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FIRM: Adriatic Lines is a joint ven-
ture of Trans Ferry and Ocean Finance.

New service
to benefit
companies

ISTANBUL
Hurriyet Daily News

Adriatic Lines, an Italian-Greek
shipping line, has launched the first
service between Italy and Greece
that is exclusively for freight. The
route connects the Italian port of
Ravenna with the Greek port of
Corinth with four scheduled depar-
tures, according to a press statement
emailed yesterday. “From January
2010, the service will include a
halfway call at the port of
Igoumenitsa, to better service the
needs of haulers both to and from
Turkey, Bulgaria and the surround-
ing countries,” the statement said.

“The service is not available to
tourist traffic. This is something new
in the Adriatic where most of the
routes and vessels are designed pri-
marily for the passenger market
whilst also providing freight capac-
ity,” the statement noted. “Their
timetables and on board services are
designed for the tourist traffic and in
peak season the freight capacity is
reduced in order to allow maximum
passenger numbers.”

The new route is operated by the
twin vessels M/V Ropax 1 and
Ropax 2, each having a loading ca-
pacity of 165 lorries and trailers,
along with the ability of accommo-
date up to 200 drivers.

“We chose not only ships, ports,
timetables but also services that
cater for freight between Italy and
Greece,” said Simon Taylor, the
managing director of Adriatic Lines.

New business born
from crisis hardships

ENis TAYMAN
ISTANBUL - Referans

A Turkish entrepreneur has created
a business model by taking over
goods from companies that face clo-
sure and selling off their products.

Mehmet Kogoglu, a business-
man from the northern city of Rize,
decided to close Lazelli, his furni-
ture-production facility, during the
2001 Turkish economic crisis. He
hung a “kapatiyoruz” (we are clos-
ing down) sign at his workplace,
which he found attracted a lot of at-
tention. Inspired by this, he has
been making sales nationwide for
eight years. “I collect everything, in-
cluding furniture and textile prod-
ucts, from facilities in distress.
Sometimes the goods are raw ma-
terials and I produce [finished prod-
ucts],” he said.

A new business model

Noting that his company does
not deceive consumers in any way,
Kogoglu said, “Once the goods are
sold out, we really close down.”

Kogoglu developed the business
model with the capital he earned
after selling leftover goods from the
firm he closed. With a marketing
strategy that triggers consumer pur-
chasing excitement, he purchases
goods from people whose busi-
nesses are in distress and then
opens short-term stores in different
locations. He has been traveling
with his “Kapatiyoruz” sign for
eight years, from the southeastern
city of Mardin to the northwestern
city of Sakarya. In one of his latest
sales in Sakarya, the firm an-
nounced the sale of furniture at one
third the retail price, drawing signif-
icant interest. The firm is preparing
to facilitate sales in Istanbul’s
Hadimk®oy district on Nov. 14.

Going-out-of-business  signs
proliferate during periods of crisis,
Kogoglu said, adding that his firm’s
major difference that the stores re-
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The 2001 economic crisis in Turkey resulted in the end of a furniture company
in the Black Sea region but gave birth to a new business model. Obtaining
goods from struggling firms that face closure, an entrepreneur offers heav-
ily discounted products to the public in temporary stores across the nation

OPPORTUNITY: Mehmet Kogoglu’s company collects goods, including furniture and textile products, from com-

panies in distress at convenient prices and sells them to consumers at significant discounts over retail prices.

ally do close down. “We were
working with Turkey’s leading fur-
niture brands, but we faced tough
times in 2001. However, a canvas
banner announcing the closure,
which I hung to sell the goods on
hand, suddenly changed the pre-
vailing winds. Customers were buy-
ing until we did not have any goods
left. Seeing this, we developed a
new business model.”

Noting that the firm sells a liv-
ing-room set worth 8,000 Turkish
Liras for 1,250 liras, Kogoglu said:
“We collect cash as well as goods
and raw materials from the market.
We are working with around 70
plants and suppliers, all of which are
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Real Estate Agency Ltd. Co.

We deserve our reputation with our free of charge after sales services &
extensive portfolio from Bosphorus and compounds.

Office: 0212 351 51 98 (Pbx)
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Contact Mr. Husein 0532 736 13 30
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ARNAVUTK(:)Y: 110 sgqm apartment, 2 bedrooms + study, amazing Bosphorus View . ..............cooiiniinininanan...d €2.500.
ARNAVUTKOY: 260 sqm 4 bedrooms, full aCtivIties . . . . ... ... . e $6.500.
BEBEK: 260 sqm apartment, 4 bedrooms, spectacular Bosphorus view, security, parking, terrace ...................ooooo... $9.500

BEBEK: (Maya Residence Compound) LUXUrious apartments . .. . ......ouveeeeeerenaneeannnn.d from $2.500._upto ..... $1 5000.:

BEBEK: 210 sqm apartment, 4 bedrooms, terrace, security, amazing Bosphorus View . . ... $7.000
BEBEK: 170 sqm apartment, 3 bedrooms, nice view, swimming pool, terrace, garden ...............ccoiiiinininnnano.d $3.900.
BEBEK: 200 sqm apartment, 3 bedrooms, spectacular view, huge terrace, garden, swimming pool ......................... $5.500
BEBEK: 240 sqm apartment in a leafy compound, 5 bedrooms, swimming pool, balcony ............. ... ... ... ... ... $4.000
BEBEK: 110 sgm apartment, 2 bedrooms, Bosphorus view, private wharf .......... .. .. .. ..o oo i $5.000
BEBEK: 310 sqm Split Villa, 4 bedrooms, maids room, terrace, parking, swimming pool, Bosphorus view ................... $6.500
CiHANGIR: 240 sqm apartment, 5 bedrooms, garage, terrace, recently renewed .. ................cooeueiiiiiiieeea... $5.500
CIHANGIR: 140 sqm apartment, 2 bedrooms + study, terrace, spectacular Bosphorus View . .............................. €2.600
CIRAGAN: 210 sqm apartment, 4 bedrooms, terrace, BOSPhOIUS VIEW .. ... ... ... o oottt et $5.000.
EMIRGAN: 400 sqm Villa 4 bedrooms, garden, swimming pool, tennis Court . ...............cccoeeeieiiiiiiiaaaaaan... $5.000
EMIRGAN: 380 sqm Villa, 3 bedrooms, terrace, swimming pool, garden, garage .................ooeiiuuiuiiieeeeee... $5.400
EMIRGAN: 420 sqm Villa, 5 bedrooms, swimming pool, garden, quite and leafy area .....................cooooiieoi... $7.500.
EMIRGAN: 280 sqm attached Villa, 4 bedrooms, swimming pool, garden, Bosphorusview .............................. $ 8.400
EMIRGAN: 270 sqm apartment, 4 bedrooms, spectacular Bosphorus view, terrace ..................ooeuuuuiiieeean... $6.500
EMIRGAN: 350 sqm apartment, 5 bedrooms, swimming pool, amazing Bosphorus view, garden .......................... $7.000._
ETILER: (Sari Konaklar Compound) apartments, with all activities. ............................. from $3.000._upto ...... $6.000._
GUMUSSUYU: 210 sqm, 4 bedrooms, , BOSPROIUS VIEW .. ... ...t e $4.000
KEMER COUNTRY: Villas 250- 800 sqm with all activities ..., from $ 4.000._upto ....$12.500
MACKA: 120 sqm brand new prestigious apartment, 2 bedrooms ........... ... .. i €2.000
ORTAKOY: 160 sqm apartment, 3 bedrooms, swimming pool, garage, Bosphorus View . .................cccoouiiiiiii... $4.500
TARABYA: 400 sqm Villa within a compound, private garden and swimming pool ........... .. .. ..., $8.500.
TARABYA: 650 sqm Villa, 5 bedrooms, 2 living rooms, private swimming pool and garden, indoor garage ................... $8.500
TARABYA: 410 sqm Villa, 4 bedrooms, garden, swimming pool, Bosphorus view ............ .. ... ociiiiiiiiiiiian... $8.500
ULUS: 340 sgm apartment in a compound, 4 bedrooms, maids quarter, garden, swimming pool, sea view ................. $10.000
ULUS: 250 sgm apartment within a compound, 4 bedrooms, Bosphorus view, swimming pool, ........................... $ 7.500.
ULUS: (Compound) flats, 200- 390 sqm with all activities . .............. ..., from $3.000._upto ..... $5.500.
ULUS: (Platin Compound) Luxurious flats with all activities . .....................coooiiaa... from $4.000._upto ....$12.500
YENIKOY: 420 sqm Villa within a compound, 4 bedrooms, private garden, pool, tennis court . ............................ $7.500.
YENIKOY: 140 sqm apartment, 2 bedrooms, garden, swimming pool, Bosphorus view . .................ccooeiiiiiiii.. $4.700._
ZEKERIYAKOY: Villas with garden and swimming pool .............. ..o from $2.000 upto ...... $6.000.-

CENGELKOY : A jewel on the water: 270 sqm, 6 bedrooms, garden, swimming pool private wharf $ 3.975.000.-

GUMUSSUYU : 160 sqm apartment, 3 bedrooms, spectacular Bosphorus view

............................. $ 550.000.-

LET THE BLUE POINT WORK FOR YOU WHILE YOU ARE ENJOYING THE MAGIC LIFE OF ISTANBUL

E-Mail: info@bluepoint.com.tr

in distress. I buy clothes worth 10
liras for 1 lira. I seek end-of-line and
surplus raw materials, and make a
profit from them. ‘Kapatiyoruz’ is a
brand now. I also deliver two-year
guarantees.” Kogoglu, who cur-
rently owns four companies as well
as production plants in fzmir and Is-
tanbul, aims to reap 40 million liras
in turnover this year. “My turnover
seems high but my profit is low,”
said Kogoglu, who is now also eye-
ing opportunities in Athens.
Praising the business model,
Fatog Karahasan, an academic from
Bilgi University said, “I do not think
there are any ethical problems so
long as the goods are not faulty... I
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do not find the title misleading.”
Meanwhile, Selime Sezgin from
Bahgegehir University called the
“Kapatiyoruz” concept a creative
idea. Major sales at locations in the
suburbs are crucial sources of goods
for unsophisticated customers, Sez-
gin said. However, Isil Karpat Ak-
tuglu, an academic from Ege
University and an author of a book
on brand management, regarded
marketing with closure notices as a
strategy that aims to benefit purely
from the consumer’s sensitivity to
low prices. Arguing that this does
not mean creating brands, Aktuglu
said the tactic results in unfair com-

petition.

PROSPERITY:
Increasing the number
of entrepreneurs
would create more
wealth for the nation,
Ali Sabanci says.

Turkey ready for
entrepreneur week

ISTANBUL
Hurriyet Daily News

The Turkish Union of Chambers and
Commodities Exchanges, or TOBB,
Young Entrepreneurs Association
and Endeavor, a non-governmental
organization, announced that the
Global Entrepreneurship Week will
take place between Nov. 16 and 22.
The initiative is designed to inspire
young people to embrace innova-
tion, imagination and creativity.

Speaking at a press conference
on Wednesday, Ali Sabanci, chair-
man of the TOBB Young En-
trepreneurs Association and chief
executive of Pegasus Airlines, said
the event aims to increase the num-
ber of entrepreneurs around the
world. “The week runs at the same
time in 77 countries. Another aim is
to overcome obstacles that en-
trepreneurs are facing," he said.

Noting that there will be 20 dif-
ferent activities within the frame-
work of the Week, Sabanci said that
an increase in entrepreneurship
means an increase in wealth.

The key obstacle confronting en-
trepreneurs is financing, according
to Sabanct. "People should be [en-
couraged] to take risks, but in Turkey
even being a businessman is a risk in
itself,” he continued. “But real en-
trepreneurs should not hide behind
such obstacles.”

"Among 48 countries, Turkey
has the highest rate in terms of en-
trepreneurship confidence, accord-
ing to a study," said Ozcan
Tahincioglu, the Endeavor chairman
in Turkey. "However, in terms of
finding opportunities, Turkey has
the lowest percentage. En-
trepreneurs do not know how to ex-
plore opportunities.”
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Working
with Millenials

One company has put together an
internal Facebook-like directory
where employees can post any kind
of personal information they want.
With this, people can be more than
just their titles and job descriptions

Last week we talked about Millenials, the young
people who have started entering the workforce
in recent years. This week, let's look at how we
can maximize their performance and make full
use of what they have to offer.

The first thing to remember is to accept Mil-
lenials as they are, rather than treating them like
some kind of weird aberration. They aren’t aliens
from space. They are your younger cousins or
even your own children. They are exactly what
you want to see in a new generation: Indepen-
dent. Free-spirited. Self confident. Tech-savvy.

Working with them is an opportunity for you
to show leadership, because it requires you to
shift your own perspective. Leaders have a knack
for being able to see the world from different
viewpoints. The Millenials definitely have a dif-
ferent worldview than previous generations, and
if you learn how to see the world through their
eyes, you will be able to tap into their genera-
tion's creative and innovative spirit.

If yours is a generation used to working for
the same organization for 10, 20 or 30 years, keep
in mind that Millenials are wired differently. If all
you are offering is a desk, performance targets,
and a dependable 4 percent raise every year, they
will be neither loyal nor grateful. They will move
on with their lives on their own terms, not yours.

So what makes them tick? Personal and pro-
fessional development is paramount for them. If
you take the time to understand and coach them,
they will be highly appreciative. They need you
to explain the inner workings of your company
or business, and what you say needs to make
sense, or they will challenge you.

The search for meaning

Be articulate and clear about what you are
asking of them and, especially, why you are ask-
ing it. Don't just tell them they need to sell more,
explain to them why. Millenials are looking for
meaning in what they do, and they are very good
listeners to boot. If they understand the reason-
ing behind an instruction, they will impress you
with their ability to follow it. Telling them to do
something "because I said so", or because there
is a reward waiting for them, is the surest way to
make them run from you.

In old-style companies, loyalty meant longe-
tivity. Staying in one place for decades was con-
sidered a good thing.

But to a Millenial, that sounds like stagnation.
Instead, loyalty is about growth, and growth comes
when the company's goals match theirs. In their
eyes, the loyal employee is one who maximizes
learning opportunities, builds value for the com-
pany, and yet maintains a work-life balance.

Millenial motivation is not the only thing that is
different - communication style is, too. Your trying
to argue that their love of electronic communication
is unacceptable and that they should prefer face-to-
face contact will get you nowhere. Instead, you need
to learn how to use technology so you can speak
their language, and then give them space to help re-
define which mode of communication is best.

For example, one well-known company has
put together an internal Facebook-like directory
where employees can post any kind of personal
information they want.

With this, people can be more than just their
titles and job descriptions. They can get to know
each other better than they ever could if limited
to small talk around the water cooler. Starting a
directory like this requires that you be open to
seeing employees post information that has
nothing to do with work, because that is how
they connect and engage with each other.

In general, working with Millenials is not so
much about managing them, but more about guid-
ing and coaching them toward a common goal.
You'll find you can learn a lot from them, but
you've got to retool the workplace in order to take
advantage of what they have to offer. Consider the
approach of Deloitte in the U.S., which since 2002
has hired career coaches who not only guide De-
loitte's Millenials, they are actually helping them to
transform the company. Learn how to give the Mil-
lenials what they need and they will make it well
worth your time.

Zeytinoglu Caddesi Babil Sokak Babil Apartmani Akatlar-Etiler/ istanbul

* The ‘sectors’ page of HurriyetDN is the venue of our weekly exploration of the deeper dynamics in Turkey's economy
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