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RECOMMENDATIONS TO THE SMEs IN CRISIS

1- Transform your business using technology (Al, Blockchain, bots,
etc.)

2- Use digital channels (e-markets, social media, etc.)
3- Use the information for understanding the customer and for

directed marketing.
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ARE YOU READY FOR EXPORTATION? EVALUATE YOURSELF

1. Do you believe that exportation has an important role in the future of your company?
2.Have there been any increases in your sales in the last three years?

3.Do your company have ISO or another quality and standard certificates?

4.Are you a wee-llI-known company in the market?

5.Do you have a stable financial structure?

6.Are you more competitive when compared with your competitors? Is your costs at the same level with
your competitors or lower?

7.Do your company have sufficient production capacity to be directed to exportation?

8.Do you have a personnel, who can manage the works to market your products abroad and carry out the exportation
transactions?

9.Do you have financial sources to be allocated for the expenses, which shall emerge in the process of marketing
your products in the target countries?

10.Do you have information to make changes in your product and its packaging and financial opportunities to
implement them in order to comply with the necessary standards and preferences of the target country’s market?

11. Has foreign market survey been carried out for your product?

12. Do your company have information on the international transportation companies and freight costs?
13. Dou your company have sufficient information on the payment types in exportation?

14. Do your company have an advertisement brochure, CD, or website in English?

15. Did you determine your product’s exportation price?
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1- Brand name

2- Importance of colours (choose by sector and product)
3- Corporate ldentity (Logo, slogan, other visual studies)
4- Continuous interest

5- Mission, vision, values

6- Carry out segmentation and positioning so as to differentiate from
the competitors

7- Improve the understanding and applications, which focus on the requests
and needs of the customers and which are market-oriented



CROSS BORDER

me\otjrg]'eaas[hﬁngm{f(;fmh COOPERATION
far the Black Sea Basin Area

”ﬁ TERVAY  BlackSea

Project funded by
EUROPEAN UNION

& interbrand.com/best-brands/oest-global-brands/2019/ranking/ QA ® % 0 B » =
— Interbrand

Return to 2019 report home
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For 2016, FAO pegged global tea production at 5.73 million tonnes.
Production continues to be dominated by a handful of countries
comprising China (43 percent), India (22 percent), Kenya (8 percent), Sri-
Lanka (5 percent) and Turkey (5 percent).

Total imports have reached a volume of 1.84 million tonnes. The European
Union was the largest importer in 2016, accounting for 18 percent of
global tea shipments, followed by the Russian Federation (9 percent),
Pakistan (9 percent), the United States of America (7 percent), Egypt (5
percent), the United Arab Emirates (4 percent), Morocco (4 percent) and
the Islamic Republic of Iran (3 percent).
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Fig. 1: Tea — Consumption growth rate (2007-16) vs. share of global consumption (2016)

While India and China dominate the global tea consumption market,

Tea consumption there are a few, small but dynamic newcomers
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Fig. 6: Top per capita tea consuming countries in 2016
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A snapshot of Tata Global Beverages <>/><>
N

Focused on Tata heritage 2™ largest tea company in 330 million + servings of $1.4 BN*in Over 3000 Three
natural with global brand the world with growing our brands censumed revenues employees marketing

beverages- ownership and interests in other beverages  everyday across the world worldwide and sales

"Tea, coffee, significant brand regions
water presence in over q across the

globe

40 countries

YAt 100% basis
TATA GLOBAL BEVERAGES s TP e
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Launch of Aamazon
Prime, a subscription
for faster delivery,
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Kindle launch.
cannibalizimng owwmn
book sales bhut
kKeepinmnag growvwth im
the company

TEAVSY Black$ea

CROSS BORDER |
Promating Tea as the Engine of Growth COOPERATION
far the Black Sea Basn Area

fm

=C

lconmnic Mmowe 2014
Anmouncerment of Echo
(Adexa), kKick-starting
the wvirtual assistant
mMmarket
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lcomnic Mmowve 20177
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Whole Foods anmd
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8 emerging technologies enhancing #wux!

Al/
automation

Tech
transforming
Entertainment
and Media

Access, not
ownership

Big
data/data
analytics

i

source pwc outiook 201 7-2021 viae @mikequindazzi
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Get inspired by and try looks created by
Sephora experts.

Instantly try on eye, lip and cheek makeup
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From: Supplier of content/service

To: Consumer of content/service

Consumer or citizen

Business (organisation)

Government

Consumer-to-consumer (C2C)

Business-to-consumer (B2C) ¢

Government-to-consumer (G2C)

5 * cBay Transactional: Amazon * National government transactional:
IS * Peer-to-peer (Skype) * Relationship-building: BP Tax — HM Revenue & Customs
; * Blogs and communities * Brand-building: Unilever * National government information
= * Product recommendations * Media owner — News Corp * * L ocal government information
§ * Social network (Bebo, Comparison intermediary: * Local government services
é Facebook Google~) Kelkoo, Pricerunner
o
Consumer-to-business (C2B) Business-to-business (B2B) Government-to-business (B2B)
= | *Priceline » Transactional: Euroffice * Government services and
A g * Consumer-feedback., » Relationship-building: BP transactions: tax
& .g communities or campaigns * Media owned: Emap business * Legal regulations
Z = productions
/M P * B2B marketplaces: EC21
& » Social network (Linked-In,
Plaxo)
% Consumer-to-government (C2G) | Business-to-government (B2G) Government-to-government (G2G)
g » Feedback to government » Feedback to government » Inter-government services
o through pressure group or businesses and non- governmental | ¢ Exchange of information
% individual sites organisations
&

Figure 1.6 - Summary and examples of transaction alternatives between businesses,
consumers and governmental organisations
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UNITED NATIONS-UNCTAD E-TRADE DEFINITION

v Internet user
v Reliable internet server (b2c web sitesi)
v/ Payment: Payment methods such as credit card, e-wallet,

mobile payment, bank transfer, or cash on delivery

v Delivery: The product must be delivered to the house of the
customer or to a pick-up point (Directly to the online customer

In digital products)
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1- E-Marketing
2- Digital Marketing

3- Content Marketing



B2B E-market

It is B2B information system, which enables numerous buyers and sellers

and other participants to communicate and transact by means of a
dynamic and central marketplace supported by services.



B2b marketplaces may be classified as following
according to the commercial transaction carried out

1. Placing commercial ads (Matchmaking)
2. Online catalogues

3. Sale ads (2nd Hand, Used Machine, etc.)
4. Auction

5. Reverse Auction



E-TRADE AND E-EXPORTATION CHANNELS

International

Physical

Store /
B2C -
Web

Mobile
Web

w E-Trade
Platforms
International




RESEARCH SOURCES

1. TUIK — Information Society Statistics
2. E-Trade Information Platform (https://www.eticaret.gov.tr/)

3. Interbank Card Centre(BKM)

4. Euromonitor — Internet Retailing in Turkey
5. Statista

6. TUBISAD (Turkey)
7. Deloitte (Turkey)
8. Webrazzi (Turkey)
9. Worldef (Turkey)
10. zeo.org (Turkey)
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ETES ve E-Ticaret Bilgi

Platiormu Lansman igin ETBIS GiRL?, +

s P-ticaret

E-TICARET AKADEMIS|  SITE SORGULA DRU MEVZUA STATISTIKI (NLIK 585 e-DANISMA
s 3iig] Platformy E-TICARET AKADEMIS|  SITE SORGULA FORUM MEVZUAT [STATISTIKLER ETKINLIK SSS  e-DANISMAN

E-TICARETBILGI
PLATFORMU VE ETBIS
KAMUOYUNA TANITILDI

Detz,u Bllgl

KAYITLI SITE SORGULA
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Posta ve Hizli Kargo Islemleri
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GUMRUK ISLEMLERINDEKI REHBERINIZ

Ticaret Bakanlig! tarafindan gelistirilen gumrdk rehberi, biteysel ve ticari esyanizin gumruk islemierinde size yol gosterecek temel ve
kavramsal bilgiteri sunar.

N Giimriik mevziat ve tvatilamalan ile ilaili temel hilaileri tek hir rehberde tonlivar iz
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i [UBISAD visiso ok P chen  mPoRaR i ULASIN ;E,! TUBISAD

BAN cusw surnceen senes — okt s o comaacs s

apariar » TUBISAD Raporiar

TUBISAD Raporlar

(¥) Why Invest In Turkish ICT Sector?

| TUBISAD Raporkar
sektorel Haporlar

(+) T0BISAD Bilgi ve iletigim Teknolojileri Sekttri Pazar Verileri Raporlan Susamlaf
(3) TUBISAD E-Ticaret Pazar Biayikligii Raporlar: Bilg) Bankasi
(+) TUBISAD Tarkiye'nin Dijital Ekonomiye Doniisiimii Raporu

(+) Deloitte TUBISAD Teknoloji Sektoriinde Kadin Raporu
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Tiirkiye'de E-Ticaret it
2019 Pazar Blykligu
Nisan 2020

Deloitte.




Tiirkiye'de E-Ticaret Pazar Biiyiikliigii miyar ) =i TUBISAD

Kategori paylari ve site sayilari

59,9 milyar TL 83,1 milyar TL
Online Yasal

%10

6 Site

Bahis
%9

6 Site

Sadece Online
Perakende

%37

306 Site

Sadece Online
Perakende

0/035 Tatil ve

288 Site Seyahat

%38

95 Site

Tatil ve
Seyahat

%36

i
77 Site

Cok Kanall
Perakende

%17

371 Site

Cok Kanalli
Perakende

%18

339 Site

2018 2019 Delﬂitte.

728 Site 760 Site
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Musterilerin %91’ bir
websitesini, eger hizh

teslimat givi
hizmetler yoksa, alisveris
yapmadan
terkedeceklerdir.

SPEED

470/ UCRETSIZys
0 HIZLI
Sadece %47 lik Trend terse donmeye
bir kitle 2- baslad. Bir nceki sene

giinde %86 ile “iicretsiz”i
teslimat’l “hizli™ya tercih ederken
“HIZLI” simdi bu oran 79'a

olarak dustd
degerlendiriyor.

4354

MUsterilerin %45'i
teslimat cok uzun
stirecek diye
sepetiiptal
etmistir.




Free Shipping
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Preferred payment methods of online shoppers
worldwide as of March 2017

Share of online shoppers
0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0% 35.0% 40.0% 45.0%

Credit cards 42%

Electronic payment (PayPal if available) 39%

Debit cards 289

Cash on delivery 23%

Bank transfers 20%

Gift cards or vouchers 15%

Mobile payment 14%

Cryptocurrencies (Bitcoin)

Other 3%




DIGITAL MARKETING




GOALS &

" ® @
OBJECTIVES
Define your goals and objectives. .?.f.
= oS

What do you want to achieve from ‘
Digital Marketing?
' e r"‘,“f.“s?“ﬁf IDENTIFY YOUR
e Wihatl 8% works wetl Tor your ST
campaigns. Plan for improvement. cu OMERS
Do proper ressarch to find out

Revise your sirategy if nesded!

your customers and audience

IDENTIFY YOUR
COMPETITORS

E-MAIL MARKETING

o  Grow your contacs hist
o Compose greal emalls
e Create a schedule

Meaasure the above. See what warks,

Perform research to find out your
competitors. Figure out what's their
strategy towards digital presence?

9

DECIDE THE ROLE
Assign the role and decide who
will be responsibie for which
tasks. Skill setis the key factor,

DIGITAL MARKETING
STRATEGY

MOBILE MARKETING
= Define the goals

o Choose right platforms
Weasure the above. See what works, keep

doing bexter, If somethang ten't worlkang

plan-an altesmabve approach
s
B
5 =
CONTENT MARKETING m SEO & SEM
gl ing, infographics, Press Releases o FREToIm SEywor eseRien
;F%?gmg.' Amcg!-es. V:deos Podoastmg.' SOCIAL MEDIA : ﬁﬁ%’s‘i';,ﬁfdi"d OGN Rage
Webinars, Documents, Linkedin & Guest » Seiect appropriate channel o Paid Search Adveciisement
Blagging o Pian and oplimize your social content e Pay Per Click (PPC)
Mozeye the above. See what works. keep Measure the abive. e wihat works, keep

doing Bemer. IT something isnt werking. pian an deing batter 1T somatinng ISt working. plan
an allsmative Jpp F

atarnaive approsch
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DIGITAL MARKETING BUDGET

Adwords

Social Media Advertisements

Content services provided from digital publishers
- Blog

- SEO

- PR

Influencer
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YELLOW

OPTIMISTIC AND YOUTHFUL
OFTEN USED TO GRAB
ATTENTION OF WINDOW
SHOPPERS

> AGGRESSIVE
CREATES A CALL TO ACTION:
SUBSCRIBE, BUY, OR SELL

©RED © BLUE
ENERGY CREATES THE SENSATION OF
INCREASES HEART RATE TRUST AND SECURITY
CREATES URGENCY OFTEN SEEN WITH BANKS AND
OFTEN SEEN IN CLEARANCE BUSINESSES
SALES

© PINK © BLACK

) ROMANTIC AND FEMININE POWERFUL AND SLEEK

USED TO MARKET PRODUCTS USED TO MARKET LUXURY
T0 WOMEN AND YOUNG GIRLS PRODUCTS

€ GREEN

) ASSOCIATED WITH WEALTH
THE EASIEST COLOR FOR THE
EYES TO PROCESS
USED IN STORES TO RELAX

© PURPLE

USED TO SOOTHE AND CALM
OFTEN SEEN IN BEAUTY OR
ANTI-AGING PRODUCTS




POSITION OF THE PHOTOGRAPH
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COMPETITOR ANALYSIS

Archive.org

1- Alexa.com
2- Similarweb
3- Ahref

4- Semrush
5- BuzzSmo

6- Spyfu



GENERAL UNIVERSE OF ENTIRE
DIGITAL MARKETING
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FINDING KEYWORD

*Google Trends
*Alexa

eSimilarweb
Semrush

*Google Adwords-Keyword Planner
*Keywordtool.10
* Soovle.com

*Ubersuggest
«Source codes of the similer websites
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DIRECT SALE (B2C)
E-RETAILING
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1- How must the Hosting/Security stages be set up?

2- How must the website design be?

3- Maximum, how many products can be added into the product basket for ordering?

4- Are all of your products subject to tax? Are taxes and courier fees added into the produc price?
5- Which provinces and countries will you make sales?

6- Which payment types must be used by the user in the initial stage?

7- Which checks are planned by you against fraud when becoming a member and purchasing?
8- How must be product adding? (From inventory or XML integration)

9- How must the legal contract be set up according to your legal status? (Membership and
distant sale contract)

10- Which payment infrastructures must be used?

11- How must be the return-replace procedures / courier transactions?

12- How must the set up of the aftersales services be?

13- Do you think to have a user test carried out before opening the website?

14- Is your human resouces sufficient regarding the sustainability of this business when the website
IS opened?

15- Do you have back-up plans? What will you do if problems occur in relation with serious
Slowdown due to intense traffic on the website or security settings three days after opening?



Determining the Offer, Value Proposition

* First question: What is the difference of your company? Why the
the customers must work with you? Put yourself in their place, you may
Think “if | were them, would | work with me? What will the reasons be?».

We will use this expression, on your homepage, in sections «About us» and
In our brochures.

 Second question: Why must the customers purchase my products? Why
must they purchase from me, but not from the competitors?

* Third question: What are the operational easiness | offer in the
Sales process through my website, other online and offline channels?



Designing a user-focused website
*Homepage: A simple and clear page having an efficient

search tool, on which the main functions are told
explicitly
*Categorization: Simple layout and classification of the
services, tools, and products
*Product Information: Clear pictures, accurate and
sufficient descriptions, benchmarking of the products
in an understandable manner
*Customer Services: Contact addresses for
easy access and customer problems and
relevant matters
*Ease of exiting and registry



E-EXPORTATION OR MICRO EXPORTATION
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1. Are you making international sales?

2. Do you highlight that you make international sales by specifying the shipping options
on homepage?

3. Do you provide express delivery option?

4. Are your shipment prices reasonable?

5. Do you provide DTP shipment option?
Do you provide easy return option?
Do you have multi-language option on your website?

Do you implement currency conversion?

w o N O

Do you provide local payment options?

10.Do you mention delivery notifications on your website?



E-EXPORTATION

* Micro exportation or exportation with ETCD (E-Trade Customs Declaration)

* Electronic Trade Customs Declaration

e« Communigue on Modifying (Serial No: 6) the General Communique of

Customs (Post and Rapid Cargo Transportation) (Serial No: 4) is
published on the Official Gazette dated June 29, 2019 and

numbered 30816 by Ministry of Trade.



Advantages

» Registration to Exporters’ Association is not sought
* There i1s no Customs Consultancy service price.

» There Is no outgoing warehouse fee
 Notarized power of attorney is not necessary
* It Is not necessary to archive the hard copy of declaration



DUTIES & TAXES PAID

DTP service is the reflection of the customs duties and other legal fees in
the delivery country, to the sender instead of the buyer (or to the confirmed
3rd party). Thus, you have the chance to sell to your customer with inclusive

Price as the sender.



DE MINIMIS RULE

C @ Notseaue | goborderinx.comy/tax-and-chity-de-minmis/ & Q4 % (i - e

= Borderlinx | ad 10 announce that weve jeined Webinterpret. Our 2 technologies combined will deliver a truly wholesome international ecommerce solution. Flease contact our Sales team for any questions

ebinterpret

Read more here.

Tax and Duty De Minimis per country

Currency Duty De Minims Tax De Minimis
Anooea EUR
Argenting ARS
Ausiralia AUD 1000 1000
Ausiria ZUR 150 22
Azebaian usD - -
Bahamas UsD
Bahain BHD 300 300
Sangladesh Ust
Belgum EUR 150 2
Bolivia usD = g
Bosia and Herzegoving UsD



INTERNATIONAL MARKETPLACES

1- Amazon
2- Ebay

3- Etsy

4- Artfire
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Ishopify Startv  Sellv Marketv  Manage *

Shopify Online store

SHOPIFY ONLINE STORE

Everything you need
to sell online

Selling online with your own ecommerce website
has never been easier, faster, or more scalable.
Impress your customers with a beautiful store.

Start free trial

Pricing Learnv  Login Start free trial
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STATE SUBSIDIES
THAT MAY BE USED
IN DIGITAL MARKETING



KOBIGEL — SME DEVELOPMENT SUPPORTING PROGRAMME
CALL FOR PROPOSALS FOR
“DIGITALLIZING IN MANUFACTURING INDUSTRY?”
THEMED PROJECTS

Application may be made only for one of the 2020-01 or 2020.-02 call for proposals. Multi-selection may also be made among the appropriate project topics
under the scope of the call.

1  Processing the Big Data via Analytical Methods and Use of it in Manufacturing Industry

2 Internet of Things in Manufacturing Industry

3  Industrial Robot Technologies in Manufacturing Industry

4  Smart Sensor Technologies in Manufacturing Industry

5 Artificial Interlligence Based Cyber-Physical Smart Factory Systems and Their Components
6  Cyber Security in Manufacturing Industry

7 Smart and Flexible Automation Systems in Manufacturing Industry

8 Augmented Reality / Virtual reality Technologies in Manufacturing Industry

https://www.kosgeb.gov.tr/site/tr/genel/detay/7511/kobigel-kobi-

gelisim-destek-programi



https://www.kosgeb.gov.tr/site/tr/genel/detay/7511/kobigel-kobi-gelisim-destek-programi
https://www.kosgeb.gov.tr/site/tr/genel/detay/7511/kobigel-kobi-gelisim-destek-programi

Supporting rate, upper limits and budget of call:

Supporting rate is 60%. 30% of this support to be calculated over this rate is
paid as non-refundable support and 70% is paid as refundable support
against security deposit. Non-refundable support and refundable support are
paid together.

A support in a total amount up to 1,000,000 TL may be granted as such
non-refundable up to 300,000 TL and refundable up to 700,000 TL (against
Security deposit or CGF (Credit Guarantee Fund) Surety).

Making an application does not cause any rights for the company.
applications shall be scored according to the assessment criteria
determined by KOSGEB, and applications in a number, which are possible
to be supported within the budget opportunities according to the score
rating.



SUPPORTS OF MINISTRY OF TRADE

. w Toll [vities | §§i“g to the Market

* Market Research and Access to the Market
* Documents for Accessing to the Market
« Supporting the Abroad Unit, Brand and Promotion



https://ticaret.gov.tr/destekler/ihracat-destekleri/pazara-giriste-dijital-faaliyetlerin-desteklenmesi
https://ticaret.gov.tr/destekler/ihracat-destekleri/teblig-bazinda-destek-mevzuati/2011-1-sayili-pazar-arastirmasi-ve-pazara-giris-destegi-hakkinda-teblig
https://ticaret.gov.tr/destekler/ihracat-destekleri/teblig-bazinda-destek-mevzuati/2011-1-sayili-pazar-arastirmasi-ve-pazara-giris-destegi-hakkinda-teblig
https://ticaret.gov.tr/destekler/ihracat-destekleri/teblig-bazinda-destek-mevzuati/2011-1-sayili-pazar-arastirmasi-ve-pazara-giris-destegi-hakkinda-teblig
https://ticaret.gov.tr/destekler/ihracat-destekleri/teblig-bazinda-destek-mevzuati/2014-8-sayili-pazara-giris-belgelerinin-desteklenmesine-iliskin-karar
https://ticaret.gov.tr/destekler/ihracat-destekleri/teblig-bazinda-destek-mevzuati/2014-8-sayili-pazara-giris-belgelerinin-desteklenmesine-iliskin-karar

Supporting the Digital Activities in
Accessing the Market
(Resolution Number: 2573)

Individual membership support to the E-trade websites

Article 4 (1): The membership expenses of the companies to the
E-trade websites, which meet the conditions regulated in the circular and
confirmed by the Ministry, are supported at 60% and up to 8,000 TL

per e-trade website. This amount is updated at (CPI+Domestic PPI)/2 at
the beginning of each calendar year.

(2) The companies may benefit from the support specified in the first

clause for only up to three e-trade websites and up to maximum for two
year per e-trade website.



" 27/07/2020

T.C. Ticaret Bakanlig
ihracat Genel Miidirligi

2573 sayil “Pazara Giriste Dijital Faaliyetlerin Desteklenmesi Hakkinda Karar” Kapsaminda

ONAY VERILEN E-TICARET SITELERI (2020)

Site Adi Sektor Merkez  Faaliyet Isletici / Temsilci (T) Onay Tarihi
E-Glober Dijital Ticaret ve Yatrm A.S. (T)

1 ‘Allbaba.com Genel Cin 1999 Arvato Telekominikasyon A.S. (T) 23.06.2020
2 | ChemOrbis.com Plastik-Kimya | Tirkiye 2000 | ChemOrbis Elektronik Pazaryeri A.S. 23.06.2020
3 | SteelOrbis.com Demir-Celik Tarkiye 2002 | SteelOrbis Elektronik Pazaryeri A.S. 23.06.2020

4 | TradeAtlas.com Genel Turkiye 2009 | Ticaretatlas: Bilgi Sistemleri San. Tic. Ltd. Sti. 23.06.2020
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1- SUPPORT FOR MARKET RESEARCH
and ACCESSING THE MARKET

(2011/1)




Foreign Market Research Support

The Companies engaged in Industrial and/or Commercial
activities are supported.

v Transportation, Rent A Car (not exceeding 50$ daily),
Accommodation (dailyl50 $ per person) expenses are supported
at 70 %.

v A support of maximum 5,000 $ is granted per project.

v’ Maximum 2 persons (company’s employees and/or
partners) from a company are accepted as the researchers.

v'In a calendar year 10 foreign market researches are supported.
v The same market may be visited maximum 2 times per year.

v Maximum 3 countries may be present in a project, provided to be
close regarding their geographic locations.
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o At least 2 (two) days and maximum10 (ten) days, excluding the

travel part (departure from Turkey and returning back to Turkey) of the
foreign market research travel are supported. This mentioned period of
2 (two) days refers to the necessity of conducting a research of at least
2 (two) days. The period of 10 (ten) days starts from the day following
the arrival to the country, in which the research is conducted.

« The airplane, train, ship, and bus ticket prices, which are used in
passing to the cities that any interviews are not made in, are not
within the scope of the support.

« The accommodation and transportaion expenses are not supported,

In case the countries, in which any interviews are not made, are visited
during the foreign market research.

 Boarding cards that are submitted as the evidence of the flights
have importance.



Activities That Shall Not be Supported

 Foreign travels, which are not intended for the martket research
« Group travels or organizations such as the meetings, exhibits,

conferences, etc. organized by public and/or private institutions

and/or organizations for foreign countries

» The companies, which participate in a fair, which is organized
In the same country and on the same dates, with a booth may not
benefit from this support.



REPORT AND FOREIGN COMPANY ACQUISITION SUPPORT

ARTICLE 7- (1) Pursuant to Article 8 of the Communique numbered 2011/1, in order
to be able to establish the strategies and action plans of accessing to foreign market
of the collaboration enterprises with the companies;

a)expenses regarding the reports focused on the sectors, countries, foreign-based
companies, or brands purchased from the companies / institutions (including the financial
and legal reports)

b)Expenses regarding the financial and legal consultancy services provided from the
companies / institutions intended for the foreign-based company acquisition

are supported at 60% for the companies, at 75% for the collaboration institutions, and
up to maximum USD 200,000 per year.

(2) In case the reports purchsed under the paragraph (a) of the 1st clause of this Article

are as database memberships, then full access by the Ministry to the mentioned database
is necessary within the period specified in the pre-approval form. Providing the mentioned
access is under the responsibility of the company / collaboration institution benefiting from
the support; any additional fees for the Ministry access shall not be considered under the
support.
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Supporting the Foreign Company Acquisition Having Advanced
Technology

(1) The expenses regarding the financial and legal consultancy
services for foreign-based company acquitions, which have

advanced technology and shall provide technology transfer, are
supported at 75 % and up to USD 500,000 per year for the companies.

(2) 5 points of the credit interest expenses used in the acquisition
of foreign-based company acquitions, which have advanced
technology and shall provide technology transfer, for the credits in
Turkish Liras, and 2 points of them for the foreign currency credits
and foreign currency indexed credits are supported in total

up to USD 3,000,000.
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RESOLUTION ON SUPPORTING THE

MARKET ACCESS DOCUMENTS
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Who May Benefit From?

Companies engaged in commercial and industrial
activities

« The documents / certificates obtained by the companies
In relation with the products they produce and/or export, are
supported.

« The test/analysis reports, which have been carried out by
accredited institution / organization and which cannot be
associated with the document / certificate, are supported,
provided that the exportation is documented.
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Which expenses are supported under this Communique?

Under this Communique;

1- Companies’ expenses for obtaining the document / certificate types and
test / analysis reports presented in List of the Documents and Certificates

Under the Support (ANNEX 5) are supported at 50 % and
Maximum up to USD 250,000 annually per company.

2- Support of Global Supply Chain Competence Project: A new supporting
mechanism, which is established in order to ensure that our exporters build
new supplier relations with the global companies.
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Support of Market Access Documents

Support Type

Subject of Support

Support Rate

Upper Limit of Support
(USD)

Market Access Document

Documents and certificates
sought in accessing to
market

Test/Analysis Report

Reports

Agricultural Analysis

Agricultural Analysis

50%

Per Company, Annually
250,000

Global Supply Chain
Competence Project

Under the projects of the
Companies, which shall ensure
that they build supplier
relations with the global
companies;

a)Purchase of machines,
Equipment, Hardware,
b)Abroad Office-Warehouse
Expenses,

c)Purchase of Software,
d)Training, Consultancy and
Customer Visits,
e)Certification, Test/Analysis,
Produt Verification Expenses
are supported.

50%

Based on the Project, for 2 years,
1,000,000
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DESTEK KAPSAMINDAKI PAZARA GIRIS BELGELERI

A. BELGELER

20145 P Giris Belzelerinin Destek) ine fliskin K ‘. Uzl Usnl
saslan__ Genelgesi'min 4. maddesinde  tanum er __alan __ “Akrodite Ednlm

ACS (Attastaf Conformitte Sanitaive-Saghk Uygunluk Sertifikas)
ADR smrtr’i%\um

AD 2000 CODE

AS/ENATISQ 9100 BELGELERI

BASEC SERTIFIKASI

BRC SERTIFIKASI

CB SERTIFIKASI

CE ISARETI

CEKAL SERTIFIKASI

1. DIN SERIST BELGELER

11. ECE YONETMELIKLERI UYARINCA ALINAN SERTIFIKALAR
12. EC TYPE EXAMINATION SERTIFIKALART

13, ECOLABEL SERTIFIKASI

14, EMC SERTIFTKAST

15, EN SERIST SERTIFIKALAR

16. ETA (Enropean Technical Approval-Avrupa Teknik Onay)
17, EUROVENT SERTIFIKASI

18. FIBC (Flexible Intermediate Bulk Container) TEST SERTIFIKALARI
19. FM APPROVALS

20. FSSC 22000 SERTIFIKASI

21. GMP (Goed Manufacturing Practices) SERTIFIKAST

22. GMP+ FSA (Feed Safety Assurance) SERTIFIKASI

2. GOST BELGELERI

24. GS (Gepriifte Sicherheit) SERTIFIKASY

25. HACCP SERTIFIKASI

26. HAR BELGESI

27. HELAL BELGESI

28, HUYEN SERTIFIKALARI

29. IFS FOOD SERTIFIKASI

30, 1SO 14001, 22000, 27001, 50001 BELGELERI

31 IYE TARIM UYGULAMALARI

32, KEMA KEUR SERTIFIKASI

33, KEYMARK SERTIFIKASI

34, KITEMARK SERTIFIKASI

35, MANUFACTURING APPROVAL OF STEEL FORGING
36, MASTER CERTIFICATE

37, MARINE CERTIFICATE

38, NF (Normes Frangaises) ISARETISERTIFIKASIT

39, ORGANIK URUN SERTIFIKALARI

40, Q-MARK SERTIFIKASI

Pl B X ol o i
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41. RAL (German Institute for Quality Assurance and Certification)
42. RTN (ROSTEKHNADZOR)

43. GUMRUK BIRLIGI SERTIFIKASI (Rusya, Kazakistan, Belarns)
44. SAS0 (Saudi Axabian Standaxds Organization) SERTIFTKALART
45. SOLAR CERTIFICATE

46. SOLAR KEYMARK

47. STANDARDSMARK

48. TEKNTK REGLAMENT SERTIFIKALARIT

49. TOXPROOF SERTIFIKASI

50. TSI (Technical Sm:_gp_gg For Interpperability) SERTIFIKALARI
51. TYPE APPROVAL SERTIFIKALARI

52. TYPE TEST SERTIFIKALARI

53. UKRSEPRO SERTIFIKASI

54. UYGUNLUK SERTIFIKALARI (Certificate Of Conformity)

35. VDE SERTIFIKASI

56. WRAS (Water Regulations Advisory Scheme) SERTIFIKASI

57. WATERMARK SERTIFIKASI

58. YANGIN SERTIFIKALARI

B. KURUM/KURULUS BELGELERI

i) Uypgulama Usul ve Esaslan Geaelgesi'nin 4. maddesinin b) fikrasimn i) ve i) bentlerinde
tanimh Akreditasyon Kuruluslan tarafindan akredite edilmis/yvetkilendirilmis ve 2014/8
savili Karar ile Uvgulama Usul ve Esaslant Genelgesi'nde ver alam sartlan taswan sryan
asaidaki koromlann verecegi whuslararast nitelikte, dier dilke pazarlanna girisi girigi
saglayam belgeler destekbenir,

AENOR (Asociacion Espaiola de Normalizacion Certificackon)
AFNOR(Aszecmtion Francaise de Normaksation)

AGA (The Australian Gas Association)

ANVISA (Brazilian National Health Surveillance Agency)

API (American Petrolewn Institute)

AQSIQ (Geaeral Administration of Quality Supervizion. lnspection and Quarantine)
ASME (American Society of Mechanical Engineers)

BASEC (Brtish Approvals Service for Cables)

BGIA (Berufsgenossenschaftliches Institut fiir Arbeitsschutz)
10 CERTIF (Portekiz Sertifikasyon Orgati)

1L €CQC (China Quality Certification Centre)

12. CSTE (Centre Sciontifique ot Tochgnc du Batiment)

13. DHI (Deutsches Horgerate Institut)

4. DVGW tschor Vercin Des Gas Und Wasserfaches)

15. EASA (Emropean Aviation Safety Agency)

16. EPA (Environmental Protection Agancy)

17. EPAL (European Pallet Association)

18, ESMA (Emirates Autherity for Standardization Matralogs)
19, EUCEB (European Certification Beard For Mineral Wool Producis)
20. FAA-L (Foderal Aviation Administration)

21. FDA (Food and Drug Administration)

22, FSEC (Florida Solar Energy Center)

23, 15T (Indian Standards Institute)

24. KEBS (Kenya Borsan of Standards)

25. LGA (Landeszewerbeanstalt Bayern)

R
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Which expenses are supported as the certification costs ?

- Application and document reviewing,

- Certification investigation,
- Fee of document usage for the first year

- Charges of the tests and analyses that have to be conducted
In raltion with the document or certificate

- Registration fee

For the test/analysis reports:;
- Test/analysis fees

(costs such as training, consultancy, travel, accommodation,
surveillance expenses, etc. are not under the support.)
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Designated Authority to Apply: Exporters’ Associations

Application Period: 6 months from the date of obtaining
the certificate

Support Rate and Amount: At 50% or maximum
USD 25,000 per certificate and/or analysis
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COMMUNIQUE ON SUPPORTING
THE ABROAD UNIT, BRAND, AND
PROMOTION ACTIVITIES
(2010/6)



*Support may be granted for only up to 25 different units of a company.

*The payment instalment (principal payment) for the units purchased through
mortgage method are considered as the rental expense under this Communige.

*Warehouse expenses and storing service of the companies manufacturing/
supplying original parts to the foreign main industry

are under the support (50% — USD 250,000 per year.



Which expenses are supported under this Communique?

A-Rental expenses of the units opened abroad (office, storage, store,
showroom, rayon),

B- Abroad promoting expenses
C- Abroad brand registration expenses

are supported.

After 12/12/2014:
In addition to the foregoing;

D- The rental, promotion, and employment expenses of Turkish Trade Centres
are supported for 5 years.
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ARTICLE 6 — (Amended:RG-16/2/2018-30334) (1) Industrial and commercial
or the rental expenses of the units opened abroad by the company or

Its branches operating abroad and having organic ties with these companies
(rent or commission expenses in case of aisle), unit is supported as follows;

a) If the opened unit Is a store, at a rate of 50% and

up to a maximum of $ 120,000 per year,

b) 50% in case the opened unit is a warehouse, office, showroom,
greenhouse / field or a section and a land rented to be built on it,
up to a maximum of USD 100,000 per year.

Industrial and commercial companies that produce and / or supply

original parts to the main industry abroad, or companies or branches that
have organic ties with these companies and operate abroad

The warehouse rent expenses leased abroad and the expenses related to the
storage services specified in the Circular are supported by 50% and

up to a maximum of USD 250.000 per year.

(3) The rental expenses of the foreign offices to be rented for the purpose
of operating by the members of the Cooperation Institutions are supported
at the rate of 50% and up to a maximum of USD 100,000 per year.



ARTICLE 7 - (Amended:RG-2/12/2016-29906) (1) Rental expenses (rent or
commission expenses in case of aisle) of units opened abroad by commercial
companies or companies that have organic ties with these companies and operate
abroad, and their branches are supported as follows per unit;

a) If the opened unit is a store, at a rate of 40% and
up to a maximum of $ 100,000 per year,

b) If the opened unit is a warehouse, office, showroom, greenhouse / field
or a section and a land rented to be built on it, at the rate of 40% and
up to a maximum of USD 75,000 per year,



Designated Authority to Apply: Exporters’ Associations

Application Period: 6 months from the date of payment

Rate of Support: 50% for manufacturing companies, and 40% for
Trading Companies

For maximum how many abroad units support may be obtained? 25

Supporting Period: Maximum 4 (four) years for each country
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B- Supporting the Promotion Activities

Expenses of visual and written promotion, sponsorship, design regarding
the webpages of the abroad units, advertisement boards, company catalogues
prepared in foreign language, brochures sample and promotion materials,
advertisements given to the promotion sites in electronic environment
carried out by the Companies and Collaboration intended for abroad

are supported.

83



B- Supporting the Promotion Activities

Companies with foreign units supported within the scope of this Communiqué;

advertising, promotion and marketing expenses made abroad; Supported 60% and

up to a maximum of $ 150,000 per country per year.

Companies that do not have a foreign unit suppertedunderthis-Communiqué

but have a trademark registration certificate in the country and in the country they will promote
advertising, promotional and marketing expenses are supported at a rate of 60%

up to a maximum of US $ 250,000 per year.

*  The support rate is increased by 10 (ten) points for expenses to
be realized between 02.12.2016 - 31.12.2017.



C- Supporting the Abroad Brand
Registration Activities

Expenses of the companies’ brands,
which they have domestic brand
registration certificate, regarding
the registration and protection
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abroad are supported at 50 % and up to

USD 50,000 per year.
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ARTICLE 13 - (Amended:RG-2/12/2016-29906)

(1) Scope of this Communiqué supported foreign companies and Cooperation
Institutions of the unit is located, with respect to products produced in Turkey
and abroad and carried out ad specified in the Circular, expenses related to
promotional and marketing activities; It is supported at a rate of 60% and

up to a maximum of USD 150,000 per year for each country with a foreign unit.
(2) Supported overseas units located by companies, overseas units in countries

that have performed abroad with regard to products manufactured in Turkey

and advertising charges specified in the Circular, promotion and expenses

related to marketing activities, domestic trademark registration certificate

to be made available and promoted in the country or to have the trademark
registration certificate 60% and up to a maximum of USD 150,000 per year,
provided that the trademark registration is applied for.

ARTICLE 14 - (1) (Amended :RG-2/12/2016-29906) Overseas unit

supported under this Communiqué not only domestic, which 1s the trademark
registration certificate and publicity done to the country in trademark registration
certificate to the owner or has made an application for registration by companies
performed abroad with regard to products manufactured in Turkey and advertising
charges specified in the Circular relating to the promotion and marketing activities
expenses are supported at 60% and up to a maximum of $ 250,000 per year.



YURTDIS! BIRiM, MARKA VE TANITIM DESTEG

Destek Kalemi

Destek Limiti

Stire/Adet

Faydalanici

4yl / iilke :
Birim Kira Ticari:40-Sinai:50 75'23?:1'1;0;::05'"{ k m rl’:"'lk::'r:ﬁ o
Ry Firma bagina 25 hirim PR 3
Tanitim Faaliyetleri (gorsel ve yazli
tanitim ysponsorl(tglk web Zitesi L0000 Sirketler/
' ' 60 250.0009/ ilke, Ayil sl
tasarimi, reklam panolari, katalog, | Ishirligi Kuruluglar
esantiyon, sunum, konferans) Y
Yurtdisi Marka Tescili 50 500005 / yil dyil Sirketler

Not 1: Hedef tlkelere +10% destek

Not 2: Birimlerde Turkiye den ihrag edilen Tark rdnlerinin sergilenmesi gerekmektedir
Not 3: Sirket merkezinin Kalkinmada Oncelikli lllerde (4.5.6 bdlge) olmasi durumunda 10 baz puan ilave
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