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1. MOBITEK STRATEGY AND BUSINESS PLANS
a. VISION
The MOBITEK’s vision is to serve Turkey's 2071 goals in line with the objectives and
increasing the value of Turkey's furniture sector and, thus, to upgrade their assets.

b. MISSION
It is to analyse the needs, desires and preferences of the organisational and individual
customers in the best way and to present the solution proposals to the customers by
means of effective and correct channels, to make production according to them and to
create related values and assets by operating with sustainable profitability and
efficiency within the framework of ethical values, and social responsibility.

c. PURPOSES
Within the framework of the vision and mission described above, the objectives of
MOBITEK are as follows,






Entering international markets and growing in these markets,
Growing up in the inner market,
To increase the value and assets of the MOBITEK,
To increase the value and assets of the enterprises covered by the MOBITEK
Project,
To make the MOBITEK a leader position in term of quantitatively and
qualitatively for the furniture sector in Turkey.
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2. ORGANISATION STRUCTURE AND ORGANİSATİON
a. CHART
The organisational structure was formed in a matrix structure in which the relations of
the staff were intensive. The Organisation chart in this context is as follows.

Figure: 1. MOBITEK Organisation Chart
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3. SWOT ANALYSIS
In view of the competitiveness-based strategic roadmap, a list of micro and macrolevel threats, weaknesses, opportunities and strengths for the MOBITEK Project are
also tabled below.
WEAKNESSES AND THREATS
No
competitive
advantage
in
the
international arena in upholstered seats,
with metal frames business line
Inadequate export sales

Inadequacy in design and innovation
Businesses' risk appetite is low
The high cost of basic raw materials

High production costs
Inputs at high costs from small local
suppliers
Inadequacy of foreign trade personnel
Insufficiency of innovation and design
personnel
Sales to predominantly domestic markets
and low profit margin
Distance to affordable raw material
assembly centres
Unwillingness to supply high quality raw
materials at reasonable costs abroad
Ineffective supply chain management
Inadequate financial resources
Political and military interventions for some
countries, such as the Middle East markets
in which Turkey is psychologically close and
the potential for political instability in these
countries

STRENGTHS AND OPPORTUNITIES
Production adequate of the furniture industry in
20 different business lines
The furniture industry has international
competitiveness at various levels in 19 different
business lines.
Numerous potential international markets
The multiplicity of experienced firms and
furniture production culture
Suitability to inward processing regime (IPR) and
appropriate
raw
material
procurement
possibilities with this approach
Sufficiency and Competitive Advantage in
project-based work
Presence of a large number of businesses in 20
separate branches of the furniture sector and
Kayseri's point of meeting about manufacturing
Labour force trained in production
Family owned businesses and a significant
number
of
knowledge
and
experience
transferred from families to young generations
Starting logistics village project in the near
future
Kayseri's position in Turkey and Turkey's
position in terms of logistics about international
markets
The competitive rate of the Turkish Lira against
the EUR and USD

Table: 1. SWOT Analysis for MOBITEK
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4. TARGETS
a. Strategic Targets
From an organisational point of view, MOBITEK's strategic objectives should be
considered as long-term goals. MOBITEK's strategic objectives in this context are;
 To improve cost structure and minimize costs to be more competitive in all
MOBITEK functions,
 To provide effective and efficient use of tangible and intangible assets,
 To increase the number of stakeholders within the MOBITEK Project,
 To increase the value and assets offered to stakeholders,
 To reach the level of the internationalisation

b. The Targets of Marketing and Foreign Trade Unit
Short, medium and long-term goals of Marketing and Foreign Trade are explained
below. Marketing and Foreign Trade's 2018-2019 term targets are as follows;
 To complete the chapter organizing and functioning process,
 To create necessary infrastructure and make it work,
 To provide personnel recruitment
 To conduct relevant market research and identify target markets,
 To start the exporting
 To obtain export sales of EUR 7.38 million to businesses in the region until the
end of 2019.
The targets of the Marketing and Foreign Trade section for the 2019-2023 periods are
as follows. These are;
 To complete the first phase of internationalisation,
 To establish the Global Manufacturing Marketplace system for the digital-based
and MOBITEK-based furniture sector,
 To make all businesses subject to MOBITEK a stakeholder of the project,
 To set up export and design offices in the respective countries of the gathering,
 To realise the following total export sales (EUR) through the members between
the years 2020-2023,
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2020
9.421.
810
-

2021
20.245.44
7

2022
28.040.09
5

2023
32.557.8
96

To sell for domestic market in the following amounts between 2020-2023 as the
MOBITEK,
2020
2021
2022
2023
200.000
300.000 400.000 500.000

In addition, the targets of the Marketing and Foreign Trade section for the post-2023
period are as follows. These are;
 To complete the process of internationalisation,
 To complete the construction of export and design offices in the respective
countries of the gathering,
 To establish of Furniture Turkish Trade Centres in relevant countries in the
capacity of gathering,
 To increase the value and assets of the MOBITEK,
 To increase the value and assets of the enterprises covered by the MOBITEK
Project,
 To make the MOBITEK a leader in the furniture sector quantitatively and
qualitatively in Turkey.

c. The Financial Targets of Marketing and Foreign Trade
Unit
The total sales revenue projections were developed in the furniture sector
according to the competitiveness of each business line within the framework of the
productivity and growth strategies of the MOBITEK Project at the end of the first five
years. Accordingly, the business lines subject to the MOBITEK Project, their
competitiveness qualities and the growth performances in the last five years are shown
in the table below.
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DESCRIPTION OF THE BUSINESS LINE IN
MOBITEK

COMPETITIVE
QUALIFICATION

TURKEY'S
EXPORT
AMOUNT IN
2016
USD

TARGETED EXPORT
SHARE
OF
MOBITEK
UNTIL
2023

Swivel seats with variable height adjustments
(excluding medical, surgical, dental or veterinary,
and barbers' chairs)
Seats, convertible into beds (excluding garden
seats and camping equipment, and medical, dental
or surgical furniture)
Upholstered seats, with wooden frames (excluding
convertible into beds)

HIGH COMPETITIVE

29.595.000

2%

ABSOLUTE
COMPETITIVE

109.895.000

2,5%

ABSOLUTE
COMPETITIVE

181.547.000

2,5%

Seats,
with
wooden
frames
(excluding
upholstered)
Upholstered seats, with metal frames (excluding
seats for aircraft or motor vehicles, swivel seats
with variable height adjustments and medical,
dental or surgical furniture)

HIGH COMPETITIVE

37.603.000

2%

NOT COMPETITIVE

13.551.000

0,5%

Seats, with metal frames (excluding upholstered,
swivel seats with variable height adjustments and
medical, dental or surgical furniture)
Seats, n.e.s.

WEAK COMPETITIVE

19.476.000

1%

HIGH COMPETITIVE

58.129.000

2%

Parts of seats, n.e.s.
Metal furniture for offices (excluding seats)

WEAK COMPETITIVE
ABSOLUTE
COMPETITIVE

153.660.000
45.237.000

1%
2,5%

Metal furniture (excluding for offices, seats and
medical, surgical, dental or veterinary furniture)
Wooden furniture for offices (excluding seats)

HIGH COMPETITIVE

121.214.000

2%

ABSOLUTE
COMPETITIVE
WEAK COMPETITIVE

47.649.000

2,5%

38.111.000

1%

ABSOLUTE
COMPETITIVE
HIGH COMPETITIVE

483.775.000

2,5%

336.171.000

2%

NORMAL
COMPETITIVE

20.502.000

1,5%

HIGH COMPETITIVE

141.141.000

2%

ABSOLUTE
COMPETITIVE

56.616.000

2,5%

Doors and their frames and thresholds, of wood

ABSOLUTE
COMPETITIVE

68.018.000

2,5%

Particle board, oriented strand board

NORMAL
COMPETITIVE

107.996.000

1,5%

Wooden furniture for kitchens (excluding seats)
Wooden furniture for bedrooms (excluding seats)
Wooden furniture (excluding for offices, kitchens
and bedrooms, and seats)
Furniture of other materials, including cane, osier
or similar materials (excluding of bamboo, rattan,
metal, wood and plastics, and seats and medical,
surgical, dental or veterinary furniture)
Parts of furniture, n.e.s. (excluding of seats and
medical, surgical, dental or veterinary furniture)
Mattresses, fitted with springs or stuffed or
internally filled with any material (excluding
cellular rubber or plastics, pneumatic or water
mattresses and pillows)

Table: 2. Competitiveness Qualities and Targeted Export Share of MOBITEK Until 2023
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In the table above, it shows Turkey's total export amounts in 2016 for related business
lines and the qualifications of competitiveness of the business line in the MOBITEK
Project. According to the competitiveness qualification of the businesses in the
MOBITEK Project, the feasible share ratios of the relevant business lines until the year
2023 are shown in the table above in a gradual way.
DESCRIPTION
MOBITEK

OF

THE

BUSINESS

LINE

IN

EXPORT OF MOBITEK FROM 2019 TO 2023
USD
2019

2020

2021

2022

2023

Swivel seats with variable height adjustments (excluding
medical, surgical, dental or veterinary, and barbers'
chairs)

0,4%

0,75%

1%

1,5%

2%

118.380

221.962

295.950

443.925

591.900

Seats, convertible into beds (excluding garden seats and
camping equipment, and medical, dental or surgical
furniture)

0,5%

1%

1,5%

2%

2,5%

549.475

1.098.950

1.648.425

2.197.900

2.747.375

Upholstered seats, with wooden frames (excluding
convertible into beds)

0,5%

1%

1,5%

2%

2,5%

907.735
0,4%
150.412

1.815.470
0,75%
282.023

2.723.205
1%
376.300

3.630.940
1,5%
564.045

4.538.675
2%
752.060

Upholstered seats, with metal frames (excluding seats
for aircraft or motor vehicles, swivel seats with variable
height adjustments and medical, dental or surgical
furniture)

0,1%

0,2%

0,3%

0,4%

0,5%

13.551

27.102

40.653

54.204

67.755

Seats, with metal frames (excluding upholstered, swivel
seats with variable height adjustments and medical,
dental or surgical furniture)

0,2%
38.952

0,4%
77.904

0,6%
116.856

0,75%
146.070

1%
194.760

Seats, n.e.s.

0,4%
232.516

0,75%
435.968

1%
581.290

1,5%
871.935

2%
1.162.580

Parts of seats, n.e.s.

0,2%
307.320

0,4%
614.640

0,6%
921.960

0,75%
1.152.720

1%
1.536.600

Metal furniture for offices (excluding seats)

0,5%

1%

1,5%

2%

2,5%

Metal furniture (excluding for offices, seats and medical,
surgical, dental or veterinary furniture)

226.185
0,4%
484.856

452.370
0,75%
909.105

678.555
1%
1.212.140

904.740
1,5%
1.818.220

1.130.925
2%
2.424,280

Wooden furniture for offices (excluding seats)

0,5%
238.254

1%
476.290

1,5%
714.544

2%
952.798

2,5%
1.191.052

Wooden furniture for kitchens (excluding seats)

0,2%

0,4%

0,6%

0,75%

1%

Seats, with wooden frames (excluding upholstered)

76.222

152.444

228.666

285.733

381.110

Wooden furniture for bedrooms (excluding seats)

0,5%

1%

1,5%

2%

2,5%

Wooden furniture (excluding for offices, kitchens and
bedrooms, and seats)

2.418.875
0,4%
1.344.684

4.837.750
0,75%
2.521.283

7.256.625
1%
3.361.710

9.675.500
1,5%
5.042.565

12.094.375
2%
6.723.420

Furniture of other materials, including cane, osier or
similar materials (excluding of bamboo, rattan, metal,
wood and plastics, and seats and medical, surgical,
dental or veterinary furniture)

0,4%

0,65%

0,9%

1,2%

1,5%

82.008

133.263

184.518

246.024

307.530

Parts of furniture, n.e.s. (excluding of seats and medical,
surgical, dental or veterinary furniture)

0,4%

0,75%

1%

1,5%

2%

564.564

1.058.558

1.411.410

2.117.115

2.822.820

Mattresses, fitted with springs or stuffed or internally

0,5%

1%

1,5%

2%

2,5%
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filled with any material (excluding cellular rubber or
plastics, pneumatic or water mattresses and pillows)

283.080

566.160

849.240

1.132.320

1.415.400

Doors and their frames and thresholds, of wood

0,5%
340.090

1%
680.180

1,5%
1.020.270

2%
1.360.360

2,5%
1.700.450

Particle board, oriented strand board

0,4%

0,65%

0,9%

1,2%

1,5%

TOTAL ESTIMATED EXPORT AMOUNT
TOTAL ESTIMATED DOMESTIC SALES

431.984
8.809.143
100.000

701.974
11.401.978
200.000

971.964
24.594.281
300.000

1.295.952
33.893.066
400.000

1,619.940
39.361.211
500.000

GRAND TOTAL SALES IN USD
GRAND TOTAL SALES IN EUR

8.909.143
7.388.575

11.601.978
9.621.810

24.894.281
20.645.447

34.293.066
28.440.095

39.861.211
33.057.896

369.429

481.090

1.032.273

1.422.005

1.652.895

MOBITEK COMPANY'S
(5%) IN EUR

COMMISSION

INCOME

Table: 3. Yearly Sales and Income Estimation of MOBITEK Until 2023

As has been stated, the Marketing and Foreign Trade department is consisting of ECommerce, Domestic Trade, Marketing Information System, International Marketing
Operations, Commercial and Competitive Intelligence Unit and National Marketing
Operations as sub-units. Personnel and administrative expenses and establishment
costs for the mentioned departments and units are explained below.
Unit

Number
of Staff

Salary
EUR/Month

Amount per
Year (EUR)

Director of Marketing and Foreign Trade

1

3.330

39.960

Domestic Trade Manager

1

1.150

13.800

E-Commerce Manager

1

1.350

16.200

Marketing Information System

2

1.000

24.000

Commercial and Competitive Intelligence
System

1

1.350

16.200

International Marketing Operations

5

1.000

60.000

1

800

9.600

2

500

12.000

National Marketing Operations
TOTAL EXPENSES OF SALARY

191.760

TOTAL ADMINISTRATIVE EXPENSES OF THE UNIT (3%)

5.750

TOTAL MARKETING AND SALES EXPENSES OF THE UNIT

36.950

TOTAL HARDWARE AND SOFTWARE COST OF THE UNIT

45.000

Table: 4. Personal and Administrative Expenses and Establishment Cost of
The Marketing and Foreign Trade Unit



50% of the total estimated export amounts are based on contracted orders
The marketing and sales expenses is 0,5% of the grand total for the domestic and international sales per
year

The hardware and software cost will be realized in establishing process of the units and systems
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For the next five-year period, the income and expenditure figures of the Marketing and
Foreign Trade division are also below.
Year

Incomes
EUR

Cost and Expenses
EUR

The Financial Source
for Other Units-EUR

2019

369.429

-279.460

89.969

2020

481.090

-245.620

235.470

2021

1.032.273

-300.738

731.535

2022

1.422.005

-339.710

1.082.295

2023

1.652.895

-362.800

1.290.095

Table: 5. For Next-Five Year Period, Expenditure and Income Figures of Marketing and
Foreign Trade Unit

Cost and Expenses Items

2019

2020

2021

2022

2023

Total Expenses of Salary

191.760

191.760

191.760

191.760

191.760

Total Administrative Expenses of The
Unit (3%)

5.750

5.750

5.750

5.750

5.750

Total Marketing and Sales Expenses
of The Unit

36.950

48.110

103.228

142.200

165.290

Total Hardware and Software Cost of
The Unit

45.000

-

-

-

-

TOTAL

279.460

245.620

300.738

339.710

362.800

Table: 6. For Next-Five Year Period, Yearly Cost and Expenses Figures of Marketing and
Foreign Trade Unit

5. STRATEGIES AND TACTICS FOR MOBITEK
a. Organisational MOBITEK Strategies
Organisationally, MOBITEK has two main strategies. These are strategies based on
productivity and growth. Strategies based on Productivity are based on;
 To improve and minimize cost structure,
 To use of quantitative and qualitative assets efficiently
In addition, growth-based strategies based on;


The marketing and sales expenses is 0,5% of the grand total for the domestic and international sales per
year

The hardware and software cost will be realized in establishing process of the units and systems
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To increase the number of stakeholders,
To increase the value and assets offered to stakeholders,
To realise internationalisation

b. Strategies and Tactics for The Marketing and Foreign
Trade Unit
i. Target Market Selection
In the international marketing activities, the process having four basic stages will be
implemented to decide the target markets. The steps of the process are;
 Country Identification: Through the Marketing Information System,
identification will be made for countries with potential target markets.
 Preliminary Review: Preliminary examination will be carried out through the
Commercial Intelligence System for the designated countries.
 Detailed Review: Country markets eligible for preliminary review will be subject
to a detailed review through the Business Intelligence System, the Competition
Intelligence System, the Foreign Export and Design Offices, the BtoC based digital
structure and e-commerce system, and the Marketing Information System.
 Target Market Selection: The above-mentioned countries will effectively be
selected as target markets and the target customers in each country will also be
defined through the Business Intelligence System, the Competition Intelligence
System, the Foreign Export and Design Offices, the BtoC based digital building and
e-commerce system and the Marketing Information System.
Strategic advices, which are recommended in the marketing strategic route map, will
be used effectively in the studies above.

ii. Target Market Segmentation
Two basic strategic approaches will be implemented in segmenting the target market.
These are;
1. Individual Consumer Market Division
2. Corporate and / or Industrial Consumer Market Division
The following critical factors will be taken into consideration in defining the mentioned
sections. These are;
1. Marketing Mix
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2.
3.
4.
5.

Demand Characteristics
Implemented distribution methods
Media tools for market communication
Motivational tools that can motivate customers

Strategic advices, which are recommended in the marketing strategic route map, will
be used effectively in the above studies.

c. Strategies
for
Defining
Competitiveness
Competitors in International Markets

and

In describing international field competitors, competitor countries will first be identified
by macro approaches. The Competition Intelligence System to be established within
the scope of the project will be used effectively and the following criteria will be
applied in determining competitor countries on a macro basis. These are;
1. Determination of the competitors of the primary qualities that have foreign trade
surplus in their sectoral business lines,
2. Determination of competitor countries with secondary qualities that have foreign
trade deficit in their sectoral business lines,
3. Calculation of comparative advantages and competitive advantages for primary and
secondary competitor countries,
4. Calculation of unit export values of competitor countries,
5. Calculation of importer concentration of competitor countries,
6. Calculation of average export distances of competitor countries,
Once the macro-based studies described above are completed, the marketing
strategies of competing entities in the primary competitor countries will be resolved. In
this process, the Commercial and Competition Intelligence System, the Marketing
Information System and the export and design offices abroad will be in effective
working processes within coordination of the Marketing Information System.

d. The Marketing Mix
Markets

for The

International Target

The marketing mix for target countries will be established within the framework of the
interaction shown below.
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Figure: 2. The Marketing Mix Strategy About International Target Markets For MOBITEK

i. Strategic Product Decisions for International
Markets
The MOBITEK Project will have a product range in two main categories. These are;
1. Project and / or contract based turn-key furniture group
2. HS Code based furniture group
Based on the groups described above, related product mixes will be established. The
project and / or contract-based turn-key group will be developed according to the
design already agreed on an individual basis. In addition, obtained from each target in
the development of market-based products HS Code composite information (needs,
desires, and preferences), and trends in demand in the respective frame cured product
mixes will be adapted to the intended final market. However, in the related studies,
market price, competitiveness and cost-based product development process will also
be formulated. With the flexible production and tailor-made production system,
marketing information system, commercial and competitive intelligence system, export
and design offices and other strategic structures on design and innovation will be used
effectively.

ii. Strategic
Markets

Price

Decisions

for

International

Value-benefit and market-based pricing for each product mix will be realised. In this
process;
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1. Qualitative and quantitative characteristics of demand for each product mix will be
defined,
2. Fixed, variable and semi-variable for each target market for each product mix and
other possible accidental costs will be calculated,
3. In the target markets for each product mix, the competitive conditions affecting the
price will be determined,
4. The currency to be used in pricing for target markets will be determined,
5. International payment methods and collection approaches will be defined,
Strategic advices, which are recommended in the marketing strategic route map, will
be used effectively in the above studies.

iii. Strategic Promotion Decisions for International
Markets
Depending on the nature of each target market and target product mix, the following
strategy for promotion will be defined and the strategy of retention will be matured.
These are,
1. The nature and barriers of communication related to the characteristics of the
target markets will be announced and accordingly a strategy of engagement will be
established,
2. In accordance with the strategy of retention, corporate identity and brand
approaches will be defined,
3. The nature of the advertising work will be determined,
4. The nature of personal sales activities will be determined
5. The nature of sales development studies to be determined
6. The nature of direct selling and e-commerce activities will be determined
7. The nature of the work of public relations will be determined
8. The quality of after-sales services will be determined
Strategic advices, which are recommended in the marketing strategic route map, will
be used effectively in the above studies.

iv. Strategic Distribution Decisions for International
Markets
Depending on the nature of each target market and product mix, selective distribution
and exclusive distribution strategies will be used. Strategies to be used in structuring
distribution channels are;
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1. The establishment of foreign export and design offices especially for project and
contract based product group,
2. The main dealership-based exclusive distribution for the relevant product mix,
3. The franchise-based selective distribution for a specific product mix,
4. BtoC based e-commerce structuring for end-users for the related product mix
5. Establishment of Turkish Trade Centres for the MOBITEK Project in some target
markets.
Strategic advices, which are recommended in the marketing strategic route map, will
be used effectively in the above studies.

v. Introduction
and
Extension
(Internationalisation) Strategies in International
Markets
Two key strategic approaches will be implemented for internationalisation (entry and
expansion into international markets) for the MOBITEK Project. These are;
1. Strategies based on exports
2. Strategies based on contracts

Both direct and indirect export applications will be used at the point of export based
strategies. Direct exporting strategy will be applied to foreign enterprises in the same
subject while indirect exporting strategy is adopted in project-based turn-key contracts
to be carried out for Turkish enterprises, especially construction and architectural
studies abroad. In case of HS Code based product mix, direct export strategy will be
applied.
In addition, contractual internationalisation strategies for markets and product mix
related to dealership contracts in selective or exclusive nature will also be sought.

6. THE
ORGANISATION
AND
THE
ORGANISATIONAL
STRUCTURE OF THE MARKETING AND FOREIGN TRADE UNIT
a. The Organisation of the MOBITEK
The MOBITEK has a CEO in its organisational structure and has the basic functions
related to the CEO in question. These core functions are composed of Director of
Innovation and Design, Director of Production and Procurement, Director of
Administrative Services, MOBITEK Academy Training and Consultancy and Director of
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Marketing and Foreign Trade. The mentioned units depend directly on the CEO within
the structure of the matrix organisation with the CEO as managerial, command and /
or staff relations. In addition, the basic functions of the MOBITEK are also working in
the democratic structure with the purpose of establishing communication and
relationships among the units. In this context, the organisational structure of the
MOBITEK is shown below.

b. The Marketing and Foreign Trade Unit Organisation
The Director of Marketing and Foreign Trade is directly affiliated to the CEO, which is
composed of five sub-divisions and shows the organisation of the foreign trade
segment as follows.
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Figure: 3. The Marketing and Foreign Trade Organisation Chart
As it can be understood from the above, E-Commerce, Domestic Trade,
Marketing Information System, International Marketing Operations and
Commercial and Competitive Intelligence Unit sections are directly connected to
the main function of Director of Marketing and Foreign Trade. In addition, the
Manager of Domestic Trade is only connected to the operation section for
activities related to commercial activities in Turkey. These subdivisions in the
Foreign Trade Unit are in communication with the Director via command-tocommand and self-tie relationship. All relevant data and information are
collected and / or reported in the Marketing Information System, where data
and information are transferred both within the Marketing and Foreign Trade
and within the organisation. The Marketing Information System is also
associated with the matrix structuring with Director of Innovation and Design,
Director of Production and Procurement and Public Relations and CRM.

i. Director of Marketing and Foreign Trade
There will be a director in charge of marketing and foreign trade, and this director will
be in direct contact with the CEO and will have a staff relationship with other function
managers of MOBITEK. The main responsibilities of the Director of Marketing and
Foreign Trade are;
1. Developing strategies and tactical plans for MOBITEK's vision, mission, goals,
targets, strategies, plans and policies for internal and external marketing.
2. Making budget studies on marketing strategies.
3. Preparing and managing contracts for activities to be carried out for marketing and
foreign trade.
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4. Coordinating and cooperating with other basic functions (Innovation and Design,
Production and Procurement, Administrative Services and MOBITEK Academy
Training and Consultancy) within the macro structure,
5. Managing, coordinating, controlling and operating strategically and tactically with
the subdivisions of Marketing Information System, Domestic Trade, E-Commerce,
International Marketing Operations, Commercial and Competitive Intelligence Unit
and National Marketing Operation within the strategic integrity.
The minimum qualifications required for the Director of Marketing and Foreign Trade
career are;
1. Being able to master all the active and passive steps of export marketing and know
at the applicable level,
2. To be able to master all the active and passive steps of the supply with import and
know at the applicable level,
3. To have at least 10 years’ experience in foreign trade and working in managerial
position,
4. To have at least a graduate degree from a university and knowing at least one
foreign language (preferably English) at a very good level.
5. To be able to dominant in the topic of commercial and competitive intelligence and
to be able to establish and manage the relevant unit,
6. To be able to master the marketing information system and to be able to establish
and manage the relevant unit,
7. To be able to master foreign trade practices and operations and to be able to
establish and manage the unit concerned.
8. To have knowledge about e-commerce and preferably being experienced.
9. To have leadership qualities with high communication ability.
10. To be accredited by Professor Murat Canıtez and / or Instructor Yaman Koç.
It is advisable to pay a minimum of 3,330.00 EUR per month (15.86 EUR / hour) in the
case of a manager who may serve in this position. In addition, if the manager of this
position has reached the export revenue determined by MOBITEK at the end of every
single year, the performance evaluation criterion should be taken as basis. If he/she
exceeds the target of minimum export sales revenue, it will be considered appropriate
to give a bonus to him/her.

ii. Domestic Trade Manager
There will be a Domestic Trade Manager affiliated to the relevant directory in the
marketing and foreign trade function. This manager will also be in contact with ECommerce Manager and Marketing Information System.
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The main responsibilities of Domestic Trade Manager are;
1. To develop strategies and tactical plans for MOBITEK's vision, mission, goals,
targets, strategies, plans and appropriate internal marketing for policy.
2. To conduct budget studies on internal marketing strategies,
3. To prepare contracts for activities to be carried out for internal marketing and to
present the Director of Marketing and Foreign Trade.
4. To manage, coordinate and control the National Marketing Operations subdepartment within the strategic integrity, to ensure that they work in accordance
with strategies and tactical plans.
5. To provide all relevant data and information to Marketing and Foreign Trade
Director with Marketing Information System and E-Commerce parts.
The minimum qualifications required for the Domestic Trade Manager career are;
1. To master all the active and passive steps of internal marketing and knowing at the
applicable level for the furniture sector,
2. To have at least 10 years of experience in domestic marketing in furniture sector
and working in managerial position,
3. To be a university graduate at least undergraduate level.
4. To be dominated by domestic trade practices and operations in the furniture sector
and to be able to establish and manage the unit concerned.
5. To have knowledge about e-commerce and preferably to be experienced.
6. To have a managerial qualification with high communication ability.
It is advisable to pay at least 1,150.00 EUR monthly (5.52 EUR / hour) in the case of a
manager who may serve in this position. In addition, the performance position must be
based on the achievement of the salesperson determined by the Director of Marketing
and Foreign Trade at the end of each year. If he/she exceeds the minimum sales
revenue target, it will be considered appropriate to give a bonus to him/her.

iii. E-Commerce Manager
There will be one E-Commerce Manager connected to the related directory in the
marketing and foreign trade function. This manager will also be in contact with
Domestic Trade Manager and Marketing Information System. The main responsibilities
of E-Commerce Manager are;
1. To develop strategies and tactical plans for MOBITEK's vision, mission, goals,
targets, strategies, plans and policies for appropriate e-commerce.
2. To conduct budget practices on e-commerce strategies in question.
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3. To prepare contracts for activities to be realised for E-Commerce and to present
Director of Marketing and Foreign Trade.
4. To manage, coordinate and control the E-commerce sub-division within the
strategic integrity and ensure that they work in accordance with strategies and
tactical plans.
5. To provide all relevant data and information to Marketing and Foreign Trade
Director with Marketing Information System and Domestic Trade Manager.
The minimum qualifications required for the E-Commerce Trade Manager career are;
1. To know the details of the whole technical infrastructure of the e-commerce
structure and to know at the applicable level,
2. To have at least 5 years’ experience in e-commerce and working in managerial
position,
3. To be a university graduate at least undergraduate level and know English well.
4. To be in control of e-commerce applications and operations and to be able to
establish and manage the unit concerned.
5. To have a managerial qualification with high communication ability.
In the case of a manager who may serve in this position, it is advisable to pay at least
1,350.00 EUR per month (6.49 EUR / hour). In addition, if the position manager has
reached the sales revenue determined by the Director of Marketing and Foreign Trade
at the end of each year, it should be based on the performance evaluation criterion. If
he/she exceeds the minimum sales revenue target, it will be considered appropriate to
give a bonus to him/her.

iv. Marketing Information System
There will be Marketing Information System connected to the related directive in
Marketing and Foreign Trade section. This unit will also be in contact with Domestic
Trade Manager and E-Commerce Manager. The main responsibilities of the Marketing
Information System are;
1. To share the related information needed by the Director of Marketing and Foreign
Trade in the matrix structure with Innovation and Design, Production and
Procurement, HR and CRM, follow up the application and coordinate.
2. To receive, analyse and report the data needed from the Domestic Trade, ECommerce, International Marketing Operations and Commercial and Competitive
Intelligence Unit sections in accordance with the objectives of the Marketing and
Foreign Trade department and provide them with information on the relevant
departments.
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As we mentioned earlier, this subsection is a system and the related system comes
from two marketing information analysts and hardware. The minimum qualifications
that Marketing Information Analysts should possess are;
1. To be able to evolve the information coming from the related departments in
accordance with the objectives, strategies and plans and to be able to report them
in a qualifiable form and to be able to present them to the related departments and
/ or sections.
2. To be able to think strategically and analytically and prepare reports for practice in
this framework.
3. To be a university graduate at least undergraduate level and know English well.
4. To be competent to master the marketing information system and to be able to
carry out the coordination of the relevant department with the Director of
Marketing and Foreign Trade.
5. To have the management and co-ordination qualities with high communication
ability.
It is advisable to pay at least 1.000 EUR per month (4.80 EUR / hour) in the case of
two analysts who may serve in this position. In addition, the number of concrete files
identified by the Director of Marketing and Foreign Trade at the end of each year
should be used as the performance evaluation criterion. In the case of exceeding the
minimum number of concurrent files, it will be considered appropriate to give them a
premium.

v. Commercial and Competitive Intelligence System
Commercial and Competitive Intelligence System will be affiliated to the related
directive in the marketing and foreign trade function. This unit will also have a
relationship with the Marketing Information System and International Marketing
Operations. The main responsibilities of the Commercial and Competitive System are;
1. To identify target markets and target customers in these markets within the
context of Director of Marketing and Foreign Trade,
2. To make relevant competitiveness and competitor analyses in target markets, to
collect related quantitative and qualitative data.
3. To serve all relevant data to the Marketing Information System and International
Marketing Operations.
As mentioned earlier, this subsection is a system and the system is equipped with a
Commercial and Competitive Intelligence Expert. The minimum qualifications that the
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Commercial and Competitive Intelligence Expert should possess are:
1. To be competent to be able to find the data appropriate to the strategies from the
related departments and present them to the related department and / or sections.
2. To be able to dominate international trade in terms of export and import.
3. To know to use related databases, software and hardware very well.
4. To be a university graduate at least undergraduate level and know English well.
5. To be in control of the Commercial and Competitive system and to be in the depth
of the coordination of Director of Marketing and Foreign Trade.
6. To have the ability to establish analytical thinking and relationship in the level that
understands the details of the writings.
The Commercial and Competitive Intelligence Expert, which may be employed in this
position, is eligible for a minimum fee of 1.350,00 EUR per month (6.49 EUR / hour).
In addition, the number of concrete files specified by the Director of Marketing and
Foreign Trade at the end of each year for the mentioned positional expert should be
taken as the performance evaluation criterion. In the case of exceeding the minimum
number of concurrent files, it will be considered appropriate to give them a premium.

vi. International Marketing Operations Unit
The International Marketing Operations unit affiliated to the relevant directorate will be
in the function of marketing and foreign trade. This section will also be in contact with
the Marketing Information System and Commercial and Competitive Intelligence. The
main responsibilities of the International Marketing Operations are;
1. Performing pre-sales practices in the light of information from the Commercial and
Competitive Intelligence Unit and the Marketing Information System in the
framework of Director of Marketing and Foreign Trade,
2. To carry out sales process for export marketing
3. To carry out active activities for export,
4. To pass the required information to the Marketing Information System for the
fulfilment of passive activities for export
The International Marketing Operations will have 6 staff members. One of these
personnel will conduct passive activities such as logistics and customs for export
marketing, while the remaining 5 personnel will perform active activities for export
marketing. The five characteristics that must be fulfilled are the following:
1. Be at least a bachelor's degree and know, speak and write at least one foreign
language at a very good level.
2. To be able to dominate and apply export marketing.
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3. To communicate with potential target customers in target markets and make
related product promotions,
4. To carry out negotiations on principles and frameworks determined by Director of
Marketing and Foreign Trade,
5. To be able to arrange drafts of contracts and / or pro forma invoices for export
marketing,
6. To know the payment approaches and applications in international trade,
7. Coordinate the production process of the goods prepared for export with the
Marketing Information System and check the compliance of these goods with the
agreement conditions,
8. Preparing and / or procuring all documents to be sent to the Importer,
9. To be in constant contact with the importer during and after the sales process
10. Having no travel disabilities, having high communication skills and having a positive
energetic mood
Each of the export application personnel that may be employed in this position is
eligible to be paid at least EUR 1,000.00 (4.80 EUR / hour) per month. In addition, it is
estimated that the experts in the position mentioned will be able to provide premiums
in the event of exceeding the targets set by the Director of Marketing and Foreign
Trade from export sales that are collected at the end of each year.
In addition, minimum requirements for the personnel to perform passive activities in
the International Marketing Operations are;
1. To have at least a bachelor's degree and be capable of knowing, speaking and
writing in middle level of English.
2. To be able to dominate and apply passive activities in export marketing process.
3. To supervise, to carry out and / or coordinate the activities in the logistics and
customs process.
4. To edit documents required in customs clearance and logistics processes in Turkey
and / or to be able to provide.
5. To supervise delivery of goods subject to exportation to the referral vehicle.
6. To be able to follow the results processes for export
7. Having no obstacle to travel and having high communication ability.
It is advisable to charge at least 800.00 EUR per month (3.85 EUR / hour) to the
export application staff that may be employed in this position. In addition, the number
of concrete files specified by the Director of Marketing and Foreign Trade at the end of
each year for the mentioned positional expert should be taken as the performance
evaluation criterion. If the minimum number of files exceeds the target, it will be
considered appropriate to give a premium.
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vii. National Marketing Operations Unit
National Marketing Operations unit affiliated to Domestic Trade Manager will be located
in the function of marketing and foreign trade. The primary responsibilities of the
National Marketing Operations are;
1. To perform pre-sales studies in the light of Domestic Trade Manager's guidance
and information from the Marketing Information System,
2. To make commercial and competitive intelligence for domestic markets and to
provide this data to Domestic trade manager,
3. To carry out active sales activities,
4. To transfer the data needed to Domestic Trade Manager to fulfill passive activities
for sale
The National Marketing Operations unit will have 2 staff members and these are the
features that the staff must have;
1. To Be at least a high school graduate and be experienced in the furniture sector
sales and / or marketing department,
2. To be able to dominate and apply furniture marketing and sales issues.
3. To facilitate contact with customers and target markets in Turkey and to make
relevant product introductions,
4. To be able to carry out the principles and framework negotiations determined by
Domestic Trade Manager,
5. To draft contracts and / or pro forma invoices for marketing and sales,
6. To coordinate the production process of the goods for sale to the domestic market
through the Marketing Information System and checking the compliance of these
goods with the terms of the agreement,
7. To be in constant contact with the customer during the sales process
8. To have high communication skills, a positive energetic mood and no travel
disabilities.
Personnel to be employed in this position will be charged at least EUR 500.00 per
month (EUR 2.40 / hour). In addition, it is considered that the bonus will be awarded
according to the target sales revenue determined by the Director of Marketing and
Foreign Trade at the end of each year.

7. THE PERFORMANCE MEASUREMENT
Performance measurement is influencing decisions made by the MOBITEK managers,
investors and stakeholders regarding the MOBITEK. For this reason, systematic
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performance measurement should be one of the basic elements of the MOBITEK
business plan. There are many benefits such as performance measurement, which is
part of the management of important functions of management, such as determining
the overall success of an operator, identifying areas for improvement, and
understanding the causes of existing inefficiencies.
The performance measurement method to be used in the MOBITEK business plan is
designated as Performance Booth. The Performance Chamber will be designed as a
measurement performance based strategic performance management system that sets
a framework for strategic performance measurement and management by
transforming MOBITEK's organisational goals and strategies into a set of
comprehensive performance metrics. Based on the non-measurable unmanageable
principle, the performance frame will be implemented as a performance measurement
system based on the measurement of multiple performance components and the
summary reporting of each performance measurement result to a specific weight. The
most important differences of the performance system from other performance
management systems are that MOBITEK should take into account the value of
intangible assets as well as its tangible assets and to establish the performance
management system on MOBITEK's strategic targets.
The performance measurement method consists of four basic components. These are:





Learning and Development
Internal Processes
Stakeholders
Financial Sustainability

Because the performance measurement method is designed to transform MOBITEK's
strategies into action, the above dimensions are associated with MOBITEK's
organisational goals and strategies. As a performance measurement system,
MOBITEK's strategic control system constitutes an infrastructure for performance
measurement. MOBITEK aims to direct business units and employees in the same
direction as corporate strategies. MOBITEK Strategies will be dealt with in four stages
with the performance frame which is the infrastructure of the performance
measurement system:





To determine the organisational goals and strategies of MOBITEK
To explain strategic objectives to MOBITEK's functional business units,
employees and stakeholders
To determine and plan the targets in the direction of strategic objectives
To provide performance measurement and strategic feedback
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The focused performance is designed in a way that is appropriate to the profit-oriented
organisational structure of the MOBITEK due to the use of financial criteria as well as
non-financial criteria in the performance measurement system. MOBITEK's
performance dimensions include non-financial strategic performance components, such
as stakeholders or socio-economic benefits, because it does not prioritize the profit
objective.
Strategic objectives that are appropriate for each of the performance measurement
dimensions are defined. Performance measures are defined, and target performance is
set for each performance criterion in order to measure the performance of strategic
objectives in the performance measurement method.
The performance measurement method also specifies what needs to be done so that
each performance measure can achieve its goal, and the performance results can be
compared with the target performance.
At the heart of MOBITEK's performance measurement method is a strategic
performance map that includes the stages of the performance process. MOBITEK's
strategic performance map is shown below.

Figure: 4. The Strategic Performance Map For MOBITEK

As seen above, the MOBITEK strategic performance map establishes a hierarchy of
performance dimensions. At the same time, this hierarchical logic associates
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MOBITEK's strategic objectives with a link of causality within itself in the direction of
organisational goals. In this framework, the first strategic performance targets of
learning and development constitute the first stage of strategic performance map for
MOBITEK. There are three sub-strategic performance dimensions on the level of
learning and development. These are:




Human capital
Information capital
Corporate capital

The human capital sub-dimension includes performance measures that characterise the
development of MOBITEK staff in terms of professional competencies. The
performance measurement criteria set out in this context are determined by
MOBITEK's strategic objectives for human resources, the MOBITEK Academy for
training and consultancy functions. The Information Infrastructure sub-dimension
includes performance measures that characterise the collection, analysis and
implementation of business intelligence data in the context of MOBITEK's knowledge
management. The performance measurement criteria determined in this context are
determined for MOBITEK's national and international marketing activities and R & D,
design, production and innovation processes. The corporate capital sub-dimension
includes performance measures that characterise the development of MOBITEK's
corporate assets, as well as human capital and information capital. The performance
measurement criteria specified in this context are supply, finance and public relations
functions.

a. Performance Measurement Criteria
The performance measurement criteria were determined in accordance with the causal
image of the dimensions and sub-dimensions of the MOBITEK strategic performance
map.

i. Performance Measurement Criteria for Learning
and Development
The human capital comes from the MOBITEK Academy and MOBITEK Human
Resources. The performance measurement criteria for the MOBITEK Academy are;




Number of Trainings Organised
Number of Participants in Trainings
Training time
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Number of Counselling
Consulting Time Given
Subject Variety of Consultancy
Number of Expert Staff in Counselling
Expert Staff Working Time in Consulting

In addition, performance measurement criteria for MOBITEK Human Resources are
described below. These are;













Number of Education Attended by Personnel of the MOBITEK
Person-Time of Education Attended by Personnel of the MOBITEK
Performance measurement criteria for information capital are:
Number of Marketing Research
Number of International Market Research
International Market Research Number of Products
Number of International Target Markets Specified
Determined International Opportunity Market Quantity
Number of R & D Activities
Diversity of Products in R & D Activities
Number of Designed Products
Variety of Designed Products

Performance measurement criteria for institutional capital are explained below. These
are;
 Variety of Supplied Products
 Diversity of International Procurement Partners
 The MOBITEK's Net Profit After the Period
 The MOBITEK's Year-End Profitability Ratio
 The MOBITEK's Period End Total Assets
 The MOBITEK's Period End Total Liabilities
 The MOBITEK's Period Financial Structure Rates

ii. Performance Measurement Criteria for Internal
Business Process
Performance criteria are defined in 4 sub-dimensions within the framework of the
internal business process, which is the second stage of the strategic performance map.
The criteria for Human Resources Management in the context of performance
measurement criteria for Process Related to Managerial Activities are;


Professional Development Score Marks of the MOBITEK'S Staff
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Qualification Evaluation Reports of the MOBITEK's Staff Successfully Completed
Training and Receiving Certifications

In addition, performance criteria for Accounting and Financial Management are;




Financial Risk Management Performance Criteria
Cost Management Performance Criteria
Corporate Profitability Performance Criteria

Public relations performance criteria;




Multiplier Effect of Public Relations Activities
Multiplier Effect of Social Responsibility Activities
Measurable Use of Retention Activities

For Process Related to Technical Activities, the second sub-dimension of internal
business processes, performance measurement criteria are;





Product-to-Product R & D Performance
Product Design Performance
Supply Performance Supporting Production Processes
Market Submission of R & D and Design Activities

For the third sub-dimension of internal business processes, Process Related to National
Market Activities, performance measurement criteria are;




Demand Size of Operational National Target Market Segments
Demand Variety of Operational National Target Markets
Organisational Buyer Amount in Operational National Target Markets

For Process Related to International Market Activities, the fourth sub-dimension of
internal business processes, performance measurement criteria;




Demand Size of Operational International Target Market Segments
Demand Variety of Operational International Target Markets
Industrial Buyer's Amount in Operational International Target Markets
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iii. Performance
Stakeholders

Measurement

Criteria

for

The following performance criteria are defined in terms of the services offered by the
stakeholders MOBITEK's role model operations, the third stage of the strategic
performance map. These are;



























Number of role model business
The MOBITEK solution partnership role model operations total transaction size
The MOBITEK's average price margin advantage in raw material procurement
The MOBITEK's average price margin advantage in semi-finished goods supply
Number of companies offered in the solution partnership in raw material supply
Solution partnership in the supply of raw materials
Quality Function Deployment Scores of MOBITEK Semi-Finished Products
Quality Function Degree Scores of the raw materials supplied by the MOBITEK
Number of enterprises offered solution partnership in semi-finished goods
supply
Solution partnership in semi-finished products total transaction size
Number of enterprises offered R & D solution partnership
R & D solution partnership total transaction size
Design solution partnership Number of businesses offered
Design solution partnership total transaction size
Number of enterprises offered training and consulting solution partnership
Training and Consulting solution partnership total transaction size
Number of enterprises offered solution partnership for branding activities
Solution partnership transaction size for branding activities
Number of enterprises offered solution partnerships in accessing national
markets
Solution partnership in accessing national markets
Number of enterprises offered solution partnerships in accessing international
markets
Solution partnership in accessing international markets
Average export intensity under the MOBITEK solution partnership
Average export variety under the MOBITEK solution partnership
Average export profitability under the MOBITEK solution partnership
Average export growth in the MOBITEK solution partnership
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iv. Performance Measurement Criteria for Financial
Sustainability
Finally, the fourth dimension of the strategic performance map, financial sustainability,
is based on productivity, efficiency and growth strategies. In that case, the criteria set
for financial sustainability are;









The MOBITEK cost-performance measures
Productivity measures of the MOBITEK assets
Expected-benefit metrics for the MOBITEK processes
Analyses that test the statistical significance of goals achieved with the
MOBITEK strategic goals
The MOBITEK solution partnership growth criteria
The MOBITEK organisational capacity growth criteria
The MOBITEK balance sheet growth criteria
Level of internationalisation

b. Performance Measurement Process
The need for designing effective performance measurement procedures arises because
the performance measures identified in the MOBITEK strategic performance map
require complex processes and mechanisms. These procedures consist of the
collection, analysis, reporting and monitoring of data in stages following the
identification of targets and the determination of appropriate performance criteria. The
performance measurement procedures for measuring performance are designed to be
consistent with the system's post-implementation review and evaluation. Performance
measurement procedures are designed as a process consisting of measuring and
reporting the actual performance of MOBITEK business processes through in-house
tools after their implementation and finally evaluating the performance information
system itself. The performance measurement procedure consists of four steps. These
are;
 Preparation of data measuring system
 Data Measurement
 Data analysis
 Integration with management processes
In this context, the data measurement system firstly includes the establishment of a
holistic data collection and storage system on which measurement levels of the data
sets of the performance criteria determined in the strategic performance map are to be
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measured and by which means. The measurement of data shall be made at the
frequency and time interval predicted by the measured measurement levels. The
collected data will be analysed with statistical methods and information about
performance will be produced by giving information quality in the context of
information creation process. These reports will be presented as a decision-making
input to MOBITEK's strategic planning processes and will be used to evaluate strategic
objectives.
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8. BUSINESS PLANS OF MARKETING AND FOREIGN TRADE
UNIT
a. Short Term Business Plan for Marketing and Foreign
Trade Unit
In the first instance, the entire functional subdivision of the Marketing and Foreign
Trade Unit will be completed by the end of 2018. Also, the personnel recruitments
described below will take place until the end of 2019. These are;
2018:






2019:





2020:




Director of Marketing and Foreign Trade (June or July)
Marketing Information System personnel (1 Specialist - August or September)
Domestic Trade Manager (August or September)
Commercial and Competitive Intelligence System Personnel (October)
International Marketing Operations (1 Specialist Active Staff- October)
National Marketing Operations (1 Specialist- October)
International Marketing Operations (1 Specialist Passive Staff - Jan or Feb)
E-Commerce Manager (1 Specialist - Jan or Feb)
International Marketing Operations (1 Specialist Active Staff- April or May)
International Marketing Operations (1 Specialist Active Staff- Oct or Nov)
Marketing Information System personnel (1 Specialist - Oct or Nov)
International Marketing Operations (1 Specialist Active Staff- Jan or Feb)
National Marketing Operations (1 Specialist Active Staff- Jan or Feb)
International Marketing Operations (1 Specialist Active Staff- Oct or Nov)

In addition, the following preparations for marketing activities will be completed and
relevant studies will be carried out;





The infrastructure of the Commercial and Competitive Intelligence System will
be completed,
The infrastructure and upper structure of Marketing Information System will be
completed,
The infrastructure and upper structure of the E-Commerce System will be
completed,
The market research process will be completed, and target country markets will
be determined,
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Pro-active marketing research will be carried out and necessary information and
reports for all functions will be transferred,
Appropriate distribution channels will be created in accordance with the
strategies,
The number of role model enterprises will be increased to 100,
Export sales revenue will be reached to 7.38 million EUR by the end of 2019,
Domestic sales revenue will be reached to 100.000 EUR by the end of 2019,
To export at least to 10 countries in two separate continentals and to develop
distribution channels in these countries,
To participate in at least two international fairs suitable for target markets,
To complete all education and training processes of Marketing and Foreign
Trade Unit staff

b. Medium Term Business Plan for Marketing and Foreign
Trade Unit
All the obligations of human resources, which are both quantitative and qualitative, will
be completed in this period. In addition, the following preparations for marketing
activities will be completed and relevant studies will be carried out;











To create a unique brand to MOBITEK and to complete the infrastructure
works for this brand,
To complete and functionalize all infrastructure and upper structure works of a
BtoC e-commerce site.
To complete the infrastructure studies of internationalisation for the digital
sector for the furniture sector and to establish an industrial management
platform on a global basis.
The market research process will be continuous and dynamic,
Pro-active marketing research will be continuous and dynamic,
Appropriate distribution channels will be developed and expanded with the
strategies,
The number of role model enterprises will be increased to 400,
The following performances will be obtained in export sales from 2020,
2020
9.421.
810

2021
20.245.44
7

2022
28.040.09
5

2023
32.557.8
96
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The following sales revenues will be acquired in Turkey by the year of 2020
2020
200.000






2021
300.000

2022
400.000

2023
500.000

To export to at least 4 separate continents and 50 countries,
Marketing and Foreign Trade Unit will acquire the quality of the learning
organisation,
To participate in at least 8 internationally prestigious fairs suitable to target
markets,
To start the establishment activities of the Turkish Furniture Trade Centre in
a country and / or regional market that is a 3rd world country,
To complete the sub-construction for virtual reality applications in digital
and real environment in accordance with the developing technologies,

c. Long Term Business Plan for Marketing and Foreign
Trade Unit
The following preparations for marketing activities will be completed and relevant
studies will be carried out in this period;
 The branding process for MOBITEK will be completed,
 The BtoC e-commerce site will become a well-known sectoral site in the world,
 The digitalization process for the furniture sector will be completed and will be
one of the best-known sites in the world.
 Distribution channels that are appropriate to the strategies and technologies
will be developed and matured,
 To start the establishment activities of the Turkish Furniture Trade Centre in a
country and / or regional market that is a 3rd country,
 To establish of Turkish Furniture Commercial Centres will be completed in at
least one country in the Latin America, Central Asia, North Africa, West Africa,
East Africa, South Africa regions
 The number of role model enterprises will be increased to 1000,
 To export to 150 countries markets in 6 separate continentals and make
production investments and internationalize.
 Marketing and Foreign Trade Unit organisation will be active,
 To grow 0.25% Turkey's share in the furniture sector exports, annually, by
increasing the level of competitiveness based on related business lines in the
international underground furniture sector,
 To increase MOBITEK's domestic sales by 5% every year,
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9.

DEFINITION OF THE NEEDS FOR FOREIGN TRADE AND
MARKETING CONSULTANCY AND TRAINING

Marketing and Foreign Trade department has 7 sub-divisions and the total number of
personnel is 13. Assuming that all the details related to the Director of Marketing and
Foreign Trade are at the level that they can know and apply according to the criteria
described earlier, it is considered that the mentioned director does not need any
training and consultancy.
However, it is obligatory that all personnel to be employed in the Marketing
Information System, Commercial and Competitive Intelligence System and
International Marketing Operations sub-departments receive a 60-hour basic foreign
trade application program. In addition, Marketing Information System and International
Marketing Operations will be suitable for 40 hour Commercial and Competitive
Intelligence training for active staff. The personnel to be employed in the Commercial
and Competitive Intelligence System are required to be trained at the advanced level
of 120 hours.
If the trainings described above are taken from accredited and well-known trainers, the
hourly rates are 100 EUR / hour with net 7 hours of work per day. In addition, if the
Director of Marketing and Foreign Trade has the criteria previously described, no
counselling service will be needed. However, if the manager is not available for the
relevant criteria announced in the position, a professional counsellor with the relevant
criteria should provide consultancy services for 1 week and 4 days a month. This sort
of professional consultant is expected to cost around 400 EUR (50 EUR / hour) per day.
Besides, 60-hour marketing and sales application program and 40-hour effective
communication application program can be realised for the staffs in National Marketing
Operations sub-department. If the trainings described above are taken from accredited
and well-known trainers, the hourly rates are 50 EUR / hour with net 7 hours of work
per day.
Assuming that all the details related to the Domestic Trade Manager and E-Commerce
Manager are at the level that they can know and apply according to the criteria
described earlier, it is considered that the mentioned managers do not need any
training and consultancy. But, if the domestic trade manager is not available for the
relevant criteria announced in the position, a professional counsellor with the relevant
criteria should provide consultancy services for 1 week and 4 days a month. This sort
of professional consultant is expected to cost around 200 EUR (25 EUR / hour) per day.
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10.

THE MARKETING AND FOREIGN TRADE UNIT'S SERVICES

The services provided by the Marketing and Foreign Trade Unit to enterprises took
place in the scope of the MOBITEK Project and to MOBITEK Inc. are;
1. To pave the way for internationalisation,
2. To lead, carry out and coordinate the national and international marketing and
sales activities,
3. To conduct market research for international markets,
4. To conduct marketing research for international markets,
5. To manage, direct and coordinate subdivisions within the organisation in harmony,
6. To present the data and information needed by other units in the organisation,
7. To lead, manage and carry out the active activities of export activities,
8. To lead, manage and carry out the passive activities of export activities,
9. To provide commercial and competitive intelligence dynamically and continuously,
10. To provide necessary guidance and coordination regarding E-Commerce,
11. To provide training and consultancy services to the MOBITEK Academy,
12. To provide necessary consultancy services to the enterprises subject to the
MOBITEK Project,
13. To make necessary coordination and guidance in international procurement
activities,
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