
THE DO⁄AN GROUP Mirroring trends in the new economy, the Holding is mainly focused on providing

services. The Holding Company has an interest in five primary business areas:

finance, energy distribution, media, tourism as well as industry and trade.

DO⁄AN HOLDING DO⁄AN YAYIN HOLDING

PRINTING

Hürriyet
Milliyet
Radikal
Posta
Fanatik
Fanatik Basket
Gözcü
Referans
(Previously Finansal Forum)

Turkish Daily News

NEWSPAPERS

MUSIC

Do¤an Music Company

PRESENCE IN EUROPE

DYH International

SUPPORT SERVICES

Do¤an News Agency
Do¤an Factoring

MAGAZINE AND BOOKS

Do¤an Burda Rizzoli
Do¤an Books
Do¤an Egmont Publishing
DPP

Kanal D
CNN TÜRK
Euro D

BROADCASTING AND PRODUCTION

TELEVISION CHANNELS

Radyo D
CNN TÜRK Radio
Radyo Foreks

RADIO STATIONS

ANS Production

TV PRODUCTION

DIGITAL WORLD

Do¤an Online
Ultra Cable TV
Hürriyet Internet

DISTRIBUTION AND RETAILING

Yaysat-Do¤an Da¤›t›m
D&R

Do¤an Printing Centers
Do¤an Ofset

CABLE TV CHANNELS

Dream TV
Fenerbahçe TV**
Befliktafl TV**

BANKING AND INSURANCE

PO Oil Financing

PO Petrofinance

Cyprus Turkish Oil (Kipet)

Petrol Ofisi

Erk Oil Investments

Petrol Ofisi International Trading

ENERGY

BANKING

D›flbank

D›flbank Malta Limited

INSURANCE

Ray Sigorta

Do¤an Emeklilik
(Previously Do¤an Hayat Sigorta)

LEASING

D›fl Leasing

FACTORING

D›fl Factoring

BROKERAGE AND INVESTMENT BANKING

D›fl Yat›r›m

D›fl Portföy

Çelik Halat

Ditafl

Do¤an Organic Products

Hürriyet Pazarlama

Milpa

Do¤an Otomobilcilik

INDUSTRY AND TRADE

Milta Turizm

Milta Bodrum Marina

Majesty Club Kemer Beach Holiday Village

Club Milta Holiday Village

Ifl›l Tur

Do¤an Air

TOURISM

** TECHNICAL SERVICES OF THESE CHANNELS ARE PROVIDED BY THE DHY BROADCASTING

NETWORK.



PERFORMANCE OF SHARES

STOCK PERFORMANCE

Dec. 31, 2003 Closing Price Dec. 29, 2004 Closing Price

YTL US$ YTL US$ Change (YTL) Change (US$)

Do¤an Holding 2.14 1.53 2.86 2.13 %33.86 %39.18

D›flbank 1.19 0.85 2.54 1.89 %113.74 %122.23

Petrol Ofisi 4.30 3.08 4.48 3.34 %4.07 %8.21

Milpa 1.35 0.97 1.28 0.95 -%5.49 -%1.73

Ray Sigorta 0.67 0.48 1.13 0.84 %67.98 %74.65

Ditafl Do¤an 39.75 28.48 65.50 48.79 %64.78 %71.33

Çelik Halat 2.03 1.45 2.35 1.75 %15.76 %20.36

Do¤an Yay›n Holding 2.94 2.11 3.32 2.47 %12.96 %17.45

Hürriyet 2.83 2.03 3.14 2.34 %10.88 %15.28

Do¤an Gazetecilik 2.54 1.82 2.60 1.94 %2.27 %6.34

Do¤an Burda Rizzoli 2.55 1.82 4.14 3.08 %62.47 %68.93

Dec. 31, 2003 Dec. 29, 2004

Publicly-Held Shares* Foreign Share Publicly-Held Shares* Foreign Share Change in Foreign Share (%)

Do¤an Holding %34.29 %17.55 %34.29 %32.38 %84.50

D›flbank %34.00 %6.47 %35.00 %15.49 %139.41

Petrol Ofisi %5.15 %0.48 %5.15 %0.52 %8.33

Milpa %34.50 %3.54 %34.50 %0.60 -%82.94

Ray Sigorta %36.44 %0.00 %27.01 %0.00 -

Ditafl Do¤an %49.06 %0.00 %49.06 %0.00 -

Çelik Halat %37.56 %0.00 %37.56 %0.00 -

Do¤an Yay›n Holding %20.06 %73.00 %30.06 %81.20 %11.34

Hürriyet %33.37 %83.50 %40.00 %86.80 %3.89

Do¤an Gazetecilik %24.86 %12.50 %24.86 %15.70 %26.12

Do¤an Burda Rizzoli %15.07 %44.20 %15.07 %73.20 %65.72

* FIGURES USED TO CALCULATE THE ISE INDEX ON THE RELEVANT DAY HAVE BEEN USED TO CALCULATE PUBLIC SHAREHOLDING.
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The performance of Do¤an Group shares on the ISE was generally positive in
2004. Although the high returns in 2003 slowed down share performance in
2004 to some extent, positive returns in real terms were achieved in general.
Especially striking were the YTL and US$ returns in D›flbank, followed by Ray
Sigorta, Ditafl Do¤an and Do¤an Burda Rizzoli.

Public shareholding in Do¤an Group companies is above ISE averages. In a
secondary offering in 2004, public shareholding in DYH rose to 30.06%.

The share of foreign investors in DOHOL and the public subsidiaries listed on the
ISE is significantly high. Especially DYH and Hürriyet lead the ISE in this

regard. By the end of 2004, foreign investors held 81.20% of the publicly-traded
shares of DYH, and 86.80% of those of Hürriyet Gazetecilik. The share of foreign
investors in most subsidiaries, including DOHOL, increased in 2004 in general.
The most striking examples were, in descending order, D›flbank (139.41%), Do¤an
Holding (84.50%) and Do¤an Burda Rizzoli (65.72%).

While DOHOL share performance paralleled the ISE-100 index in 2004, the
performance of D›flbank, Ray Sigorta, Ditafl Do¤an and Do¤an Burda Rizzoli
shares was better than the performance of the index.
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THE DO⁄AN GROUP IN BRIEF

Established in the 1950s, Do¤an Holding

ranks among Turkey’s top five conglomerates.

Do¤an Holding was listed as the 1313th

largest company in “The Forbes Global 2000” index.



As one of the foremost corporate contributors to national wealth

through diligent taxpaying and philanthropic activities, the

Group has consistently been ranked among the top corporate

taxpayers.

T        here are common fundamentals in all successful companies today irrespective

         of their line of business: prudence in managing risk while maintaining sustainable

growth, creation of value for all stakeholders, responsibility as a corporate citizen

and concern for the sustainability of society and the environment. These universal

guidelines are the basic reasons for Do¤an Holding’s success in today’s fast changing

and intensely competitive world.

Tracing its beginning to the 1950s, Do¤an Holding now ranks among Turkey’s top

five conglomerates. The small trading house started growing in the post-World War

II era when Turkey initiated industrialization and modernization of its long neglected

economy. One of the competencies of the Holding is investing in vital sectors of the

economy - helping the country and itself to prosper. Mirroring trends in the new

economy, lately, the Holding has shifted its focus to providing services. The Holding

Company has an interest in five primary business areas: finance, energy distribution,

media, tourism as well as industry and trade.

Keen on sharing economic benefits with society, 34% of Do¤an Holding shares are

publicly held while Adilbey Holding and the Do¤an Family jointly maintain a 66%

interest. This ownership structure reflects the highest percentage of publicly traded

stock of any group in Turkey. In addition to Do¤an Holding, ten other Group Companies

are listed and traded on the Istanbul Stock Exchange (ISE). These currently include

Do¤an Yay›n Holding, D›flbank, Ray Sigorta, Milpa, Çelik Halat, Ditafl, Hürriyet,

Milliyet, Petrol Ofisi and Do¤an Burda Rizzoli.

Do¤an Holding takes pride in being one of the very first business groups to adopt

principles of sound corporate governance - long before they became legal requirements

of the Capital Markets Board in Turkey.

As one of the foremost corporate contributors to national wealth through diligent

taxpaying and philanthropic activities, the Group has consistently been ranked among

the top corporate taxpayers. The Ayd›n Do¤an Foundation has spent in excess of US$

10 million for social and cultural programs to date.

With an energetic and highly motivated top management team, Do¤an Holding looks

confidently to a future where it becomes a major regional player within Europe,

Central Asia and the Middle East.
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MESSAGE FROM THE CHAIRMAN

We will continue to adhere to the principles

of corporate governance that have always

provided us with clear-cut guidance.

AYDIN DO⁄AN



Certainly, the world has become a place where technology and globalization work hand-in-hand

to narrow differences and remove obstacles between economies and cultures. It is not possible

for Turkey to alienate herself completely from a potential shortage in the oil industry of a Latin

American country. Similarly, markets in Latin American countries were obviously affected by

the consecutive crises that we experienced in Turkey during 2000 and 2001. We need to play

by global rules and be competitive in both domestic and global markets, only then will Turkey

attract more direct foreign capital, resolve its capital deficiency problems and become a stronger

player in the world economy.

One way to bring in direct capital is by forming international alliances and partnerships with

leading companies around the globe. Any major multinational planning to contribute to the

high-potential of the Turkish economy must have a competent local partner to effectively launch

its products and services. As Do¤an Holding, we have chosen to grow by international partnerships

and strategic alliances.

We have set an example in this regard for other Turkish businesses. We sold a majority stake

in D›flbank and its affiliated financial institutions to Fortis Bank. This milestone transaction

is an evidence of the prospering Turkish economy where major players around the globe would

now like to take a part. The proceeds we shall raise in the sale of these companies will again

be invested in our existing businesses to turn us into a global player.

As international business standards dictate, we abide by the rules of corporate governance as

we go about our routine business. We are fully aware that a company may only succeed in the

long-term and sustain its state of affairs if it is capable of raising funds both from routine

operations and from investors when further expansion is needed.

This will be possible if we strictly implement the four principles of good corporate governance:

accountability, responsibility, transparency and fairness. These values create the trust between

every stakeholder and all economic institutions.

Turkey has a relatively young and growing population when compared to many of the EU

member states. This is an important strategic advantage for EU companies seeking a market

for their products and services outside their native countries. As the composition of the population

shifts from rural to urban areas, the need for education exponentially rises, sometimes beyond

the reach of governmental budgets. We believe it is our responsibility to assist in the education

of Turkey's youth by building schools and other training institutions. We also think that organizing

cultural and artistic affairs are important because they contribute to the intellectual wealth

of Turkish citizens. For this purpose, we have organized the Ayd›n Do¤an International Cartoon

Competition and the Ayd›n Do¤an Awards, which have become annual events of long standing.

As we continue to invest in Turkey's future, creating value for the Company and all stakeholders,

fulfilling philanthropic obligations have become as important as ever.

I would like to express my gratitude once again to all members of our family – our stakeholders,

business partners and employees. As we look forward to a more prosperous future full of even

greater achievement, we believe that new synergy will develop to maintain our Group's position

at the forefront of the Turkish business community.

Ayd›n Do¤an   

Chairman

As international business standards dictate, we abide

by the rules of corporate governance as we go about our

routine business. We are fully aware that a company may

only succeed in the long-term and sustain its state of affairs

if it is capable of raising funds both from routine operations

and from investors when further expansion is needed.

ear shareholders, colleagues and business partners,

Frequent terrorist hits, especially in Iraq, and regional upheavals threaten global stability

in the Middle East and West and Central Asia. Adding to these, uncertainties concerning the

value of the dollar and the euro continue to be the sources of market volatility. The French and

Dutch people’s no vote in the referendum for the EU constitution will definitely have long term

implications on the euro as well as on the EU itself.

The past year saw a sharply declining US dollar and volatility in oil prices but in the final

analysis, the global economy has considerably improved. Supported by strong financial results

and high profit, the revival of business investment is expected to continue in the USA and will

hopefully resume in Europe. At the same time, consumer spending will increase after the recent

retreat of oil prices to more tolerable levels. As job creation progressively escalates and monetary

conditions remain favorable, there is reason to expect global economies to retain the momentum

of recovery over the next two or three years.

The tension between China and Japan concerning the revived memories of reprehensible misbehavior

of Japanese soldiers in China during the Second World War caused some social unrest in major

cities across China in April of 2005. This could have impaired relations between China and Japan

but thanks to wisdom adopted by both sides, the problems were alleviated. Both of these countries

are major players in the global economy. In China, activity accelerated during the third quarter

of 2004 following a desired slowdown in the first half of the year. Japan scored an impressive

comeback with regard to exports resulting in a recovery of investment, employment and consumption.

However, from a global standpoint, uncertainty still remains as to whether Europe will play a

strong supportive role in this worldwide trend by promoting domestic demand.

At home, driven by buoyant private business investment and household consumption in 2004,

the GDP reached a spectacular annual growth rate of 9.9%. It is likely to slow down to a more

sustainable pace of about 6% in 2005 and 2006, with exports and domestic demand remaining

robust. We expect that monetary and fiscal policies will be strictly adhered to while the ambitious

structural reform agenda will be carefully implemented as domestic and international confidence

continues to grow. Gains from this growth should be allocated to reduce public debt to improve

fiscal sustainability and rein in the growing current account deficit.

A strong appreciation of the euro, in the context of worsening external trade imbalances, will

not have a major impact on the Turkish economy. Many exporters have already converted into

euro or have hedged themselves against further declines in the dollar. The weak dollar will

actually help Turkey decrease external debt while the dollar-savers regain confidence in their

own currency, assisting in the fight against the chronic inflation that has plagued the country

for decades. The timing for the introduction of the new Turkish lira (YTL) could not have been

more appropriate. Apart from making calculations easier, the YTL will instill all economic

players with confidence in the local currency and help bring inflation down to one-digit figures.

Another major item on the agenda for some time has been the EU accession talks as an

overwhelming majority of the Turkish people wish to join the EU as soon as possible. We believe

Turkey has achieved much on the road to compliance with EU legislation and standards and

now is the time for the EU to show its sincerity by keeping the negotiation period short for

Turkey's full membership. When Turkey becomes an EU member state, possibly before 2015,

both sides of this partnership will gain economic and political benefit. I believe that the real

benefit for the Turkish people lie not in full membership but more in the actions taken to achieve

greater democracy, a powerful legal structure and equitable social standards.

D
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MESSAGE FROM THE CEO

Parallel to the country’s impressive economic

developments, Do¤an Holding has found a series of

successes in its profitability, productivity and especially

the attainment of strategic goals during 2004.

TUFAN DARBAZ



As a consequence of our achievements, the market value of

Do¤an Holding stocks traded on the Istanbul Stock Exchange

has increased 39% since the beginning of the year.

In a developing country such as Turkey, the main goal of a commercial enterprise

should not be to merely grow, but rather to attain sustainable and profitable growth.

The key to such growth is to maximize productivity in every single operation we carry

out and to implement smart and flexible financing strategies. In this regard, our

subsidiaries have increased their operational productivity and have also rendered their

finances more sound and flexible. These results give us more confidence and optimism

regarding the future.

As a consequence of our achievements, the market value of Do¤an Holding stocks traded

on the Istanbul Stock Exchange has increased 39% since the beginning of the year.

Our Group is subdivided into three strategic business units: financial services, assembled

under D›flbank recently sold to Fortis, at a price in line with the achievenments of the

bank; energy distribution, carried out by Petrol Ofisi; and media, grouped under Do¤an

Yay›n Holding. All three of the aforementioned strategic business lines have performed

remarkably well during 2004.

Highlights of the Energy Group in 2004

• In 2004, Petrol Ofisi has maintained a market leadership position in all its business

segments, due to a set of efficient operating principles, additions to its product

lines and investment in infrastructure and new stations.

• In 2004, the market share of Petrol Ofisi reached 25.6% in gasoline, 35.8% in

diesel, 71.5% in aviation sales, 39.0% in black products and 31.9% in lubricants.

• Petrol Ofisi has increased its net sales, and has simultaneously prolonged its debt

maturity and continued to reduce its net financial debt.

• Petrol Ofisi which controls 31% of the total storage capacity of energy distribution

companies in Turkey, has continued its investments in 2004.

• ERK Oil Investments Inc., founded in order to efficiently respond to developments

in the fuel oil sector related to the recent regulations included in the new “Fuel

Oil Market Law”, has increased the number of its stations to 428. This company

aims to attain its target of 800 stations and a 2.5% market share in a period of

three years.

• As the law stipulates that all real and legal persons active in the areas of fuel oil

dealership, refinery, distribution, bunkering and transport must obtain a license,

Petrol Ofisi has made a collective application in the name of all its dealers.

• Presumably, the liberalization of prices and imports introduced by the new Fuel

Oil Market Law will have a beneficial effect on Petrol Ofisi’s performance, since

the company enjoys a wide nationwide network of more than 3,600 dealers, which

will allow it to efficiently capitalize on its strong logistics network and competitive

structure.

alued shareholders, partners and associates,

I would like to present to you with a brief overview of the year 2004 for Turkey,

and then share with you the highlights of Do¤an Holding’s operations for the year.

The year 2004 will undoubtedly be remembered as a period during which crucial steps

have been taken and very significant developments have transpired. Thanks to the

implementation of bold reform policies during this period, the Turkish economy has

left behind its crisis-stricken past and has entered a period of sound and stable growth.

The economy continues to grow and inflation is on the decline; the budget deficit,

although increasing in nominal terms, is decreasing as a percentage of the country’s

total economic output. Tourism and export revenues are expected to reach record

levels by the end of the year. Turkey’s economic decision makers have closely adhered

to IMF guidelines especially in relation to the primary deficit and will presumably

continue to do so; thereby they will avoid instigating uncertainty in national and

international markets. At present, all economic indicators, except the current account

deficit and unemployment, fare favorably and are under control.

The first of the Copenhagen Criteria, which concerns political and social issues, has

been implemented with the completion of necessary legal reforms. On December 17th,

with the wide support of all sectors of the civil society, Turkey has obtained a date

to commence accession talks with the European Union.

December 17th ought to be understood not as the end but rather the beginning of an

extensive reform process on the road to EU membership. In this regard, Turkey may

consider itself having passed a critical threshold, and yet, EU membership talks will

certainly constitute a challenging process. In the period ahead, along with the country’s

political and technical decision makers, the private sector, too, must prepare itself

for change. For example, as far as Do¤an Holding is concerned, we are currently

scrutinizing the legal framework and directives concerning the economic sectors in

which we operate and our preparations will continue throughout the negotiation

process with the EU. Structural reforms, as prescribed by the IMF and supported by

the EU, will help to further stimulate Turkey’s economy and create a favorable

environment for foreign investment.

Parallel to the country’s impressive economic developments, Do¤an Holding has found

a series of successes in its profitability, productivity and especially the attainment

of strategic goals during 2004. The year has been very positive for our companies,

in line with our previous expectations. Many of our companies have even surpassed

their aggressive performance projections for 2004. Our subsidiaries have outperformed

the Turkish economy, increasing their market shares in their respective sectors as

well as their overall profitability.

V
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MESSAGE FROM THE CEO

Highlights of the Financial Services Group in 2004

• D›flbank, on its 40th anniversary, ranks among Turkey’s top 10 and the world’s

top 500 banks in total assets.

• Having become a full-service financial services group with 5,000 employees and

US$ 5.2 billion in total assets as a result of the radical transformation program

initiated five years ago, D›flbank has continued to grow, consolidate its financial

operations and provide increasing support to manufacturing industries in year

2004.

• Including all its financial services subsidiaries, D›flbank is the sixth largest bank

in terms of the range of its network: with 170 branches throughout the country,

it has successfully implemented a sound growth strategy in commercial as well

as small business banking.

• Practically in a class of its own in Turkey being comprised solely of financial

services subsidiaries, D›flbank receives among the highest scores from credit rating

agencies in terms of its financial strength.

• Having distributed a total of 1.2 million credit cards, D›flbank has one of the

fastest growing customer bases in credit card uptake and usage.

• D›flbank is one of the most important players in regards to Turkey’s foreign trade

volume; the total number of D›flbank customers approaches 1.5 million.



Do¤an Holding continues its efforts to spread its efficient

corporate governance perspective to the whole of Turkey.

As always, transparency, accountability and fairness constitute

the main pillars of our institutional structure.

Highlights of the Media Group in 2004

• In terms of advertising revenues, which constitute the bulk of income for most

media companies, the year 2004 has been very favorable, due to overall economic

growth and a decrease in interest rates. As leaders of their sectors, the Do¤an

Yay›n Holding companies have significantly benefited from this development.

• Taking into consideration that the upcoming negotiation process with the EU will

stimulate a more sound and stable economic environment, we expect that the

advertising market will grow considerably and that this growth will favor the

performance of our media companies.

• In its fifth year, the continuing success of CNN Turk serves as a shining example

for other foreign partnerships in the sector to emulate.

• As a provider of internet, portal and e-business services to individual and corporate

customers, Do¤an Online has obtained a Long Distance Telecommunication Services

License and has launched operations in the telecommunications sector in 2004.

In 2004, apart from these achievements of our subsidiaries, there has been one other

noteworthy development, which we consider as the fruition of our determination to

live up to our social responsibilities. The Organic Farm Project of Do¤an Holding was

placed among the top 10 best practice cases in the EU-wide “Corporate Social

Responsibility” campaign, which was organized by The Enterprise Directorate-General

of the European Commission. This project complements perfectly the new leadership

role Do¤an Holding has taken in sustainable development. As with Do¤an Organic

Products in Kelkit, we are championing a world in which there is a fair, equitable

and responsible sharing of all world resources, while maintaining economic, social

and environmental sustainability.

Do¤an Holding continues its efforts to spread its efficient corporate governance

perspective to the whole of Turkey. As always, transparency, accountability and

fairness constitute the main pillars of our institutional structure. The principle of

openness continues to guide all our operations, as we enhance the channels of access

to our corporation. Encouraging all our employees to increase their performance and

productivity is another major goal. Our performance centered approach will bear

abundant fruit from the next year onwards. Our vision for 2005 is a productive and

successful Do¤an Holding with a global focus.

Our Targets and Prospects for 2005

With regards to 2005, I would like once again to underscore our resoluteness in

attaining our growth, profitability and productivity targets, achieving our strategic

goals and surpassing our 2004 performance.

• As well as undertaking new operations that should result in synergies with our

existing businesses, we aim to fully exploit opportunities at hand, by increasing

productivity, deploying state-of-the-art technology and differentiating ourselves

in terms of commitment to efficiency and quality.

• In every sector in which we are engaged, we structure our activities around a

customer-centered approach. This “customer first” vision is complemented with

the strategy of assisting those of our companies with market leadership positions

to fortify their dominance and to help those with the potential of becoming a

market leader to fully realize their potential.

• The Do¤an Group will continue to closely monitor all privatization projects in the

coming period. Among the forthcoming privatizations, we are most interested in

the privatization of the National Lottery Administration, which is in line with our

present operations and thus is likely to create considerable synergy if realized.

• We are also looking forward to extending our activities and know-how beyond our

national borders.

As we build all our operations around constructive motivation and open lines of

communication between our shareholders, business partners and employees, Do¤an

Holding will continue to prosper in all of its business lines. I would like to take this

opportunity to extend my gratitude to all we owe much of our success to. Your support

and endorsement will continue to be the driving force behind our future achievements.

Tufan Darbaz

CEO
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AYDIN DO⁄AN

Born in 1936, Mr. Ayd›n Do¤an attended Istanbul Economy and Commerce Academy where he became

the Student Community Leader owing to his leadership qualities.

In 1958, while still in school, he founded his own company. He established a transportation company

but kept active in other businesses related to passenger and commercial vehicles as well as construction

equipment. Mr. Do¤an also founded a number of other enterprises dealing in agricultural products and

wholesale of pharmaceuticals before 1970.

Mr. Do¤an founded his first industrial company in 1974 and joined both the Assembly and the

Administrative Board of Istanbul Chamber of Commerce. In the years that followed, he served as a

board member in the Turkish Union of Chambers and Exchanges.

Mr. Do¤an became a publisher with the acquisition of the daily newspaper Milliyet in 1979. Today,

he is the most senior newspaper owner in Turkey. Between 1986 and 1996, he served as the head of

the Association of Turkish Newspaper Publishers. At the WAN (World Association of Newspapers)

meeting held in Tokyo in 1998, Mr. Do¤an was elected the first Turkish board member. He was awarded

the Turkey State Outstanding Service Medal in 1999. Currently, he serves as one of the vice-presidents

in the Executive Committee of WAN.

Since 1977, Mr. Do¤an has topped the highest taxpayers list registered with the Istanbul Chamber of

Commerce. He strongly believes in private sector involvement in national and regional development and

has initiated cultural and educational projects with the establishment of the Ayd›n Do¤an Foundation

in 1996. To date, eight schools have been built and named after him and family members. 

‹MRE BARMANBEK

Born in 1942, ‹mre Barmanbek graduated from Ankara University, School of Political Science with a

BSc. degree in Economics and Finance. Her career began in 1963 at the Ministry of Finance, as an

assistant tax auditor in the Board of Accountancy Specialists, followed by a promotion in 1966 to

Accountancy Specialist. She accepted a position with the State Planning Organization as a State Planning

Specialist. After a successful year at SPO, Barmanbek resumed the position of Accountancy Specialist

within the Ministry of Finance until 1975. She also acted as a member for the Tax Appeals Commission.

In 1977, Barmanbek resigned from her post in Ankara and started to pursue her career in private

sector. Barmanbek assumed the Financial Director position in Do¤us Akü Industry Inc., a joint venture

company founded by the Koç and the Do¤an Group. She then rose to the General Manager position in

the Company. ‹mre Barmanbek was later appointed as the Financial Coordinator for Do¤an Holding

and became the CFO in 1988. She continued to serve in the Company as the CEO and Executive Member

of the Board. Due to her dynamic management style and her ability to create added value, she received

the “Best Female Manager of the Year” award in by the daily newspaper Dünya in 2001.

In 2002 the prestigious Fortune Magazine International Edition recognized her as the 33rd “Most

Powerful Woman in Business” in Turkey. In 2003 and 2004, she was acknowledged as the 21st and

22nd “Most Powerful Woman in Business” by the same magazine, respectively.

She currently is a member of Turkish Industrialists and Businessmen's Association (TÜS‹AD). Since

2003, she has been Deputy Chairperson to the Board of Directors and Member of the Executive Board

for Do¤an Holding; she also serves on the boards of several group companies.

Dr. VURAL AKIfiIK

Dr. Vural Ak›fl›k completed his high-school education at Robert College, Istanbul. He earned a B.Sc.

in Economics and a M.Sc. in Mathematics from the Middle East Technical University. He received his

Ph.D. in Mathematical Statistics from the University of California at Berkeley. Dr. Ak›fl›k taught at

the Middle East Technical University and University of California, Berkeley before joining Pamukbank

in 1976.

In 1984, he became the CEO of Interbank. Founding Turkish Merchant Bank (TMB) in 1988, the first

investment bank in Turkey, in partnership with Bankers Trust Company, Türkiye ‹fl Bankas› and D›flbank,

he served as its founding shareholder, Chairman and CEO until 1997. After selling his shares in TMB

to Bankers Trust Company, he was appointed the CEO of D›flbank.

In 2001, he was invited to join the State Banks Administration as Chairman with the specific mission

to restructure state-owned banks. After the successful completion of organizational and financial

restructuring, Dr. Ak›fl›k returned to D›flbank where he continued as the Chairman of the Board. At

present, he is also the Deputy Chairman of Petrol Ofisi, the largest oil distribution company in Turkey,

and the Deputy Chairperson and Member of the Executive Committee at Do¤an Holding.

He has served on the boards of Baflak Sigorta, Lafarge Cement Turkey and SYB (Turkish Industrial

Investment Bank). He acted as the Chairman for Ray Sigorta and Do¤an Hayat. He is also on the Board

of Alarko Holding.

01 AYDIN DO⁄AN CHAIRMAN

02 ‹MRE BARMANBEK DEPUTY CHAIRPERSON

03 Dr. VURAL AKIfiIK DEPUTY CHAIRPERSON

04 TUFAN DARBAZ CEO & MEMBER

05 MEHMET AL‹ YALÇINDA⁄ MEMBER

06 ARZUHAN YALÇINDA⁄ MEMBER

07 VUSLAT DO⁄AN SABANCI MEMBER

08 HANZADE DO⁄AN MEMBER

09 AL‹ RIZA TEMURO⁄LU MEMBER

10 TAYFUN BAYAZIT MEMBER

11 TAYLAN B‹LGEL MEMBER
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Dr. Ak›fl›k is the Chairperson for the Turkish-US Business Council, High Advisory Council member for

the Turkish Industrialists and Businessmen's Association (TUSIAD), Board Member of Turkish Economic

and Social Studies Foundation (TESEV), Executive Board member of Malatya Educational Foundation

and Founding Member of Istanbul Educational Foundation.

TUFAN DARBAZ

Tufan Darbaz graduated from Bosphorus University with a degree in Business Management in 1978.

He completed his graduate studies in Business Strategy at Strathclyde University in Scotland.

He started his professional life in STFA, later joining the Sabanc› Group. During his 18 years with the

Group, he served on several boards, formed and led strategic departments finally becoming the President

of Strategy and New Business Development Group.

He joined Do¤an Holding in 2001 as Deputy CEO and has held the CEO position at the Do¤an Holding

since the beginning of 2003. He currently serves on the boards of several Do¤an Holding companies

including D›flbank and Petrol Ofisi.

Mr. Darbaz is also an active participant in civil society. He is a founder and a board member of the

Corporate Governance Association of Turkey, Bosphorus University and Robert College Businessmen’s

and Executives’ Association and a member of Turkish Industrialists and Businessmen’s Association

(TÜS‹AD), Turkish Textile Producers Association, Alumni Organization of Bosphorus University, to

name a few.

MEHMET AL‹ YALÇINDA⁄

Born in Istanbul in 1964, Mehmet Ali Yalç›nda¤ graduated from ACL with high honors in 1989.

In 1990, he joined Do¤an D›fl Ticaret, which manages all foreign procurement for the Do¤an Group.

A year later, Mr. Yalç›nda¤ was appointed to the Executive Committee of Do¤an Holding and in

1992 joined the daily Milliyet as Assistant General Manager. After becoming Vice President of the

newspaper in 1994, he founded the Simge Group and launched five new brands in the Turkish daily

newspaper market. The same year, Do¤an Group acquired Turkey’s largest newspaper, Hürriyet. In

1996, the media companies within the Group merged under the umbrella of Do¤an Yay›n Holding

with Mr. Yalç›nda¤ assuming the position of Vice President. Working to create areas of synergy to

serve all publishing companies within Do¤an Yay›n Holding, he was appointed President of the

Executive Board in 1999. At the beginning of 1998, Mr. Yalç›nda¤ organized road shows all over

the country to introduce the Group, and managed the IPO of the Holding Company. As Group Executive

Committee President, he worked to develop the corporate identities of all the affiliated companies

and, pursuing foreign partnerships, formed the book publishing division of Do¤an Egmont (1996),

the magazine Group in partnership with Burda and Rizzoli (1998), and formed CNN Türk (1999)

in partnership with CNN. Following the seperation of the book and magazine companies into two

entities, he established the D&R chain of stores.

ARZUHAN YALÇINDA⁄

After graduating from Saint Michel High School and earning a degree in Sociology from Bosphorus

University, Arzuhan Yalç›nda¤ received her MBA in England and began her professional career in 1990.

From 1990 to 1992, Ms. Yalç›nda¤ worked at Milpa A.fi. and initiated a mail order business in

cooperation with the German firm Quelle. Between 1993 and 1995, she took part in the establishment

of Alternatifbank and served on the board of the Bank. Ms. Yalç›nda¤ managed the Finance Department

at the Milliyet Magazine Group from 1995 to 1996. She currently serves as the President of Do¤an

TV&Radio Executive Board and as a Member of the Board of Do¤an Holding.

In 1999, Ms. Yalç›nda¤ launched efforts to establish a joint news network between CNN International

and Do¤an Yay›n Holding, the first example of such an initiative in Turkey. The project became

operational in 2000 when CNN TÜRK was formally established jointly with the AOL Time Warner

Group.

Ms. Yalç›nda¤ also serves as a Board Member on the following organizations: the Turkish Industrialists

and Businessmen’s Association (TÜS‹AD), the Turkish-American Businessmen’s Association (TABA),

the Turkish Education Volunteers Foundation (TEGV), the Turkish Female Entrepreneurs Association

(KAG‹DER) and the Third Sector Foundation of Turkey (TÜSEV). She is one of the founders of the

Ayd›n Do¤an Foundation, where she currently serves as a Board Member.

VUSLAT DO⁄AN SABANCI

Born in 1971, Vuslat Do¤an Sabanc› graduated from Bilkent University with a degree in Economics.

She continued her education at Columbia University in New York, where she received a Master’s degree

in International Media and Communications. Vuslat Do¤an Sabanc› worked in the editorial management

department of The New York Times newspaper for one year. Following this, she worked for The Wall

Street Journal in the formation of the Asian Business World News Channel and the Journal’s Latin

American Edition. In 1996 she joined the Hürriyet Newspaper as Vice President in charge of advertising.

Three years later she was promoted to the position of Group President of Marketing Operations, where

her responsibilities included marketing, sales, human resources, and IT operations.

Today she continues to serve as Hürriyet’s CEO and as a member of the Board of Directors. In addition

to strategic planning and business development, she is also responsible for the newspaper’s administrative

operations.

Vuslat Do¤an Sabanc› is also a member of the International Press Institute’s Board of Directors.

HANZADE DO⁄AN

Hanzade Do¤an graduated from the London School of Economics in 1995 with a BS degree in Economics,

and earned her MBA in 1999 from Columbia University. Now responsible for DYH’s strategic planning,

Ms. Do¤an is a Vice President of the Executive Committee. During the course of her studies at Columbia

University, she was an active member of the Media Management Association, the Venture Capital Club,

and Columbia Women in Business. Ms. Do¤an was also a prizewinner in Columbia’s Business Plan

Competition for new ventures.

Her professional career includes media management training at Daily Express in London in 1993 and

summer internship at the Interbank Division of the Central Bank of Turkey in Ankara in 1994. Between

1995 and 1996, Ms. Do¤an worked as a financial analyst at Goldman Sachs International in London,

in the Communications, Media and Technology Group, where she gained experience in acquisitions and

mergers. In 1996, Ms. Do¤an joined DYH as senior strategist and led the Hürriyet joint venture project

with Bertelsmann, working through the sale of a minority stake (25%) of DYH Magazine group to

Rizzoli. In 1999, she served as founder and CEO of Do¤an Online, a venture which quickly became one

of Turkey’s leading ISPs. In February 2002, Hanzade Do¤an was appointed Chairman of the Board

of Do¤an Online, and in September 2002, became a Vice President at DYH. She currently serves as

the CEO of Do¤an Newspaper Publishing.

AL‹ RIZA TEMURO⁄LU

Born in 1945, Ali R›za Temuro¤lu graduated from the Political Sciences Faculty of Ankara University

in 1966. He started his professional career as an Assistant Auditor in the Ministry of Finance’s Tax

Auditor Board in 1967 and was then promoted to full auditor. Before joining Do¤an Holding, he served

in Turkish Industrial Development Bank (TSKB) as a Financial Analyst from 1974 to 1979.

After a brief spell as Administrative and Commercial Affairs Manager in Do¤an Newspaper Publishing,

he was assigned as the Assistant General Manager in the same company. From 1993 on, he served as

Assistant Financial Coordinator, General Secretary, and Advisor. He currently is a Board Member in

Do¤an Holding.

TAYFUN BAYAZIT

Tayfun Bayaz›t was born in 1957. He earned his BS degree from S. Illinois University Mechanical

Engineering Department in 1980, to be followed by his MBA degree from Columbia University Finance

and International Relations Departments in 1983.

Bayaz›t started his professional career at Citibank and has worked in various senior executive positions

within the Çukurova Group companies for 13 years, such as Yap› Kredi (Senior Executive Vice President),

Interbank (CEO) and Banque de Commerce et de Placements SA (Switzerland-President & CEO).

He was appointed as the Do¤an Holding Deputy Chairman in 1999 and in April 2001 he assumed the

CEO position in D›flbank. Bayaz›t, appointed as the Chairman of the Bank in 2003, also serves as the

chairman of various D›flbank subsidiaries, such as Ray Sigorta, Do¤an Emeklilik, D›fl Yat›r›m, D›fl

Portföy Yönetimi, D›fl Faktoring, D›fl Leasing, and D›flbank Malta.

Bayaz›t is currently the Head of Banking Working Group within the Turkish Industrialists and

Businessmen’s Association (TÜS‹AD), a member of the Corporate Governance Association Board and

Private Sector Volunteers Association.

TAYLAN B‹LGEL

Born in Ankara in 1942, Taylan Bilgel graduated from Ankara College in 1963 and went on to

complete his education at the Academy of Economics and Commercial Sciences in Ankara. Graduating

in 1971, he began his professional career as the owner and manager of the Gül Palas Hotel in Ankara.

Since 1983, he has been the Chairman of the Board of Directors of Anadolu Otomotiv, of which he

is the founder.
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To a degree, the global economy continues to recover from the gross ethical lapses

in business uncovered in recent years. Enron, Tyco and Worldcom in the US and

Parmalat in Europe are textbook examples of corporate malfeasance on a massive

scale.

Unfortunately, some Turkish companies were found to be no better. In particular, the

country’s financial institutions showed a serious lack of integrity. This resulted not

only in the collapse of the numerous enterprises directed involved, but it also acted

as a drag on the nation’s overall economy, stifling its true growth potential.

Out of the corporate ashes in the US and elsewhere came a new regulatory framework,

increased oversight and a renewed focus on corporate governance. Do¤an Holding

long ago assumed a leading role in Turkey in this realm, and many companies here

have more recently followed suit adopting principles of good corporate governance

for the first time in many cases.

This however was merely the first phase of a long evolutionary process. Turkish

businesses have passed the theoretical phase, and are now firmly into the execution

phase of developing sound foundations in good corporate governance.

Aware of the need to bring together a group of like-minded people who wanted to

create an interest in the principles of good corporate governance, the CEO of Do¤an

Holding and several top management members were instrumental in the establishment

of the Corporate Governance Association of Turkey (COGAT). Founded in early 2003,

COGAT - whose mission is to establish, develop and assist with the dissemination and

adoption of corporate governance best practices in Turkey both in private and public

institutions - now has nearly 200 active members.

In addition to its well-attended annual summit most recently held in September 2004,

COGAT sponsors bi-monthly meetings for its membership featuring panel discussions

with corporate governance experts from Turkey and abroad.

As an extension of good corporate governance principles, top level management also

took part in the establishment of Business Council for Sustainability Development-

Turkey affiliated with the United Nations. Several Do¤an Holding executives are

active participants in the movement and one sits on the board of the association.

The equitable division of world resources and leaving resources for the use of viable

future genarations is a cause that has deeply resounded within Do¤an Holding coupled

with the ethical requirements of the corporate governance movement.

Do¤an Holding has long believed that good corporate governance and sustainability

is the glue that holds together an efficient and robust economy, generating real value

for all participants in turn. We are committed to maintaining our leadership position

in these two important issues in Turkey.

The four principles of corporate governance - accountability, responsibility, transparency

and fairness - create the trust between each and every stakeholder and economic

institutions. In the long run, this is what contributes to rising living standards and

higher purchasing power for citizens and the revitalization of the economy.

Do¤an Holding is proud to serve social and econmic causes as an activist and role

model in Turkey.

CORPORATE GOVERNANCE & SUSTAINABILITY

Do¤an Holding has long believed that good corporate governance

is the glue that holds together an efficient and robust economy,

which in turn generates real value for all participants. We are

committed to maintaining our leadership position in corporate

governance in Turkey.



The internal audit function at Do¤an Holding oversees the

compliance of all activities to laws and regulations as well as

the policies of the corporation.

Recently, the market value of a company has tended to be highly dependent on how

successfully it has adopted and implemented sound corporate governance principles.

The internal audit function plays an imperative and indivisible role in the execution

of these principles, the core of which emphasizes fairness, transparency and

accountability. This function has an important role in the reliability and integrity of

financial and operational information.

The internal audit function at Do¤an Holding oversees the compliance of all activities

to laws and regulations as well as the policies of the corporation. Furthermore, by

monitoring the implementation of adopted procedures, internal audit ensures that the

internal control mechanism of each company in the Holding is effective.

The Internal Audit Department also conducts operational audits and contributes to

process development, thus helping to ensure efficiency, cost savings and effectiveness

in all Do¤an Holding ventures, leading to increased market value.

Finally, by implementing the contemporary risk-based-audit approach and carrying

out risk analysis of companies systematically, the internal audit function contributes

to the improvement of risk management by identifying and evaluating risks in Do¤an

Holding companies.

REHA MÜSTECAPLIO⁄LU AUDIT GROUP PRESIDENT
HOLDING FUNCTIONS

THE INTERNAL AUDIT GROUP
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The Strategy Group at Do¤an Holding consists of two departments:

Strategy and Business Development, and Information Technology.

The key objective of the Strategy Group is to define the vision of

the Company, and to support it with action plans.

The Strategy Group at Do¤an Holding consists of two departments: Strategy

and Business Development, and Information Technology. The key objective of the

Strategy Group is to define the vision of the Company, and to support it with action

plans.

The work of the Strategy and Business Development Department facilitates the initial

assessment of commercial and social projects and formulates strategies during the

implementation stage. The Department also incorporates the task of life stage

management for Holding businesses. The degree of change taking place in every

industry today is dramatic. Whether it is in such areas as improvement orientation,

restructuring, re-strategizing, operational quality enhancement or others, each of

these involve major changes which, if badly managed, can produce catastrophic results.

Although risk is inevitable in the process of change, a significant amount of anxiety

and distress can be avoided by having a solid plan beforehand. Therefore, the Holding’s

efforts serve to assist its subsidiaries in successfully managing major change and

diversification processes. Within this framework, the Department’s practice supports

the analysis of long and medium range projects such as technology investments,

strategic partnerships, as well as divestitures, privatization projects, acquisitions and

mergers.

The complementary nature of the conglomerate’s activities is strengthened through

the integration of its Information Technology Department into several inter-organizational

operations. The effective usage of IT empowers management in assessing and evaluating

business opportunities while positioning the Holding at the cutting edge through

significant achievements in operations and application development. The overall

process within the Holding is carried out by the implementation of tailored, state-

of-the-art application software some of which are generated by the Department’s

programmers.

With rapidly increasing globalization and competition within all industries becoming

fiercer by the minute, the Strategy Group plays an integral role in keeping Do¤an

Holding ahead of the curve. Without the strong strategic underpinning of its business

units, and its well-integrated world class IT infrastructure, Do¤an Holding would not

be the success it is today. As importantly, the Holding’s Strategy Group helps guide

the conglomerate to an even more successful tomorrow.

YAHYA ÜZD‹YEN STRATEGY GROUP PRESIDENT
HOLDING FUNCTIONS

THE STRATEGY GROUP



Efficient financial planning and resource allocation are imperative in a large organization

as Do¤an Holding. Managing cash flow and determining the appropriate debt structure

for the Holding’s companies requires free flow of information and deft coordination with

the Finance Group. The efficient intra-Holding flow of financial information depends

upon a well-developed MIS while a highly trained professional staff analyzes and acts

upon the data for the benefit of the Holding.

Constant risk assessment and management across the Holding’s companies is another

vital function of the Finance Group. Regular enhancement of the intra-Holding MIS

data collection and financial reporting works to further improve decision-making and

financial controls, both critical to Do¤an Holding’s risk management success and in

turn its market value.

With newly enacted, stricter regulations governing corporations, and themselves under

increased scrutiny, regulatory compliance is as important today as it has ever been

in corporate history. The Holding’s Finance Group works to ensure that all pertinent

regulations are followed to the fullest extent in all its financial activities.

Good corporate governance and institutional transparency are vital to forging, and

maintaining, strong relationships with all the Holding’s constituents and to ultimately

maximizing its market value. All important adherence to the Holding’s Corporate

Governance Principles falls under the domain of the Finance Group. Timely disclosure

and presentation of the Holding’s financial information to its clients, investors and

other stakeholders is yet another of the prime activities of the Group.

Do¤an Holding is determined to having a set of sound corporate governance practices

not simply to meet regulatory requirements, but to provide for the effective oversight

and management of the Company. The Holding firmly believes that accountability

and transparency in return enhances value for all of its clients, shareholders and

stakeholders.

The Finance Group regularly utilizes debt and capital markets

instruments to obtain low cost long-term financing to foster

the Holding’s organic growth and realize its acquisition strategies.

AHMET KARACAH‹SARLI FINANCIAL AFFAIRS GROUP PRESIDENT
HOLDING FUNCTIONS

THE FINANCE GROUP

The Finance Group regularly utilizes debt and capital markets instruments to invest

surplus cash, to obtain low cost long-term financing to foster the Holding’s organic

growth and realize its acquisition strategies. Thus, Do¤an Holding is able to boost

its competitive position both domestically and abroad.

Institutional investors, Do¤an Holding’s largest source of long-term capital, tend to

concentrate their stock holdings in entities with whose financial position they are

most familiar and confident. In order to keep these investors current and well-informed,

it is essential to provide them with regular and timely financial reports, as well as a

convenient forum for their analysts to obtain information and receive answers to all

of their questions. In an era of shrinking margins, CEOs have fewer resources, time

and staff available to perform the function of investor relations. Hence, Do¤an

Holding’s Investor Relations Department allocates a considerable amount of time and

energy to information sharing.

It is the aim of the Investor Relations Department to achieve an appropriate valuation

of Holding stocks within the capital market.

The Department has set out to gain lasting stockholder trust and increase transparency

while avoiding any informational irregularities and reducing share price volatility.

Do¤an Holding works toward these objectives through continuous, open and targeted

dialogue with all capital market participants. With regard to capital market professionals,

the focus is on fund managers, investment funds, pension funds and insurance analysts,

as well as banks and brokerages and their sales and research teams. In accordance with

the Holding’s objectives, management uses all available communication tools, including

financial reports, analyst meetings, road shows and conferences. The Holding’s IR

website, where the same information is made available to all target groups simultaneously,

is particularly important in this respect.
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We understand that corporate communications is not just about

getting messages out, but rather we must support the overarching

strategic goals of Do¤an Holding. Corporate Communications is

always trying to find ways in which we can add value to the Holding.

 Communications can be a competitive advantage in today’s world,

and we strive to make it so for Do¤an Holding.

Traditionally considered among the “softer” functional areas, Corporate Communications

and Human Resources today are recognized as strategic key elements for the success

of the modern-day corporation. In the absence of an effective communications function

and optimal human assets management, an organization’s full potential value cannot

be realized.

Building and maintaining trust and loyalty between Do¤an Holding and its myriad

stakeholders - investors, customers, shareholders, employees, suppliers, neighbors,

NGOs - is the most important task of Corporate Communications. This can only be

achieved through ongoing two-way communications between all parties.

Our aim is to facilitate, manage and monitor the communications process. We

constantly measure and track the perceptions of Do¤an Holding within the marketplace.

By doing so, we are given valuable insight that helps us to determine the content and

volume of the information we disseminate about the Holding.  However, it is not

simply a matter of extending channels or volume of information, but rather Corporate

Communications works to help achieve the overall business strategy of the Holding.

We also consider internal communications as a vital part of the task. The proliferation

of information today, namely an onslaught of internal memoranda, newsletters,

voicemails, emails and intranets, are time consuming to already busy employees and

have the potential to confuse. We work to link different elements of communications

so it all adds up to a coherent whole, rather than simply individual parts that ultimately

become muddled.

In addition, the Holding’s all-important corporate identity is managed across multiple

media channels. In a world where the typical consumer is exposed to as many as

3,000 brand messages in a single day, maintaining a clear articulation of the Holding’s

corporate identity to all stakeholders is paramount. Staying on message about Do¤an

Holding’s brand identity and corporate values is especially vital in today’s media

cacophony and has a direct bearing on the Company’s market value. As a media

conglomerate, it is doubly important that our corporate communications function

reflects the same level of sophistication as our media properties.

The Department works as an information center internally as well. We follow global

and national social, political, economic, environmental and cultural trends that will

help shape the long term strategy of the Holding. Executive level management is

involved in the issues that may have a global impact.

We understand that corporate communications is not just about getting messages

out, but rather we must support the overarching strategic goals of Do¤an Holding.

Corporate Communications is always trying to find ways in which we can add value

to the Holding.  Communications can be a competitive advantage in today’s world,

and we strive to make it so for Do¤an Holding.

Do¤an Holding’s most important asset is its people, without which it would not be

the success it is today.  Human Resources is at the heart of the organization, and the

future of the Holding hinges upon an effectively run Department.

Human Resources is charged with identifying, recruiting, training and ultimately

collaborating with the very best graduates and management training candidates. Our

HR specialists work to help each Do¤an Holding employee fully realize his or her

talents, skills and potential. In addition, we facilitate linking an individual’s personal

qualifications and capabilities with the Holding’s targeted business strategies.

Starting from their very first day on the job, the recruitment and training process

identifies the strengths and skills of employees, providing the Holding with fresh

perspectives and engendering dynamism within the workplace. The HR Department

uses metrics, evaluations and employee reviews to create an accurate appraisal of the

workforce and to guide individuals toward a sustainable and rewarding career path.

We believe that a committed workforce and effective teamwork are only achieved

through people who genuinely feel valued and needed. Our progressive corporate

policies, coupled with personal and professional development programs for employees,

actively support these goals.

With a highly competent and motivated employee base, Do¤an Holding’s productivity

and efficiency are optimized, thus enhancing operations and market value. Human

Resources works tirelessly to make Do¤an Holding’s people assets a competitive

advantage, and a point of differentiation from its competitors.

‹PEK ‹LTER DIRECTOR OF CORPORATE COMMUNICATIONS AND
HUMAN RESOURCES

HOLDING FUNCTIONS

CORPORATE COMMUNICATIONS AND HUMAN RESOURCES



SELMA UYGUÇ DIRECTOR OF LEGAL DIVISION
HOLDING FUNCTIONS

LEGAL DEPARTMENT

As a multinational conglomerate, Do¤an Holding companies conduct business across

borders every day. As such, the Legal Division offers advice on legal matters that

involve the Holding and its wholly-owned subsidiaries in Turkey and elsewhere.

In this capacity, we play an active role in all commercial activities and transactions

of Do¤an Holding enterprises. Our main responsibility is to ensure that all these

business activities and transactions comply with the law and all regulatory requirements.

However, we do not limit ourselves to this minimum threshold. Along with the

foundation of Corparate Governance compliance, the Legal Division endeavors to

ensure the implementation of the strict ethical principles, quality standards, transparency

spelled out in the corporate governance guidelines of Do¤an Holding to the fullest

extent, both within the Group and vis-à-vis third parties.

In doing this, we particularly focus on:

• Taking legal measures to protect the interests of the Company against third

parties and to prevent disputes; ensuring that contracts to be executed and

documents to be issued are compatible with this principle;

• Providing the necessary legal advice and documents to the departments of the

Company and its wholly-owned subsidiaries upon their request, and offering

prompt advice on transactions that could have legal, regulatory and financial

consequences;

• Responding to the queries of Executive Management regarding the line of activity

of the Holding and its investments and offering counsel in this regard.

An all important function in today’s global business environment, Do¤an Holding’s

Legal Division strives to steer the Company and its affiliated enterprises through a

complex patchwork of legal, regulatory and internal corporate governance guidelines.

Thus, the Holding is permitted to achieve its maximum level of operational efficiency

and optimal market value while meeting, and oftentimes exceeding, prescribed legal,

regulatory and ethical strictures.

As a multinational conglomerate, Do¤an Holding

companies conduct business across borders every day.

As such, the Legal Division offers advice on legal matters

that involve the Holding and its wholly-owned subsidiaries

in Turkey and elsewhere.
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DO⁄AN HOLDING

In every sector in which we are engaged, we structure our activities

around a customer-centered approach.

This “customer first” vision is complemented with the strategy of

assisting those of our companies with market leadership positions

to fortify their dominance and to help those with the potential of

becoming a market leader to fully realize their potential.
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BANKING AND INSURANCE01

The Do¤an Financial Services Group is one of the

strongest banking and financial groups in Turkey.

The Group’s member companies benefit from sound

risk management practices, a strong capital base,

deployment of state-of-the-art information technology

and a highly qualified staff.



BANKING AND INSURANCE01
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DIfiBANK FINANCIAL HIGHLIGHTS*

* Financial figures are extracts from the audited, consolidated and inflation adjusted financial statements of D›flbank A.fi. and its subsidiaries (except for leasing and factoring)

BALANCE SHEET  (TL Billion) 2004 2003

LOANS 3,576,125 2,834,134

DEPOSITS 3,978,690 3,707,121

FUNDS BORROWED FROM BANKS 2,372,549 1,461,193

SHAREHOLDERS’ EQUITY 945,383 1,012,313

TOTAL ASSETS 7,723,567 6,569,203

INCOME STATEMENT (TL Billion)

NET INTEREST INCOME 382,349 328,801

NET INTEREST INCOME AFTER FOREIGN EXCHANGE GAINS & LOSSES 373,717 333,616

NET INCOME BEFORE TAXATION & MONETARY LOSS 53,094 341,797

NET INCOME / (LOSS) 10,994 306,440

CAPITAL ADEQUACY RATIO 16.8% 21.36%

SHAREHOLDER STRUCTURE (%) 2004 2003

DO⁄AN fi‹RKETLER GRUBU HOLDING A.fi. 62.37 62.37

DIfiBANK EMPLOYEE PENSION FUND 10.10 16.56

DIfiBANK SECURITY FOUNDATION 6.51

OTHER SHAREHOLDERS 21.03 21.07

TOTAL 100.00 100.00

RATINGS

MOODY’S Bank Deposits: B2
Financial Strength: D+ (one of the highest among Turkish banks)

FITCHRATINGS Individual: D (one of the highest among Turkish banks)
Foreign Currency L/T: B+, Foreign Currency S/T: B
National: A- (Tur)

CAPITAL INTELLIGENCE Domestic Strength: BBB (one of the highest among Turkish banks)
Foreign Currency L/T: B, S/T: B



DO⁄AN FINANCIAL SERVICES GROUP

The Do¤an Financial Services Group is one of the strongest banking and financial

groups in Turkey. The Group’s member companies benefit from sound risk management

practices, a strong capital base, deployment of state-of-the-art information technology

and a highly qualified staff.

D›flbank is the flagship company of the Do¤an Financial Services Group. In addition

to banking, the Group consists of leasing, factoring, insurance and brokerage companies.

D›flbank has a subsidiary bank in Malta and a branch office in Bahrain.

The diversification of D›flbank’s activities resulted from a strategic decision taken in

2001. It was decided to transform the Bank into a financial hub through which a

more comprehensive range of products and services could be offered to targeted

customer segments. This integration has created important competitive advantages

for all the institutions within the Financial Services Group while simultaneously

generating significant economies of scale.

The subsidiaries operating under the umbrella of the Do¤an Financial Services Group

enable D›flbank to reach more customers. At the same time, the Bank’s international

operations contribute toward its goal of becoming a global player in financial markets

while significantly enhancing its credibility.

COMPANIES

DIfiBANK*

D›flbank is a successful and financially sound banking institution offering services

within four strategic lines of business: Corporate, Commercial, Small Business and

Retail Banking. In addition, D›flbank offers Wealth Management services. In these

principal segments, D›flbank serves a nationwide customer base through an advanced

distribution network which includes branches, ATMs, web portals, a call center in

addition to alternative distribution channels.

History

D›flbank was founded in 1964 as a joint venture between Türkiye ‹fl Bankas›, the

largest private commercial bank in Turkey, and Bank of America, under the name

Turkish-American Foreign Trade Bank. Since 1994, Do¤an Holding has held a majority

stake in the Bank. At the end of 2004, 35% of D›flbank’s shares were publicly traded

on the Istanbul Stock Exchange.

Excellent Services to Different Segments of the Corporate World

D›flbank owes its high asset quality to long-established, market-proven lending policies.

Well-positioned in the market with a strong capital base and high ratings from

international agencies, D›flbank has ready access to ample funding resources available

at favorable terms for its corporate lending practice. A customer-oriented approach

combined with a highly-skilled marketing team enables the development of tailor-

made solutions for corporate and commercial clients while small businesses are served

with more standardized products. There are numerous D›flbank corporate branches

specialized in providing more sophisticated corporate banking products and services.

Other highly accessible delivery channels make transactions as easy as possible for

all corporate segments irrespective of size.

D›flbank excels in making fast and accurate credit decisions by utilizing scorecards.

The centralization of complex transactions and the application of IT tools in the

execution of routine banking transactions facilitate the everyday business of the Bank.

D›flbank closely follows changing market conditions and develops new banking

applications that support different business segments. The Bank’s cash management

products relieve businesses from the burden of payments and collections, allowing

them to concentrate more on their core business activities.

D›flbank owes its high asset quality to long-established,

market-proven lending policies. Well-positioned in the

market with a strong capital base and high ratings from

international agencies, D›flbank has ready access to ample

funding resources available at favorable terms for its corporate

lending practice.

* Sold to Fortis Group in July 2005
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conducting international trade operations. Every international transaction is subject

to a thorough cost and profit analysis for discerning, price-conscious corporate clients.

Low funding costs and effective use of resources give D›flbank a competitive edge in

credit marketing and banking services.

Well-diversified Customer Portfolio

D›flbank’s corporate, commercial and small business customer portfolios are well diversified

without any significant concentration in any specific industry. Companies engaged in all

forms of trade, whether wholesale or retail, domestic or foreign, are the most frequently

represented group in the customer portfolio. Because the Bank operates in a fast growing

emerging market, companies in the construction and cement industries are also well

represented in D›flbank’s customer base. These sectors have great potential for sustainable

growth and maintaining their medium-term leading positions in the economy.

D›flbank plans to further concentrate on foreign trade deals and maintain its position

as one of Turkey’s leading banks specialized in international trade. Industries that

D›flbank will focus on in the near future are those that have the greatest export

potential, namely iron and steel, food and beverage and automotive sectors.

Corporate Banking - Excellent Services to Top-tier Companies

The Corporate Banking Group caters to the financial needs of large-scale domestic

or multi-national companies in Turkey. The Corporate Banking Group serves companies

with minimum annual sales of US$ 50 million. Target clients for the Corporate

Banking Group include leading companies engaged in international trade, industrial

companies that export their products and construction companies that take part in

large-scale infrastructure projects.

Commercial Banking - Swift Banking Services to Medium-Size Companies

In the area of commercial banking, D›flbank distinguishes itself with its customer-

centered approach in which tailored products are developed to cater to the specific

needs of the client. All products and services delivered are of the highest quality and

aim to create a satisfied and loyal customer base. Experienced client representatives

operating through the branch network report to a central unit at the Head Office, where

information flowing in from different regions of the country is consolidated. In D›flbank’s

CRM approach, this information is then used to improve the quality of customer service

and develop new products to create competitive advantages for the Bank.

Small Business Banking - Untapped Potential across the Country

Recognizing the immense potential in small business banking, D›flbank spun this segment

off from its commercial business and formed the Small Business Banking Group in

2003. D›flbank calls small businesses ‘Dynamic Entrepreneurs.’ The Bank is fully

equipped with products, services and tools specifically developed to meet the particular

requirements of these entrepreneurs with activities spanning several business areas.

Project Finance - Raising Funding for Infrastructure Development

D›flbank has taken a firm step into project finance, and envisions the financing of

large-scale infrastructure projects that will dominate the construction sector in the

future. Although project financing requires long-term engagement of funds, these

funds are under Turkish Treasury guarantee and offer attractive terms.

Cash Management

Provision of cash management services increases amounts held in deposit accounts and

offers the Bank a source of low cost funding. Also providing fee income and cost savings,

cash management services increase loyalty among corporate clientele and enable cross-

selling opportunities. Handling collections and payments within a customer segment

help build supply-chain systems that place D›flbank at the focal point of trade relations.

D›flbank has taken a firm step into project finance, and envisions

the financing of large-scale infrastructure projects that will

dominate the construction sector in the future.



Close monitoring of trading profit and loss as well as efficient VAR management has

helped D›flbank Treasury exceed profit and volume targets by comfortable margins,

while keeping prudent trading practices intact. The results it has achieved in trading

demonstrate D›flbank’s objective, which is to be one of the major players in the market.

D›flbank is one of the 10 Primary Dealers in the domestic debt market, favorably

contributing to the high increase in fixed income trading volume.

International Recognition

D›flbank’s international recognition is on the rise as its international business volume

expands, its ratings from agencies improve and its financial position strengthens.

D›flbank is well known in international markets for its high degree of transparency in

disclosing all financial and non-financial information to investors, correspondent banks

and rating agencies, earning the highest ratings in the Turkish banking industry.

In the July 2004 issue of The Banker’s list of the world’s top 1,000 banks, D›flbank

was designated as Turkey’s eighth and the world’s 491st largest bank, moving up 149

places from the previous year, based upon 2003 year-end financials. D›flbank was

presented as one of the fastest growing in the world ranking scale.

In 2005, Moody’s confirmed D›flbank’s financial strength rating as D+, the highest

among Turkish banks. In 2004, FitchRatings assigned a financial strength rating of D,

while Capital Intelligence confirmed the Bank’s financial strength with a rating of BBB.

Investor Relations

Taking a responsible and proactive approach in dealing with stakeholders, along with

pioneering a totally new banking concept, D›flbank established the Investor Relations

Department.

D›flbank believes that the investor relations (IR) function is a strategic management

responsibility that integrates finance, communications, marketing and securities laws

compliance to enable the most effective two-way communications between a company,

the financial community and other constituencies. This can also be viewed as a full

compliance approach towards D›flbank’s belief in corporate governance.

IR responds to all inquiries from shareholders duly and accurately, in accordance

with objectivity principles and ensures two-way ongoing communication between

management and shareholders.

Risk Management

At D›flbank, risk management is a multi-layered process that extends well beyond

existing methodologies and tools. The Bank has adopted an integrated risk management

approach in which strategy and bank-wide activities all interact with the risk assessment

process. At the center of our integrated risk management approach is a set of highly

sophisticated mathematical quantification tools and techniques that are used to meet

the needs of the Turkish business environment. The philosophy behind the adoption

of such techniques at D›flbank is to establish an effective control framework that is

able to identify and manage individual as well as aggregate risk appropriately. Such

an approach enables the Bank to apply a consistent policy to all types of risk for the

purposes of identification, measurement and management.

Information Technology

As success in modern banking relies heavily on a well designed and efficient IT

infrastructure, D›flbank has invested continuously in this area and developed a network

of IT-based processes to reach a wider customer base.

Employing a dynamic and well-trained team of IT professionals, D›flbank meets the

majority of its applications software needs in-house, using its rapid development

capability. The IT Department immediately responds to the needs of all units within

the Bank, offering solutions that incorporate state-of-the-art hardware and software.

D›flbank launched a comprehensive study to analyze the life

stages of its customers and to identify their banking needs at

each life phase. New banking products are continuously

developed to cater to different customer needs starting from

their teenage years to retirement.

Retail Banking - An Evolving Market Environment

Ever since the financial crisis of 2001, the banking environment in Turkey has

experienced rapid changes on all fronts, especially in retail business lines. Now

deprived of lucrative gains from trading government securities, banks are again

pursuing basic banking activities to bolster their bottom lines. Faced with non-payment

from corporate customers during the crisis, banks for the most part have shifted their

focus back to the consumer. As a result, credit cards and consumer credits were the

most popular banking products in 2004.

To increase credit card turnover despite stagnant market conditions, installment

credit cards and sales campaigns in cooperation with major retailers were aggressively

launched. Turkey’s rapidly growing young population offers many opportunities for

multi-specialist banks, especially in the creation of new retail banking products and

services that will penetrate more deeply into this up-and-coming market segment.

D›flbank’s Approach to Retail Banking

D›flbank launched a comprehensive study to analyze the life stages of its customers and

to identify their banking needs at each life phase. New banking products are continuously

developed to cater to different customer needs starting from their teenage years to

retirement. This strategy encompasses a customer-focused approach in which the Bank

has revamped basic retail banking products to suit the different life stages of its

customers. Additionally, D›flbank has developed CRM models that closely monitor

certain customer behaviors, allowing the Bank to utilize models to offer relevant

products to selected segments.

With an emphasis on retail banking, D›flbank aims to develop a stable revenue stream

through a widespread retail customer portfolio. To differentiate its retail products

and services from other banks, D›flbank aims to create products that make customers

feel their specific needs are being personally addressed. D›flbank aims for sustainable

profit, multiple revenue streams and a loyal customer base in its retail banking

activities.

Treasury

D›flbank’s strong competence in its treasury related activities is a result of its highly

qualified staff, extensive experience in trading treasury products, sound risk management

practices and a technologically advanced trading and information infrastructure. In

addition, the Bank’s position as a successful Primary Dealer in the domestic debt

market contributes to its solid performance in this area.
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With its year 2000 five-year strategic plan to become one of

the five largest investment banks in Turkey in terms of market

share, financial strength and quality of services provided, D›fl

Yat›r›m continued to make major strides in 2004 on the way to

reaching its targets.

Human Resources

The main objective of the Human Resources Department is to make D›flbank the

most preferred workplace for industry professionals while fostering employee loyalty

and satisfaction. Vacant positions are usually filled from within the organization.

When employment from within the company’s ranks is not possible, outside sources

are used.

D›flbank offers an attractive workplace for graduates of top local and foreign

universities; university graduates make up approximately 77% of the current

workforce. Effective training programs, constant monitoring of employee satisfaction

and a relaxed yet challenging work environment make D›flbank a preferred employer

in Turkey. Frequently monitored and measured, employee motivation and satisfaction

are high at D›flbank as demonstrated by the low employee turnover. Effective

training programs help to create a common language and distinct corporate culture

within the organization.

Do¤an Financial Services Group employs a staff of 4,479, of whom 1,504 work

at the Head Office, 2,340 in the branches and 635 in the subsidiaries. The average

employee age is just under 30 years.

DIfiBANK MALTA LIMITED

The Do¤an Financial Services Group recognized the commercial potential of Malta

in 1998 when it established D›flbank Malta Limited as its first overseas venture.

The island’s strategic location in the middle of the Mediterranean has made it a

natural business center where modern-day financial regulations and operations are

in effect.

With Malta becoming a member of the European Union in 2004, D›flbank Malta

will be the stepping-stone for the Do¤an Financial Services Group into the EU. The

establishment of D›flbank Malta conforms to Turkey’s political and macroeconomic

targets and the Group’s expansion plans in the EU.

D›flbank Malta provides traditional banking products to a select high net worth

clientele. The Bank, offering sophisticated trade finance services to international

customers, concentrates on developing new business lines by capitalizing on its

advanced IT infrastructure and geographic position at the center of global markets.

DIfi YATIRIM

With its year 2000 five-year strategic plan to become one of the five largest investment

banks in Turkey in terms of market share, financial strength and quality of services

provided, D›fl Yat›r›m continued to make major strides in 2004 on the way to reaching

its targets.

At the end of 2004, a market share of 2.9% in equity brokerage ranked the Company

10th among all brokerage houses in Turkey. Notably, this was achieved with a bad

debt ratio of zero. Total shareholders’ equity increased by 10% and reached YTL

36,275,673 as of end of the year.

During 2003, all D›fl Yat›r›m branches were equipped with remote access facilities

to the Istanbul Stock Exchange (ISE) trading floor. As a result, the share of electronic

orders remitted to the ISE increased to 45% among all trading orders processed by

D›fl Yat›r›m during the year.

D›fl Yat›r›m mutual funds, handled by D›fl Asset Management-a wholly owned subsidiary

of D›fl Yat›r›m-continued its successful performance during 2004. Both the B-Type

Money Market Fund and the B-Type Fixed Income Fund ranked first among the

country’s top 35 funds. D›fl Asset Management managed seven mutual funds and

seven pension funds of Do¤an Pension Fund during 2004.



In 2004, the number of active D›fl Factoring clients increased

by 86% while funds in use rose by 76%. These results were

achieved without any bad debts or problem cases.

DIfi PORTFÖY

D›fl Portföy, an asset management company, was founded in July 2002. D›fl Yat›r›m

owns 99.6% of the company, which offers mutual funds and pension fund management

services to corporate and retail clients. Total mutual funds assets under management

reached US$ 134 million by the end of June 2004, up from US$ 104 million in 2003.

This level gave the company a market share of 0.74%. D›fl Portföy currently manages

four D›flbank mutual funds and three D›fl Yat›r›m mutual funds. In addition to mutual

funds, D›fl Portföy also manages seven Do¤an Emeklilik pension funds which totaled

US$ 9.6 million by end of year 2004.

D›fl Portföy also offers private, individualized portfolio management services to

institutional and private investors, with about US$ 27 million under management.

D›fl Portföy’s approach to customer service is characterized by a commitment to

building a long-term client relationship. The company strives for excellence in portfolio

management to be achieved by combining investment performance and risk management

with high-quality client service

DIfi FACTORING

D›fl Factoring provides factoring services that complement the short-term

commercial lending and trade finance activities of its parent Bank’s nationwide

branch network. D›fl Factoring has been a member of Factors Chain International

(FCI) since 1997.

In 2004, the number of active D›fl Factoring clients increased by 86% while funds

in use rose by 76%. These results were achieved without any bad debts or problem

cases. To accommodate increasing business volume, shareholders’ equity was raised

to US$ 9 million, an increase of 50% over the previous year.

To promote its export-factoring business, the Company worked to achieve synergies

with D›flbank branches; visits were made to selected branches located in areas with

export potential. Like its parent D›flbank, D›fl Factoring also targets "dynamic

entrepreneurs" in its marketing activities.

At the end of 2004, the total turnover of D›fl Factoring reached US$ 440 million with

export factoring’s share amounting to US$ 40 million. The Company enjoyed a market

share of approximately 5% in domestic factoring and 1% in export factoring conducted

in Turkey. D›fl Factoring ranked fifth among members of the local Factoring Association

in terms of total turnover.

Major factoring clients are primarily involved in food processing, textiles, chemicals,

paper and paper products and spare parts manufacturing.

According to IAS-based financial results, total factoring receivables were YTL 91

million at the end of 2004 while income from factoring operations reached YTL 17.5

million. Total assets stood at YTL 93.5 million at the end of the year.

DIfi LEASING

D›fl Leasing serves clients throughout Turkey by providing alternative medium to long-

term financing solutions. Supported by the branches of D›flbank, which has a 99%

stake in the Company, D›fl Leasing takes maximum advantage of the synergy resulting

from this association with D›flbank and Do¤an Holding.

In Turkey, total leasing transaction volume increased 32% to US$ 2.9 billion in

2004. Fifteen leasing companies executed 86% of the total business volume. In 2004,

D›fl Leasing achieved a business volume of US$ 142 million with 1,002 contracts and

realized US$ 123 million of this amount. D›fl Leasing is one of the top ten leasing

companies in Turkey with a 4.2% market share.

About 51% of D›fl Leasing’s business originates from D›flbank branches while direct

marketing generates the remaining 49%. The Company had 1,609 active clients at

the end of 2004. Outstanding leasing receivables is denominated in US$ (31%),

Brokerage Activities

In 2004, total equity trading volume on the ISE stood at US$ 295.5 billion while

D›fl Yat›r›m’s trading volume increased by 41% over 2003, reaching US$ 8.3 billion.

This volume, achieved with 26,000 customers, generated a 2.9% market share and

US$ 5 million in brokerage commissions. Thanks to sound risk management, no bad

debts or any other problematic issues materialized.

The number of customers investing through D›fl Yat›r›m’s Internet site increased by

26% and reached 9,500. Additionally, the number of D›fl Yat›r›m customers utilizing

stock exchange data services on the renewed investment portal www.yatirimyap.com

increased to 16,500 with 11 million hits year to date. Through cooperation with

Dogan Online, D›fl Yat›r›m customers receive real-time stock exchange information,

trade online and have unlimited Internet access.

Asset Management

The mutual funds managed by D›fl Asset Management reached a market value of US$

134 million by year-end 2004, recording high annual net gains once again. In terms

of performance within their respective groups, both the B-Type Money Market Fund

and the B-Type Fixed Income Fund ranked first among Turkey’s top 35 funds.

Discretionary asset management services are provided to 10 select customers whose

individual portfolios total US$ 27 million. In addition to the seven mutual funds, D›fl

Asset Management managed seven pension funds of Do¤an Pension Fund.

Corporate Finance

During 2004, D›fl Yat›r›m’s Corporate Finance team provided financial advisory

services to a major information technology company for a US$ 8.5 million financing

transaction with the International Finance Corporation. Furthermore, buy side advisory

services were provided to a major food manufacturer.

D›fl Yat›r›m participated in the Desa, Türk Traktör, and Do¤ufl Otomotiv Initial Public

Offerings (IPOs) as a syndicate member, accounting for 4-6% of the local retail book.

Furthermore, D›fl Yat›r›m participated in the Turkish Airlines Secondary Public

Offering as Co-Lead Manager, and the PO Oil Financing Ltd. bond offering as Co-

Lead Manager.
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company, sector or product that would exceed 20% of its total portfolio. This year

construction machinery and car leasing, both commercial and passenger, were targeted

with particular emphasis on forklifts of all sizes. Asset quality is a prime consideration

as the Company pursues a conservative credit policy.

Total external funding reached US$ 116 million at the end of 2004. This year, D›fl

Leasing obtained a US$ 20 million loan from the World Bank through TSKB, a

private investment and development bank in Turkey. D›fl Leasing used this credit line,

called EFIL II, to serve customers that are exporters.

Total lease receivables reached YTL 157 million at the end of 2004, up from YTL

123 million in 2003 as a result of increased business volume. Shareholders’ equity

stood at YTL 16 million and total assets at YTL 180 million at the end of the year.

DO⁄AN EMEKLILIK (PRIVATE PENSION COMPANY)

Do¤an Hayat started operations in January 1998 in life and health insurance. The

Company launched pension fund activities in December 2003 under its new name

Do¤an Emeklilik (Do¤an Private Pension Company) after obtaining its license in

August of that year.

The Company largely completed its restructuring in late 2003 and has been involved

in pension fund management since March 2004. Close co-operation with D›flbank is

foreseen in marketing pension fund products within a bancassurance model. The

advertising campaign that began in December 2003 has played a significant role in

creating brand recognition among target clientele.

Currently, Do¤an Emeklilik employs a well-educated and dynamic direct sales team

of 180. The Company serves its clientele through D›flbank’s branch network and a

total of 55 of its own agencies - 31 private pension, 20 life insurance and four

combined agencies - located across the country. The Head Office was relocated to

Tekfen Tower in February 2004 and the number of headquarters personnel has

increased to 238.

Do¤an Emeklilik’s strategic goals include increasing brand awareness for its pension

fund products and raising its market share to 10% from its current level of 5%, in

terms of customers served across all segments. Creating loyalty and building long-

term relationships among clientele, improving operational efficiency while increasing

premium income and enhancing sales effectiveness are other strategic targets that

drive Do¤an Emeklilik.

New and innovative insurance products such as education insurance and life insurance

with selective coverage have been launched to help the Company increase its market

share.

Life Insurance Activities

In 2004, Turkey’s life insurance business recorded a total premium income of US$

621 million. Do¤an Emeklilik achieved a 40% increase in its premium income for

the year, reaching US$ 14 million. Of the Company’s total premium income, 18%

was generated from first time sales and 82% from policy renewals. The breakdown

of sources of life insurance premium income was as follows: 35% from pension funds,

59% from D›flbank’s branches and direct sales and 6% from agencies.

In terms of life insurance premium generation capacity, Do¤an Emeklilik had a market

share of 1.6% at the end of 2004. With this small increase in market share, Do¤an

Emeklilik again ranked as the 12th largest life insurance company in Turkey.

Currently, Do¤an Emeklilik employs a well-educated and dynamic

direct sales team of 180. The Company serves its clientele

through D›flbank’s branch network and a total of 55 of its own

agencies - 31 private pension, 20 life insurance and four combined

agencies - located across the country.



Pension Fund Activities

Advertising campaigns will continue throughout 2005 to raise awareness of pension

funds and to attract potential participants. Total advertising expenses are expected

to reach US$ 2.5 million for 2005. Furthermore, innovative products - such as a

Pension Plan with no management fee, which aims to provide participants with higher

earnings and lower fees - have been developed to better meet customer needs.

As a new name in the market, with a successful track record, Do¤an Emeklilik aims

to gain a significant market share in this fast developing business segment. The ability

of Do¤an Emeklilik to leverage its association with the Do¤an Group and its financial

institutions, especially its parent D›flbank, will assist greatly in its efforts. Bancassurance

will take a significant role in the pension funds business as it is restructured through

the joint efforts of D›flbank and Do¤an Emeklilik.

RAY S‹GORTA

Ray Sigorta was chartered in 1958 in participation with predominantly state-owned

transportation enterprises. The Company operated primarily within the transportation

industry and gained valuable experience in that area. Do¤an Holding acquired the

majority of Ray Sigorta’s shares from the Privatization Administration in 1992. In

2001, Ray Sigorta shares were transferred to D›flbank, making it the major shareholder.

Currently, Ray Sigorta is a public company listed on the Istanbul Stock Exchange.

Operating under its mission statement, which targets sustainable growth and profitability

by pursuing rational pricing policies and continually augmenting its market share,

Ray Sigorta achieved an overall market share of 4.3% in 2004 within a sector

comprised of 28 non-life insurance companies.

Ray Sigorta, operating through D›flbank branches in addition to 497 agencies of its

own, generated insurance premium revenues of TL 168.8 trillion in 2004. Presently,

the Company serves approximately 750,000 individual policyholders in various business

segments.

Highlights

• Widely recognized in the international reinsurance sector

• Has one of the highest premium collection ratios in the marketplace

• High ratio enables Ray Sigorta to maintain an investment portfolio of liquid

financial assets

• Consistently follows a precise cancellation policy regarding late payment of

premium installments

• All premiums booked represent collectible amounts

• Made a name for itself in the industry by settling all claims timely and efficiently

Along with a careful new agency selection process, close ties with Do¤an Holding

form the basis of the strategy to increase market share and attain further growth.

The medium-term strategy of Ray Sigorta rests on its target of maintaining its position

as one of the strongest insurance companies in the marketplace capable of collecting

premiums on time, creating additional funds for new investments.

Operating under its mission statement, which targets sustainable

growth and profitability by pursuing rational pricing policies

and continually augmenting its market share, Ray Sigorta

achieved an overall market share of 4.3% in 2004 within a sector

comprised of 28 non-life insurance companies.
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Petrol Ofisi aims to remain the number one fuel distribution

company in terms of customer preferences while maintaining

leadership in the fuel distribution sector through adopting

dynamic and effective management principles, respecting

social and environmental sustainability and safeguarding

the interests of its stakeholders in all its activities.



ENERGY02

D O ⁄ A N  H O L D I N G  A N N U A L  R E P O R T  2 0 0 43 6

Consequently, with the most extensive network and highest

storage capacity in Turkey, Petrol Ofisi has strategically

positioned itself to take advantage of deregulation by using its

purchasing power to get better sales terms from suppliers.

PETROL OF‹S‹

Field of Activity

Petrol Ofisi is a petroleum products distribution company operating through a wide

network of stations, terminals and facilities throughout Turkey. The Company plans

to become a global energy company by entering into alternative energy markets. The

Company meets the petroleum product needs of motorists as well as public and private

enterprises. It purchases, imports, exports and holds in reserve petroleum products

and manufactures various types of lubricants.

Highlights

• Very well-known and well-established brand name

• Providing service through 3,300 branded gas stations, six regional offices, two

lubricant blending plants, aviation services at 26 airports, nine terminals, two fuel

depots, one refinery liaison office and three lubricant depots

• The strongest logistics network with the largest warehousing capacity

• Possessor of  a wholly owned international trading subsidiary

• A large workforce of approximately 1,000 employees.

• An effective and extensive marketing network

• Strong management team with extensive experience

• Strong financial performance

• High EBITDA margins

• Low elasticity of demand

PETROL OF‹S‹ MARKET SHARES AS OF NOVEMBER 2004

UNLEADED GASOLINE (ULG) 22.7%

PREMIUM GASOLINE (PMG) 33.2%

TOTAL GASOLINE 25.6%

KEROSENE 52.5%

DIESEL 35.8%

JET A-1 70.9%

TOTAL WHITE PRODUCTS 33.5%

HEATING OIL 56.4%

FUEL OIL 6 35.9%

TOTAL BLACK PRODUCTS 39.0%

LPG 21.8%



History

Petrol Ofisi was founded in 1941 as a state-owned concern to meet the petroleum

product needs of motorists as well as public and private enterprises through purchasing,

importing and stockpiling of petroleum products in various parts of the country.

In 1983, the Company was incorporated and placed under the authority of the

Privatization Administration for full privatization in 1990. In 2000, Petrol Ofisi

became one of Turkey’s largest privatizations, with 51% of its shares purchased for

US$ 1,260 billion by ‹fl-Do¤an Petrol Yat›r›mlar› A.fi., the Joint Venture Group

comprised of Türkiye ‹fl Bankas› and Do¤an Holding.

At the time of its privatization, in July 2000, the Company’s market share dropped

to an all time low of 19.2% and 28.8% for gasoline and diesel, respectively. To further

complicate the situation, the 2001 economic crisis had an adverse impact on the

entire economy including the fuel distribution sector, where the decline in consumer

spending translated into a decrease in the demand for fuel. During that time, the

management team worked hard to establish a customer and value driven organization

while aggressively cutting costs. The number of employees was drastically cut from

3,838 to slightly above 1,000. In an effort to improve the perception of the Company

by the public, new products were launched, effective monitoring mechanisms were

set in place and the overall efficiency of the dealer network was increased significantly.

The average sales per station increased substantially, from 600 cubic meters in 2000

to 1,416 cubic meters in 2004. Petrol Ofisi also began to focus entirely on its core

business and sold its non-core assets.

The years 2003 and 2004 saw radical changes take place in the industry. The new

Petroleum Law that was introduced in December 2003 and also the related secondary

legislation, will be in effect beginning from January 1, 2005.

Consequently, with the most extensive network and highest storage capacity in Turkey,

Petrol Ofisi has strategically positioned itself to take advantage of deregulation by

using its purchasing power to get better sales terms from suppliers.

SHAREHOLDER STRUCTURE

DO⁄AN fi‹RKETLER GRUBU HOLD‹NG A.fi. 47.42%

TÜRK‹YE ‹fi BANKASI A.fi. 39.33%

CAM‹fi YATIRIM HOLD‹NG A.fi. 4.05%

CAM‹fi MADENC‹L‹K A.fi. 4.05%

DO⁄AN ENERJ‹ YATIRIMLARI SAN. VE T‹C. A.fi. 0.000008%

FREE FLOAT 5.15%

TOTAL 100.00%

Vision, Mission and Targets

Petrol Ofisi aims to remain the number one fuel distribution company in terms of customer

preferences while maintaining leadership in the fuel distribution sector through adopting

dynamic and effective management principles, respecting social and environmental

sustainability and safeguarding the interests of its stakeholders in all its activities.

To achieve its vision, Petrol Ofisi plans to:

• Improve its retail station network

• Enhance retail efficiency

• Target potential growth markets by developing products with high profit margins

and performance

• Strengthen dealer loyalty

• Expand its customer portfolio in industrial sales

• Reduce costs across the entire organization
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In 2004, Petrol Ofisi achieved net sales of TL 1,036 trillion, yielding a net profit of

TL 249 trillion for the year. Earnings per share decreased from TL 1.013 million in

2003 to TL 0.721 million in 2004. 

After the end of the Iraq war, Petrol Ofisi began selling unleaded gasoline, diesel fuel

and kerosene to Iraq. In addition, correctly identifying opportunities in the region,

Petrol Ofisi moved in and starting from May 2003 sold Iraq a total of 850,000 tons

of products.

Following privatization, Petrol Ofisi increased its exports of lubricants. In 2004, it

exported a total of 7,200 tons to 22 countries. Through its international oil trading

company, PO International Oil Trading Ltd., third-party sales began taking off in 2003.

Lubricants

Petrol Ofisi produces a variety of lubricants at its two lubricant blending facilities.

Paraffin-based motor oil, hydraulic fluids and industrial oils are produced at the

Alia¤a plant, while a wider range of oils and lubricants, including grease, are produced

at the Derince plant.

Petrol Ofisi has an annual lube oil production capacity of 170,000 tons, of which

110,000 tons (including 10,000 tons of grease) are manufactured at the Derince

factory and 60,000 tons are produced at the Alia¤a plant. The Derince plant has the

distinction of possessing the largest and most modern can and drum-filling machinery

in Turkey.

While the lubricant market in Turkey grew by approximately 5% from 2000 to 2004,

Petrol Ofisi continued to focus on its product mix and profitability optimization. In

2004, Petrol Ofisi, maintained its strong market lead, keeping its 32% market share,

while selling 107,500 metric tons of lubricants.

Petrol Ofisi continued to expand its product range and introduced 31 new products

in 2004.

Work is ongoing towards obtaining quality approval certifications from Original

Equipment Manufacturers (OEM); in 2004, 44 OEM approvals were obtained.

Introducing Differentiated Products

Demand for unleaded gasoline in Turkey is expected to grow as a result of the

introduction of EU fuel specifications. Petrol Ofisi introduced its own brand of unleaded

gasoline, Protech, in July 2001 and its own brand of enriched diesel, Prodizel, in

November. In April 2001, the auto-LPG brand, Petrogaz, was launched. In June

2004, Petrol Ofisi introduced new brands for 98 octane unleaded gasoline and low

sulphur diesel for new generation cars, Protech 98 Plus and Prodiesel Europlus

respectively. PO also has an exclusive agreement with Ethyl for the procurement of

the environmentally friendly diesel additive Greenburn, which provides better combustion

and better performance.

International Cooperation

As the leading oil distribution company in Turkey, Petrol Ofisi will continue to seek

opportunities abroad not only to increase exports but also to expand its network and

enter into new business lines. Turkey’s unique location, positioned between the world’s

largest oil and gas reserves in the Middle East and major energy consumers in Western

Europe, will certainly contribute to the goal of becoming an integrated energy company

in the near future. The ultimate goal of the Company is to become the leading petroleum

products distributor in the region.

As the leading oil distribution company in Turkey, Petrol Ofisi

will continue to seek opportunities abroad not only to increase

exports but also to expand its network and enter into new

business lines.



Staffing

Petrol Ofisi employs a total staff of 1,012 with an average age of 36. Approximately

45.27% of staff hold university and post-graduate degrees.

To anticipate changes in the needs of its employees and to meet all their requirements,

Petrol Ofisi has taken some major steps. The Company utilizes a Competency Based

Integrated Human Resources System for a high-performance workplace. Additionally,

a Career Planning System complementing a Performance Enhancement System has

also been implemented.

Focus on Quality and Principles of Corporate Governance

As a strong advocate of quality, the Lubricants Division has earned the ISO 9001:2000

Quality Management Certificate. In addition, the Lubricants Division was audited

and certified by DQS (the German certification body) and the TSE (Turkish Standards

Institute) in May 2003 for compliance with ISO 9001:2000 prerequisites.

Both the Lubricants Division and the Logistics Division are currently working together

toward attainment of the ISO 14001 Environmental Management System Certificate

and the OHSAS 18801 Work Safety and Labor Health Certificate.

Petrol Ofisi is a strong advocate of sound corporate governance principles and follows

the best practices and standards accepted around the world. These include regular

monthly board meetings, a well-established and functioning Internal Risk Department,

the quarterly implementation of an independent audit and an Internal Audit Committee

working to adhere to Capital Markets Board regulations.

Erk

In June 2003, Petrol Ofisi established Erk Petrol, launching its second brand on the

market. The primary mission of this Company is to work with stations with lower

sales potential and help them manage their capacities more efficiently. Petrol Ofisi

expects Erk Petrol to capture a 3% market share rapidly and become one of the

leading brands in the marketplace. The objective of the Company is to reach 800

stations in three years and become the seventh largest firm in the sector. By the end

of 2004, Erk Petrol signed 440 distributorship agreements; 140 stations were

redesigned according to corporate identity specifications.

Petrol Ofisi is a strong advocate of sound corporate governance

principles and follows the best practices and standards accepted

around the world.

Petrol Ofisi International Trading

Petrol Ofisi International Oil Trading Limited is a wholly owned subsidiary of Petrol

Ofisi A.fi. The Company is active in oil trading and logistics predominantly in the

Mediterranean region.

Petrol Ofisi International Trading supplies Petrol Ofisi A.fi. with a wide range of

products, provides financing and manages the oil price risk exposure of the group.

The Company also has developed a significant level of trading activity with other

parties and is actively pursuing sourcing, supply and processing opportunities outside

of Turkey with the aim of becoming one of the leading oil trading companies in the

region.

The diverse backgrounds of company employees, who are experts in physical oil

trading, hedging, shipping and quality assurance, add strength to the Company.

PO Oil Financing Ltd.

A private financing company, PO Oil Financing was established in mid-2004 in the

Cayman Islands for issuing bonds to investors in international markets.

PO Petrofinance N.V.

Petrofinance was established in 2002 in the Netherlands for generating funds, loan

acquisition, and crediting activities.

Cyprus Turkish Oil Ltd. (Kipet)

Kipet was founded on December 1974 to meet the demand for liquid fuel in the

Turkish Republic of Northern Cyprus.

Kipet imports the liquid fuel - which it markets, sells, and distributes - from Tüprafl

while it imports mineral oil from Petrol Ofisi. The freight service for the imported

goods is also provided by Petrol Ofisi.

Petrol Ofisi owns 52% of the Company’s shares while the Turkish House of

Representatives Consolidated Fund (Development Fund) owns the remaining 48%.

Located on its 50 acre property in Kalecik Facilities, the Company owns nine liquid

fuel tanks with a storage capacity of 12,700 tons and two LPG spherical tanks with

a capacity of 2,000 tons. An additional facility is operational in Ercan Airport for

Jet A1 fuel supply services.

Kipet has maintained its market leader status in the Turkish Republic of Northern

Cyprus in 2004. Total sales, in metric tons, for each product category follows:

PRODUCT CATEGORY TOTAL SALES IN M. TONS

GASOLINE SUPER 18,617

UNLEADED GASOLINE SUPER 17,735

DIESEL OIL 69,210

EURO DIESEL 650

KEROSENE 606

JET A 1 7,919

LPG 16,475

MINERAL OIL 759

Currently operating through 77 service stations, the Company has begun renovations

in eleven of them in accordance with the Company’s new institutional identity.

The renovation investments will continue in 2005.
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Similar to other business divisions within the Holding,

the Industry and Trade Group seeks to create value as it

contributes to the Holding’s overall market value through

outstanding business performance; simultaneously

communicating this performance to investors.

AHMET ÇA⁄LAR INDUSTRY AND TRADE GROUP PRESIDENT
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INDUSTRY AND TRADE

Similar to other business divisions within the Holding, the Industry and Trade Group

seeks to create value as it contributes to the Holding’s overall market value through

outstanding business performance; simultaneously communicating this performance

to investors. In 2004, business performance showed sustainable growth and profitability,

a strong balance sheet, healthy cash flow and solid management practices. With

regard to synergy created within Do¤an Holding in the development of mass marketing

projects, marketing companies are cooperating with other divisions within Do¤an

Holding, in particular with DYH’s media companies.

A strong and sustainable business performance can only be achieved through the

implementation of good corporate governance principles and a continuous upgrading

of human capital in companies within the division. Customer focus in all business

undertakings, management development, strategic market management and a global

outlook in business activities are other vital, strategic elements for business success.

Following the completion of the strategic plan for Çelik Halat, an investment program

has been initiated for capacity and productivity increases as well as product

rationalization. In 2004, the Ditafl strategic plan was also completed and implementation

begun. The Industry and Trade Group has also recorded a significant advancement

in export sales as a result of focused efforts of both companies in export markets as

mentioned in related company sections. The Group is also currently exploring investment

opportunities in international markets.

At Do¤an Organic Products, the Holding is in the process of integrating the venture

with the Eastern Anatolian Development Project of the United Nations Development

Project (UNDP), creating a link to potential new organic produce business opportunities

in the region. Do¤an Organic was also selected as one of the best ten social responsibility

projects by the European Commission.

In its marketing companies, Milpa and Hürriyet Pazarlama, management has made

progress in expanding into new areas such as real estate development and marketing,

as well as improving the general performance of both of these businesses.

Do¤an Otomobilcilik A.fi saw solid sales growth in 2004, after the prolonged crisis

of the past several years in the automotive market, and improved its operating results.

The Industry and Trade Group has also recorded a significant

advancement in export sales as a result of focused efforts of

both companies in export markets as mentioned in related

company sections. The Group is also currently exploring

investment opportunities in international markets.



History

Originally established in 1962 as a joint venture between private sector companies

as well as some state-owned industrial enterprises, Çelik Halat was privatized in

1990. Following the privatization process, a majority of the shares were acquired by

Do¤an Holding in 1997.

Vision, Mission and Targets

Vision

Çelik Halat aims to:

• Become one of the world’s top 10 steel wire and wire products manufacturers

• Become globally competitive by focusing on Total Quality Management

• Constantly seek opportunities for further growth by reviewing and monitoring

developments in its field

Mission

Çelik Halat’s mission is to:

• Provide satisfactory and sustainable profit for shareholders

• Continuously increase performance by following modern production and product technology

• Maintain its high success rate in the competitive world market

• Ensure that all its employees contribute to quality, cost savings and customer satisfaction

Targets

In line with its corporate vision and mission statements, Çelik Halat targets:

• Delivering high value-added products and services for customers

• Excelling in customer satisfaction

• Developing its Quality Management System with the cooperation of the employees

Evaluation of 2004 Financial Results

In 2004, Çelik Halat increased production by 10% to 41,065 tons, up from 37,382

tons in 2003. At the same time, sales increased by 37% to TL 64,851 billion, a

substantial growth over its TL 47,330 billion revenue the previous year.

In 2004, operational profit was TL 7,445 billion, profit before tax was TL 6,337

billion and net profit for the year was TL 4,115 billion.

Exports in 2004 amounted to EURO 10,371,000. Along with the employment

opportunities provided by the Company, Çelik Halat is a significant contributor to

the Turkish economy.

Staffing

Çelik Halat employs a total staff of 381, 12% of whom are university graduates.

Average work experience of the staff is ten years.  Time spent for in-house training

was 22 hours per employee in 2004.

COMPARISON OF BASIC FINANCIAL RATIOS 2004 2003

CURRENT RATIO 1.74 1.94

ACID-TEST RATIO 1.38 1.46

EQUITY/DEBT RATIO 57% 52%

LEVERAGE RATIO 47% 51%

EQUITY/TOTAL ASSETS 48% 48%

RECEIVABLE TURNOVER 73 DAYS 91 DAYS

INVENTORY TURNOVER 39 DAYS 59 DAYS

ÇELIK HALAT

Field of Activity

In its early years Çelik Halat produced steel rope, galvanized wire, monotron and

spring wire. Later, with additional investments, the Company included concrete

wire/strand and bead wire into its product mix.

Highlights

• Extensive customer portfolio made up of well-known companies

• Forty-two years of experience and strong brand recognition

• ISO 9000:2000 Quality Assurance Certificate obtained from TSE as well as

international certification bodies such as API, LLOYD’S, DNV and AJA

• A large base of alternative suppliers

• A strategic location, enabling easy access for customers and suppliers

• Products that address the needs of different sectors

• Production flexibility

• Self-sufficiency in semi-finished goods

SHAREHOLDER STRUCTURE

DO⁄AN fi‹RKETLER GRUBU HOLD‹NG A.fi. 52.44%

DITAfi DO⁄AN A.fi. 10.00%

FREE FLOAT 37.56%

TOTAL 100.00%

• Strong market shares:

Steel rope 60%

Bead wire 55%

Spring wire 25%

Concrete strand 85%

Monotron and galvanized wire 10%

• Total customer-care

• Meticulous after-sales service

• Experienced and technically competent staff

• Superb laboratory test facilities
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Since 1993, Quality Management Systems have been in effect at Çelik Halat. The

Company has the ISO 9000:2000 Quality Assurance Certificate from TSE in addition

to DNV, AJA, API and Lloyd’s certificates.

In addition, Çelik Halat is among the 26 companies globally authorized to use the

API monogram on its steel rope products. Currently, Çelik Halat is in the process of

obtaining an environmental protection certificate ISO 14001.

Çelik Halat also collaborates with universities, research institutions and machinery

manufacturers to keep abreast of technological developments and closely follows all

related publications worldwide.

Plans for the Future

Çelik Halat plans for further growth in the next five years by increasing manufacturing

efficiencies and improving profitability to reach 50,000 tons/year production and

sales revenue of EURO 60 million.

The Company aims to maintain its strong brand image and leadership in the marketplace.

Processes to cut costs will be implemented and additional training for employees will

be provided at all levels to enhance efficiency. Quality improvement is a continuous

process at Çelik Halat along with ensuring work safety and environmental protection.

D‹TAfi

Field of Activity

Ditafl is the largest manufacturer of automotive suspension and steering parts in Turkey,

supplying rod ends, ball joints and drag links for Turkish and global automotive brands.

Highlights

• Supplier to OEM, OES and IAM segments of the automotive business

• 32 years of experience and strong brand recognition

• Largest supplier of drag links for Turkish automotive manufacturers

• 25% market share in Turkey

• Highly experienced and well-trained personnel

• Flexibility in the manufacturing processes enable rapid deliveries

• Design capability meeting customer needs

• Prototype testing facilities

• New investments in machinery and equipment

• A strong sales network of 30 wholesaler companies

• A wide product range containing 1,400 different products

Originally established in 1972 by Turkish workers in Germany,

Ditafl grew rapidly and gathered many well-known companies

in its shareholder structure.

SHAREHOLDER STRUCTURE

DO⁄AN fi‹RKETLER GRUBU HOLDING A.fi. 50.93%

N‹⁄DE PROVINCIAL ADMINISTRATION 0.22%

MINORITY SHAREHOLDERS 0.92%

FREE FLOAT 47.93%

TOTAL 100.00%

History

Originally established in 1972 by Turkish workers in Germany, Ditafl grew rapidly

and gathered many well-known companies in its shareholder structure. In 1990, 62%

of the Company’s shares were purchased by Do¤an Holding. In the following years,

some minority shares were sold on the Istanbul Stock Exchange, making Ditafl a

publicly listed and traded company.



Focus on Quality

The famous blue product box has become synonymous with the Ditafl brand in the

marketplace. Ditafl has been accredited with the following licenses and certifications

that ensure quality and proficiency:

• Rod Ends TSE – TS Compliance Certificate (TS 5476)

• Ball Joints TSE – TS Compliance Certificate (TS 9444)

• Proficiency in Manufacturing License

• ISO 9001:2000 Quality System Certificate

• Koç Group Quality System Proficiency Certificate (A Grade)

• ISO/TS 16949 Automotive Suppliers’ Quality System

A project is underway to acquire the ISO 14001 Certificate by the end of the year 2005.

Plans for the Future

Total sales of US$ 33 million are projected for 2005, with exports of US$ 13.5

million. By 2010, the Company has set a goal for total sales of US$ 63 million, with

a production level of 10 million units.

DO⁄AN OTOMOB‹LC‹L‹K

Field of Activity

Do¤an Otomobilcilik operates as a 3S distributor for Ford in the Kad›köy district of

Istanbul. It has received numerous awards for successful performance from Ford

Otosan, the manufacturer of Ford vehicles in Turkey.

Highlights

• 31 years of experience in the market
• Strong market reputation
• Experienced sales and after-sales service staff
• Loyal customer base
• High potential for fleet sales
• Strong media support
• Suitable premises for handling large servicing volume
• Excellent technological infrastructure to service all types of vehicles
• Strong market shares:

• 45,233 Ford passenger cars
• 63,661 Ford commercial vehicles
• Share in total Ford Sales 2.4%

History

Established in 1963 by Ayd›n Do¤an, Do¤an Otomobilcilik became a limited liability

company in 1974. Current shareholders are Do¤an Holding, with a share of 99.76%

and private individuals including Ayd›n Do¤an and other family members.

Vision, Mission and Targets

It is the vision of Do¤an Otomobilcilik to maintain the trust of shareholders and

become the most admired company in the sector. The Company stresses the importance

of information sharing and experience, as well as emphasizing its social responsibilities.

To achieve this goal, Do¤an Otomobilcilik has structured itself to deliver the highest

quality sales and after-sales services to its customers, helping to build an excellent

brand image for Do¤an Oto and Ford in the marketplace. It strives to improve

collaboration with stakeholders by establishing effective lines of communication,

offering all parties a nice experience.

In a continuous effort to create and maintain a totally satisfied clientele, Do¤an

Otomobilcilik aims to improve its quality of service by adhering to Total Quality

Management guidelines. The Company strives to regularly exceed customer expectations,

while simultaneously maintaining a highly motivated and satisfied workforce.

In 2004, Ditafl achieved net sales revenue of TL 36,150 billion,

a 45% increase over 2003. This revenue resulted in a net profit

of TL 4,988 billion for the Company, which had posted a profit

of TL 3,915 billion the previous year.

Vision, Mission and Targets

Ditafl aims to increase its production capacity threefold while maintaining top product

quality, reasonable prices and customer satisfaction.

To achieve this, the Company will:

• Make Ditafl a global supplier of automobile manufacturers

• Position Ditafl to become the preferred brand in the replacement market

• Create satisfied employees and customers

Ditafl will:

• Commit itself to continuous improvement

• Reinforce communication between employees and management

• Strengthen its leadership position in the market

• Maintain professional management structure

• Adhere to good corporate governance principles

Assessment of 2004 Operations

In 2004, Ditafl achieved net sales revenue of TL 36,150 billion, a 45% increase over

2003. This revenue resulted in a net profit of TL 4,988 billion for the Company, which

had posted a profit of TL 3,915 billion the previous year. In 2004, Ditafl was a direct

contributor to the Turkish economy with regard to paid taxes totaling TL 4,000 billion

and a gross added value of TL 19,335 billion.

In the year 2004, Ditafl’ production grew by 41%. For this period, exports increased

124%, to US$ 11.67 million.  Thirty-five percent of export sales were to OEM

companies. For the after market, Ditafl sold goods to 43 customers on five continents

in 21 countries. Net sales of the year 2004 amounted to US$ 27 million.

Staffing

Ditafl employs a total staff of 535, of whom 56 are university graduates. Average

experience of the staff stands at about six years for the management team and 2.3

years for other employees. The average number of job-training hours per employee

increased to 6.5 by the end of 2004, compared to 4 hours per person for 2003.
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Do¤an Otomobilcilik closely follows global IT developments,

adopting relevant technologies for its business line. The Company

plans to migrate some of its activities to the Internet in an

effort to serve customers more efficiently and develop closer

relationships with them.

Assessment of 2004 Activities

In 2004, Do¤an Otomobilcilik achieved growth in all key areas. It sold 2,204 vehicles

and increased net sales by 62%, reaching a total of TL 65 billion. The Company paid

TL 2.8 trillion in value added tax and TL 500 billion in income tax withholdings for

the year.

Staffing

Do¤an Otomobilcilik employs a highly qualified staff of 108, excluding interns.

Eighteen staff members possess university or post-graduate degrees. The Company

places importance on training and offers its personnel career and personal development

opportunities. It is an equal opportunity workplace, with programs implemented to

boost motivation, efficiency and team spirit. Performance is evaluated at certain

intervals and successful employees are rewarded with both monetary and non-monetary

benefits. There are frequent get-togethers and retreats to further enhance the warm

and friendly atmosphere within the Company.

Adherence to Quality and Corporate Governance

As a Do¤an Holding company, Do¤an Otomobilcilik strictly adheres to the corporate

governance principles its parent company has set forth. These guidelines cover all

major operations of the Company, defining and setting rules for decision-making, risk

management, corporate communications, employment, social responsibility and audit

mechanisms.

Currently, the Company is in the process of obtaining the ISO 9001 Quality Assurance

Certificate. The Company fully abides by the principles of Ford Otosan’s progressive

and strict environmental guidelines.

Do¤an Otomobilcilik closely follows global IT developments, adopting relevant

technologies for its business line. The Company plans to migrate some of its activities

to the Internet in an effort to serve customers more efficiently and develop closer

relationships with them.

Plans for the Future

Looking ahead to the next ten years, Do¤an Otomobilcilik plans to take full command

of sales regarding Ford branded vehicles. As the Company continues to foster its sales

and marketing efforts, it also seeks to improve after-sales activities and increase its

market share both in the region and throughout the country. Do¤an Otomobilcilik will

also continue to closely follow market trends and take advantage of changing market

conditions to create new business opportunities in order to boost brand recognition

and increase profitability.

M‹LPA

Field of Activity

Milpa is a company mainly involved in the marketing of moderate to high value

products such as computers, cars and recently real estate. The Company specializes

in marketing campaigns that provide financing for durable household goods and other

big ticket items aimed at the mass market. Recently, the Company has expanded its

portfolio of goods to include televisions, audio and video systems, passenger cars,

minibuses, computers, mobile phones, air conditioning units and real estate.



Milpa has created a loyal and satisfied customer base through

the sale of high quality merchandise at favorable terms and

conditions, coupled with excellent customer service.

Milpa’s targets include introducing its products to high net worth consumers and

offering more Do¤an Holding products in its portfolio to boost profitability. To reach

those targets, Milpa will:

• Expand its product portfolio and add new suppliers

• Increase its involvement in real estate sales

• Assist in the marketing efforts of Do¤an Holding companies

• Organize targeted sales campaigns in addition to those for the mass market

• Organize training programs to enhance the sales skills of its personnel and distributors

Operations

Milpa is a pioneering company in targeted sales campaigns and has received extensive

media support from Do¤an Media Group channels. The Company has achieved a particularly

high volume of sales for Fiat passenger cars. Since 1994, 10% of all Fiat cars were sold

through Milpa campaigns. This percentage decreased to about 5% for a few years following

1994, until the same sales levels were restored in 1998. Years 2001 and 2002 were

stagnant in car sales due to the period of economic uncertainty in Turkey, but since the

beginning of 2003, passenger car sales have picked up once again.

In 2003, in yet another pioneering venture, Milpa began to sell real estate through

media campaigns. Milpa is also about to complete construction of a shopping center

which will consist of 502 separate units by 2006.

Staffing

Milpa had a staff of 45 in 2004; nearly half hold university degrees.

Plans for the Future

Milpa will continue employing state-of-the-art IT infrastructure when designing and

implementing sales campaigns. This will ensure continued accuracy and speed in all

of its sales channel activities, including planning, procurement and delivery of goods

to the consumers.

HÜRR‹YET PAZARLAMA

Field of Activity

Hürriyet Pazarlama, which sells automobiles and motorcycles by different makers,

is a marketing company operating in collaboration with media outlets. It capitalizes

on the strength and synergy created between the Company and the Do¤an Media

Group as it establishes strong business alliances to reach potential customers with

products in high demand.

Highlights

• A respectable, trustworthy and robust company

• Strong brand recognition and competitive advantage gained through Hürriyet,

Turkey’s most respected newspaper

• The trust-based relationship between clients and the Company

History and Shareholders

Hürriyet Pazarlama was established in 1995. After a capital increase in 2003, the

shareholding structure changed to the current structure reflected below.

Highlights

• Strong brand

• Strong customer trust

• A 26-year history in the market

• A pioneer in mass marketing

• Extensive experience in automotive sales campaigns

• The first marketing company to be awarded the ISO 9002 Quality Assurance

Certificate

• Many pioneering initiatives: first campaign for used cars, first campaign sales with

bank credits, first sales via the Internet, first sales with delivery at a later date, first

catalog sales

• First company to initiate sales of real estate through mass marketing

SHAREHOLDER STRUCTURE

DO⁄AN fi‹RKETLER GRUBU HOLD‹NG A.fi. 65.00%

DO⁄AN FAMILY 0.05%

FREE FLOAT 34.50%

TOTAL 100.00%

SHAREHOLDER STRUCTURE

HÜRR‹YET GAZETEC‹L‹K 96.072%

AD‹LBEY HOLDING 2.143%

ORTADO⁄U OTOMOB‹LC‹L‹K 1.643%

AYDIN DO⁄AN 0.071%

M‹LPA A.fi. 0.071%

TOTAL 100.00%

History and Shareholders

Milpa was established in 1980 to meet the growing demand for campaign sales

programs. Milpa opened its first branch office in Ankara, followed shortly by offices

in Izmir and Adana.

Milpa went public in 1994; its shares are listed and traded on the Istanbul Stock

Exchange. Following a capital increase in 1985, Milpa became a Do¤an Holding

Company.

Vision, Mission and Targets

Milpa has created a loyal and satisfied customer base through the sale of high quality

merchandise at favorable terms and conditions, coupled with excellent customer

service. Goods that make up the portfolio are reviewed constantly to adapt to ever-

changing customer wants and needs, while new methods to achieve timely deliveries

are continuously pursued. Since its inception, Milpa has targeted to become the

market leader in its field. Having achieved this goal, the Company is relentless in its

efforts to maintain its dominant market position.
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Vision, Mission and Targets

Hürriyet Pazarlama works to develop an effective and efficient marketing strategy

in collaboration with various media channels by using the strength and synergy created

between the Company and the Media Group.

Its mission is to establish strong business alliances and to reach potential customers

with suitable products, offer them favorable financial solutions while keeping its

client-focused marketing approach.

To achieve its vision and mission, Hürriyet Pazarlama seeks to strengthen ties with

customers and expand its market presence.

Staffing

Hürriyet Pazarlama employs a highly competent staff of 21, whose average age is

36. Of these, 12% possess university or post-graduate degrees, while the rest are high

school graduates. Most of the staff began working at the Company within the first

two years after operations began, thus employee turnover is very low.

IT Investments

Technology investments aimed to further improve the Company’s IT infrastructure

have recently been initiated. External consulting firms are employed to affect long-

term strategic initiatives and to build a customer relationship management (CRM)

database.

Plans for the Future

Hürriyet Pazarlama seeks ongoing enhancement of its strong market position in the

future by further increasing sales and improving the quality of its customer service.

The Company aims to raise the level of customer satisfaction by providing improved

training for its personnel and investing in state-of-the-art technology.

DO⁄AN ORGANIC PRODUCTS

Field of Activity

Do¤an Organic Products is involved in organic dairy livestock and milk production.

After obtaining organic certification in the second half of 2005, Do¤an Organic will

have the largest organic dairy production capacity in Europe.

Do¤an Organic continues its wide-scale efforts to train its

contract farmers with respect to the production of organic feed

plants, dairy livestock and organic milk.



• Maintain high business ethics and fair distribution of know-how and financial

rewards

• Confirm that a high value-added business line can be created in organic farming

in Turkey through joint efforts with local farmers and that this can be accomplished

by adhering to principles of environmental and social responsibility

• Leave an unpolluted environment for future generations

Focus on Quality

Due to the nature of its products, it is imperative that Do¤an Organic Products employ

strict quality measures to ensure basic organic standards. To acquire certification for

organic products, the Company has invested in IT systems that will help in recording

and monitoring all production processes, ensuring global standards in terms of input

and output. These systems represent pioneering initiatives in Turkey’s agricultural

sector. Caring for the environment is a top priority of the Company.

Do¤an Organic Products is currently retaining consultancy services to attain certification

for HACCP. After this accreditation, the Company will also work toward acquiring

ISO 9001 Quality Assurance Certificate.

As a part of Do¤an Holding, the Company accepts and maintains the business

philosophies and regulations of business conduct of its parent organization.

Staffing

Do¤an Organic Products employs a staff of 49, of whom 22% are university graduates,

8% vocational college graduates and 18% high school graduates. Forty-three employees

are Kelkit residents; the average age of the staff is 29 years.

In addition to their experience in organic agricultural methods, the Company’s staff

is also experienced in local production processes. Working for a pioneering company

has created a strong sense of teamwork among staff members, who have received

extensive in-house technical and hands-on training. Staff training is conducted on an

on-going basis.

Plans for the Future

Do¤an Organic Products has launched an extensive program to improve the quality

of its organic milk and meat production over the next three years. Organic milk

production will start by 2005 and will be marketed domestically. Do¤an Organic also

aims to make the Kelkit region a center for livestock breeding and organic milk

production by employing contracted farmers.

Do¤an Organic continues its wide-scale efforts to train its contract farmers with

respect to the production of organic feed plants, dairy livestock and organic milk.

Organic feed plants fields have been expanded, and the farm income and government

tax receipts have increased. The Company plans to pursue aggressive growth in

productivity. The economic impact of the operations is expected to be significant.

Highlights

• First of its kind in Turkish agri-business

• Pioneering position in a fast-growing sector

• Largest capacity of any organic dairy breeding and production facility in Europe

• Selected as one of the 10 best socially responsible projects in Europe

• Use of the latest technology available

• State-of-the-art research and development capabilities

• At the forefront of global trends advocating organic produce

History

Do¤an Organic was established in April 2002 for the production of organic dairy

livestock and milk. With a social mission to create added value through production

on contract basis and assist economic development in the region, the Company

completed the first stage of its investment in October 2003.

Do¤an Holding is the largest shareholder in the Company with a 98% stake, followed by

Hürriyet S›nai Ürünler Paz. San. ve Tic. A.fi., Milta Turizm ‹fll. A.fi., Do¤an Otomobilcilik

Tic. ve San. A.fi. and Do¤an Telekomünikasyon Tic. A.fi. holding equal shares.

Vision, Mission and Targets

Do¤an Organic Products aims to make the greater Kelkit region a center for organic

farming, in particular for livestock and milk production. The company is structured

to become the leader in organic feed and livestock production by focusing on quality,

efficiency and sustainability, while protecting the natural environment.

As a further goal, the company conducts continuous research and development on

production to processing techniques to eventually become a technology provider.

Do¤an Organic Products aims to:

• Help grow healthy generations of livestock fed on organic products with chemical-

free certification

• Share the value created with farmers, suppliers and employees



Vision, Mission and Targets

The vision of ANS Production is to reach a larger audience through the creation of

original content. ANS’s mission is to maintain its leadership and pioneering position

and create content that will give it a definitive competitive edge in both domestic and

global markets.

To achieve these goals, ANS Production plans to:

• Increase creativity

• Deliver to a larger audience via different distribution channels

• Produce Turkish movies for global markets

• Play a leading role in film distribution directed toward domestic and global markets

• Penetrate global markets by forming joint partnerships for film and series productions

with Russian, Greek and other European firms

Market Position

ANS Production is a market leader in almost all its segments which include TV

programs, drama, entertainment shows, commercials, films and music clips as well

as film trading and post-production activities. In the past 12 years, ANS has produced

over 5,500 hours of miscellaneous content, a level that no other production company

in Turkey has even approached. In the same period, it produced more than 1,800

commercials and 100 large-budget films.

ANS Production intends to strengthen its position in the commercial production

market and become one of the leading players with regard to supplying and distributing

foreign films over the next three years.

In the second half of 2004, alongside the successful commercials it produces within

the DYH Group, ANS International began to extend its advertising services beyond

the Company and successfully completed its first project with a commercial for Boyner

Holding. Its goal for 2005 is to significantly increase the proportion of work produced

for customers outside the DYH Group.

The Company also plans to lead in film production in terms of the number of films

produced, sales revenue and the number of viewers. ANS also plans to co-produce a

number of films each year in association with foreign producers and venture into

merchandising, sponsorships and product.

Distributing both in-house and third party productions, ANS currently licenses or

represents materials from Dreamworks, Myriad Films, Content Films, Senator Films,

LionsGate Films, Overseas aka: First Look Media, Icon Ent, Brooklyn Films, Capitol

Films and Hanway Films.

Embarking on its adventure with a creative and dynamic vision, an infrastructure of

the highest technical standards and an innovative and forward-thinking staff, ANS

is raising the bar and the quality of Turkish television viewing.

DIGITAL MEDIA

DYH prioritizes investments in business areas that create synergy with existing

activities and focus on the customer. These areas include the Internet and cable

television.

The demographics of Turkey are such that more than 50% of the population is under

the age of 25, and thus potential ISP target users. Therefore it was not surprising

to see that many large Turkish corporations expanded into the ISP market in 1999

and 2000. They continue to constitute the majority of the nearly 45 ISPs currently

operating in the country.

While media players have immediately established portals, large corporations plan

to be active in e-commerce and ISP markets. DYH saw the Internet as an alternative

media opportunity and established Do¤an Online (DOL) in 1999.

CNN TÜRK RADIO

CNN TÜRK Radio is the audio broadcasting organization founded by the joint venture

of Do¤an Medya Grubu and Time Warner. CNN TÜRK Radio reaches listeners 24

hours a day with credible, reliable and objective news reporting.

CNN TÜRK Radio presents its listeners with a wide array of programming that

includes up-to-the-minute news reporting, special feature programs with Turkey’s

most experienced journalists, expert guests commenting on news developments,

weather and traffic reports, along with coverage of fashion, culture and the arts,

technology, health, music and cinema.

PRODUCTION

ANS PRODUCTION

Field of Activity

ANS Production is a provider of visual content and video projects. It has recently

entered into movie production and plans to expand through international

collaborations.

Highlights

• Experience and competence in developing new concepts

• Adaptability and flexibility

• Ability to create advantages and cost savings by utilizing resources that maximize

performance

• Dynamism and superb IT infrastructure

• A competent staff with a full range of state-of-the-art equipment

• Synergy created with DYH

• Strong financial and PR support from DYH

History and Shareholders

The beginnings of ANS Production go back to 1982 when two prominent producers,

Abdullah O¤uz and Burak Duruman, joined forces in New York. In 1992, these two

became partners and established ANS. In 1998, DYH acquired a 70% stake of ANS

Production.

Embarking on its adventure with a creative and dynamic vision,

an infrastructure of the highest technical standards and an

innovative and forward-thinking staff, ANS is raising the bar

and the quality of Turkish television viewing.
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Field of Activity

Do¤an Online is one of Turkey’s foremost Internet service providers with extensive

operations in e-business solutions, digital content and telecommunication services for

both individuals and corporate customers.

Since its inception, Do¤an Online has contributed significantly to Turkey’s rapid

transition into the Internet age by following the latest global technological developments

and introducing the most recent applications to Turkish Internet users. In this respect,

the Company is continuing to provide an excellent Internet access infrastructure as

well as value-added content services. Do¤an Online is Turkey’s second largest Internet

service provider.

Do¤an Online serves a large clientele with Internet access, e-trade, content provision

and advertising services. The Company plans to diversify into media-related and

entertainment services, also becoming a key player in these sectors.

Highlights

• Strong brand recognition

• Rich content and variety of sub-brands

• Powerful distribution network

• Stable pricing policy

• Part of Turkey’s largest media group

• Effective customer support and after-sales services

• 21% of the ISP subscription market

• Unique products and services:

• Turkey’s first personalized browser

• Twice as fast Internet access

Do¤an Online serves a large clientele with Internet access,

e-trade, content provision and advertising services. The Company

plans to diversify into media-related and entertainment services,

also becoming a key player in these sectors.

SHAREHOLDER STRUCTURE

DO⁄AN YAYIN HOLD‹NG A.fi. 60%

INDIVIDUAL SHAREHOLDERS 40%

TOTAL 100%

History

Established in 1999, Do¤an ‹letiflim Telekomünikasyon Elektronik Servis Hizmetleri

Turizm ve Yay›nc›l›k A.fi. (Do¤an Online) is currently one of Turkey’s two leading

ISPs providing digital content, e-business solutions and telecommunication

services to both individuals and corporate customers. The Company delivers its

services with the latest cutting-edge technology and at the highest global quality

standards.

Vision, Mission and Targets

Do¤an Online aims to be Turkey’s leading Internet access, content provider and e-

business company.

Its mission is to provide value-added digital products and services to individuals to

make their lives easier and richer.

To achieve its vision and mission, Do¤an Online plans to help raise Internet usage and

to provide Internet users with easy, functional and value-added products.

Simultaneously, the Company aims further expansion in markets where it is already

the leader and maintains its position while increasing its market share.



Market Position

DOL has more than 200,000 individual subscribers and controls 21% of the dial-up

market. As opposed to other ISPs affected adversely by Turk Telekom’s aggressive sales

strategy, the number of DOL subscribers continued to increase in 2004. The increase

in new subscribers was 45% higher than the level of 2003, while the number of visitors

rose by 25% to 2 million daily, generating more than 350 million page views per month.

Combined with e-commerce and advertising sales revenue, DOL’s corporate ISP

services and corporate portal solutions have made a significant contribution to the

Company’s overall profitability.

DOL’s individual access and portal brand e-kolay.net is measured periodically.

According to the results of the latest research, e-kolay.net’s brand awareness and

preferred status have increased considerably.

Already an industry leader in ISP services and content, DOL launched a first for

Turkey in 2003 - a personalized browser for its subscribers. Soon afterwards, a new

service that allowed users to access the Internet at least two times faster than regular

dial-up connections was launched - the “Twice as Fast Internet Program” – and this

service gave e-kolay.net an important competitive advantage. In 2004 DOL continued

to fulfill its mission of innovation and creativity by presenting another first in Turkey

- the “e-kolay.net Security Packet” - for the use of individual subscribers.

Turkish Internet users visit DOL portals frequently due to the high quality and diverse

topics and services they offer. Specifically, bigpara.com for individual investors,

fanatik for soccer fanatics, arabam.com for second-hand automobile sales and

hepsiburada.com for online shopping are among the most visited DOL portals.

In June 2004, Turkey’s first online marketplace, pazaryerim.com, was launched by

DOL. The market leader in online shopping is hepsiburada.com, which has a 40%

share of Turkey’s e-commerce market.

Apart from advertising revenue from portals in the DOL domain, DYH newspapers

and magazines have Internet sites whose advertising sales have been realized by

Medyanet, which has Turkey’s highest page display capacity as an Internet sales

network. Medyanet performs advertising sales and marketing for its 38 portals, and

has a market share of almost 40%.

With the experience gained as an Internet service provider to corporate and individual

customers, e-kolay.net has become Turkey’s leading provider of service and content,

and has transferred this expertise to sound and data communication services in the

field of telecommunications. DOL’s e-kolay.net obtained an A Group license to operate

as a Long Distance Telephone Service provider and has begun operations.

Staffing

Do¤an Online employs a qualified staff of 340, with a median age of 26 years.

Do¤an Online offers its employees a rewarding career. It promotes creative and flexible

thinking, teamwork and continuous personal and professional development.

Plans for the Future

Do¤an Online will continue seeking strategic alliances on a global scale to enhance

and expand the scope and quality of its services.

Do¤an Online will increase its presence in ICT (Information Technology, Content and

Telecommunications) taking advantage of the latest developments in Internet technologies.

To achieve this, the Company will increase the number of its dial-up customers, develop

new content on various platforms, use its infrastructure more effectively in telecom

operations and expand its market for e-business opportunities. This expansion into new

areas of business notwithstanding, Do¤an Online pledges not to compromise on quality

and customer satisfaction that are synonymous with its current success.

In its quest to achieve the highest quality standards, the Company is currently working

toward the ISO 9001-2000 Quality Management Certificate.

In addition to its individual and corporate ISP business and large content provider

services, e-commerce and advertising sales, DOL is prepared to make investments in

broad-band technology as soon as Turk Telekom undergoes privatization in 2005,

further strengthening its market leader position.

ULTRA CABLE TV

Field of Activity

Ultra Cable TV is one Turkey’s six cable operators providing cable television and

high-speed Internet access services directly to homes and businesses.

Highlights

• One of six cable operators in Turkey

• An equal share joint venture between Do¤an and Koç Holding companies

• Provides cable television and high-speed Internet access services directly to homes

and businesses

• Over 200,000 subscribers

History and Shareholders

Ultra Cable TV, one of the six cable operators in Turkey, was founded in 1997 as a

joint venture between Do¤an, Siemens and Koç Holdings. Currently, the Company is

a 50/50 joint venture between Do¤an and Koç Holding companies.

Vision, Mission and Targets

The Company’s mission is to invest in, implement and operate cable TV systems on

cutting-edge technology to provide value-added services including telephone, Internet,

data, digital TV and other interactive services over cable systems as well as to become

a multiple system operator (MSO). Ultra Cable TV constructs cable infrastructure

and provides cable television and high-speed Internet access services directly to homes

and businesses via broadband hybrid fiber coax (HFC) networks.

Market Position

In 1997, Türk Telekom out-sourced cable TV services in 21 provinces on a revenue-

sharing basis. Ultra Cable TV won tenders for 11 provinces providing 55 Turkish and

foreign TV channels. In 1998, Türk Telekom transferred all its obligations regarding

infrastructure modernization, capacity increase and maintenance for nine metropolitan

areas to the six cable TV operators on a revenue-sharing basis. Today, Ultra Cable TV

operates in the highly populated Anatolian part of Istanbul. Ultra Cable TV has over

219,000 subscribers out of a total of over 436,000 potential customers in the region.

DOL has more than 200,000 individual subscribers and controls

21% of the dial-up market. As opposed to other ISPs affected

adversely by Turk Telekom’s aggressive sales strategy, the

number of DOL subscribers continued to increase in 2004.
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Today, with almost 1.8 million visitors per month and

approximately 60 million searchable pages in the database,

hurriyetim.com.tr is the number one Turkish language electronic

publishing medium in both Europe and Turkey. It is the first

reference point for up-to-date current events from Turkey and

around the world.

HÜRR‹YET INTERNET

Field of Activity

Hürriyet Internet is a news portal operator and has the backing of Turkey’s leading

newspaper, Hürriyet, with regard to content provision.

Highlights

• Operator of the hurriyetim.com.tr news and yenibir.com.tr HR portals

• Leader in the Internet news business since its inception in 1997, in terms of number

of visitors and revenue

• Holds a 20% market share in the Online Human Resources market

• Competitive advantage as an Internet news portal gained through entering the

market early in 1997

• Seven years of Internet journalism experience

• Strong brand recognition as an extension of the Hürriyet newspaper which has 56

years of brand value

• A strong team of reporters and news resources

History and Shareholders

Established in January 1997, Hürriyet Internet (hurriyetim.com.tr) was one of the

first online newspapers in Turkey. During this time, it evolved from being the

Internet version of Hürriyet newspaper to a news portal operating continuously on

a 24-hour basis as of October 2000. In January 2001, hurriyetim.com.tr became

part of an independent company, Hürriyet Internet Hizmetleri ve Tic. A.fi. However,

the Internet version of the Hürriyet newspaper can still be reached through

hurriyetim.com.tr.

Today, with almost 1.8 million visitors per month and approximately 60 million

searchable pages in the database, hurriyetim.com.tr is the number one Turkish language

electronic publishing medium in both Europe and Turkey. It is the first reference point

for up-to-date current events from Turkey and around the world.

IT Investments

The Company has successfully invested in state-of-the-art technology to:

• Update and upgrade programs used in Internet publishing

• Enhance its hardware in view of performance needs

• Develop progressive applications that use cutting edge technology

Vision, Mission and Targets

The primary aim of Hürriyet Internet is to deliver the latest news developments in

Turkey and the world to readers instantly, 24 hours a day, seven days a week.

With this vision, the Company aims to:

• Maintain and strengthen its leadership position among news portals

• Carry the strong aspects of Hürriyet newspaper to the Internet

• Gain the largest share in the Internet advertising market

• Activate the subscription system by increasing personalization and ensuring more

interactivity

• Become the main news portal of Europe first, then on a global scale, by forming

stable partnerships

Staffing

Hürriyet Internet employs a highly qualified staff of 30 with an equal male to female

ratio; average age is 31 years. The majority of its staff possesses university and post-

graduate degrees. The remaining are graduates of technical or regular high schools.



Vision and Mission

Capitalizing on its market position, DBR’s vision is to maintain and enhance its

leadership in magazine publishing and increase its influence. In addition DBR strives

to strengthen its current portfolio of magazines while developing new profit centers

clustered around its core competencies.

Strategic Alliances

Burda Medien Group has shares and investments in various enterprises, primarily in

France, Italy, the Far East and Eastern Europe. Burda Medien mainly engages in

magazine publishing, and is one of the foremost media companies in Germany.

An importer and distributor of numerous international magazines in Turkey, DBR is

currently looking into opportunities to grant licenses to overseas publishers for selected

DBR magazines.

Market Position

DBR currently produces a total of 22 magazines, of which five are published weekly

while the remainder are monthlies. These magazines cover a range of categories that

include youth, women and fashion, news, special interests, the economy, information

technology, interior decoration, travel and geography.

DBR is the undisputed market leader in both circulation and advertising. In June

2004, with the successful launching of Hello! the Company has further strengthened

its leadership position.

In terms of circulation, DBR magazines have captured 36% of the market, while its

advertising revenue comprises 43%.

On the strengths of the specific content of its magazines, DBR founded its Conference

Division. In the span of two years, DBR Conference has made its mark successfully

staging a variety of conferences. In addition, for the second year running it has

organized the ADesign Fair - Istanbul International Design Meeting.

Taking into consideration the widespread global developments in digital publishing,

DBR has founded DBR Digital, an internet-based service company.

DBR, in addition to its publishing operations, is engaged in the import and distribution

of some of the world’s leading newspapers and periodicals.

At the beginning of 2004, DBR moved to its new location in Hürriyet Media Towers,

enabling it to increase its cooperation with other DYH companies and to further

leverage the Group’s synergies.

Corporate Governance

DBR started developing its corporate governance principles, which comply with the

best practices already implemented around the world and in DYH; it also conforms

to regulations employed by the Capital Markets Board.

Plans for the Future

DBR’s plans for the future include increasing sales and advertising revenue by

augmenting its brand portfolio, launching a number of either original magazine titles

or existing ones through licensing agreements, promoting magazine subscriptions,

importing new titles and maps, organizing conferences and trade fairs centered around

existing brands, looking for ways of selling domestic magazine titles to overseas

markets and making magazine publishing a preferred career platform for young and

talented people.

Plans for the Future

• To renew the hurriyetim.com.tr content administration infrastructure in 2004

• To create a more easily accessible content

• To develop and implement groundbreaking, creative Internet publishing methods

• To develop interactive tools and increase their usage

MAGAZINES AND BOOKS

DO⁄AN BURDA RIZZOLI

Field of Activity

Do¤an Burda Rizzoli is Turkey’s foremost magazine publisher with strong international

partners and strategic alliances. Many of its magazines are market leaders in terms

of circulation and advertisement revenue.

Highlights

• Publishes 22 magazines, eight of which are published under foreign titles through

licensing agreements

• Strong international partners and strategic alliances

• Market leader in magazine advertising

• The leading importer of foreign magazines

History

Do¤an Burda Rizzoli Dergi Yay›nc›l›k ve Pazarlama A.fi. (DBR) was initially established

in 1988 under the Hürgüç name. In 1998, it became a joint venture between DYH

and Burda RCS International Holding GmbH, composed of the German Burda GmbH

and the Italian Rizzoli Corriera della Sera.

The following year, it purchased AD Yay›nc›l›k A.fi. Following a name change to its

present designation in March 2000, the Company went public and became listed on

the Istanbul Stock Exchange. In July 2004 Burda Group purchased the shares of the

RCS Group.

DBR currently publishes 22 magazines, eight of which are foreign titles through

licensing agreements. They cover a range of categories that include youth, women,

news, special interests, the economy, information technology, interior decoration and

geography. Many of these publications are market leaders in terms of circulation and

advertisement revenue. Currently, DBR has licensing agreements with some of the

world’s leading names in puldishing:

• Axel Springer Verlag AG

• Verlag Aenne Burda GmbH & Co.

• Gruner + Jahr AG & Co.

• IPC Magazines Limited

• Hachette Filipacchi Presse S.A.

• Gruner + Jahr / Mondadori S.p.A.

• Cote Maison S.A.

• Meine Familie & Ich Verlag GmbH

DBR is the undisputed market leader in both circulation and

advertising. In June 2004, with the successful launching of

Hello! the Company has further strengthened its leadership

position.


