ardélen 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 overdbrhee s e chal | enges, k
proactively engage employees through transparent communication and training led by the
HumanResourceteam.Thisincludesclearlyexplainingthepurposeof the Al systemhowit
makesschedulinglecisionsandwhatbenefitsit offersbothto theorganizatiorandindividual

employees.

Equally important is the need to establish-imptmechanisms for data usage, ensuring that
employeeconsents obtainedn compliancevith KVKK. By involving employee®arlyin the

process andnai nt ai ning transparency throughout,
acceptance of Adriven scheduling. This humasentered approach not only respects
employee rights but also increases the likelihood of successful system adoption.

While Al-powered wokforce 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
internalprocessedyutit doesnotdirectlyaddressheb a n largesstrategiggoalsof expanding

market reach or transforming customer engagement models. Therefore, while it represents a
valuablemprovemenbpportunity it lacksthebroadebusinessmpactandscalabilityof more
advanced Al applications, such as the behavioral credit scoring system outlined in the
following section.

3.3Al-PoweredCredit Scoring System

The most strategically valuable and impactful solution identified throughesearch is the
implementation of an Apowered Behavioral Credit Scoring System. This solution goes
beyond improving internal operatiaghs t has the potenti al to tra
reach and position the bank as a leader in responsible, inclesilieg. Traditional credit
evaluatiorsystemswhichrely heavilyonofficial documentsuchassalaryslips,taxrecords,
andhistoricalloandata,systematicallexcluddargesegmentsf thepopulation Thisincludes
freelancersstudentsgig economyworkers contentreatorsdeliverycouriersandothersvho
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
beenprevioudy rejectedor hesitantto apply for creditdueto rigid andoutdatedassessment
methodsYet, morethan70%expressewillingnessto sharealternativebehaviorablatad such
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as mobile app usage, payment patterns, or locatiod dfiitawould lead tofairer and faster
decisions. This feedback highlights a criti
Bank to expand its reach by rethinking how creditworthiness is evaluated.

Unlike traditional models that offer a odémensional snapshot oinfincial standing, the
proposed Al 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
proxiesfor incomelevel), appusageatterngsud asengagemenwith budgetingor financial
management apps), and GPS data indicating lifestyle stability through regular commuting
patternsThesystemalsoincorporatepaymentehaviofrom digital transactiongytility bills,
andrentpaymentd providingacomprehensivandreattimeviewofani n d i v findngia | 6 s
habits.

From a technical perspective, the solution leverages advanced machine learning techniques
such as Random Forest and Gradient Boosting to significantly enhancpretiktion
accuracyThesemodelscanprocesdargevolumesof diversedata,identifying hiddenpatterns

and improving decisiomaking beyond what traditional rubmsed systems can achieve. In
addition, unsupervised clustering methods like KMeans and PBS&llow the system to
segment customers into meaningful behavioral profiles, helping the bank tailor its products to
emergingcustomeneedsExplainableAl (XAI) toolsfurtherenhanceransparencygnsuring
customersinderstandherationalebehindapproval or rejectiondecision® addressingneof

the top concerns identified in our survey.

Compliance with Tg¢rkiyebs Personal Data Prc
systembs design. I't operates on stionjand pr i n
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 impmetaf clear consent
mechanisms and the ability to opt in or out at any timeAppendix 2

The strategic benefits of this solution extend far beyond compliance and technical
improvements. By unlocking access to credit for digitally engaged but traadifieexcluded
segment s, Kk Bank can differentiate itseltf
only reduces operational bottlenecks by automating manual asse<smettitsg processing
timesfrom severabaystojustminute® butalsolowersthecostperapplicationby 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 satisfachod trust. By providing fast,
transparent, and personalized credit deci si
younger, tecksavvy demographics and improve its reputation as an innovative and customer
centric institution. These capabilities afsmsition the bank to compete more effectively with

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

In conclusion, the Apowered Behavioral Credit Scoring System stands out as the most
comprehensive, scalablendafutureready solution among the alternatives we evaluated. It
directly addresses Kk Bankodés dual prioriti
operational efficiency, all while ensuring legal compliance and ethical data practices.
Supported byoth internalemployedeedbackandexternalcustomewalidation,this solution

represents a transformative step fodaeln a bl i ng Kk Bank to | ead t|
Al-driven credit innovation.
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4- Conclusion

In summary, thisprojegt dent i fi ed T¢rkiye Kk Bankaséads ho
key obstacleto improvingefficiency,customeisatisfactionandcompetitivenesgit oday 6 s d i
bankinglandscapeBasedon stakeholdeengagemenand surveyinsights,the growing need for

faster, smarter, and more inclusive services was confirmed. Among the thrqeowéred
alternatives evaluatédReatTime Fraud Detection to reduce financial risks, Smart Staff
Optimization to improve operational efficiency, and Behavi@adit Scoring to transform credit
evaluatio® the latter emerged as the most transformative and sustainable sMthitathefirst

two offer valuablesupportin risk managemerdandresourcellocation, they fall short of addressing

t he b ank goslofexpandingeustonter reach and modernizing its lending operations. The
recommended Behavioral Credit Scoring System leverages alternative data such as digital paymen
behavior and app usage to evaluate creditworthiness, enabling access for urdigreeipe like
freelancers and students. Designed with strong privacy and ethical safeguards in compliance with
KVKK, this solution strengthensrust while advancingfinancial inclusion. By adoptingthis
technologyK Ranknot onlysolves o d aperat®mlchallengedutalsopositionstselfasaleader

in responsiblél adoption, building a scalable, custorzantric foundation for longerm growth

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

Appendices

Appendix1 - Employee Workload Insights zFindings from d fBank Employee Survey
on Weekly Time Spent on Repetitive Tasks

How much time do you spend on repetitive/recurring tasks on a weekly basis?

M-
5-10
11-20

B 20+

Appendix2 - Customer Data Privacy Expectations zFindings from Customer Survey on
Al- Based Behavioral Data Usage and Consent Preferences
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If my behavioral data is analyzed by Al, | would expect the bank
to...

Explicitly obtain my consent 47 (71%)
Allow me to opt out anytime 51 (77%)

No specific expectations 3 (5%)
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1- Company Background

IKAS is a Turkeybased alin-one ecommerce infrastructure provider designed for
small andmediumsized enterprises (SMESs). The platform enables users to build their own
online stores, integrate with both local and global marketplaces, and manage essential
business operatioéssuch as payments, logistics, inventory, and order fulfillehtough
a single centralized system.

Since its founding, IKAS has aimed to support the digital transformation of SMEs in
Turkey by offering a streamlined, udfeilendly solution that reduces the complexity of
launching and scaling an online business. The platiamds out with its intuitive interface,
multi-channel selling capabilities, and accessible customer support services.

IKAS's service portfolio includes -eommerce website creation, marketplace
integration, payment processing, pedaftsale (POS) systemsgustomer 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 usiclear brandpositioning, 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-am@tle ecommerce
solution. The impact of this issue is significgmior customer acquisition, underutilization of
product features, and sl ower expansion into
booming ecommerce sector. Without addressing this brand clarity issue, IKAS risks losing
potential users to more cldapositioned competitors.

3- Possible Solutions

To resolve | KASGOs brand positioning chall
considered. Each aims to clarify | KAS6s mar
and engagement.

Alternative 1: Integrated Marketing Communication Campaign

This strategy i1involves <clearly redefi-ning |
targeted marketing campaign to communicate its identity as an-alle ecommerce

platform. It includes rieining messaging for different customer segments, updating branding
assets (e.g., website, ads), training internal teams, and improving customer onboarding to
reflect the new brand narratiy&ee implementation plan Appendix1)

Pros:
v Directly addresses brand confusion.
1 Supports broad market appeal without sacrificing product range.
1 Creates internal alignment across departments.
1 Encourages more efficient use of marketing budget through targeted communi@een.
Appendix2 for current pricing of the packages)
Cons:
1 Requires significant time and financial investment.
T Success depends heavily on highality execution.
1 Complex messaging may still be hard to simplify effectively.
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Alternative 2: Niche Product Facus & Specialized Marketing Strategy

Rather than marketing itself as artialone solution, IKAS could focus on a narrower value
propositio® for example, becoming known as the top marketplace integration tool for
Turkish SMEs. This would involve prior#ing a specific feature set and adjusting branding
and development efforts accordingly.
Pros:
1 Simplifies marketing and communication.
1 Enables deeper focus and excellence in one product area.
1 Easier and faster to establish brand recognition within a niche.
Cons:
9 Sacrifices | KASOs broader product vision an:
T Limits long-term growth opportunities.
1 Could alienate existing customers who rely on the full suite of services.

4- Conclusion

To address its core businetmllengé unclear brand positionidg IKAS must adopt
a solution that not only clarifies its identity but also unlocks {t#rgy growth opportunities.
After evaluating strategic alternatives, the recommended approach is a integrated marketing
communication ampaign.

This strategy allows IKAS to embrace its full potential as ainatihe ecommerce
platform for SMEs while directly targeting the root causes of customer confusion and
ineffective outreach. It enables the company to craft a unified messageg etsytayget
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 | KASO s eeormpanytfar exgansomipa b i | i
both domestic and international markets.

The proposed plan includes SMART goals, phased action steps, clearly assigned
responsibilities, and benchmarking tools to measure prod8=sAppendix3 for awareness
survey) By implementing this campaign, IKAS will enhance customer acquisition, brand
recognition, and internal cohesion.

Additionally, sustainability is woven i n:
industry leaders like Trendyol and Shopify, IKAS can begin caifiitig a sustainability culture
through internal awareness, dcendly operations, and transparent communication. These
efforts not only reinforce | KAtBidkeg, docialyn d b u't
responsible organization.

The proposed sitegy 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-pesitioned to become a
leading ecommercanfrastructure provider for SMEs in Turkey and beyond.
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Appendices

Appendix1

8 STEP IMPLEMENTATION PLAN
T T )

BRAND AUDIT & RESEARCH  VALUE MESSAGING CONTENT CREATION

Assess current perception Define USP & brand story create and update materials
according to the new
messaging

INTERNAL ALIGNMENT

Conduct brand workshops

Interview stakeholders &
analyze competitors

Tailor messages for key Train staff on new messaging
markets
Ensure consistency across

channels

wme O Gwe O @ O G

CAMPAIGN LAUNCH ONBOARDING OPTIMIZATION MONITOR & ADAPT PREPARE FOR GLOBAL

Digital ads, SEO, case studies

Segment campaigns by
region & business size
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Appendix3
KKAS Awareness Survey

Section 1: General Information
1. How old are you?

o Under 18

01824

02534

03544

0 45 and over

2. Where are you currently located?
0 Turkey

o Another Country in Europe

o Another Country outside of Europe

3. Which of the following best describes your role?
0 Business Owner

0 E-commerce Manager

0 Marketing Professional

o IT/Software Professional

o Student

o Other:

Section 2: Brand Awareness

4 . Before today, have you heard of KKAS?
o Yes
o No

5. Il f yes, how did you first hear about KKAS
o Social media (Instagram, LinkedIn, etc.)

0 Google search

0 Advertisement (online)

o Advertisement (offline)

0 Recommendation from a colleague/friend

o Event or webinar

o Other:

6. How familiar are you with KKAS' services?
o Very familiar

0 Somewhat familiar

0 Heard the name only

o Not familiar at all

Section 3: Brand Perception

7. What type of company do you believe KKAS
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0 E-commerce platform

o0 Marketplae

0 Accounting software

o Software Infrastructure provider
o0 Web development agency

o Not sure

o Other:

8. Which words would you associate with KKAS
o Innovative

o Reliable

o Complicated

o Affordable

0 Expensive

o High quality

o Niche

o Other:

9. I n your opinion, how important is it to h
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 KKAS
o Currently using

0 Used in the past

o Never used

11. I f you have never used KKAS, would you ¢c
o Definitely yes

o Probably yes

o0 Maybe

o Probably not

o Definitely not

12. What would encourage you to try or wuse K
0 Better pricing

o Positive reviews/testimonials

0 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 yo
[Openended response]

14. Any suggestions f or ingrdva Beirtsasvicd?’e c o me mor e
[Openended response]
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1- Company Background

Pands Garden, founded in 2024, was establ i :
potenti al of Anatoliads botanical emamrslour c e s
ingredients in Germany. Structured as a fund to optimize operations, the company aims to

bridge Anatoliads botanical heritage with G

premium raw materials for cosmetics, fragrances, and functiordldsop Pandés Gar den
on sustainable sourcing to preserve biodiversity and meet market demand-fioeretiy,
ethically produced ingredients, setting new quality and innovation standards.

2- Problem Ddfini tion

Germany's increasing demand foedicinal and aromatic plants (MAPS) presents a valuable
opportunity for international trade with Turkiye, a country rich in these resources. However,
there is no prominent Turkish brand selling MAPs in international markets. To solve this

i ssue, demwilldal m&&inal and aromatic plants produced in Turkiye under the
Pan's Garden branding. OQur mission is to bu
from its competitors, raise awareness of Pan's Garden, and reach B2B businesses yn German

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:

. Low Prices:Pan's Garden aims for affordable prigesorder to attract more customers'
attention without compromising quality in order to meet the demand in such a competitive
market like Germany.

. Farmer Education:Pan's Garden aims to provide farmers with training on sustainable
agricultural practices, adnced growing techniques, and quality control.

. True StoriesPan'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 impance and heritage value of medicinal and aromatic plants for
Tuarkiye with these stories.

. Certification: Pan's Garden aims to partner with globally recognized fair trade certification
bodies to verify ethical sourcing and production practices and to ipeotty 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:
. Supplier RelationshipsPan’'s Garden aims to establish ldegn, transparent partnerships

with local farmers and cooperatives and it wants to provide timely payments that reflect fair
compensation for participants' labor and resources.

. Sustainability Standard€?an's Garden asnto adopt environmentally friendly practices in
equipment, harvesting, and transportation, and aims to encourage suppliers to minimize
chemical use and adopt organic farming methods.

39



3. Traceability: Pan's Garden aims to implement a system to track proftantsfarm 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 DevelopmentPan'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 willemphasize Turkiye'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 tihad#ai

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:

Exposand 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 aidib creating a lead

generation opportunity. Our main purpose is to increase brand visibility and generate qualified
B2B | eads through participation in key indus:s
of the first quarter of 2026, to attendl@ast 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, andsmetics sectors.

Panbés Garden wil/|l emphasize its capabilitie
distribute products reliably across Europe, demonstrating efficiency. At the same time, the
brand will highlight its commitment to ethicalourcing and supply chain resilience by
underscoring its close collaboration with Turkish agricultural collectives and cooperatives. In

l' ine with its sustainable brand identity, P
booth materials, and prodiusamples that reflect its environmental values and visual identity.
After the event, P an 6 s -ugscampdigns to turn initial contaats t ar g

into longterm business relationships, showing its commitment to responsible and lasting
parinerships.

Social Media:

Pandés Garden wil/ use soci al media as a ke
producefrcentered, and sustainable B2B supplier. Underlining its Anatolian heritage and
partnerships with small and meditsized producers,ther andds strategy aim
highlight its core values, and humanize the supply chain. The focus will be on LinkedIn as the
primary platform for reaching decisionakers and professionals, supported by Instagram for

visual storytelling, and Bluegkas a longierm community engagement space.

LinkedIn Strateqy and Editorial Structure

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

increase brand visibility and reach potential B2B partners. The goal is tbatckeynber 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

40



O« (@]

O«

(@]

followers per month. Content will be published on Tuesdays,&thys, and Thursdays,
with two posts each déyone in the morning and another after the lunch break.

Tuesdaysindustry insights and brand storytelling
WednesdaysEngagementlriven content (polls, Q&A, discussions) and market trends
ThursdaysEducationhand valuef ocused posts (e.g., AMedicin:

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

to celebrate every 1,000l | ower mi |l estone. Upon reaching
LinkedIn Bulletin will be launche@ a 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 fieldfactory. 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 practi ce:
Garden will have shared a monthly series feaguphotos 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 suppo t brand authenticity and ethical posi
following content elements into its Instagram strategy:

Shortform video content: 300 second clips filmed esite at farms and packaging facilities,
showcasingroduction transparency and quality standards.

Ethical labor photography: Professional imagery which aims to capture responsible labor
practices and working environments, reinfor
and social responsibility.

Themadic 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 ethicalépnscious 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
series by September 2025, publishing one feature per month acroedlhiakd 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 thenfans 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, addinlifeemtperiences that

build trust and emotional connemti. 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 soci al i mpact of Pandés Gardenbo:

Educational Plant-Focused Content

This contentwi | | position Panbés Garden as a credit
plant (MAP) sector while educating the audience about the industry and new trends emerging

in the MAP sector. The aim is to iilykd25 ate a
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 shiag both the practical uses and ecological value of
Panos Gardenos product s. One i mportant t he
sustainable harvesting and wild collection, helping the audience understand the environmental

and ethical issues involve@ther 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
explan their role in biodiversity and local ecosystems.

Customer Use Cases and Success Stories

The main motive is to highlight the business:s
The intention is to publish four customer case studies per quartarg@B 2025, focusing

on clientsd product development jJjourneys an
mi ni mum of three B2B inquiries per post. Th

are used in redife industries, highlighting their pctical value. Visual storytelling will be
combined with short quotes or testimonials to make the posts feel more personal and engaging.

Website Improvements

As Panés Garden positions itself as a trust
from Tirkiye to Germany, the website will evolve into a clear, engaging, and coitent

pl atform that reflects the brandds-makinues ar
process. The goal is to create a tfsiendly digital experience where vigrs can easily
understand the product of ferings, trace t he
mi ssi on. Currently, Panbés Garden website of
needs. These include an extensive product catalog andtatign 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 paakggwhich will link to a tracking page showing the
productdés journey from harvesting to delive

Brand ldentity 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-lnagbite
offer requests by 30%.

A

This redesign wil|l strengthen Pands Gardeno6.
brand. A mobileoptimized site will better suppoB2B 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:
Test the current website on a mobile phone and make necessary updates
Simplify the layout of mobile content to prioritize readability, and quick download times.

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 la@inched 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 mont
dedication to fair and honesburcing and support for local communities, clearly reflecting

the brandds core values.

The content wild/l i nclude a simple explanati
visitors understand ethical sourcing practices. To add authenticity jrsi@oviews 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 shibsvpositive impact on local communities,
reinforcing the brandds commitment to ethic:

NfnDi scover the Sourceo I nteractive Feature

By October 2025, Pandéds Garden is aiming to |
explore the source of eaphant, 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
fostering acloser 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 Turkiye where different herbs are grown (e.g., Hatay yor ba
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,

Pandés Garden will highlight i tresl starieshfiom v e me n
producers across these regions. These stories will be presented in short, engaging paragraphs
to provide an authentic | ook into the | ives
section will feature blogtyle mintarticles andc ase st udi es, such as
Harvesterso series, of fering deeper insight

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 athvellghtout strategy that involves

social media interaction, trade show participation, and website improtgentiee brand is
positioned to establish trust, draw in busir@sbusiness clients, and establish lgegn
connections. In addition to satisfying the rising demand for MAPs, Pan's Garden can support
regi onal farmi ng ¢ ommu raliheritagesby @mhiningregalogicaly e 6 s
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 brartkisdctor.
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Appendices

Appendix1 - Solution Timeline
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1- Company Background

ARA Robotics was founded to develop higfandard, autonomous cleaning robots for
industrial and commercial areas6 applicati ol
Al-based navigation and modular design to provide efficient and customizablenglean
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 laading provider of autonomous cleaning
solutions worl dwi de, hel ping industries ach
redefine industrial cleaning through autonomousdiven, and modular robots, enabling
businesses to reduce labor costs, ouprhygiene standards, and optimize cleaning efficiency.

In terms of business model, ARA Robotics transforms the cleaning land$¢hee.
it comes to strategic goals, ARA Robotics is focused on sustainable global expansion and
market development througargeted 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 Ag¢aning robot and complemented by
upcoming innovations, both drives substantial reductions in labor and maintenance costs and
environment al sustainability through UNDP©OGs
enable businesses to optimize their vilonks 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 efficiel &R A Robot i cs 6 pri mary c
determining the optimal manufacturing and logistics location that aligns witlp @omy 6 s
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 acdfen®@dular, autonomous,
and costtcompetitive solution that stands out in the marketplace, successfully penetrating
these markets demands careful consideration of product positioning and distribution logistics.

3- PossibleSolutions

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 | ev e disripdiontcharenelsp afteadies suppdrs e X i ¢
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 signiict advantage for a foreign entrafihe appeal of a joint
venture lies in its ability to reduce financial risk, accelerate-tormarket, and leverage the
partnerds existing distri bushléesgenicesgstemnInk s , c
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highly competitive and mature market like North Ameriwwhere entry barriers such as
regulatory compliance, operational logistics, and consumer trust are signifiaaht
partnerships can provide essential advantages for new entrants like ARA Robotics.

Howeve, the joint venture strategy also presents several substantiahréskg of
which are particularly significant for a young, innovatiocused firm like ARA Robotics
Firstly, most potential partnersuch asTennant, Nilfiskare heavily reliant on Chines
manufacturing. This directly conflicts with
and norreliance on Chinese components. Partnering with such companies could undermine
ARA's brand identity and its reputation as a sustainadtitysed manufacture

Additionally, the joint venture model often involves the sharing of proprietary
technol ogi es. I n ARAOGs <case, thisuchias&ll udes
driven navigation, modular hardware integration, and-tiged data collection stems.

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
enabl e competitors t o(Singh 20 cate ARAOGS i nnov;

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 stale 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. Differerinesorporate 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 mosepuoal 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 esismarket entry, it
conflicts too signif i ctarm gdaly, valuestand tekhihdogiéab b ot |
independence to be the optimal path forward. It remains a séeshadption that could only
be considered if a necompeting, culturally alignegartner without Chinese sourcing is
identifiedwhich 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. Unlikevgitures, 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 iteeraombination 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 quicklytrain employees in robotics assembly, software integration, and
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maintenance, reducing onboarding time and costs. Additionally, the presence of top
universities provides lonterm access to engineering and Al talent, making the region an
R&D-friendly envionment.

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 SalesT&¥Jse
Exemptions for manufacturing equipment. These incentives can significeditigethe costs
of land acquisition, facility development, and workforce training. Moreover, access to federal
programs like the Section 48C Advanced Manufacturing Tax Chediter enhances the
financial feasibility of this investmenfinternal Revenue Servic2024)(SeeAppendix )

Logistically, North Carolina provides proximity to the Port of Wilmington and
interstates enabling cesfficient import of parts andistribution of finished products. With
shorter lead times and lower lastle 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 @hio, which have higher land and labor costs and more complex
regulatory environments, North Carolina offers a far more scalable areftiognt platform
for entry.(EDPNC n.d.)

By establishing a fully owned facility in North Carolina, ARA Robotica ca
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 gfs2@®Avhile preserving
its sustainabilitydriven brand identity. The loaggrm benefits ofhis 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. markeslf Dozenhas developed a targeted strategy
based on SMRT goals centered on operational clarity, measurable milestones, and
sustainability. (See Appendix 2 T h e company?o6s mar ket entry
establishment of a fully owned manufacturing facility in North Carolina by20@6, This
facility will be designed to handle modular assembly, hardware testing, and quality control
processes in accordancetiwlJ.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 leakh local employees, produce up to 1,000
autonomous robots annually by 20Zhis workforce will include assembly technicians,
logistics coordinators, and customer support staff. Employing locally not only enhances
community engagement but also fulfills tetéevel employment conditions for incentive
eligibility, such as under the JDIG and One NC Fund programs. Additionaitenorgoals
include piloting with at least five B2B clients, These targets will be supported through
customer feedback systems, CRMamation, 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 thigharty distributors. This allows the company to maintain full
control over astomer experience, product customization, and pricing. Internal sales teams
will be responsible for initiating relationships with hospitals, commercial real estate firms,
and transportation hulssich a®ffering demos, service contracts, and technicasalbations
tailored to each sectordés needs.
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Following facility setup and staff onboarding, the company will initiate pilot
production and realorld deployment with five select U.S. clients by Q3 2026. These pilot
programs will be critical for refininghte product offering, collecting user feedback, and
building strong local references before scaling up to full market launch in (&EEAppendix
3)

Sustainability i s embedd,didtegrates sestamability as p e ¢
not only as a pruct feature, but also as a core operational principlee companyos f |
robot, ARI, features water recycling, enesgf§icient batteries, and modular, lemaste
designoffering high operational performance with a minimal carbon footprimésefeatures
make ARI especially attractive to sustainabiitgnscious clients in sectors where hygiene is
critical but resource conservation is prioritizéthese align with key UN Sustainable
Development Goals such as SDG 6 (Clean Water), SDG 7 (Cleanylgnang 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 practtieisal sourcing
policies, and a strong commitment to clean technology, ARA Robotics is positioned to
become not just a robotics compangut a sustainabilitgdriven industrial innovator on the
global stage(United Nations2015)

This integrated execatin pl an supports ARA Roboticsdé v
sustainable, and innovatiairiven presence in the U.S. market while maintaining its core
values of autonomy, responsibility, and advancededlengineering.

4- Conclusion

ARA Roboticsstands at a pivotal point in its growth trajectory as it prepares to expand
into one of the worl dés mibisatransfamapve dgtepinthey e t e «
companyo6s journey from a promising rindheki sh s
field of autonomous roboticdVith its Al-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 automafitcierey, 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 i nnovati on autonomy, and scze
favorabl e tax policies, skilled | abor pool,
financial and strategic goalShe implementation of this strategy is supported by a clear and
structured rodmap. With SMART goals in place, the company is set to achieve key
milestones in the coming yealSlor eov er , sustainability rema
expansion strategy. The c odirpcdynsypp@t multgple hno | o
United Nations Sstainable Development Goals (SDGS).

In summary, h e company6s sodp@tadr by meaaudabie fargets,
sustainability integration, and a custoriecused sales strategysitions it to succeed in a
dynamic and rapidly evolving industry. With thispaxsion, ARA Robotics is not only
entering a new market but also reinforcing its identity as a forthanéting, impactdriven
technology firm capable of competing on a global scale.
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Appendices

Appendix1i Tax Rate Comparison

Tax Rate Comparison - Favorable Conditions in North Carolina

Rate or Minimum (5)

== MNorth Carolina

-—--
———

Ohig
New Jersay

Tax Category

Appendix21 SMART Goals

1,000 m? facility by Q2
2026

2027
EX] 5520 ctiene= by o2 Peietaction by 2027
2026 satisfaction by
m 15 local employees by Reduce CAC by 30% in
Q4 2026 first 18 months
m S$1.5M-S2.5M in incentive Train 100% of
by end of 2026 technical staff

E 750-1,000 robots
annually by end of

2027

Appendix3 i1 Timeline

04 2025
Warehouse Acquisition

Q2 2026

Establishing Equipment
and Facility Set-up

and Incentive
Application

Reach break-even by
end of 2028

Q3 2026 2028

Pilot Production and
Market Launch

Break-even and
Expansion Planning

July 2025

Q32025 12028

Renovation and
Compliance

End of QZ 2026
Recruitment and
Training

Legal and Strategic
Set-up

Q4 2026-2027

Commercial Scaling
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1- Company Background

Tage Sgrensen founded VIKING Liteaving Equipment in 1960 under the naNardisk
Gummibadsfabrikin Esbjerg, Denmark a coastal town with a deapoted maritime
heritage. Recognizing the dangers faced by fishermen and sailors navigating the treacherous
North Sea, Sgrensen set out to manufacture-tigtiity inflatable liferafts that could ensure
survival in emergency situations. This commitment to safeguarding lives at sea became the
foundation of VIKING6s mission and remains

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 regulatibmis.
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, #tieamgg 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, especidiy 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.

Amaj or milestone in the companyo6s Ndisafea or y

|l eading Norwegian | i feboat manufacturer. Th

product offerings but also further solidified its standing as a global |leadearitime 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 taddor 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 serviceasons 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, inspectisn, and crew training. -toéndsaicds ab

solution® from product manufacturing to lortgrm service coordinatié@nensures that
vessels around the world remain compliant, prepared, and protapieendixl).

Through continuous innation, 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 Ddinition

VikingLife-Savi ng Equi pme nd iblssengce planning apératiohgs urider r i t y
significant pressure due to structural inefficiencies and workfierlegéed challenges that
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threaten both efficiency and employee retention. As outlined inthecosngas 2028 Busi
Plan, service planning is prioritized above other functions such as manufacturing and sales,
given its central role in coordinating the maintenance of critical safety equiprmehding

liferafts, lifeboats, personal protective equipmemd firefighting ged for 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 oe of this operation are 60 service planners who coordinate between
customers and techniciaii8ppendix2). However, the current system suffers from -non
standardized workload distribution, where planners may be responsible for vastly different
numbers of esseld sometimes as many as @OWithout clear criteria tied to their
competency levels. This imbalance, combined with -olojective performance
measurements, ineffective recruitment processes lacking maritime focus, insufficient
onboarding, and a lack ofear career progression, undermines both planner motivation and
operational consistency. Moreover, the absence of structured support systems and
performancebased incentives contributes to high turnover and burnout. Interviews with
planners have confirmetthat these issues create a complex problem environment, limiting
Vikingdés ability to mai nt atermststegicgdals.e qual i t

3- PossibleSolutions
Alternative Solution T Regional Coefficient System

As an initial response tthe 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. Fornstance, 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 infrastructurénarmbne
issues.On the other hand, all four produstsferafts, lifeboats, personal protective
equipment, and firefighting ge@arave different processes during onboarding and service
delivery, which adds another layer of complexity to the evaluatiaersy$he objective was

to build a more realistic performance metri
after deeper analysis and feedback, this approach was ultimately dismissed. We recognized
that daily technical disruptions, unpredictabldemt behavior, inconsistefdifferent
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 anichited its feasibility for fair implementation across

Vi kingdéds gl obal net wor k.

Final Solution T Human Resources Policy Package

Following the dismissal of the regional coefficient approach, we have developed a
comprehensive HR Policy Package as the mosavb | e and i mpact f ul s ol
planner retention and efficiency challenges. This package consists of six integrated
components:

. Clear Career Path: One of the most pressing problems we identified was the lack of a
structured and visible careerogression for service planners. Our survey results showed that
over 70% of current and former planners would be more likely to stay at Vikingdomgf
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a clear development path existed. To address this, we proposed a tiered careeriacider
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 coflanyet al., 2010)

. CompetencyBased Compensation Systemlo complement the career path structure, we
developed a competentyased pay system that rewards planners as ittwgase 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 deysient and financial rewaldHa me r | i @&Es K i
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 handbenplex tasks.

. 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 whasproposed a targeted
recruitment approach focused on candidates with maritime education or experience. We
suggested forming partnerships with maritime universities for internship programs and
cr eat$ e aqgo mdnifi&ieeaar professionals who havaaritime experienceseeking
shorebased rolesAdditionally, we developed a Maririéit Talent Matrix to assess candidate
alignment with key operational competenci€kis approach aims to shorten the adaptation
curve and improve planner retention from siart.

. V-SAIL Onboarding Program: To further support new hires, we designed th&AIL

onboarding model, a structured fepimase adaptation procésblavigate, Route, Anchor, and

Sail. V-SAIL combines corporate training, shadowing experienced plannersnstaations,

customer simulations, and KPI tracking to ensure each new planner becomes fully equipped
for the role. A highlIRieghlty 6o fcetriiid i gradd roam ait
full readiness for independent planning. This structuapdroach 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.

. Peer ShoutOuts 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 ShQuits program using a Microsoft Teams channel where
employees can publicly recognizeacot her 6 s ef forts. This pr omc
and collaboration, while also increasing visibility of contributions across téAgero

Employee Recognition Case Study | SIMPPLR, 20Based on our interviews, we found

that manyplanners feel their efforts often go unnoticed, especially in-prghsure situations.

A simple, structured way to give and receive recognition would help improve morale and
engagement across all levé@allup, Inc., 2023)

. Barrier Log System: Lastly, we introduced the Barrier Log System to systematically capture
and address everyday workflow disrupti@nsuch as unclear instructions, system glitches, or
communication lags. Through a short daily form integrated into Microsoft Teams, planners
can report lckers, 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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prodictivity and job satisfaction. This lowost, highimpact initiative empowers planners to
voice issues and builds a culture of continuous improve(Sahiaefer et al., 2024)

Together, these six solutions form a holistic strategy to improve planner mesmntit
onboarding, performance, motivation, and reter@iattimately enabling Viking to meet its
2028 strategic goals and maintain global service excellence.

4- Conclusion

In conclusion, our analysis revealed that Viking tfavingEqui pment 6 s ser vi c
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 onboardinginclear 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 dueopmerational 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
competencypbased compensation system, spkmed recruitment aligned with maritime
expertise, a structured-SAIL onboarding program, a recognitibased Peer Sho@uts

platform, and a Barrier Log System for continuous improvement. Together, these initiatives

not only tackle the root causes ogfficiency and disengagement but also establish & long

term framework for professional growth, fairness, and operational exce(@adap, Inc.,

2023) | f i mpl emented effectively, this packa
operate more consistidyy improve employee satisfaction, and support the company in
achieving its 2028 strategic goals.
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Appendices

Appendix1

Business Model Canvas

Key Partners

- Who are the
essential partners
needed 1o support the
business model?

5 0 s

Designed oy,

Dasged by

Datn

VIKING Life-Saving
[Equipment

Team Starboard

11.02.2025

Key Activities

L] What critical activities
must be camied out for the
business model to succeed?

. This includes product
development, marketing,

supply chain management, etc.

- What essential

resources are needed 1o

deliver the value proposition”

L These can include human
resources, technology, production
facilities, patents, etc.

The service planning team which
" ible £ .
planning process with extensive

service network.

Value Propositions

. What core value
and solution does the
business offer io
customers?

. How does the
product or service solve a
problem or fulfill a need?

safety equipment and
services to its customers.

Customer Relationships
- How  will the
business imteract with its
customers?

- How will the
product or service reach
customers?

Viking Life implentents a

Customer Segments
- Defines which
customer groups the
business serves

. Different customer
segments can be identified,
allowing for tailored
strategies.

Cost Structure

(production costs),

& What are the major costs associated with the business model?

™ Costs can include fixed costs (rent, salaries) and variable costs

Revenue Streams

frarging

# How does the business generate revenue?

- Possible revenue models include one-time sales, subscription
maodels, and advertising.
g local sub
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1- Company Background
Founded in 2009, Mut ay Enerji i's a Turkish
Organized Industrial Zone in Ankara. The figpecializes in the production of porcelain
electrical insulators for low, medium, and higbltage applications, which are essential for
safe and efficient electricity transmission and distribution. Initially focused orvéitage
insulators such as piype and spool insulators, the company has since expanded its portfolio
to include medium and highvoltage products, including transformer bushings, post
insulators, and fuse tubes. These products are compliant with international standards such as
IEC, CE,and ANSI.

Mutay Eneriji'sfacility 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
KOSGERB, include the development of semiconductor glazes and egi#ignt production
methods.

With an employee base of approximately 60 staff and a functional organizational structure,

the company has developed strong internal capabilities in quality control, marketing, and
logistics (seeAppendix4). 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 longerm growth. Chief among these is the company's overreliance on the Turkish
domestic marketparticularly on a narrow group of buyers such as stateed enterprises.

This dependency exposes the firm to demand fluctuations, political changes, and regulatory
shifts. Mor eover, T¢e¢rkiyeos macroeconomi c
cuuency depreciation, and volatile i1 nput cost
power, production costs, and financial planni@ECD, 2023; se@ppendixd).

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 hardenamtain
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 higholtage insultors to strategically selected European markets:
Germany, ltaly, and Spain. However, key barriers to entry include high transportation costs,
strict EU compliance requirements, and low international brand awareneggferalix3).

The insulator industrys already highly competitive, dominated by weditablished global
players who possess strong technological capabilities and regional partnesbigad¥ata,

2023) To succeed, Mutay Enerji must overcamfeastructureconstraints, mitigate exchange

rate and trade risks, and develop a scalable and sustainable export model.
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3- Possible Solutions

Mut ay Btnategig goabd diversifying its revenue stream and mitigating risks arising
from T¢grkiyeds volatile economic environmen
option (Turk Eximbank, 2024)Alternatives such as licensing or franchising are unfitafo

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 praaticafficient path

forward.

This optimal solution is based on a structured, -datzen, and operationally feasible feur
stage plan:

Market Engagement

Engage technical discussions with leads from the CWIEME Berlin 2025 fair and distribute
samples totdeast three companies each in Germany, Italy, and Spain. This step is designed
to validate product quality, gain feedback, and initiate estdge business relationships.
Participation in fairs will serve as the first touchpoint for brand visibilityregulated
European markets. Mutay Enerji will enhance its digital presence through localized LinkedIn
content and targeted Google Ads campaigns, ensuring lead4gtiagsvstreamlined via CRM
systems.

Commercial Conversion

Convert theseengagements 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 letegm collaboration anccalability.

Revenue Target

By establishing recurring order patterns and leveraging early client relationships, Mutay
Enerji targets EUR 250,000 in export revenue by June 202&\ fgendix5). This milestone
demonstrates operational capacity, finanagasibility, and the producharket fit required

for longterm European expansion. Pricing strategies will focus on balancing margin retention
with regional competitiveness. Counsgpecific order forecasts, seasonality considerations,
and territoryspecifc ROl 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 destegr
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 effectivéogoarket 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
invest ment oMl 1UGS50O®O wi | | be allocated to tr
sampling, promotional content, and training (&gpeendixl).

Moreover, Mutay Enerji is aligning its operational model with the United Nations Sustainable
Development GoalSDGs). 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 practtes, and safe working environments. These environmental, social, and governance
(ESG) commit ments enhance the firmds value
that prioritize responsible sourcing and sustainable manufact(ntgrnational Energ

Agency, 2022)

In summary, this expodriven 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 weHlpositioned to transition from a domestic leader to a competitive
international exporter in the higloltage insulator market. By implementing a well
researched, phagmsed 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 ordyldresses 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 depdency on local market conditions, and improve{nm financial stability
(European Commission, 2023)he integration of ESG values into its operations strengthens
its competitive positioning and increases its attractiveness to European partnanistitiae

ethical sourcing and green manufacturing.

Moreover, the structured fostage approach Market Engagement, Commercial Conversion,
Revenue Generation, and Expansion ensures measurable progress through defined milestones,
enabling Mutay Enerji tadapt quickly and scale efficiently. When combined with a dedicated
export team (sedppendix?2), digital infrastructure, and strong logistical planning, the
company is equipped to become a resilient and recognizable player in the European energy
componerd industry.
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Appendices

Appendix1i Capital Expenditure Table ( 2025 2026 )

Cost Qua Unit Cost Total Description
Category ntit Range Range
y (EUR) (EUR)

Booth Rental 6 3,500i 21,0001 Includes
9m2x6 6,000 36,000 registration,
fairs) utilities,

space at
CWIEME,
Coiltech,
MATELEC
etc.
Stand 6 2,000i 12,0007 Custom
Construction 3,000 18,000 setup,
& Design modular
walls, visuals,
product
display units
Flights (2 12 430 5,160 Istanbul EU
people x 6 return flights
fairs) (U430 a
per person)
Accommodat 24 20071 250/ 4,800i Mid-range
ion (4 nights nigh night 6,000 hotels in
X 6 fairs) ts Berlin,

66



Madrid,

Contingency
Reserve (10%)

Milan
Local 6 300 1,800 Taxi,
Transportatio trips metro,
n & Meals basic daily
expenses
Promotional - 5007 1,000 3,000i Brochures,
Materials / fair 6,000 flyers,
business
cards,
branded
folders
Sample 1,0001 2,000/ 6,000i1 12,000 Production of
Manufacturing & fair insulator demo
Shipping kits, freight to
fair locations
Digital Advertising 80071 1,200/ fair| 4,800i 7,200 Targeted B2B
& SEO campaigns on
LinkedIn, Google|
Ads
- 5,8001 9,300 Buffer for price

increases or

unforeseen cost
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TOTAL
ESTIMATED
BUDGET

U664 ,i56 Covers 6 fair

0100, 6] cyclesacross 3

countries

Appendix2 - HR Requirements & Team Roles

Position Headcount Type Primary Responsibilities
Export Sales Manager 1 Full-time Leads European outreach, manage
customer relationships, negotiates
pricing
Technical Sales Enginee 1 Full-time Provides product demonstrations,
addresses technical inquiries, suppd
postsales

Marketing & Content 1 Parttime / Designs brochures, manages digitd
Lead Remote campaigns, ensures bratohsistency
Logistics & Project 1 Full-time Coordinates fair bookings, shipment
Officer accommaodations, internal reporting
CRM & Customer 1 Full-time Maintains lead database, schedulg

Support Staff Remote follow-ups, supportdocumentation

and compliance

Local Freelance Per fair Contract Ensures irbooth communication in
Translator (as needed) based native language (German, Spanish

Italian)
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Appendix3 - Transportation Cost Comparison (Sea vs Truck)

Truck Transport

(Based on a 4foot containey

Container Shipping-Sea Freight

(Based on a 4fbot containey

To Germany: To Germany (viaHamburg Port):

Truck transport cost|Delivery from Ankar a

Domestic custons250 e|Sea freight to Hambu

Foreign customs clea|Port handling (l oadi
Inland transport from Hamburg port to facto
u300
Turkish customs cl ea
Tot al estimated cost

To Portugal: To Portugal:

Truck transport c ost |Totalseafreightcostis approximately 5% hig

Domestic custons250l e|lY 02, 415

Foreign customs cl| ea|Breakdown follows the same structure w
increased freight andahdling costs.

To Italy: To Italy:

Truck transport ¢ ost |Seafreightcosts arethe same as Germany

Transport: 08,000 Tot al a2,300

Domestic cust onis2 50l e

Foreign customs <cl ea

Appendix4 - SWOT Analysis

Strengths Weaknesses

1 Compliance with EN and ANSI
standards supports international mark
access.

Cost advantage via affordable raw
material imports.

T New entrant with limited market
share vs. established competitors.

9 Faces pricing pressure from lesost
exporters (India, Pakistan, China).
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Government protectionist policies
limit foreign competition.

Low logistics costs enhance pricing
competitiveness.

Expat experience through
partnership with Cerisol.

T
)l
1

Oppurtunities

Threats

Postconflict reconstruction in
Europe drives insulator demand.
Strengthening EX Urkiye trade and
growing EU energy imports.
Strong domestic base enables glok

expansion.

Intense international competition
from low-cost producers.
TRY/USD volatility may raise
production costs.

Appendix5 - Timeline & Milestones Chart

Goal Objective Start Date Completion Duration
Date
Goal 1: Initiate technical June 2025 July 2025 1 Month
Establish | engagement with qualifieq (Post-
Initial leads and distribute produ] CWIEME
Market samples to 8ompanies in| Berlin 2025)
Engagemen| Germany, Italy, and Spair
Goal 2: Convert technical July 2025 | September 2024 3 Months
Achieve | discussions into 2 purchas
First orders and 1 distribution
Commercial agreement.
Conversion
Goal 3: Increase website traffic by July 2025 | December 202§ 6 Months
Strengthen 15% and gain 1,000
Brand LinkedIn followers in B2B
Awareness segments.
and Market
Credibility
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Goal 4: Generate EUR 250,000 i1  July 2025 June 2026 12 Months
Reach export revenue across
Export Germany, Italy, and Spair]
Revenue
Milestone
Goal 5: Launch business March 2026 | September 2024 6 Months
Expand to | development in two new
Two European countries (e.g.
Additional France, Netherlands).
EU
Countries
References
El ektri i ara- «Kkar j .(R024, msugry2). Retrievedfom s &

https://futureflow.life/elektrikkaracsarfistasyondisanstalanfirmalar/

EPDK, Lisans Bedeli 2024
https://lwww.epdk.gov.tr/Detay/Icerik/29/lisansbedelleri

Terkiye

ot omobi |(20p3aNoeeml@r 7 | ekt ri kl endi

https://www.dunya.com/sektorler/otomotiv/turkipgomobilpazarielektriklendihaberi7
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NUVE, Strategy Problem
i e AU SN AL | B

FACULTY OF BUSINES:

Proje Ekibi : Final Countdown

Grup Uyeleri: Ay ke Nur Kekanl &, Asl é& ¥zer, Kerem Kz
Zeynep Cigek
c EOEAO $ Ablgaivird T g d, Akademi k DR.nEernhanr: Kur do

Koor di nat ° rCebDaenné kAryadno:] mu

OZET

N! VE, 1968 yélénda Ankara'da kurubmarngndabc
faaliyet g°steren yerl:i bir firmadér. Yurti
Ayréca ¢renl erini 100" den fazla ¢l keye i hr
ul akméxkteéer. Tg¢grkiyedden yur tadné kbénra damr .- oNk VE
zamanda girdifji Ameri ka Birlexkik Devl et |
hedefl emektedir. Ancak, ABD pazarénda g¢-1 ¢
kanallardaki eksiklikler nedeniyle beklenen biylumeyi yakalayagnamt € r . Biecareta ma - | a
kanall aréné kullanmak i steyen N; VE'ye, bu
hi brit dajéetéem modeli ile birlikte kullanelr
bayi -at ekmasé ° nl e ngelie keltee edilntesi, bayileran t burmlanm| ar d
et kil enmeyecek Kekil de -al ékma kokul |l ar éer
g¢-lendiril mesi ve dajéetémen efektif yollar
ger -ekl ekecek s¢re-ten ésnamr ag ¢Njl VEOmiirmm  kKABrDu
ama-|l anmaktadér .

Anahtar Kelimeler: E-Ti car et ,PaYar € da{@&rMaahe| i , KDapaEE& ém

Cat eékmaseé
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1- Company Background

Nuve, established in 1968 and headquartered in Akyurt, Ankara, Turkeglishiaguished

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, analpstgjuct 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 researatenters, dentistry clinics, biotechnology laboratories, agricultural
research centers, veterinary medicine, and the chemical, automotive, defense, and
pharmaceutical industries (NUVE, 2025).

Nuve's organizational structure is procbssed which empha&g the continuous
improvement and crodsinctional 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 ofpfuelucts, 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. Thedpction process is also supported by support
processes which include H&R, financial management, infrastructure and document control.
The overall process of NUVE focuses on feedback from the end users, quality and
responsiveness.

Nuve prioritizes customr satisfaction in its operations and operates with this principle at the
core of its business model, ensuring quality, fast delivery, and reliablesalésr service.
Recognizing the urgency of laboratory workflows, Nive optimizes its supply chainsfor fa
and efficient delivery, minimizing downtime for its clients. Additionally, its extensive dealer
network offers localized technical support, maintenance, and training, ensurintgiong
equipment availability and customer trust.

Nuve's mission is to dcome 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 produs 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 steriligatitom

and to become one of the pioneering and exemplary companies in Turkey.

2- Problem Definition

To adapt to the changing environment in the industry, NUVE is looking to expand its
distribution channels by leveraging onlire@nmercelatforms. While developing a channel
expansion strategy, t hey must al so protect
distribution channel is its dealers. These dealers play a critical role in the sales asaledter

support of NUVE's products. Thiaboratory 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 dealerseathe main international distribution and sales channel, they are not
sufficient to reach al/l potenti al customer s.
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so their customer range spans from medical centers to pharmaceutical industries. Agthey ha
a wide range of customers, dealers are struggling to form extensive customer portfolios.

NUVE seeks to create a strategy for integrating online sales channels into its business model
to facilitate dealers' operations and increase the company'siwjsdntl export revenue.
Currently, NUVE is in the process of starting to use onliteramerce 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 degtedbt. For instance, refund policies, logistics,

and pricing strategies are some of the areas that should be dealt with. There are different
regulations for online-eommerce channels and country authorities when integrating digital
distribution channelsito 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 ariser @ain 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 digital sales channel strategy. Despite the U.S.
having the major market share of the lab equipment industry NUVE has no significant
presence in the U.S. As we analyzed, the customers are more positive towards online channels
and major players located 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, NUVE can differentiate itself with its resources and capabilities.

3- Possible Solutions

The omnichannel distribution model is designed to ensure seamless coordination between
NI VE6s online platforms and its dealer netw
platforms, both NUVE and the related dealer will be notifseut] the order will be assigned

to the nearest regional dealer. This approach will be mutually beneficial for the dealer and
NUVE. According to a survey done by BCG, channel conflict is the top concern for 38% of
the ecommerce channel managers, and 44%eWe 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 respalnidities 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 NUVE; its dealer network. The digital
transfornation 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 physiage Eega

Solution to N} VEG6s case wil!/|l include select
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 resssjrtake 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 theissaés 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 phiasthe optimization phase, when
NUVE can leverage the acquired knowledge in the previous phases to optimize operations,
deepen market relationships, and solidify competitive positioning.

3.1 Phase: Foundation Building (D6 Months)

At this point, the strategies and technologies necessary for NUVE 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 questidreedttract 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 £Btle routing, & 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 requirementer laboratory equipment. Product packaging, manuals, and
warranty information will be adapted to meet U.S. standards, including conversion to imperial
units and creation of QRodelinked digital documentation. Compliance with customs
regulations and impbprocedures will be finalized to prevent logistical delays, while product
selections will be optimized for@ommerce fulfillment considerations.

3.1.2. Digital Market Entry & Brand Activation

NUVE will establish its digital presence by creatingesafirofiles on &ommerce 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 compawill launch targeted digital marketing campaigns
through LinkedIn and Google Ads, focusing on research institutions and healthcare facilities.
These efforts will maximize visibility and help NUVE gain immediate traction in the
competitive digital mark@lace during its adaptation of a hybrid distribution model.

3.1.3. Supply Chain

NUVE will identify and contract with dealers in five areas (Chicago, Dallas, Atlanta, Los
Angeles, and Boston) chosen based on proximity to major research institutidogiaticks
infrastructure The optimal dealer network have been constructed based on heuristic analysis.
(See Appendix 4. The company will implement a Zi€de mapping system that
automatically assigns online orders to the nearest authorized dealeclesitly 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 wittimeadccess to
inventory, order history, product information, and performance analytics. NUVE will conduct
training sessions to dealers, explaining the omniocklasales 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 structuresiarketing funds, and service fee opportunities which will
motivate dealers while preventing possible deatarflicts (SeeAppendix 3.

3.2 Phase 2 Expansion (@2 Months)

During this phase, our actions are chosen to spread our business onlfifir@dncreased

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 yiséesn 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 pokentia

3.2.2 Market Establishment and Brand Recognition:

NUVE 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 Scientifito 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
chalenges or case studies about deatertributed 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 Rerformance Monitoring:

Key performance indicators showing the dealer adjustmentamanerce, sales and service
times will be analyzed. ZHeode territories will be adjusted based on sales density analysis
and dealer capacity assessments.

3.3 Phase8 Optimization (12 24 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 CRidta accumulates, NUVE begins scoping its own e
commerce platform. Optimization also includes advanced analytics anrtiurlgshg through

verified customer success.

3.3.1. DataDriven Refinements:
CRM data will be analyzed to identifpistomer 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 stockgsitioning 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 teperforming dealers.

3.3.3Independent ECommerce Preparation:

NUVE will begin working on initiating its own-eommerce platform, considering options for
technical infrastructure requirements and system integration. The U.S. microsite, opened as a
draft, will be expanded in ordés 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 willbegin on achieving new environmental certifications which will align with
sustainability goals and expectations. To further establish market growth, NUVE will produce
and distribute an annual U.S. Laboratory Equipment Market Report that providdmsath
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. Whave conducted a brief analysis for the approximation of the budget
plan. The strategic plan covers ar®énth timeframe, 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 (Sé@pendix &or detailed breakdown). The strategy is expected to
cost $336,900 over the 2donth timeline. The cost is distributed across three phases almost
equally with 34% for Foundation Building, 35% for Market Expansion, and 3d1%%
Optimization (Seéppendix 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 crefisnctional including several departments likgrketing,

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 positalled Ecommerce 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. Afsales services will be managed by the local dealers

i that are trained by NUVE in the U.S. market.

3.4.3 Technology

The digital transformation of NUVE requires advanced technological improvements and
developments. Integrating real time data collecsiod 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 inighty competitive environment. For customer behaviour,
integrating a CRM system is important to manage dealer relationships, customer segments
and aftersales 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 hwihe 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 NUVE
enabling both to monitor sales operations. The system waué hnventory tracking, lead
assignment with ZIP codes and performance analytics to optimize dealer operations (See
Appendix 7 and)3

4- Conclusion

For t he solution t o NI VEOG s chall enges, i d
overdependence on a limitelealer network, delayed adoption of digital sales channels, and
intense competition from established players, we have developed a comprehensive plan aimed

at building NUVE a strong and sustainable foundation before it enters the U.S. market.

The proposed hybrid market entry strategy combines selectemnenerce platforms with

Nl VE6s existing dealer model through an omn
only addresses channel conflict through a compaiadg online integration platform batso

addresses dealer conflict, using solutions such ascddlebased lead assignment, dealer
incentives, and local partnerships to ensure maximum harmony and efficiency. The
implementation plan includes three phases which are structured around SMART goa
organizing resources and duties, looking at performance indicators and handling risks. Thus,
NUVE will succeed in achieving loagrm growth in a tough market, at the same time
increasing trust and awareness of its brand among U.S. customers vianSigOmarketing

and a microsite.
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Appendices

Appendix1

NUVE US Market Entry - Implementation Gantt Chart

Today
Supply Chain Executive Training Finance
3 4 5 6 7 8 9 10 11 12 13 14 15

Phase 1: Foundation Building (Months *

Marketing IT Sales Operations

2 16 17 18 19 20 21 22 23 24

Platform selection and integration requirement parketing, \1’
T

Initial 5 dealer partnerships establishment 5;“ [ ]

ZIP code geo-tagging system implementation
Chicago distribution hub setup

US-specific website and initial marketing launch
Dealer portal development and CRM integration
Initial product inventery shipment and setup

Dealer training program development

| Phase 2: Market Expansion (Months 7-18)

'
'

'

'

'

'

'

1

'

'
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'

'

'

'

'

;
Additional 5 dealer locations expansion :
Dealer incentive program implementation :
'

Los Angeles distribution point establishment :
Comprehensive content marketing campaign E
Advanced analytics implementation for dealers :
Platform performance review and optimization :
Expand product lines in US market E
Mid-term strategy review and adjustment E
'

Implement dealer technical certification program |
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Y
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Marketing @
| Product Management ®
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l Phase 3: Optimization and Growth (Mol I:h'; 19-24)
T [

Platform performance analysis and optimization
Dealer advisory council development
Sustainability initiatives implementation

Customer loyalty program launch

[
[
[
'
[
[
'
[
'
[
Eval iod, d [
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it erce platform
Comprehensive market position assessment

Long-term US strategy development

Appendix2

| Marketing, s
Sales, Executive
[ operations, Supply Bhain
[ Marketing, stbs
[ IT, Marketing ,
Marketing, E;culwe
o [ Executive Tl

NUVE US Market Entry - Omnichannel Distribution Model

@

Amazon Business (FBM)

Wide market reach, ZIP code routing

capabilities

® ®

LabX ThomasNet
Industry-specific platform targeting lab B2B networking and dealer discovery
managers

®

Customer Places Order

[

ZIP Code Geo-Tagging System

Automatically routes online orders to regional dealers based on customer location
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®

Order Assigned

Regional Dealer Network (10 Strategic Locations)

» Chicago, IL > Dallas, TX
> Los Angeles, CA > Boston, MA
> Atlanta, GA > Philadelphia, PA
> Seattle, WA > Miami, FL
> Phoenix, AZ > Denver, CO
Q)
|34 (8 ® 2
Sales Finalization Technical Installation After-Sales Service Customer Training
B28 contract development & Equipment delivery & setup Warranty, maintenance & Product usage & maintenance
bundled orders calibration training
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Appendix4

Phase 1
Amazon Fees

Lab X Listing Fees

Deastor Portal Integration

E commerce Speciatint

Total

Phase 2
Amazron Fees

Lab X Listing Fees
Thomas Net

Thomas Scientific Progream

Deatar Training

s3e0

s24000
ss_ 000
s12 000
s=2 ac0

30 000

Note
S40/month for 6 monthe

$30 for 90 days. renewed twice
52, 0oarmonth

$3. 00 month

ZIP code mystem

FDA approvalis. documentation
6 monthe salacy

MNo tos
Samonth for 12 months

$3I0 for 90 days. renowed 4 timoes
Annuat packege

$2, 00 Mo nth for enhanced visibility
SSOOmonth

$1. 000/ mo nth

S200/ o nth

For expanded mnetw ok

E - commerce Speciatist ss0._000 12 o nths solary
Total S1i18. 240 -
Phase 3
tom Arouant Notes
Armazon Fees seso0 Sao/month for 12 months
Lab X Listing Fees s3s0 $3I0 for 90 day=. renewed 4 tirmes
Thomas MNet s7.000 Annual peckese
Thomas Scientific Prograrm $24000 $2, 000 mo nth for enhanced visibility
s12000 $1. 000/ mo nth
s3s. 000 $6. 0o month
s2 «oco S200/month
Integration Optimization s1s. 000 $3, 00O mo nth
E-commerce Piatfonm P o sso_ooo Ressarch and development
E -commerce Spocialint se0.000 12 months salary
$«0.000 Consulting and rescarch
£ commerce Platform Prototype s35 000 Initiel development
Total S103. 240 -

Appendix5

Tiered Incentive Program

Dealers advance through tiers based on annual sales performance and service excellence

R R R

Silver Tier Gold Tier Platinum Tier

Standard commission rates +1% extra commission on all sales 0 +2% extra commission on all sales

Basic dealer portal access $5,000 co-marketing funds @ $10,000 co-marketing funds

annuall annuall
ZIP code territory protection b Y

Advanced analytics dashboard
access

Standard technical 0 Beta product testing invitations
tandard technical support

o Dealer advisory council membership
Priority technical support
Entry Level
All new dealers

o All Gold tier benefits
All Silver tier benefits

Qualification

Qualification $500,000+ annual sales

$250,000+ annual sales
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Appendix6

Appendix7

PRODUCT

Sterilizer SX-80

€04 Incubator IC-160

Centrifuge CR-300

Water Bath NB-20

KU

1€160-US

ENS20-US

SX90-US

CRA00-US

di Service Requests
2 CUSTOMER

@ | Rush University Medical
o Loyola Research Lab
University of Chicago
o= Wingis Tech

@

@ =  Inventory Management
W Inventory Status

2 PRODUCT

@ €0, incubator IC-160
@ | eremiumovenen-azo
Sterilizar $X-00

-~ Centrifuge CR-400

@®

Water Bath NB-20

Chicago Distribution Hub inventory shown. Contact Supply Chain for special orders.

@ = Lead Management

Active Leads

CUSTOMER

b}

Chicago Research Institute

Northwestern Medical

University of lllinois Lab

Abbott Laboratories

@ VB & @

NB20-US

PRODUCT

€O, Incubator

Sterilizer SX-90

Centrifuge CR-400

Premium Oven

Budget Allocation

installation

Training

S units

VALUE

$24,500

$18,200

$12,800

$32,000

DUE DATE

05M14/2025

05/16/2026

05/13/2025

05/22/2025

STATUS

i Stock

Low Stock

i Stock

Critical

i Stock

STATUS

New

Follow Up

Proposal

Negotiation

o ® A
Fer [T
STATUS ACTION
Scheduled Details
Pending Details
Urgent Details
Confirmed Details.
a o a
[EEl ocst nosiocx |
AcTION
Order
Order
Order
Order
Order
o ®
ouE oaTE acTion
05/15/2026 Details
05/18/2026 Details
06/20/2026 Details
05/26/2025 Details
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Appendix8

$42 000
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OKUMAN ME D KMaketing Problem

4

Proje Ekibi : Healix

Grup Uyeleri:Ber rak ¥zuysal, Dil ge Yéel maz, Eda Nil
Ya] mur Demirkesen, Mustafa Bora H:
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OZET

Bu proje, Okuman Medi kal 6in T¢grkiyeddeki ° ;
girebilmesi igin Onerilen pazarlama ¢ozimikia psamakt adér . kirketin
yapéesée, °zel sekto°rdeki mar ka go°r¢negrl o] éngé
Bu bajl amda, proje ekibi ol arak farkleée str
-%z¢m ol arak dej efrar ky&nhialkima odakl é& bir st
Okuman6én yapay zeka entegreld yeni doj an s
teknol oj i vV e klinik sonu- odakl e bir -9z ¢
Okumandéeéen dig¢jji¢tnagl agretrégrnmgark i -in SEO, v-aka - a
fayda analiz ara-1areée gibi pazarl ama ara-13s
strateji sayesinde Okuman Medi kal 6in ©°zel

kamuyaolanae ml él é]J éné azaltmasé ve s¢grder el ebil

Anahtar Kelimeler: Ok uman Medi kal , Pazarl ama Stratej.i

Zeka Entegrel:i Medi k al Cihazl ar, Dej er Od a
Kanal & Geni kl et me, Dijital Pazar | ama, KI i ni
Ci haz Reg¢l asyonlaré (CE, MDR), T¢rkiye Medi
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1- Company Background

Okuman Medi kal Sistemler A. k. stadetred op:¢
specialist in 2010 from Ankara in Turkiye. The company used its trained knowbadgel
employees in sales, marketing, clinical support, technical service, and personnel to establish
itself as one of the fastegtowing domestic home care providers Mhopening 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 andtRaaipy 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, Sale$ Miarketing, Clinical Support with
Techni cal Service. Private ownership contro
company does not list its shares on any stock exchange.

Okuman offers a comprehensive range of medical products and servicesngmclud
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 inglu8O 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 nieailkler in Turkish medical devices
by creating and manufacturing necessary medical devices locally thus reducing import
dependence. The financi al i nformati on abou
unavailable because the company operates as a prigati@zation. However, its prolonged
growth, broad product spectrum, and productive international brand partnerships indicate a
positively developing financial future.

2- Problem Ddinition

Okuman Medikal is focused on expanding its operations into the @iestlthcare
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 initegadirectly with private
hospitals, and with the retail market, stepping up digital marketing, and improving relations
with distributors. Okuman already has solid psste support services and a good range of
products but is faced with an industry colied by multinational corporations. To effectively
create a longerm growth strategy, the company must define its market entry approach,
improve its competitive position, use available technological resources andchautiel
sales opportunities, and #o 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- PossibleSolutions

The current strategy of Okuman Medikal hasulted 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 alternatiwmlutions 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 clinicehis 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 @ 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 altertnge 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 tpady distributors may reduce control over
brand messging 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 evidenth#hatompany 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
decisionma ker s and wupgr adi ngithtSBCGand iotergutavencprient. we b s
While this approach supports modern purchasing behavior and passive lead generation, it
might lack the personal touch needed for higlue B2B sales, and requires continuous
investment in digital tools as well as socialdi@especialists.

Implementing Trial Programs:

The fourth strategy is to initiate pilot trial programs in selected private hospitals. By
pl aci ng O-basad aaor@atal aril lanesthesia devices in hospitals for free on-a short
term basis, the company cgain clinical feedback and build credibility. This method would
also help the company to build a trusting tway 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 aetp rOkuman 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 financiatentives or research partnerships.
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These strategies can be applied in different phases. For instance, for fastéershort
results Okuman Medikal can choose to implement efforts in digital outreach and distributor
partnerships, milerm actions invive KOL engagement and pilot testing, and kiagnm
goals while centralizing and establishing a dedicated sales division.

Best Solution

The best solution includes and combines several of these alternative approaches.
Okumands tr an prvata heedthicareonmarket shoutd besbuilt around a strategy
that emphasizes value, innovation, and differentiation. ThHatAgrated neonatal systems are
positioned not only as advanced technology but also as affordable solutions that improve
patient outomes. 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 inte;n 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, liabs, trials, and ROI calculators should be used to
reinforce credibility and address stakeholders' concerns directly.

This integrated approach all ows Okuman N
private hospital sector by aligning its strengths withkeholder needs and combining
innovation with a strategic communication pl#inis essential that Okuman comes up with
communication strategies customized for every type of decm@ker. Hence, promoting
accurate diagnostics, effective early results dioctors, increase in profits and better
streamlined management for hospital administrators and practical use for nurses and
technicians. The clarity of information on afsale support and rules should make
procurement teams at ease. They may be detitereustomers through forms like product
trials, specially made presentations and interactive shows. Besides, running Linkedin
campaigns, updating the websitebés SEO and t
Okuman expand its visibility in theipate sector.

The method used by Okuman Medi kal suppor
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 kphase 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 Okumam éxpand into the fagjfrowing 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, deraboss 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 productim strong research and development and helpful customer
service, the company is |likely to guide Tur
Should the proposed measures be executed correctly, Okuman will handle risks from outside
groups, build reliale partnerships and preserve its edge in the market thanks to innovation,
sustainability and listening to customers.

Appendices

Appendixl-Ok uman Medi kal 6s Fi shbone Graph

Strategy & Structure Market Orientation

= Tactical emphasis on = Limited brand visibility among
public tenders for histonical private hospitals
stability - Weak engagement with decision-
= Lack of flexible, market- makers in private sector

diversified pusiness model = No value-based positioning

« No structured plan for tallored to private sector neecneds
entering private or retail
markets

Okuman Medikal's overdependence

on public procurement (DMO), -
exposing it to systemic risks and

missing growth in private healthcare

and retail markets

= No private-sector sales = Underutilization of Al-Integrated
team until recently features in B2B value proposition

= Limited training on = No widespread live
differentiatioion strategy demonstrations or one—site trials

= Lack of cross-functional = Product strengths not
sustainability or translated into persuausive
innovation task forces messaging

Human Resources Sustainability & Reputation

= No private-sector sales = No ESG reporting or public
team until recently sustainability strategy

< Limited tralning on = Missed opportunities to align
differentiatioon-strategy with global best practices

= Lack of cross-functional = Perceived as less progresstive
sustainability or compared to competitors
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Appendix2-Ok uman MeSWOK Bablé® s

STRENGTHS

* Strong R&D foundation enables
continuous innovation.

« Diverse product portfolio across necnatal
care, intensive care, and surgical
procedures.

» International guality certifications (ISO
9001, ISO 13485, CE).

« Strategic partnerships with reputable
international brands expand product
offerings and market presence.

THREATS

* Intense competition from well-established
multinational companies.

= Economic instability in Turkey affecting
healthcare budgets and purchasing
power.

evolving regulatory
nt may delay product

al
+ Dependency on foreign suppliers may
disrupt supply chains and raise costs.
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BE ADVISE, Business DevelopmenProblem

Proje Ekibi : Advisors
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BE Advi se, 2022 yeéel énda kur uldaann éwenaerl ke&kn ha k
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1- Company Background

Founded in 2022 by Arda Berkay ¢ajéen and Eg
bridge the gap between eadtage startups and investors by offering kogilality, tailored

financial advisory services (sé@pendix 1).The firm was built on the belidhat startups

need more than generic advice; they require strategic, {wendsipport to become
investmentready, scale sustainably, and engage confidently with potential investors. With its

early focus on investment readiness, due diligence, valuatidrfjrencial management, BE
Advise quickly gained recognition in Turkey:

Operating as a privately held company, BE Advise maintains a small yet agile team, currently
consisting of 2 to 10 professionals (F&gpendix 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
Advisors and are actively involved in elit engagements and strategic decisnaking.

Al ongsi de t hem, Barék kéhmanojlu contribute
¢avukojlu supports <clients as an Advisor,

dynamic that esevicgqualieys t he firmbs

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 structihiyexpansion 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 withimgatage ventures, the firm launched CFO

as a Service (CFOaaS), enabling startups to acces$eligtfinancial expertise without the

cost of a fulltime executive hire.

In recent years, BE Advise has taken a more active role in managing mergersuasitats)
(M&A) as well as exit strategies, supporting clients in valuation modeling, negotiation, and
postdeal planning. These projects, which increasingly include tvosfer elements, have
helped the firm grow its network and build credibility in imtational 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 vikflows to increase the efficiency of startup
valuations and maintain analytical rigor, further solidifying its position as a fordwakihg
advisory firm.

Today, BE Advise works with highotential startups and investors across a range of
industries, preiding endto-end financial guidance. Grounded in principles such as data
driven decision making, foundérvestor alignment, transparency, and leegn impact, the
firm continues to expand its influence by combining technical expertise with a personalize
missiondriven approach to startup consulting.

2- Problem Ddinition

BE Advise, a boutique financial consulting firm focused on startups and investors, faces a
critical operational challenge: the timand resourcéntensive nature of eadstage startup
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valuations. As the firm continues to grow and attract more cliestguitrent 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 ipact both internal workflows and external client relationships. Internally, the
small team struggles to meet rising demand without sacrificing analytical depth. Externally,
del ays in delivering val uadensitive fundespgeffdrts ¢ an
and reduce investor confidence. Moreover, the absence of standardized workflows and limited
integration of Al tools hinder scalability and reduce consistency across different valuation
cases.

To remain competitive and sustainable, it wouldbleaeficial 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

Toaddressthenef f i ci enci es in BE Advisebds startup
potenti al for artificial i ntelligence (Al)
methods. Specifically, we examined three commonly used valuation approachesighadr

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, markéiased, cash flowased, and investdocused thaare 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 Al tools in realworld use cases that mirror the firm's dayday 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 Aralyst. These tools were guided through structured, stdp prompts that simulated

the reasoning typically employed by human analysts. We ensured that each Al model received
comprehensive inputs, such as industry, growth stage, geography, valuatiofowyedey

profile, and specific assumptions, to produce outputs that could be benchmarked against
humancalculated valuations.

Revenue Multiples Method

The Revenue Multiples Method was tested using two Al tools: Startup Valuation Estimate
and Financial Aalysis & Valuation. This method focuses on estimating a company's value
based on its projected or current revenues, multiplied by an indesnant multiple. To
enable the Al to perform accurate estimations, we created prompt templates that included the
startupo6s sect oitech) the fgnding stage rietge sekd, orgimed)athet h
operating region, and the profile of the entrepreneur (high or low profile), which was a
particularly influential variable in our experiments.

While both toolswvere able to replicate the mechanics of revdmased valuation, they often
selected revenue multiples that did not align with those used by BE Advise. In particular, Al
generated multiples tended to be more conservative, especially when insufficient a@s
given (seeAppendix 3. After introducing followup prompts that explained the rationale
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behind BE Adviseds use of -profig foender cases, ive pl e s,
observed moderate improvement. Among the tools, Startup ValuationaEstconsistently

produced outputs that were closer to hum@de valuations, demonstrating greater
responsiveness to contextual input and stronger alignment with expert assumptions (see
Appendices 4 and)5

This method highlighted an important limitatiohAl in valuation: while the tools can follow

logic and perform calculations accurately, their judgment regarding raaket inputs such

as revenue multiples is not yet robust without guidance. This suggests that Al tools can be
helpful in automatinghte 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 suitab&aftystage 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 Al would handle this more complex valuation
framework when provided with structured assuomns and stefpy-step instructions.

Using the Discounted Cash Flow (DCF) Expert tool, we modeled valuations by asking the Al
to calculate projected free cash flows, apply discount rates, and estimate terminal value using
both the perpetual growth and emultiple approaches. Key assumptions, such as WACC,
tax rate, riskfree 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 werecorrected 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 madeltihg res
valuation closely mirrored that AppendB Advi s

This suggests that Al is wedlited for complex, calculatieimeavy tasks like DCF modeling,

provided that analysts break down the process into manageape atd monitor for

i nconsistenci es. The accuracy of the tool
companyods situation and more on its capacit
Thus, Al can serve as a powerful support mechanism in m@&deling, 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 earhstage investors and emphasizesthecosnas pr oj ect ed exi t va
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 multhund 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. Thd silicoessfully
calculated postmoney 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 recaving clarification and corrected instructions, the tool recalculated the structure and
produced results closely al iAppesddk ). VhisplaseBE Ad-
of the project demonstrated that while Al can handle VC modeling logid| bestiefits 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 Al application in this project. It
involves repeatabldprmuladriven steps that Al 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 Al into its valuation workflow, BE Advise should begin by
developing standardized prompting templates tailored to each valuagtimod. These
templates will ensure that inputs are consistent, reducing the likelihood of misinterpretation
and enhancing reproducibility across different cases. Al tools should be positioned not as a
substitute for expert analysis but as a way to stieambutine calculations and accelerate the
delivery of initial valuation drafts. Furthermore, valuation processes should be broken down
into logical, manageable steps, with Al handling each component sequentially to minimize
errors and maximize interpreéiéty.

I n addition, Al &6s flexibility makes it a val
use Al to quickly test how changes in assumptions, such as exit year, revenue growth, or
required return affect valuation outcomes. This can add gitatelue during client
engagements, particularly in investacing 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 andnpanyspecific insights. With a balanced
approach, BE Advise can leverage Al to boost efficiency, maintaindughty standards,

and scale its operations more effectively.

4- Conclusion

This capstone project demonstrated the practical value of integrating Al into the early stage
startup valwuation processes at BE Advi se. B
valuation methods, namely Revenue Multiples, DCF, and the VC Methofindwmgs show

that Al 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 selectiopmipaate revenue multiples and

the modeling of dilution still require human judgment, the use of Al significantly improves
the speed, consistency, and scalability of valuation processes. In particular, Al allows for
faster financial modeling, reduces thisk of calculation errors, and ensures that each
valuation follows a repeatable structure. The adoption of standardized prompt templates and
the careful integration of Al into the existing valuation workflow also help minimize the
manual workload placednoadvisors. 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 Al 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.

Appendices

Appendix1

Business Model Canvas

Customer Customer Segments
Relationships

« Earty-stage and growth-
stage startups

+ Tech startups (FinTech,
Saas, Gaming, ete.)

Cost Structure

- wa
tations
Revenue Streams

- Project-Based consuttancy feas

- Consultant salariss and operational costs

- Marketing snd event participation « Retainers for CFO-as-a-Service
- Legal and tech Infrastructurs casts = Success fees from fundraising deals
» Partnership and network maintenance = Revenue from workshops or paid sessions

Appendix2

ORGANIZATION
CHART
Be Advise

;.“a’ @

Ege Nasuhoglu Arda Berkay Cagin
Founding Partner Founding Partner

|

Baris Sihmanog
Lead Advisor

Burcu Damia Cavusogiu
Advisor
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