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The Turkish car market is becoming more and more volatile through the years. The
growth potential had attracted many firms to the market before 1991 “he 1994 crisis
resulted with nearly fifty percent decrcase in sales. Market conditions and competition
have begun to change recently by the recent introduction of new modcls, fcasibility studics

and mvestments of world giants to enter the market and the Customs Unton which
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decreased the customs tax on import cars. Baylas entered the market with Citroen at
01.07.1995

While working with automotive companies in summer training I found out that the small
scale import firms are not performing therr marketing communication business with
appropriate marketing and consumer behavior analysis. In this thesis it i1s argued that a
consumer behavior study is crucial for a firm to find out the differentiation points that are
significant in the eyes of the consumers. It is also discussed that the adaptation of
consumer orientation, which takes the current needs and perceptions of the consumers

into consideration, is crucial for the success of the communications strategy, which is a

sustainable differentiation factor.

Therefore a marketing research has been conducted for the car market in order to better

understand the needs of the consumers, to find out significant differences as well as

similarities among consumers.

Depending on the marketing resecarch conducted a target scgment is identified and

alternative communication and marketing recommendations are given to the marketing

department of Citroen Xantia.

Keywords : Market Orientation, segmentation, image, positioning, communications

strategy, product category, car market in Turkey



OZET

TUKETICI DAVRANISLARI ANALIZI VE PAZARLAMA
KOMUNIKASYONU STRATEJISI GELISTIRILMUESH -
CITROLN XANTIA

MURAT TGEOGA LR
BILKENT MBA

Danigman : Dog. Dr. Guliz Ger

Tiirkiye araba pazari yildan yila ¢ok degisken bir pazar haline gelmektedir Potansiyel 1994
yilindan énce birgok firmayr gekmistir. 1994 krizi satiglart etkilemis ve yiizde clli bir digige
sebebiyet vermigtir. Pazar durumu ve rekabet, yeni modellerin pazara sunumu, diinya
devlerinin yeni yatinmlar yada yatinm aragtirmalarn ve gamrik birliginin getirdidi gtimrik
vergisi dugiimiine bagh olarak degismeye baglanugtir. Citroen pazara 01.07.1995 tarthinde

Baylas firmast ile girmigtir



Yazin yaptigim staj esnasinda dugsik kapasiteli ithalat firmalarinin iglerini yaratarken pazar
aragtirmasi ve tiketici davramglan analizi yapmadan reklam stratejileri gelistirdiklerini
gordum. Bu tezde tartigilan konu bir pazarlama ve tiketict davramglar ¢ahgmasinin
tiketicinin  goziindeki belirgin ayirt edici noktalarin bulunmasi agisindan ¢ok oncmli
oldugudur. Bunun yaninda tiketicilerin ihtiyag ve algilanm gozoniine alindign tiketici
oryantasyonunun devamli bir farklilagma noktast oldugu ve bir reklam stratejisi

olusturmada ¢ok onemli bir faktor oldugudur.

Bundan dolay: tiketicinin isteklerini daha iyi anlayabilmek, tiketicilerin aralarindaki
benzerlik ve degisiklikleri daha iyi ortaya e¢ikarabilmek ig¢in bir pazar aragtirmasi

yaptlnugtir.

Bu pazar arastirmasina dayal olarak bir hedef kitle belirlenmig ve bu kitle i¢in alternatif

reklam ve pazarlama 6nerileri verilmigtir.

Anahtar Kelimeler: Pazar Oryantasyonu, pazar bolimlemesi, ima , konumlandirma,

haberlesme stratejisi, iiriin kategorisi, Tirkiyc araba pazari
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I. INTRODUCTION

The activitics of the business world have been affected by many paradigms in the last fifly
years. For certain years, manufacturing paradigm was the center of strategic management
and the popular hero was the man who could get things out of the factory door - the
manufacturing man. Later mass markcting was invented to scll standardized mass

produced products to similarly standardized, undiflerentiated mass of consumers (Schultz

et al, 1994)

Kotler (1991) defines five competing concepts under which organizations conduct their

marketing activities. These concepts are :

1) The production concept which holds that consumers will favor those products that are
widely available and low in cost. The important managerial aspects are high production

efficiency and wide distribution coverage.

2) The product concept which holds that consumers will favor those products that ofler

the most quality, performance, or innovative features. Managerial aspects are to make

superior products and to improve them over time.

3) The selling concept which holds that consumers, if left alone, will ordinarily not buy

enough of the organization’s products. The organization must therefore undertake an

aggressive selling and promotion effort.

4) The marketing concept which holds that the key to achieving organizational goals
consist in determining the needs and wants of target markets and delivering the desired

satisfactions more effectively and efficiently than competitors.

5) The societal marketing concept which holds that the organizations task is to determine

the needs, wants, and interests of target markets and to deliver the destred satisfaction



more effectively and efficiently than competitors in a way that preserves or enhances the

consumer’s and the society’s well being.

In a changing and globalizing world marketing and societal marketing concepts are the
concepts which are more focused on customer and needs strong consumer orientation.
These latest two concepts can be combined with Shultz et al.’s (1994) new paradigm
which 1s also based on consumer orientation. According to .them traditional market
variables such as product development, pricing, distribution channels can be effective only
in less developed, less sophisticated, less informed marketplace. In a parity marketplace,
the only real differentiating feature that a marketer can bring to consumers is what those
consumers believe about the company, product, or service and their relationship with the
brand. The only place that real product or brand value exists is within the minds of the
customer. Companies who wants to survive need to implement a philosophy which gives

more and more importance to customers and which tries to deliver superior values to their

target customers.

Customer orientation which inherently includes understanding the needs and the
perceptions of the consumers, is becoming a very effective strategic approach in the
competitive market environment where perceptions rather than reality counts. In the light
of this framework, advertising, sales promotion, direct response marketing, and public
relations practitioners are busy finding common ground to meet the coming challenge of

selling to consumers rather than markets.

In this thesis, it is argued that the study of the consumer behavior in the Turkish Import
car Market that has long been underestimated by the agents in the market, is crucial for
Citroen to compete the changes in the market and find differentiation points that are
significant in the eyes of the consumers. It is also discussed that the adoption of a
consumer orientation, which takes the current needs and perceptions of the consumers
into consideration, is crucial for the success of the communications strategy, which is a
sustainable differentiation factor, as mentioned by Schultz et al (1994). Therefore a

marketing research has been conducted for the import car market in order-to better



understand the needs and perceptions of the consumcrs, to find out significant diflerences
as well as similarities among the consumers. The marketing research which we conducted
was depending on both primary and secondary data. The primary data was obtained by
questionnaires, focus groups, observations and interviews. Secondary data was obtained
by commercial data, government publications, periodicals and books. Depending on the
marketing research conducted an alternative marketing strategy, a new target segment and

a communication strategy has been suggested for Citroen.



II. LITERATURE SURVEY

The aim of the literature survey which I performed is to identify what market orientation is
for a company, the criteria for market selection and different modes of entry. After the
identification of the above points I continued with target marketing which comprises
market segmentation, differentiation and positioning with marketing and consumer
behavior literature. The aim of the survey is to see and identify the position of Citroen and

clearly understand what alternative strategies can be implemented. .

The starting point of the literature survey is market orientation which I find the most
important of all. A Market orientation is a culture that is focused on creating superior
value for buyers. A market oriented culture provides a solid foundation for competitive

advantage (Slater & Narver, 1992). According to Shapiro (1988), Kohli and Jaworski
(1990) and Narver and Slater (1992); three fundamental sets of behaviors comprise

market orientation :

1 - Customer Focus : To be market driven a firm must understand a buyer’s entire value

chain not only as it is but also how it will evolve( Porter, 1985)

2 - Competitor Orientation : To continuously create superior value requires that the seller

understand both the competitors’ short-term strengths and weaknesses and their long tcrm

capabilities and strategies.

3 - Interfunctional Coordination : It is coordinating personnel and other resources

throughout the company to create value for buyers.

The important point in the findings of Narver and Slater (1992) is that, as a result of

dynamic and hostile market conditions, being market oriented is more important than cver.



With the help of above criteria and examination of the company performance it is clear
that Citroen is not a market oriented company. The company’s main oricntation consists

of only selling approach.

For detailed understanding of a company a rescarch starting from the beginning is
necessary. To be able to perform the research we must first look at the market selection

strategies to be able to understand the presence of Citroen in Turkey.

In ensuring an effective international and export marketing strategy, the process of market
selection has at least three major implications( Albaum, Strandskow, Ductr, Dowd, 1995).
First, the marketer should not focus only on individual products and their foreign markets;
there is the need to consider the role of each product and/or market within a corporate
portfolio ( Doyle and Gidengil, 1977; Wind and Douglas, 1981).Second, in addition to the
traditional focus on detailed issues of segmentation and differentiation, the process of
market selection needs to focus also on the broader strategic measures used in strategic
planning. These measures are those representing the overall attractiveness of a market and
the overall competitive position of the in that market (Albaum, Strandskow, Duerr, Dowd,
1995).Third export marketers have a key role in the strategic planning process, since many
planning tools heavily depend on marketing concepts like product life cycle , market share

and market definition.

An important step in formulating an international marketing strategy is export market
selection which is the process of opportunity evaluation leading to the selection of forcign
markets in which to compete (Albaum, Strandskow, Duerr, Dowd, 1995). This process
requires an appraisal of the fit between a prospective market’s requircments and a
company’s ability to meet those requirements. In addition, market selection cannot be
decided on purely marketing grounds; broader considerations of the company’s skills,

capabilities, and goals requires that the market selection process be placed in the context of

an overall strategy.



Citroen is entering the Turkish car market in order to identify the Turkish market
potential and to see if there is an opportunity to make production in Turkey aiming both

Turkey and Turkish republics in Central Asia.

When a company sees an opportunity in a foreign market, and a fit between its products
and the market requirements than the firm has to decide on the best mode of entry by

taking charge of it’s capabilities, skills and goals in that market.

While deciding on the best mode of entry, a company’s broad choices are indirect

exporting, direct exporting, licensing, joint ventures, and direct investment(Kotler, 1991)

- Indirect Export : The company works through independent middlemen. Four types of
middlemen are available to the company :

- Domestic-Based Export Merchant

- Domestic-Based Export Agent

- Cooperative Organization

- Export-Management Company

- Direct Export . Companics may decide (o handle their own exports. The investment
and risk are somewhat greater, but so is the potential return. There are for ways to carry
on direct exporting.

- Domestic-Based Export Department or Division

- Overseas Sales Branch or Subsidiary

- Traveling Export Sales Representatives

- Foreign-Based Distributors or Agents

- Licensing  : Licensing represents a simple way for manufacturers to become involved
in international marketing. The licensor licenses a foreign company to use a manufacturing
process, trademark, patent, trade secret, or other item of value for a fee or royalty. The
licensor gains entry into the foreign market at little risk ; the licensee gains production

expertise or a well-known product or a name without having a start from scratch. -



- Joint Ventures : A foreign investor may join with a local investor to create a joint
venture in which they share ownership and control. It may be necessary or desirable for

economic or political reasons.

- Direct Investment . The ultimate form of foreign involvement is direct ownership of
foreign-based assembly or manufacturing facilities. The foreign company can buy part or

full interest in a local company or build its own facilities.

Citroen performs direct export strategy with foreign based distributor called Baylas

company like most other small scale import companies in Turkey

Together with strategies for and choices of market entry and operating decisions, market
selection and direction are perhaps the most aggregate of export marketing issues. The
marketing mix transforms these high level decisions into concrete policies. (Albaum,
Strandskow, Duerr, Dowd, 1995). According to Kotler (1991), the heart of modern
strategic marketing can be described as STP marketing-namely; Segmentation, Targeting

and Positioning. He argues that the companies pass through three stages of marketing :

- Mass marketing : Where the seller engages in the mass production, mass distribution

and mass promotion of one product for all buyers.

- Product-variety marketing Where the seller produces or imports several products that
exhibit different features, styles, qualities, sizes, and so on, to offer variety to buyers rather

than to appeal to different market segment.

- Target Marketing  :Where the seller distinguishes the major market segments, targets
one or more of these segments, and develops products and marketing programs tailored to
each segment.

Citroen performs in the market with product variety marketing approach. It is argued that

a target marketing approach would be more suitable for an import car company. Thus it is



important to understand what target marketing is. The below literature survey is done to
identify the various elements of target marketing in order to perform a better marketing

research and recommendations.

The first step of target marketing is market segmentation. Segmentation strategy is rooted
i the fundamental principle of military combat-the concentration of forces (Cohen 1986).
The term “market segmentation” is used frequently in the marketing literature to refer to a
management strategy rather than a market condition or perception of a market condition.
In this context, “market segmentation strategy” usually refers to use of information about
market segments to design a program to appeal to a specific existing segment ( Dickson &
Ginter, 1987).The concept of market segmentation is implicit in the decisions of what
consumer groups to serve and how to combine marketing variables to appeal to a
particular group of potential purchasers (Corey et. al, 1981) This is based on the
following proposttions :

- Consumers are different

- Differences between consumers are related to differences i market behavior
- Segments of consumers can be isolated within the overall market according to such
factors as their personal characteristics, geographical location, life styles, needs they seck

to satisfy, and their buying behavior ( Corey, et. al,, 1981)
Kotler (1991) defines patterns of market segmentation as three forms :

- Homogeneous Preferences : Where all customers have roughly the same preference.

The market shows no natural segments.

- Diffused Preferences : Where consumer preferences may be scattered throughout

the space, showing that consumers vary greatly in their preferences.

-Clustered Preferences : Where the market might reveal distinct preference clusters,

called natural market segments.

Kotler (1991) also defines the procedure of segmentation as three stages :



- Survey stage : Where the rescarcher conducts exploratory interviews and focus
groups to gain insight into consumer motivations, attitudes, and behavior.

- Analysis Stage : Where the researcher applies factor analysis to the data to remove
highly corrclated variables and then applies cluster analysis to create a specified number of
maximally different segments.

- Profiling stage : Where each cluster is now profiled in terms of distinguishing

attitudes, behavior, demographics, psychographics, and media-consumption habits.
Kotler(1994) also classifies the basis for segmenting consumer markets in four categories

- Demographics :These variables are the most popular bases for distinguishing
customer groups because of two reasons. One reason is that consumer wants, preferences,
and usage rates are often highly associated with demographic variables, the second is that
demographic variables are easier to measure than most other types of variables.

Age, gender, family size, family life cycle, occupation, income, education, religion, racc,

and nationality are the demographic variables in consumer market segmentation.

- Geographic :Geographic segmentation calls for dividing the market into
different geographical units such as regions or according to city or metro sizes, density of
the geographic places and climate. According to class notes of Ger(1995) Brand and
Category development analysis are an important factor for a firm performing geographic

segmentation.

- Psychographic :In Psychographic segmentation buyers arc divided into different
groups on the basis of social class, lifestyle, and / or personality. People within the same

demographic group can exhibit very different Psychographic profiles.

- Behavioral . In behavioral segmentation, buyers are divided into groups on the
basis of their knowledge, attitude, usc, or response to a product. Many marketers helieve

that behavioral variables are the best starting point for constructing ket segunents,



Variables for behavioral market segmentation are ; Occasions, benefits, user status, usage

rate, loyalty status, readiness stage and attitude toward the product.

Benefit segmentation is a matter of discuss among scholars. Ger(1995) and Haley(1985)
describes it as another base for market segmentation that has been used frequently and
successfully in a real marketing environment. According to Haley (1985) it depeilds on the
premise that even though all people would be physically exposed to all themes, themes
would be selectively retained, and it would be possible to predict which individuals would
retain which themes through knowledge of the benefits each person considers important.

Another base that can be used for segmentation is the use. The variables are volume which

is category usage, brand usage, and use occasions (Ger, class notes, 1995)

The issues of segmentation are at least as important for export markets as for domestic
markets. Because of differences in the economic, cultural and political environments
between countries, international markets tend to be more heterogeneous than domestic
markets. The range of income levels and the diversity of lifestyles and of social behavior is
likely to be significantly greater when considering the world as opposed to a national
market. The existence of such heterogeneity provides substantial potentials for identifying

different segments (Albaum, Strandskow, Dueir, Dowd, 1995).

Kotler (1991) and Albaum et. al.(1995) identifies requirements for effective segmentation

as follows :

- Measurability . Is the degree to which segments can be identified and their size

and purchasing power measured.

- Accessibility - Is the degree to which the resulting segments can be eflectively

reached and served.
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- Profitability . Is the degree to which the resulting segments arc large and/or

profitable enough to be worth considering for separate marketing attention.

- Actionability . Is the degree to which eflective programs can be formulated for

attracting and serving the segments.

While market segmentation reveals the market-segment opportunities facing the firm, the
firm has to evaluate the various segments and decide how many and which ones to serve.
In evaluating different market segments, the firm must look at three factors :

- Segment size and growth

- Segment structural effectiveness

- Company objectives and resources (Kotler, 1991).

In developing a marketing strategy, a company must ask in what specific ways can it
obtain a competitive advantage. The number of diflerentiation opportunitics vary with the
type of industry. BCG (Boston Consulting Group) distinguished four types of industries

based on the number of available competitive advantages and their size which are :

- Volume Industry . Is one in which companies can gain only a few but rather
large, advantages.

- Stalemated Industry : Is one in which there are few potential advantages and

each 1s small.
- Fragmented Industry : Is one in which companies face many opportunities for
differentiation, but each opportunity is small.

- Specialized Industry : Is one in which companies face many diflerentiation

opportunities, and each differentiation can have a high payofl.

The automotive industry in Turkey is fragmented industry according to professionals.

This means that Citroen is capable of using many differentiation points which are-small.



Kotler (1991) identifies differentiation as an act of designing a set of mecaningful
differences to distinguish the company’s offer from competitors offers. According to him a

company or market offer can be differentiated along four basic dimensions -

- Product Differentiation The mam product differentiation’s are features,

performance, conformance, durability, reliability, repairability, style and design.

- Services Differentiation : The main service diflerentiators are delivery, installation,

customer training, consulting service and repair.

- Personnel Differentiation . A better-trained personnel exhibit six characters which are

competence, courtesy, credibility, reliability, responsiveness and communication

- Image Differentiation . Here the image of brand is mportant. Main dilemma is
identity versus image. Identity comprises the ways that a company aims to identily itsclf to
the public. Image is the way the public perceives the company. The message can be

expressed in symbols, written and audio/visual media, atmosphere and events.

It is argued that a company like Citroen have to differentiate all of the above points. But
the company has only a kind of product differentiation with its unique hydraulic

suspension system.. The other points do not seem to exist.

Economists refer to differentiation as vertical and horizontal product differentiation.
Vertical Differentiation is explained in terms of quality. When products difler in terms of
quality they are considered to be vertically differentiated. Horizontal differentiation keeps
quality constant. Goods and services may be radically different, but they are similar in
terms of price and quality. Consumers choose a horizontally differentiated product on the

basis of other criteria.
Import Car Industry is an example of horizontal differentiation. The quality is nevertheless

the same across brands .



According to Dickson and Ginter (1987), a strategy of product differentiation does not
require the existence of market segments, but may have be used in conjunction with
market segmentation strategy when segments are perceived to exist. Moreover, a strategy
of segment development is feasible only when product differentiation either already exists

or is an accompanying strategy.

After targeting the segments according to the above criteria, the company must position
its product to fit best to the needs of the consumers in the particular segment. Kotler
(1994) defines positioning as the act of designing the company’s offer and image so that it
occupies a distinct and valued place in target customers minds. At least seven positioning

strategies are available ( Kotler, 1994; Aaker and Shansby, 1982.):

- Attribute Positioning

- Benefit Positioning

- Use or Application Positioning
- User Positioning

- Product Category Positioning
- Competitor Positioning

- Quality / Price Positioning

Aaker and Shansby (1982) also identified six steps for developing a positioning stratcgy

which are :

- Identify the competitors

- Determine how the competitors are perceived and evaluated
- Determine the competitors’ positions

- Analyze the customer

- Select the position

- Monitor the position



The success of a positioning strategy often hinges on the marketer’s ability to convince the
customer that his or her product should be considered within a given category.(Solomon,

1996)

We see from the above survey that for a firm to be successful must implement a market
oriented strategy. Baylas and Citroen’s first starting point should be to be a market
oriented firm. The mode of entry is as direct export to a foreign based distributor. The
distributor Baylas should stress target marketing in the volatile car market in Turkey. For
effective target marketing the market have to be segmented. Competitive advantages and
differentiation points of the product have to be found and according to the findings a
positioning strategy have to be implemented. To be effective in above implementations

and for effective communication strategy a firm must not be far away from Consumer

Behavior literature.

Solomon (1996) implies that consumers often employ decision rules that allow them to use
some dimensions as substitutes for others. Especially where limited problem solving occurs
prior to making choice, consumers often fall back heuristics, or mental rules of thumb, that

lead to a speedy decision. These can also be stated as market beliefs. Solomon(1996)

identifies different heuristics as follows :

- Market beliefs as heuristics (Brand, store, price, advertising and sales promotion, product

packaging )
- Price as heuristics
- Brand names as heuristics

- Country of origin as heuristics.

In Turkey it is believed that consumers act with these heuristics in the market. These
heuristics are spread with word of mouth and with the help of different reference groups a

decision is made. Here we have to examine types of reference groups that helps

individuals to give buying decisions.

14



Apart from that individuals have types of reference groups that help them to give buying
decisions. Here we have normative and comparative reference groups that affect our
consumption decision. Normative influence group is the one that helps to set and enforce
fundamental standards of conduct in contrast comparative reference group is the one

where decisions about specific brands or activities are affected.

Solomon (1996) identifics types of referent groups as:
- Formal versus informal groups
- Membership versus aspirational refercnce groups

- Positive versus negative reference groups

For a reference group to be effective the power they have is important. Solomon(1996)
identifies this power as social power and it is the capacity to alter the action of others. He
also identifies power as

- Referent power

- Information power

- Legitumate power

- Expert power

- Reward power

- Coercive power

Citroen is not a market ortented company. The aim of the firm is to sce the market
potential in Turkey and to see if there is an opportunity for production both for Turkey

and Turkish republics in Central Asia. The Company chose Direct Export stratcgy and

Product Varicty Marketing for their operations.

For & company to be successful a target marketing approach should be more suitable.
Above explanations of segmentation, positioning and differentiation shows what a target
marketing approach have to usc in a fragmented industry. To be able to recommend a

target marketing strategy and a new cominunication strategy consumer behavior hiterature



is also useful. The above consumer behavior literature is done for a better understanding of

the buying behavior of the consumcrs.

To be able to rccommend a strategy for target marketing and communication a market

research is conducted. The research is bascd on observations, questionnaircs, focus

groups, intervicws and secondary data.
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HI. THE CAR INDUSTRY IN TURKEY AND CITROEN

1. HISTORY

Turkish car market was first discovered at the Ottoman empire times. The cars that were
used came mostly from European producers as gifts to nobles and government officials.
Afler the declaration of Republic of Turkey very small amounts were imported from
European countries and US. After World War 1I and Korean War Turkish market opened
to imports and mostly US producers were effective. The market was very narrow in
numbers such as annual sales of a few thousand units. As demand for cars increased and
car production became important in global markets Turkish government officials decide
for production in Turkey. As a result engineers were able to manufacture & car named
Devrim. The car was not able to work in the special ceremony and the dreams of
producing a Turkish car went with it. The market growth and trade barriers forced a few
companies to invest to Turkish market namely Fiat and Ford (Anadol) with their Turkish
representative Kog Group and Renault with OYAK. These firms took the names TOIFAS
( Fiat) , Otosan (Ford) and Renault n T urkish market. The import cars were available
only by spccial permissions given to firms or by special rights to import given to ‘Turkish

workers living abroad.

The import of cars began after 1982, Growing importance of Turkish cconomy and the
size of the market attracted many firms and they immediately started to have  distributors
in Turkish market. The entrance of Japanese car producers was also possiblc by this
internationalization movement. Highest sales record was realized in 1993 with 440.000
units sold Turkeywide. The potential had attracted firms like Toyota and GM.

Toyota started production in Turkey with a joint venture(Sabanci Holding) and Opcl

(GM) began assembly in Izmir with full forcign direct investment.



The 1994 economic crisis affected the Turkish automotive sector more than any other

sectors and demand fall to 250.000 with a capacity of 350.000 and additional import cars.

The crisis effected mostly lower segment sales. The sales results of M2 group of cars
where Citroen Xantia exists and named as “luxury” in the market continued with just

around 10-15% decrease.

Afler the crisis Citroen of France made an agreement with Bayraktar group to import cars
to Turkey. Previously Citréen made agreements with Ersanh and Ihlas companies that
have limited imports and penetration to the market. Bayraktar group did not have a
previous expericnce with auto distributorship and decided to give the responsibility to

“Baylas” company found in 80’s to import tires where the name reminds Bayraktar Lastik.

2. MARKET

The product definition varies among people n Turkey as stated by Otosan and Citrocn
officials. This variability depends on peoples income, education, and other personality
influencing factors. The product is seen as a transportation instrument, an object of

identity, an object of prestige, a safety technological transportation instrument or an

investment.

Number of total automobile sales n Turkey according to years and demographics data are

in Appendix 7. Buying behavior analysis conducted by one of the major producers can be

seen in Appendix 8.

The Product catcgory which we are working on is explained among car manufacturers as
M2 . Which mcans upper middle-class , family car . This product category has a wide span

of nearly 20 competitors.(Appendix 5)



In Turkey there are 3 Producers ( Tofas, Renault, Toyota), 2 Assembler firms (Opel,

Ford) and 28 Importers. The Turkizh automobile market reached its peak vabs of

440,000 in 1993. Alier the April > crisis, the sales volume dechined drastically to 244,025

in 1994. The sales figure in 1995 as of first four months is 63,123 .(Appendix 6)

The worldwide product categories in automobile industry according to their size,

technology and price are I-1, -2, M1, M2 and S. I-1 1s the simplest, whereas S is the most

advanced.

In Turkey duc to low income, old technology and lower priced I-¢ ( Tofag-Serge, Renault

12, Dacia ), and M-e ( Renault 9 and 11, Tofag-Dogan, Kartal, Lada-Samara, Skoda

Felicia) product catcgories exists mostly. The below table summarizes the pereent of sales

among product categories.

(Percent of sales according to product categories)

89 90 91 92 93 94
I-¢ 63.7% 5332% | 47.13% | 46.92% | 43.58% | 39.80%
I-1 0.04 221 0.84 0.14 0.24 023
I-2 0.33 1.70 1.06 0.81 1.96 [.90
M-e/M-1 | 32.11 31.36 41.16 43.95 46.20 50.57
M-2 227 8.71 6.80 6.88 6.60 4.96
S .55 2.71 3.01 1.30 .42 248




IV. METHODOLOGY

As Kotler( 1994) defines marketing research is the systematic design, collection, analysis,
and reporting of data and findings relevant to a specific marketing situation facing the

company.

In this thesis both qualitative and quantitative methods of research have been employed.
Explorative as well as descriptive research techniques were used to identify the target
segments that M2 product category is aiming, to see the buying behavior and to identify
perceptions in consumer’s minds. The survey questionnaire, focus group and interviews
were the main tools of the research. Some sccondary data was also used in the thesis that

was made by Turkish Auto producers about the consumer behavior analysis in the market.

The questionnairc which is presented m Appendix 9, was conducted on 63 people i
Ankara, Istanbul and Izmir at several different locations in order to capture the differcnces
in lifestyle of the consumers. University campuses of Bilkent and METU, dillerent
workplaces in Istanbul and Ankara and [zmir, Auto Services in Istanbul and Ankara were
the main places that we conducted Questionnaires. The reason for the variance of the

places chosen is to see the different perceptions that consumers have.

The aim of the questionnaire was to identify scgments in the market and to understand
how and why pcople buy cars, as well as reasons for brand preferences. The stages in the
decision making and buymg process, as well as the sources of mflucnce, were the
information mainly sought. Another objective was to extract information about usage and
place of production, such as : frequency of replace and alternatives of replace, perceptions
about the place of production . A final goal was to probe the brand images in the minds of
the consumers through the use of the profiles.

The first page of the questionnaire was aimed to identify the segments of M2 product
category, buying behavior, heuristics, reference groups, patterns of usage and choices .
Second page was prepared to see the attributes that are important in consumers’ minds.

Third page mainly concentrates on buying behavior and peer groups that are effective in



the buying process. Fourth page was aimed to identify the heuristics about production
places which was explained as extremely important by company officials of Otosan and
Citroen. Fifth page questions was about Citroen Xantia. Information reccption, familiarity
and perceptions about Citroen was questioned. Last page questions was about the people ;

sex, education, social activities, mcome group and habits of the people were questioned.

The questionnaire reply percentages were low in the University campuses so a focus group
was planned to be able to understand the perceptions of young educated people to the
product. The literaturc survey shows that the focus group mnterview is a technique that
grew out of the group therapy method used by psychiatrists. The concept is based on the
assumption that individuals who share a problem will be more willing to talk about it amid

the security of others sharing the problem (Bellenger et al, 1976)

The qualifications of the moderator in the focus group are defined as : Kind but {irm,
permissive, involved, incomplete understanding, encouraged, flexible, sensitive. The uses

that the researchers extract from the method arc explained by Bellenger et al. (1970) as

follows :

* To generatc information helpful in structuring consumer questionnaires

* To generate hypotheses that can be further tested quantitatively

* To get Impressions on new product concepts for which there is little information
available

* To provide overall background information on a product category

* To stimulate new ideas about older products

* To generatc ideas for new creative concepts

* To interpret previously obtained quantitative results

Wheatley and Flexner (1988) define the dimensions that make focus group work as
purpose, quality of data expectations of the moderator, expectations of the mterviewecs,

framing the group dynamic, legitimizing the opinions, and the questions.



The focus group, which was conducted by the help of the above literature and consumer
behavior class experiences lasted for two hours. It was not conducted in a highly
structured manner. There were 12 people in the focus group where 4 of them was female.
The focus group members was undergraduate and graduate students from Bilkent and
ODTU universitics. The issues covered in the focus group were : Discussion about cars,

identification of car, perceptions about Citrden Xantia, altcrnatives to Xantia, images and

perceptions, advertisement and reach

Other important tools that we used were 17 interviews with people in the service places of

Citréen and trade shows both in Istanbul and Ankara. Most of the interviews were

arranged oncs. 16 of the 17 interviews were with male people. The main part of the

questions was bout familiarity to Citroen. Also two interviews was conducted with Citrocn

and Otosan managers about market conditions in Turkey.

Two observations in Ankara and Istanbul Auto shows were another tool that we used in
our research to see the attitude of people towards Citroen. The first obscrvation was in
Ankara at November Auto exhibition. Duration of the observation was about 6 hours. 'The

second one was in Istanbul Hilton convention and exhibition center at Auto Show 95-96.

The duration of the observation was one and a half days

Test drive requests of Citroen were another source of information. The information was

about what product category 1s most demanded and what kind of pcople arc interested

with which type of cars

In addition to the above primary data secondary data was also used. These include
information from Baylas and Otosan for the Turkish car market, a market research on the

buying behavior conducted for Renault and articles in some weekly journals like Otohaber,

Otoshow, Ekonomist, Power, Tastyanlar, etc.
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V. FINDINGS AND RESULTS
1. CITROEN’S PRODUCT STRATEGIES AND IMPLEMENTATIONS
1.1. CITROEN XANTIA The Product

Citréen is a French firm found by André Citroen and continucs its production in France,

Spain, Italy and China for different products in their range. The firm continues its
operations in France since 1919 with the first mass produced car of Lurope Citréen Model

A. Citréen had a capacity of nearly 900.000 units worldwide and Xantia is produced in

Le Janais plant at Rennes - France.

Xantia was first introduced to the European market at the end of 1993 and was chosen

second for “Car of the year 1994” . Xantia is available in both Hatchback and Station
(Break) forms. The target number of sales at 1996 is 700. Appendix 1 shows tcchnical

details and photos and prices of the product.

The current management complains that Xantia has an unsatisfactory price/performance

ratio. The social understanding of the former dealer Ihlas Oto still has a negative effect on

the product’s image.
Strengths and weaknesses of Xantia is as follows:

e Citroen Xantia has a hydraulic suspension system which is unique in the world and

performs a higher driving comfort than other competitors. This adjustable suspension

system is the reason for its 28 awards in Europe.

e Complexity of Citroen technology and absence of trained service personncl due to

special hydraulic system.



¢ Because of the stated problems, no second hand market occur for Citroen.

e If a desired color is not available, consumer has to wait 3 months for delivery from

France
1.2. Pricing

Current prices (Appendix 3) are perceived as high by consumers. Prices in M2 category

vary between 1,618,000.000 TL and 3,400,000.000TL (Appendix 3 and 5).

1.3. Distribution

Inconsistent distributor agreements in last years. Citroen was never presented in Turkey

by a financially and technologically powerful representative which always results n a

distrust through the service organization.

There is a lack of motivation among sales and service outlets for scveral reasons Because
of the April 5 economic crisis Citroen was abandoned for a year and sales outlets were not
capable of selling anything. The absence of original spare parts for a long period is also an

important negative effect in the market.

Citroen has 11 sales and 14 service points in Turkey (Appendix 4). Although Citroen
France has worldwide standards on their point of sales non of Turkish examples match to
the international standards. The places of these outlets form major problem in reaching to

customers, because there is not any pomnt of sales in major Turkish citics like Bursa, and

Trabzon (Appendix 4).



1.4. Promotion and Advertising:

To be able to create a new 1dentity to position the company and to show that Citroen is
now presented in the market by a new firm an advertising campaign was introduced with
BBDO group on Citroen’s image aiming that Citroen is an “Extraordinary , Amazing ,

Uncommon” car. Citroen France started to contribute to all add campaigns.

There is no direct advertising campaign aiming at XANTIA , but according to Baylas
executives it is the only car in its range that has a selling potential. Baylas has not yet
strictly targeted scgment for XANTIA but stated as high income (upper-middle), high

education , French lifestyle lowers, middle aged, family or company car .

The company mostly gives ads to Hiirriyet group magazmes (Tempo, Auto Show, Tempo,

Ekonomist, and Capital) which aim at high income people and businesspcople.

Baylas had most of its campaigns aimed to Citroen ZX. Capital radio offered a Citroen ZX

and Show TV and Kanal 6 offered a Xantia for the new year and in cntertainment

programs..
1.5. Citroen Xantia Sales Result

In 1994, the data for the number sold under Ihlas dealership is unavailable, but it is stated

to be approximately 200 mostly given to Ihlas Holding exccutives. In 1996, the number of

units sold 1s 70.



2. CUSTOMER ANALYSIS

2.1. Target Segments - Identification , Benefits Sought

Based on :

* | Citroen Dealer Network Meeting(Summer 95)(Appendix 1)
e | Observation From Istanbul Auto-Show(November 95) (Appendix 11)
e 1 Observation From Ankara Auto-Show(November 95) (Appendix I 1)

e Approximately 30 Test Drive Requests For Citroen Xantia (December 95) (Appendix
11)

e 2 Citroen Dealer Interviews (Ankara Otosay-Istanbul Baylas) (Appendix 11)
¢ Information From Baylas Automotive(Appendix 11)
e |7 Personal Interviews(Appendix [ 1)

e 63 Questionnaires (Ankara - Istanbul - Izmir)(Appendix 9 and 10)

¢ 1 Focus Group

Various Press releases (Appendix 2)

The results and the information that we learned from the above research is in the
(Appendix 11). After studying the results and careful examination of the data and

additional information from Baylas and Otosan members and several press releases four

segments for M2 product category is identified.



Automobile Industry

I-¢ I-1 1-2 M-e/M-1 M-2 S
Nouveau Riches Entrepreneurs Professionals Wealthy’s Children
Jeunne Turcs & French Sympathizers  Etranger Tures Citroen Fanatics

The four identified segment in M2 Product category are stated above. Identification of

those are:



2.1.1 NOUVEAU RICHES

Identification :

Those people are mostly male and over 35 years of age. The important point in this
segment 1s that they are easy earners and easy spenders. Most of their income comes from
real estate sales and illegal business. There is wide income bracket in the segment.
Decision process is done by the family leader who is the man. All of them arc
entertainment oriented and they usually spend their money at casinos and gazinos. They
are generally high school or lower educated. In the decision criteria they follow the fads in
the market. They like show-off and are mostly show oriented. Common purchases are
cellular phones, jewelry, high fashion clothing. They are fanatics of football and mostly

born in different cities of Anatolia. No magazines are read except the ones that show the

lifestyles of high society.
2.1.2. ENTREPRENEURS

Identification :

The entrepreneur population that we could reach constitute of mostly male people and
are over 30 years of age. They are success oriented and usually work and travel a lot.
They are ambitious and most of the time take risks. The educational background is high
school but some university graduates also exist. They like prestige and consume
prestigious goods, but at the same time they are low spenders and usually they spend
their money to their new investments. There is a wide income bracket in this segment.

They are creative but are influenced from peer choices.



2.1.3. PROFESSIONALS

Identification :

They can be both male or female and ages ranges from 35 to 60. They are reading a lot
and concern for the world and country affairs. There is also wide income bracket in the
segment. They are mostly university or higher educated and socially active, the peoples in
the segment also success oriented and know value of money.. They usually go to parties,
theaters, classical concerts and festivals. They like status and prestige and image oriented.

They are gencrally opinion leaders and aren’t concerncd with what peers think.
2.1.4. WEALTHY’S CHILDREN

Identification :

This segment’s age group is mostly around 24-32 years of age. They are mostly man and
following family business. They are fashion and trends conscious and usually consume
imported goods. They are luxury and image oriented. High spenders and have not any
financial burden. They are socially active and usually goes to bars, discos and dinners.
They have early exposure to cars then thew parents. ‘They like traveling, basketball and

tennis. Most of the segment members are brand conscious.

According to company officials, Citroen with its advertisements and promotion, targets the
two segments stated above as ENTREPRENEURS and PROFESSIONALS. The 3 sub-
segments which are constituting the current Citroen Xantia Buyers are identified by the
help of Citroen Dealer Network Meeting with current Citroen dealers (Appendix 4) and 2

individual dealer interviews. These 3 sub-segments are :



2.1.5. JEUN TURC & FRENCH SYMPATHIZERS

Identification :

The members of this subsegment are both malc and female and educated in one of the
French Schools 1n Turkey. They speak French and mostly visited France once. The
members are highly familiar with French culture. They are Acculturated. For most of them
aesthetics 1s important. They are loyal to their schools and memories and mostly goes to
activities of their schools. There is also wide income bracket between the members of the

subsegment. They arc mostly influenced from fashion, beauty and arts. Most of them arc

socially active and prefer theaters and movics

Key Words : Paris / Wine / Love and Romanticism / Differcntiation

2.1.6. ETRANGERS TURCS

Identification_:

They mostly lived in France for profession or education. Age bracket is wide between 35-
60. They have French friends and mostly acculturated. The members while living in
France used a French car before. They like being nostalgic. They are frequent users of

French products like eau de perfume, Moulinex etc.

Key Words : Paris / Sensation / Cafes
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2.1.7. CITROEN FANATICS

Identification :

The members of this subsegment used Citroen once i lifetime. They like the car at heart.
There is also wide income bracket between this subsegment. The members can have any
education from primary school to higher education. They mostly see Citroen as classic
with 2CV and DX models. They like comfort in the cars and most of them like cars. The

members are mostly male but a few female that used 2CV and AX is also reached. Key

Words : Citroen / France / 2CV / Ugly Duck

To be able to give an alternative target market for Citroen I find it uscful to examine the
two important segments that Citroen is now aiming at in detail. As stated above these two
segments are entrepreneurs and professionals. The 44 of 63 (% 70) questionnaires that we

conducted and 17 personal interviews belongs to these two segments

3.2. ENTREPRENEURS IN DETAIL

The main decision making criteria for the purchase of automobile for this seginent are;
price, fucl consumption, performance, ease of payment, spare part and afier sales service.
They are subject to group influences and peers’ opinion. The main criteria in the decision
making process is the prestige and performance of the car within the reference group the
individuals belong to. They seek a car that is relatively prestigious than that of his ‘Job
neighbor’ and thus that provides to show off to them. That is to say a car is a way 1o
satisty for their hedonic necds and motives. They are relatively knowledgeable about cars,
but this arises by means of peer conversations. The rate of reading automobilc magazines
is low. One of the conversation and discussion point is talking about performance and
price of automobiles as well as problems occurring after sales and accidents. They usually
have no financial constraints but are very sensitive in spending. They use the car

extensively since they travel a lot during the work day. That’s why fuel consumption,
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comfort, and the speed of the after sales service is very important for them. They care
extensively for their cars. The good-looking of their car is a way of prestige and attraction.
The car is their realized ‘matchbox toy’ of their childhood. However, accessorics and

image of the automobile is less important.

The purchase of the car is via high nvolvement process. They are aware of the price and
performance of almost all the widely used automobiles before the decision. They enter the

showroom with a determined decision and they do not watch around extensively.

For this segment automobile of this category is mainly Opel-Vectra, Renault Laguna,
Hyundai-Elantra and BMW-3. Most customers of this segment are usually unexposed to

Xantia.
3.3. PROFESSIONALS IN DETAIL

These people are looking for; performance, appropriate price, design, safety, afier sales
service and image. They are not subject to peer mfluence, however the purchase decision
is mostly taken by the family members. The main criteria in the decision is the safcty of the
car for the family members. They seek cxtensively that will create the least afier sales
problems since they do not want to lose time for the mamtenance of the car. Although the
result of the questionnaires represent a significant rate for the availability for second hand
sales, from the interview it was observed that these people do not really care for this in the
decision making process. They are relatively inclined to buy foreign cars. The automobile
is not the purpose of the life and their extended self in the individual level is less
incorporated. They are relatively less knowledgeable about the cars and they do not much
talk about cars. Therefore, before the purchase decision, they are highly mvolved in
information gathering by means of auto magazines, showroom visiting and word of

month. For this segment, automobiles is a way to bolster sclf estcem or a way to reward

their self.



To be able to recommend a communication strategy to the new target market, examining
the current processing information about Citroen Xantia is crucial. The following part of

the study 1s done to examine the information processing performance of Citroen.
4. INFORMATION PROCESSING

To be able to recommend a target segment and a communication strategy it is also crucial

to study the current modes of information processing and reception.

4.1. EXPOSURE TO INFORMATION:

The stimulus 1s the car. It can be seen in the street, in the showroom or in the media.
Exposure to Citroen Xantia is very limited in the streets or in the showrooms. Therefore,

media message becomes very crucial and secms to be the only way to create exposure.

Xantia’s media message is based on two types of advertisements. First one is about
campaigns(Appendix 2) and shows various products at various days. The second type of
ads are for image and was published between first and second week of September 1995.
The advertisements its ‘Frenchness’, ‘Beauty’ and ‘28 awards’ received and
“extraordinary, uncommon, amazing” Thc message was given mostly by magazines.

Exposure is very low and was not received mostly by the sample we had.

The marketer with these ads tries to position the Xantia image in the Market with its

Frenchness and technology with the rewards that the car received.

4.2. INFORMATION RECEPTION

Advertisement stress Frenchness and Citroen company images. There is no distinction
between the advertisements done for different types of products .All the image type of

advertisements contain sights from France where the cars take very little and limited
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exposure. Thus the information reception will be limited for Xantia. People will most
likely notice the following : FRENCH, CITROEN .This means that there will be very low
spontancous enthusiasm for Xantia. There is no differential advantage for the product in

the advertisement to attract any kind of attention.

4.3. COGNITIVE ANALYSIS

Since the message does not convey any iformation about the specifications of Xantia or
any kind of automobilc the consumer does not create any counter argument to except or
reject the message. What they decode 1s only company and country of origin. Citroen is
trying to link its name to Frenchness and want to penetrate the M2 category with Xantia .
This will be very difficult because the message docs not convey any information to
reposition the prejudices about Citroen’s characterlessness and flatness in customers mind.

There is no clear message to convince customers to belicve that Xantia is an extraordinary

, amazing and uncommon car.
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VI. RECOMMENDATIONS FOR CITROEN
1. FOURP’S
1.1. PRODUCT

The varicty of colors should be increased in a way to satisfy consumer’s preferences.
Alternative motorisations at various price categorics can be a solution. Lower priced 1.8 1

and full equipment 2.01 VSX model can attract the buyers who arc sensitive 1o the price
and who are sensitive to comfort and safety. The questionnaire results (Appendix 10)
shows that for entrepreneurs and profcssionals price, comfort and safety is very important

attributes for the car they are using.
1.2. PRICE

Perceived price / performance ratio is high. Instead of dccreasing its price |, the company
should try to promotc its perceived performance. The only alternative method is to extend
the payment choices for the targeted group. Leasing and credit payment choices are

recommendcd.
1.3. DISTRIBUTION

Distributor and after-sales services are among the most important critcria in purchasc
decision for professionals and entrepreneurs. But Citroen is believed to be poor in aspects
like, limited number of dealers, lack of trained service and sales personnel. The company
should widen its distribution network and launch its own dealers in major cities like Adana
and lzmir where they faced difficulties in finding representatives. To eliminate the bad
word-of-mouth regarding the difficulties faced in obtaining sparc parts and technical
problems , it should especially establish a domestically standardized technological

infrastructure : trained service personnel , easily available spare parts and standard

showrooms.
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1.4. PROMOTION

The real problem facing the company is not difficulties arising from the attributes of
Citroen Xantia but the company usclf. The company should launch a new communication
campaign to position the Citroen as a strong , permanent and reliable company in Turkey.
It has to prove that it is not a “hit and run” company like Seat. The message should
communicate the institution. Although it entered Turkish Market at the same time with
Peugeot, Peugeot is perceived relatively powerful and having higher quality automobiles.
The possible segments for Citroen Xantia is Entrepreneurs and Professionals. However
due to the reasons explained in Customer Analysis and Information Processing sections |,
Xantia has an awareness problem in its the customers of this segment. Even with an
intensive promotion strategy the company is not mn a position to compete with established
foreign competitors like Opel , Renault and Toyota. So the company should clearly
identify and reach that customers that will sacrifice service, spare parts , second-hand
problems to a certain differential advantage. The most important differential advantage of
Citroen cars is their hydraulic suspension system. This system provides a clear ground
clearance regardless of the load and road obstructions with three ground position.
Promotional message should stress comfort , pleasure, relaxing and enjoyable driving
attributes of Xantia being one of the most suitable automobile in Turkey due to bad road
conditions. Based on our questionnaires, interviews and focus groups, we identified a sub-

segment of Entrepreneurs and Professionals {or Citroen Xantia and call it

2.1. ENTHU-CITROENISTS

These people are enthusiastic for automobile driving. They are pleasurc and comfort
oriented. They consider driving as a rewarding, relaxing and comfortable activity that
provides an cnjoyable traveling .

Key words : FUN /DIFFERENCE /COMFORT / PLEASURE / QUIETNESS /
LIVELINESS

Benefits Sought: Uniqueness / Convenience / Performance/ Rewarding car / Driving a

different car.
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To increase exposure and awareness, the company should participate in automobile fairs,
sponsor some public events, convey expert opinions about the high technology it owns in

automobile magazines.

The print advertisements fail to provide necessary exposure, so they should cover both
pages in order to catch the consumers’ eyes in the most read magazines (Appendix 10)

like Ekonomust, Aktiiel, Nokta, Global and Tempo. Billboards can also be used.

Citroen’s current customers are mainly: Jeun Turcs- French sympathizers, Etranger Turcs
and Citroen fanatics. The company can try to promote a Fun Club for these users because
we observed a brand loyalty for those people like Volkswagen loyals. People having even
two Citroens and usually owned a Citrocn before arc observed. We believe this may be a
step towards institutionalization of the company in Turkey. In order not to lose these

customers, of course, they should not thoroughly stop using its Frenchness.
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VII. CONCLUSION AND DISCUSSION

The practice of integrated marketing communications, which integrates demographics,
psychographics as well as scgmentation, classification, objectives, tools and
communication tactics in a whole, is one of the most valuable tools companies can usc to
gain competitive advantage. Thus customer orientation which inherently includes
understanding the needs and perceptions of the consumers, is becoming a very effective

strategic approach to the competitive market environment, where perceptions, rather than

reality counts.

In the light of the above framework, the examination of the consumer behavior in the
import car market has revealed that, in contrast to the common belief, there exists market
segments that can be targeted by the company. The rescarch also provides information

about the importance of the communications strategics and image building activities to

gain market share.

Although this study helps us to gain insight nto the consumer behavior i the import car
market, it has also some limitations. One of the limitations is that the sample size can be
small for a research to generalize the research. The regions that we conducted the study

like istanbul, Ankara and lzmir can also be broadened to other major cities that import car

sales are high like Adana, Antalya, Bursa and Trabzon.

Therefore the establishment of a strong and effective image, targeting the selected
segments, through the usage of fan clubs and hydraulic suspension based advertisements to
reinforce Xantia’s image has been emphasized in the recommendations. Moreover some
suggestions have been made concerning the four P’s of the product. These suggestions

aim to modify the company’s market position to fit the recommended marketing

orientation.
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CITROEN



CITROEN

Standart ve Opsiyonel Ekipmanlar

DIS GORUNUS 186/ 20068/ 208 ik Tufacr

Yen lkaumaleartlan S S S S S
Hefif dagn jartier s s S s s
Midiklna/socHl oa 0 0 0 0 0
GORUS Ssfalan 0 s s s s
AYDINLATMA ikt dkiz aetan s : 6 6 5
Rardi enlr s S S s S
Yikarataticet alaamsles] S s S s S
Alaampats s s s s S
Fesldi \eild zavan Slecader S s S s S
Qoatikkgerenatlacameidas S S S s S
SURUS Yikeekdik ayar Hordlik dreksym s s s s s
GUVENLIK Sifei necr bt (et 0 0 0 0 0
ABS 0 o* o* 0* S
Siiniraayesty (Arteg 0 0% o* o* s
Ohydauhaayestiyy (Airbeg) 0 0 0 0 s
Kap igi qalikbertar s s s s s
Adif gagli \eylksadik ayedi hemmiya ke s s s s s
Alaemyet kenalai s s s s s
KUMANDA PANELI Badrank deur s S S S S S
Ogtal st S S s S S
lke lenel yekit \e heraret gFtartHa s s s s s
Onfrenketstes agrmaiiker lanies S S S s S
Faragkikez s5 S s s S S
Coatik hcaer (Sriolitarat Bk S S S S S
Konfor cdars kurarcHl)
Hetriki alacanter 0 S s S s
UektenkunarcHl matke kilit (cspovebecg cHlil) S S S S S
Fesldl iclentiaveindanalanies S s S s s
YikeeKikaa Siinikdtuiy § s S s  Heidi
1/32BM el yeten ataldtLkar s s s s S
Alakdikaas kd caae] (kayekilgh) S S S S S
Redotgp S S S S S
Redjoteyp(dresyorcnkumarc) 0 o 0 S
Rienfiltreli atonatik Kina S S s S S
icdtime Kife K K ke Aca;laa
Syehchi kel dirdayn ) -

X ey peketirck ABS FBH}EHIC] kbdluradyo



CITROEN Xantia

Teknik Ozellikler

MOTOR

GUG AKTARMI

DIREKSIYON

SUSPANSIYON

frenler ve
USTIKLER

ELEKTRIK
DONANIMI

HACIMLER

AGIRLIK (kg)

PERFORMANS
(yalniz sirriiciiyle)

YAKIT TUKETIMI
CEE NORMUNA

Goére

YAKIT VE DEPO

1.8i-16V 2.0i-16V
BV5 BV5
'|'ip Gok rokladan elektronik yakl piiskiirtme (Multipoint electronic fuel injection)
16V 16V 16V 8v
i i 4/1998
Slindir ackd /heani (@) 411761 4/1998 4/1998
[ 86x86
Silindir g xstrck () 83xB1.4 8686 86x86
Nikammg c RVCEE (pDIN) 81(112) 97.4(135) 97,4(135) 89 (123)
Davr /chdka 5500 5500 5500 5750
Mismumiok 18(18,7) 17.6(18.3)
i 18(18,7) ,
nteNCEE (mkg DIN) 15.5(16.1)
Davir /cldlka 4250 4200 4200 2750
AE;GTBSSHTI Kartografik Kartografik Kartografik Kartografik
iti (] Var
3ydllu ketditik konverttr Var Var Var
Mites kosu Dilz Diiz Diiz Otomatik
H - - 4
lleni vitesssays 5 5 5
Tip Hidrolik Hidrolik Hidrolik Hidrolik
Do (M D 55 55 55
Hydropnoniaiik Hydropnoniaik Hydropndmatik Hydropnumalik
%IUSpgnsiyon Siispansiyon Stispansiyon Siispansiyon
As (n  Bagmsiz McPherson  Bagimsiz M Phicison  Bagimsiz Mc Iherson Bagimsiz Mc Pherson
Aka  Otomatik yonlenen Otomatik ydnlenen Otomatik ydnlenen Otomatik yonlenen
Hidrolik yiiksek Hidrolik yiiksek Hidrolik yiiksek Hidrolik yiiksek
Rala l rt?alsm)é% * basmgh basingli basingli
On ve arka disk On ve arka disk On vc arka disk On v arka disk
Ladtider (Mdrdin) I7570R14MXT ~ 185/65RI5 MXV3 185065 R15 MXv3  185/65 R1SMXV3
Blamgaekimeen tige ddi 12V-300A 12V-300A 12V-300A 12V-400A
Ataretor 1215W-90A 1215W-90A 1215W-90A 1215W-90A
Ydausays 5 5 5 5
j i 512 480
Beogl heami (o) 480 480
1405
Alaldiker yeiken (d) 1405 1405 1690
By(QriaED 1234 1299 1352 1260
Yk kgpestes (Sonilicth) 501 616 608 562
Todambit agrik 1825 1915 1960 1622
Mildmmhz (kn/sH) 1% 0 198 1%
119
OlDkvhhdama(@) 108 100
j 63 6.6
Dkmeetit hzok (1t/200k) 54 61
j ' 83
TOkmsadt hzoh (ft /10k) 69 71 79
Sehiigl trefikte (It/ XDk) 01 13 115 125
i i Kursunsuz stiper
e i Kursunsuz siiper Kursun.suz siiper § p
Yekt il Kugrg}lgn; l:)zkf:r? i 955-98 oktar? 95-98 oktan 95-98 oktan
D0 ket (i) & 6 65 &

ZGJ%EEGK ZOO@XIAHK ZOng)CT

8V
Air intercooler

4/1998
86x86
108 (150)
5300
235 (245)
2500-4500
Kartografik
Var
Dz
5
Hidrolik

57

lydro])ndmalik +
Hydraclive Il

Bagimsiz Mc Pherson

Otomatik yonlenen

Hidrolik yiiksek
basingh

On ve aika disk
205/60 R15 MXV3
12V-300A
1215W-X)A
5
480
1405
1325
510
1835
213
9.6
6.4
82

122

Kursunsuz stiper
95-98 oktan

65



nld n bl

SASIRTICI, OLAGANUSTU, SIRADISI

Citroén Yetkill Saticisl

Turkiye Genel Distribltori: a. Boylas Otomotiv A.S Tel: (0212) 288 90 01/ 286 73506 Fax: (0212) 267 45
YETKILI SATiCILAR:

ADANA Orijinal Mobilya San ve Tic. Tel: (0322) 428 0961/428 54 24 Fax: 428 50 50 ANKARA Otosay Otomotiv San. Ud. Sti Icl. (0312) 278 27 7F72 Fax: 278 23 8.
Oto Paris Sat. Ser. Yd. Par.Tic. Tel: (0312) 342 12 70-71 Fax: 341 24 44 CORUM Acar Otomotiv Tel: (0364) 611 45 36 Fax: 611 46 60 ERZURUM Canlar Otomoth
Tel: (0442) 234 25 69 Fax: 218 4961 ISTANBUL Ersanli Sinai Ziraat Clh.Tic.San. Tel: (0212) 266 30 73-74 Fax: 267 08 03 Emin Motorlu Araclar id : (0216) 412 09 78
412 3441 Fax: 412 34 42 KA YSERI Kardesler Otomotiv Tel: (0352) 336 59 22 Fax: 336 22 47 SAKARYA Cobanogiu Otomotiv Td: (0264) 277 65 12 Fax. 274 45 6i

CITROEN, araclarinin teknik Ozelliklerinde ve donarumlannda 6nceden haber vermeksizin degisiklik yapabilir. Yanlis anlamalara meydan vermemek amaciyla, ilgilenen kisilerin bu brostrin
basimindan bu yana yapilmis olabilecek degisiklikler konusunda CITROEN otomobillerinin Turkiye yetkili distribttori BAYLAS A.S 'yve basvurmalari rica olunur.

*Bir HUseyin Bayraktar Holding kurulusudur
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Xantia ile Enflasyonu Sollayin!

Arehtar teslinmi BaylaSve c g cba n «
[.'Eglhﬁ}d]: isbirligiyle kisa sire igin
2.229.000.000.-TL

12 aya kadar

% 5.50

aylik vade faildyla
anahtar teslim fiyata
Citroén kredisi

10Si LONBY. 135HP -16 stigsp teknolojik, O-I0Okm~! : 10.0 s 2C3 cnst hz
TOISsOspaay,. porn TlirEftare. zyilinabiHr Noras; ‘camif'

otomatik yonlenen 86 siispensryon. 1yi! km sinirsz garanti - 5yil kaporta garantisi.

EG EB A N K ivedisi kapsamindaki diger modelierimiz:

ZX Harmonie 1.41 ZX Aura 1.8l XM 2.01 Turbo VSX Evasion 2.01 Turbo VSX
1.079.000.000.- TL 1.568.000.000.-TL 3.990.000.000.-TL 3.979.000.000.-TL
(Coupé-Anihtar Teslim Fiyati) (Anahtar Teslim Fiyatr)

(Anahtar Teslim Fiyati)

(Anahtar Teslim Fiyatr)

CITROEN YETKILI SATICILARI:

ADANA Orijinal Otomotiv San. ve Tic.Ltd.Sti. Tel: (0322) 457 10 74/453 53 62 Fax: 457 29 06 ANKARA Otosay Otomotiv San. Ltd. Sti. Tel: (0312)
276 27 71-72 Fax: 273 23 67 Oto Paris Sat. Ser.Yd. Par.Tic. Tel: (0312) 342 12 70-71 Fax: 341 24 44 BALIKESIR Hafak Nakl. Tie. A.S. Tel: (0266) 241
26 86 /241 13 75 Fax: 243 1565 ISTANBUL Ersanli Sinai Zirai Cih.Tic.San. Tel: (0212) 256 30 73-74 Fax: 267 03 03 IZMIR Camkiran Otomotiv San.
77c. el (0232) 464 53 53 Fax: 463 83 83 IZMIT H. Hakki Cesur Tel: (0262) 321 40 64/ 321 56 36 Fax: 321 50 01 ORDU Unailar Otomotiv Tel: (0452)

225 31 11 Fax: 214 85 00 SAKARYA Cobanoglu Otomotiv Tel: (0264) 277 65 12 Fax: 274 45 68 SAMSUN Karsam Ins. Turizm Tie. A.S. Tel: (0362)
437 65 51 Fax: 437 84 79

TURKIYE GENEL DISTRIBUTORU:
QBoylas OTOMOTIV a.s.

Bly(kdere Cad. Oyal is Merltezi No: 1081 80280 Esentepe - ISTANBUL TEL: (0212) 211 78 9 211 79 44 FAX: (0212) 211 24 51

Baylas Otomotiv bir H. Bayraktar Holding kurulusudur. C I I RO E N



Ulkemizdeki distributdri son

uc yilda U¢ kez degisen ve it-
‘lail kesintiye ugrayan Fransiz Cit-
“n imaj tazeliyor. Citroen 'lirkiye
stribtutéru Baylas'in Genel Mudar
lirdinicisi Koray Batur "Cilroen'in
itrkiye'de son yillarda zedelenen
tojini eskiden oldugu gibi guglu
iniak icin gerekli tum yatirunlari
pilyoruz. Baylas olarak son yillar-
I ithalati stk stk kesintiye ugrayan
‘troen icin kisa vadeli degil, uzuri
‘deli dusunidyoruz" dedi.
*Bilindigi gibi Citroen Turkiye'de
'n 3 yilda 3 kez distributér degis-

1993 yilina kadar Ersanlh sirke-
ktrafindan ulkemize ithal edilen
fhoen'in distribatorlugu ayni yil
Jas Holding kurulusu olan ihlas
oior'a gecti. Ancak gecen yil ya-
‘Han ekonomik kriz sirasinda Cit-
=/n'in ithalati bir sire durduruldu.
wyilin ilk aylarinda Citroen | urki-
mDistributérlugu ihlas Motordan
‘Ils: Holding ve Bayraklar Gru-
‘eiiun ortakligiyla kurulan Baylas
basl.iiKii-

ncak bu ortaklik da ¢ok uzun siir-

lafindan yurutilmeye

icdi ve Bayraktar Grubu gecligi-
I'2 gunlerde Baylas'in tamamina
‘lip oldu.

Veni bir yapilanma icinde olan
“ylas, Turkiye'deki yetkili satici ve
»n’is agini genisletme calsmalariy-
' hirlikie yeni modeller geilirine\e
3sladi. Baylas'in Citroen nicxlelleri
isindaki ilk yeniligi, daha énce 8
Jpaph, 2.0 litre, 122 beygir gucun-
Aiti motorla getirilen Xantia'nin 2.0
~c, 16 supapl, 135 Ix'ygil- glicun-
Nki motorla da ithal edilmesi. Xan-
“‘nin station modeli Xantia Break
N 150 beygir giiciindeki yeni turlx)
Motorlu versiyonu kasim ayinda
"-erceklestirlecek Motor Show'da
*-Tgilenecek. Halen 1.8 litrelik, 8
iUpaph, 103 HP'lik motorla ithal
"Nilert ZX modelinin 1.4 litre enjek-
‘'vonlu ve 1.8 litre 16V versiyonJan
9% vyilinda satisa sunulacak.

Citroen'in tepeden tirnaga yeni-
Pnen kuguk otomobil sinifindaki

Anisilcisi AX de 1996 yilinin ilk ay-

Vya:Q- 7Ka5|m ]%AutoSH ow

larinda ithal edilecek. Koray Batur,
AX'in kicuk otomobil musterileri-
nin tiam ihtiyaglarini eksiksiz karsi-
layabilecek kalitede bir otomobil
oldugunu ve fiyatimn bu pazardald
diger otomobillerin fiyatlarina gore
belirlenecegini soyledi.

Su anda Turkiye capinda 10 adet
yetkili satici ve 20 kadar yetkili ser-

visin bulundugunu sdéyleyen Batur,

Xantia Break, kasim ayinda Motor Shov/da
sergilenecek (solda). 1.8 litre 16 supali Z X 1996
yilinda Tlrkiye'de olacak (ustte).

Citroen imaj tazeliyo

ki,sa vadeli hedellerinin 1996 yih
basina kadar izmir, Bursa, Samsun,
Tralizon, Eskisehir, Antalya, Kon>'a
gibi buyuk illerde yetkili satici ve
servis

acmak oldugunu acikladi.

Pouinsiyelin buyuk oldugu illerde
satis ve satis sonrasi hizmetlerin a)-
ni cau altinda verilmesini arzuladik-
larini belirten Batur, yetkili saticinin

olmadig! illerde bile .setvis acacak-

larini séyledi.

ikinci elde sorun yasayan '
en .sahipleri icin de calismala
dugunu soyleyen Batur, yetkil
cilarin takas konusunda bilingi
rildiklerini; yakin bir zamand
marka aracgla takas yonteminir
layacagini acikladi. Batur, ayrit
sitli kredi ve leasing olanakla

latilacagini .s6zlerine ekledi.
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PRICES

CITROLN XANTIA 201 16V 2.384.368.000
CITROEN XANTIA (FULL) 200116V 2.900.000.000
CITROEN XANTIA AUTOMATIC 201 3.020.000.000

CITROEN XANTIA BREAK 3.007.763.000




MACROENVIRONMENT

* Current Economic Situation

FOR AUGUST 1995 YEAR 1995
INFLATION 4.8 (%) 47.5(%)
DEVALUATION 5.4(%) 37.8(%)

MONTHLY INTEREST  4.7(%)
(KOC FINANS)

* The politically unstable environment

* High taxes to automotive industry

* New consumner protection laws are in effect

* Growing number of families having more than 1 automobiles
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POINT OF SALES FOR CITROEN
1- BAYLAS OTOMOTIV - iISTANBUL

2- ERSANLI OTOMOTIV - iSTANBUL

3- ORIJINAL OTOMOTIV - ADANA ( NEW 01.07.96)
4- OTOSAY OTOMOTIV - ANKARA

5- OTOPARIS OTOROTIV - ANKAKA

6- HAFAK NAKLIYAT - BALIKESIR

7- CAMKIRAN OTOMOTIV - iZMIiR ( NEW 01.06.1996)
8- HAKKI CESUR - IZMIT

9- UNALLAR OTOMOTIV - ORDU

10- COBANOGLU OTOMOTIV - SAKARYA

[1- KARSAM INSAAT TURIZM - SAMSUN (NEW 01.06.1996)
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Citroen : The company states that their main competitor is Renault Laguna , Peugeol

406 and Ford Mondeo

The potential competitors concerning M2 Product Category are as follows:

- Alfa Romeo 155

More sporty looking. Italian . More powerful ( 150 hp).2000cc
Price:From 2.907.160.440

- Audi A4
New design. New entrance to the market. German . 125 hp .1800cc

Price :From 3.144.889.049

- BMW Series 3

Popular in the market . German .140 hp. 1800cc
Price : From 3.541.919.671

- Chrysler Neon

Not commercialized Turkey-wide. American. Sporty. 132 hp 2000cc
Price : From 33.850 $

-Ford Mondeo

Imported by one of the assembler firms Otosan. Have powerful

sales and service network. 115 hp

Price : From 35.000 DM

- Mercedes Series C

Very popular in Turkey .German. New design .122 hp. 1800cc
Price : From 70.970 DM



- Opel Vectra
Assembled in Turkey. Very popular. New design had been
introduced at February 1996. Wide variety of choices. 136 hp.
2000cc
Price beginning from 2.064.000.000

- Peugeot 406
New entrant. First shown in Istanbul trade-show. French. 136 hp.

Price : From 2.800.000.000

-Renault Laguna

Also new. Very popular.Only one choice. French. 115 hp . 2000¢c

Price : 2.315.447.048

- Renault 21
Canceled production in Turkey . Old looking. Not so popular.

- Rover Series 600

Becoming popular. English made. Modern looking .131 hp 2000cc
Price : From 3.124.485.000

= Seat Toledo
No import

- Wolkswagen Passat

Not very well known. Very few examples .German. 115 hp.2000cc

Price : 2.662.278.900

- Volvo Series T4

Not yet commercialized



- Honda Accord

Not many cxamples .Modern .Japan made . 135 hp .

Price : 30.000 $

- Hyundai Elantra

Very popular. Cheap .Modern design .Korean 1 13hp. 1800 cc
Price : From 1.618.000.000

- Mazda 626
Modern Looking. Was very popular. Japan. 115 hp. 2000cc

Price : From 2.123.472.000

- Subaru Legacy

Not very well known .Few examples .Japan . 115 hp. 2000cc

Price : From 1.911.218.902

- Tovota Corona

Not imported
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IMPORT CAR SALES 1995

Brand /Model 1994 1995 1994 1995
November  November Jan--Nov Jan--Nov
OPEL 135 579 2633 1622
SKODA 244 470 3677 1987
RENAULT 23 346 585 1093
HYUNDAI 35 337 2057 2217
HONDA 52 330 994 1048
LADA 283 264 3314 1768
BMW 135 245 857 982
MAZDA 94 242 1235 952
VW 238 1154
DAEWOO 147 147
MERCEDES 80 101 304 639
FORD 12 88 572 204
ROVER 22 84 236 601
NISSAN 52 70 425 681
SUZUKI 88 65 731 562
VOLVO 11 65 11 395
PEUGEOT 23 50 409 288
FIAT 3 42 2023 42
ALFA ROMEO 17 41 202 328
KIA 26 1099 95
AUDI 23 198
SAAB 6 19 54 105
JAGUAR 4 10 4 51
SUBARU 9 10 151 51
CITROEN 5 813 88
GM 1 5 5 28
DAIHATSU 18 5 92 106
TOYOTA 127 3 1681 3
MASERATI 2 2 22 19
LAMBORGHINI 1 1
CHRYSLER 6 111 199
LOTUS 1 4
SEAT 8 1111
TOTAL 1617 3913 25702 17658
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DEMOGRAPHICS IN TURKEY

AUTOS FOR REGIONS OF TURKEY

iC ANADOLU 659,000
EGE 466,000
GUNEYDOGU 95,000
DOGU ANADOLU 93,000
AKDENIZ 349,000
KARADENIZ 256,000
MARMARA 1,000,000

USAGE OF CARS PER CIiTIES(UPPER10)

ISTANBUL 760000
ANKARA 422000
IZMIR 226000
BURSA 109000
ADANA 100000
ANTALYA 94000
KONYA 65000
ICEL 55000
BALIKESIR 54000
MANISA 49000

** Source DIE



DISTRIBUTION OF SOCIO-ECONOMIC STATUS GROUPS

Status Group % Share in Total Families # of Families Income Share

A 47 567 470 19.17
B 10.3 1235066 18.47
C1 16.9 2029 326 22.22
C2 13.8 1655 926 12.4

D 36.5 4 395 747 22.41
E 17.8 2 142 306 5.33
TOTAL 100 12 025 841 100

** Zet-Nielsen
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BUYING BEHAVIOR

POSITION OF THE CAR

FIRST CAR
1991 30.9%
1992 30.8%
1993 28.4%

REPLACED THE OLD
1991 51.4%
1992 49.6%
1993 49.6%

MORE THAN ONE CAR
1991 17.7%
1992 19.6%
1993 22.4%

USAGE TIME OF PREVIOUS CAR

0-1 YEARS
1991 21.3%
1992 20.1%
1993 20.7%
1-3 YEARS
1991 42.3%
1992 44.6%
1993 50.1%
MORE THAN 3
1991 36.4%
1992 35.4%
1993 29.2%

MOST IMPORTANY ATTRIBUTES IN TURKISH MARKET

1991 1992 1993
PRICE 1 | I
ECOMOMY 2 4 2
FUEL CONSUMPTION 3 9 3
2ND HAND MARKET 4 5 4
COMFORT 5 3 5



USAGE OF THE CAR

IN THE CITY
1991 73.2%
1992 73.3%
1993 78.9%
OUT OF CITY
1991 3.7%
1992 5.2%
1993 4.4%
EQUAL
1991 23.1%
1992 21.5%
1993 15.6%

PAYMENT CHOICES

CASH
1991 60.5%
1992 63.2%
1993 58.1%
INSTALLMENT
1991 26.3%
1992 28 %
1993 28.4%
BANK CREDITS
1991 9.2%
1992 5.1%
1993 9.8%

TEST OF THE CAR BEFORE BUYING(1993)

YES 394 NO 60.6

ok TAKEN FROM A MARKET RESEARCH BY ONE OF THE LARGEST CAR
PRODUCERS IN TURKEY
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QUESTIONNAIRE

¢ Evinizde mevcut araba sayis1 kagtir ?
a)o b)l c)2 d ) 3 ve daha fazla

Otomobil / ler inizin markasi :

¢ Otomobilinizi nasil aldinz ?
a)0km b) Ikinci el
Daha once arabaniz varmiyd:
a ) Evet b ) Hayir

Onceki arabanizi kag yil kullandimniz

Onceki arabanizin markast ?

¢ Su anda otomobil alsaniz hangt markayi tercih edersiniz ?




e Yeniotomobil airken nasil karar verirsiniz ?

(Bir veya birkag segenegi isaretleyebilirsiniz)
0 Otomobil dergilerini incclerim

0 Bayileri dolagirim

0 Reklamlardan fikir alrim

L) Arkadas veya yakin tavsiyelerini alirim

0 Onceki marka / araba deneyimlerime dayanarak
0 Deneme kullanimu (Test Drive) yaparim
O Otomobil fuarlarmna giderim

Otomobil satin alma kararini :

a ) Ailemle birlikte veririm
b ) Tek bagima veririm

¢ ) Diger




¢ Fransiz arabalar size ne ifade ediyor ?
e Alman arabalari size ne ifade ediyor ?
e Tiirk arabalar size ne ifade ediyor ?




CITROEN XANTIA

Bu modeli biliyormusunuz ?

a) Evet b ) Hayir

Cevabmiz evet ise devam ediniz

Bilginizin kaynag hangisidir :
( bir veya birkag segenek isaretleyebilirsiniz)

O Reklamlar

tl Dergiler

W Tanidik ve arkadaglardan
Cl Yolda gordiim

[ Fuarlarda goérdim

N Diger

¢ Bu arabay1 alirmiydmiz :
a)Evet b ) Hayir

Evet ise

Asajidakilerden hangisi yada hangileri XANTIA segiminizde etkendir -

'l Fiyat [
L Prestyj L
0 Performans ()
0 Dizayn N
[l Az bulunmasi (]

O Giivenlik [

Servis yedek parga
Rahathik

Donanim

Yabanct olmast
Markaya sempati

Diger




Hayir_ ise
Asagidakilerden hangisi yada hangileri XANTIA segmemenizde etkendir

Cl Fiyat r Performans

L Yakat tiketimi W Dizayn

[l Y abanci olmasi [ Servis yedek parca sorunlari
L) Imayj 0 Giivenlik

() Diger

e Citroen XANTIA bir insan olsa sizce nasil bir tipte olurdu ?




KIiSISEL BiLGILER

Admiz Soyadiniz
Kadin O Erkek O Mesleginiz
Evi O Bekar [J Egitim Durumu

e Hangi sosyal aktivitelere katilirsimiz ?

[l Spor Ll Kitap okuma
[l Sinema ) Seyahat

L) Tiyatro L Konser

(] Diger

e Aktivitelerinizi yapig sekliniz hangisidir ?

[l Yalniz [ Grup ile

e Aylik geliriniz ne kadardir ? ( Ailece )

(1 30 - 50 milyon
[ 50 - 70 milyon
0 70 - 90 milyon
[ 90 milyondan fazla

¢ Okudugunuz dergileri yazarmismiz ?
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ANKET SONUCLARI

I ARABASI OLAN 42 9% 66.6
0 ARABASIOLAN 6 % 96

2 ARABASI OLAN
3 ARABASI OLAN

ORTALAMA KULLANMA SURESI

ISTENEN ARABA

12 %19
3 % 4.8

I8 RENAULT 19

19 TOYOTA COROLLA
2 FORD MONDEO

2 BMW 3

4 MAZDA LANTIS

2 ROVER

I RENAULT SAFRANE
6 RENAULT LAGUNA

8 FORD ESCORT

1 MAZDA

6 OPEL-VECTRA

2 CITROEN XANTIA

| MERCEDES

DIKKAT EDILEN OZELLIKLER

5 EN COK | EN AZ

FIYAT

TASARIM
PERFORMANS
SERVIS YEDEK PARCA
AKSESUAR
GUVENLIK

IMAJ
SATILABILIR
ODEME

YAKIT TUKETIMI
KONFOR
DISTRIBUTOR
YERLI

YABANCI
DIGER:RENK

241 YIL

4.71
3.70
3.75
4.04
230
4. 41
2.45
391
3.77
4.21]
3.73
4.15
325

%
%
%
%
%
%
%
%
%
%
%
%
%

285
30.1
3.17
3.17
6.34
3.17
1.58
9.52
14.28
1.58
9.52
3.17
1.28



KARAR VERME :

BAYI GEZEN

DERGI

ARKADAS YAKIN TAVSIYESI
REKLAMLARDAN

ONCEKI DENEYIM

DENEME SURUSU
OTOMOBIL FUARI

AILE

TEK BASINA

19
25
49
10
41
13
77
24

39

%
%
%
%
%o
Yo
%
%
%

FRANSIZ ARABALAR]I HAKKINDA GENEL KANILAR

KALITE
GUVENILIR
ZARIF
KONFOR

PAHALI YEDEK PARCA

ESTETIK

ALMAN ARABALARI HAKKINDA GENEL KANILAR

GUVEN
SAGLAMLIK
MUKEMMELLIK
KALITE
TEKNOLOJIK
PERFORMANS
PAHALI

TURK ARABALARI HAKKINDA GENEL KANILAR

KALITESIZ
GERI TEKNOLOJI
KONFORSUZ

EL DEGISTIRME KOLAYLIGI

UCUZ
IKINCI SINIF

30.15
39.6
777
15.8
05.07
20.0
349
38
61.9



XANTIA
BILEN 22 % 34.9 BILMEYEN 41 % 65.1

INSAN OLSA: ERKEK, YAKISIKLI, ORTA YASLI VE ALTL, SIK, TUTUCU.
MAGRUR. NAZIK,AGIR BASLI, RESMI, ASIL, EMNIYET ISTEYEN, CIDDI.

TUTARLI, SABIT FIKIRLI, ZENGIN, KULTURLU, ZARIF, KALIBINI
DOLDURAN,BAKIMLI

BILGI KAYNAGI

TANIDIK 1 % 50
REKLAM 5 % 227
DERGILER 9 % 143
YOLDA GOREN 6 % 272
FUAR 5 % 227
KULLANMA 3 % 13.0
ALIRMIYDINIZ
EVET 12 HAYIR 10

SECME NEDENLERI

FIYAT 6 % 50
PRES'T1J 5 % 41.6
PERFORMANS 8 % 36.36
MARKAYA SEMPATI 3 % 25
GUVENLIK 8 % 66.6
TASARIM 8 % 66.6
SERVIS YEDEK PARCA 5 % 41.6
KONFOR 7 % 58.33
DONANIM 4 % 33.33
YABANCI | % 8.33
SECMEME NEDENLERI

FIYAT 6 % 60
YAKIT YUKETIMI 4 % 40
SERVIS YEDEK PARCA 7 % 70
GUVENLIK 4 % 40



XANTIA EVET DIYENLER
GELIR GRUBU
50 MILYON ALTI [
50-70 2
90-110 4
110 USTU 5

10 UNIVERSITE % 83.33

2 ORTAOKUL % 16.66
4 YALNIZ AKTIVITE % 33.33
8 GRUP AKTIVITE % 66.66
7 KITAP OKUYAN % 58.33
6 SPOR % 50

3 SINEMA % 25

8 SEYAHAT % 75

3 KLASIK MUZIK % 25

3 TURK HALK MUZIGI % 25

EN COK OKUNAN DERGILER

EKONOMIST AKTUEL NOKTA GLOBAL TEMPO
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APPENDIX 11

OTHER RESEARCH FINDINGS



CITROEN DEALER INTERVIEWS

Questions

What are the charactenstics of people having Citroen?
What are the similarities of the consumers?
What are their opinions about repurchase?

What are their complaints?

INFORMATION FROM BAYLAS AUTOMOTIVE

Technical information 1s taken

Reports for advertisement campaigns and BBDO group report is also taken. The company

officials did not give permission to show the reports in the thesis. The identification of the 4

segments presented in the study 1s mostly taken from these reports.

17 PERSONAL INTERVIEWS

Questions

What 1s the criteria for decision making?

What is a car for them?

What are the important attributes of a car?

How do they purchase?

How do they gather information?

What are the important factors while buying a car?
Education and social activities?

What do they thing for point of production?

What type of car they are using and what do they prefer?



CITROEN DEALER NETWORK MEETING
Questions Asked :

What type of people buy Citroen?

What are the advantages and disadvantages of Citroen Xantia?
Are the consumers satisfied?

What type of people use Citroen?

Is there a second hand market for Citroen?
OBSERVATION

Places

Two observations from Istanbul and Ankara

Findings

Citroen i1s not known. No opinions about hydraulic system. Consumers are not fanuliar

and do not show interest.
TEST DRIVE REQUESTS

Findings
22 Out of 30 test drive requests are for Citroen Xantia which shows the importance of the

car for Citroen. 5 of the remaining is for Evasion and 3 is for ZX.



