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S&P 500 / FTSE 100 / Hang Seng

ÅAfter the subprime crisis and the collapse 
of Lehman Brothers, the meltdown of the 
world financial system could only be 
avoided by concerted and strong action of 
central banks and governments

ÅIn addition to putting interest rates close 
to 0, central banks pumped liquidity at a 
previously unknown pace into the 
ŜŎƻƴƻƳȅ όαǉǳŀƴǘƛǘŀǘƛǾŜ ŜŀǎƛƴƎάύΣ 
governments rescued failing banks, and 
accounting rules for banks were changed

ÅThe world financial crisis was followed by 
a deep world recession, simultaneously 
effecting nearly all countries and all 
sectors

ÅTo speed up the recovery process, 
governments implemented fiscal stimulus 
packages for supporting private 
consumption and exports

ÅSince first quarter of 2009, stock 
markets and business confidence 
started to recover
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Source: FT / Thomson Reuters
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Gold / VIX / Baltic Dry Index

ÅGold, traditionally a safe haven in times of 
high economic uncertainty, remains at an 
all-time high

ÅThe VIX volatily index, Wall streets fear 
gauge, is still 84% above the level at the 
beginning of the crisis

ÅThe baltic dry index, tracking worldwide 
shipping prices for dry bulk cargos, is 58% 
lower then the start of the crisis, 
indicating a very low level of global trade

ÅIs the current recovery only a 
liquidity-driven recovery?
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Source: FT / Thomson Reuters / Bloomberg
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G 20 Unemployment Rates (Q1/2009)

ÅCompanies returned to profitability in 2009 mainly due to strict cost and capacity cutting

ÅConsequently, unemployment rates are rising, depressing a consumption-based economic 
recovery

ÅFiscal stimulus packages are coming to an end, putting further pressure on consumption

ÅInvestments of the last months were mainly inventory stockings, other investments remain 
below longterm average

ÅEconomic contraction is slowing down, but the way to recovery will be long and 
slow
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The Financial Crisis 

αThe current crisis marks the end of an era of credit expansion based on the 
dollar as the international reserve currency. The periodic crises were part 
of a larger boom-bust process. The current crisis is the culmination of a 
super-ōƻƻƳ ǘƘŀǘ Ƙŀǎ ƭŀǎǘŜŘ ŦƻǊ ƳƻǊŜ ǘƘŀƴ сл ȅŜŀǊǎΦέ

ά/ǊŜŘƛǘ ŜȄǇŀƴǎƛƻƴ Ƴǳǎǘ ƴƻǿ ōŜ ŦƻƭƭƻǿŜŘ ōȅ ŀ ǇŜǊƛƻŘ ƻŦ ŎƻƴǘǊŀŎǘƛƻƴΣ 
because some of the new credit instruments and practices are unsound 
ŀƴŘ ǳƴǎǳǎǘŀƛƴŀōƭŜΦέ

(George Soros, in: Financial Times, 15.12.2008)
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ÅThe underlying reasons of the financial crisis, excess liquidityand a loose regulatory 
framework, have not really been tackled

ÅIn  the mid run, central banks will have to take liquidity out of the markets in order to 
counteract upcoming inflationary trends

ÅNo solid plans existhow the increased government debtsare to be financed

ÅCurrently, financial markets take again the same medicine that made them ill
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The World after the Recession ςSome Hypotheses 

1. Adjusting to a new general equilibrium will take time, and it will be on a lower level 
compared to the situation before the crisis. Asset prices will not return to their previous 
level for a long period, therefore negative wealth effects are lasting. 

2. ¢ƘŜ ǘƛƳŜǎ ƻŦ αŎƻƴǎǳƳǇǘƛƻƴ ƻƴ ŎǊŜŘƛǘάΣ ōƻǘƘ ŦƻǊ ƛƴŘƛǾƛŘǳŀƭǎ ŀƴŘ ŦƻǊ ƴŀǘƛƻƴǎΣ ŀǊŜ ƻǾŜǊΦ ¢Ƙƛǎ 
will cause significant decreases both for world final consumption and for the corresponding 
demand for intermediate goods. After the crisis, Western countries will have much less 
economic power, and the US Dollar will have lost significant parts of its role as 
international reserve currency.

3. Even with central bank rates at record lows, and significant monetary easing, both 
consumer and corporate loans will not become cheap due to increased prices for risk.

4. The Anglo-Saxon and, to less extent, the European banking system will need years to de-
leverage, and to digest still pending writedowns on asset values. After this period, banks 
will be much smaller, and much more focussed on traditional banking business.

5. The drop in demand is to big to be compensated for by central banks and governments. 
Apart from the positive effect of having a smoothening effect on economic activity, 
activities by central banks and governments will inevitably lead to higher inflation. 
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Economic Indicators Turkey

ÅYoY CPI inflation in August decreased further to 
5.27% (Sep: 0.39%), PPI went from deflation to 
inflation with 0.47% (Sep: 0.62%)

ÅPPI will further increase (petroleum YoY -13.9% / 
base metals YoY -19.7%), CPI will probably jump in 
October (end of tax cuts / hike in electricity prices), 
yearend annual inflation expected at 5.6%

ÅYoY Industrial production contracted 10.3% in June 
/ 9.2% in July / 6.3% in August, showing the 
slowdown of the contraction process

ÅTextile ς8.1% / -6.6% / -5.7%

ÅAutomotive -16.6% / -27.3% / -4.7%

ÅContraction may reach bottom in Q32008, but 
growth will not start before 2010

ÅFor exports, August was worse than July for most 
sectors

ÅFood manufacturing -18.3% after -8.3%

ÅSimilar: Textiles, main metals, machinery

ÅImports contracted less compared to July (-34.0% 
after -39.1%), widening the 12-month cumulative 
trade deficit to 39.6 Bln US-$
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Source: ING Bank 
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Economic Indicators Turkey (cont`d)

ÅDomestic debt stock rose significantly in the last 
year, whereas external debt decreased by 10 Bln 
US-$ in 1H2009

ÅCentral administration, on the other hand, 
increased both domestic and foreign borrowing

ÅRising borrowing requirements led to a much 
higher debt rollover rate then expected (106% Jan-
Oct, planned: 77.8% annual) 

ÅThe CBT policy interest rate (currently 7.25%) may 
further decrease to 6.5% (-50 bp in October, -25 bp 
in November)

ÅThe overall yield curve currently becomes more 
flat, with further pressure on the long end

ÅEmerging currencies have all appreciated against 
the US-$, TRY is slightly lagging behind 

ÅUS-$ / ϵrate may recover in the mid run, in the 
longer run higher US inflation justifies US-$ 
devaluation

ÅWith returning risk appetite, TRY has room for 
further modest or ςwith an IMF deal ςstrong 
appreciation 
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Source: ING Bank 
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Key Indicator Forecasts (Turkey)
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Sources: Turkstat, CBT, Treasury, Ministry of Finance, ING Bank , ING Global Forecasts
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Implications for Business
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Strategic 
Challenge

Bank loans 
expensive 

and difficult 
to obtain Private 

investors 
demanding 
higher risk 
premius

Longterm: 
rising 

interest 
rates, 

inflationary 
pressures

Sales will 
remain 

suppressed 
for some 

time

Overcapa-
cities ςsales 

price 
pressure

Change of 
regional 
demand 
patterns 

(US, Europe 
vs. Asia)

Sectoral 
market 

upheavals
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Characteristics of Strategic Decisions

ÅAffect long-term direction of an organization 

ÅTry to achieve some advantage for the company 

(= Search for effective positioning)

ÅConcerned with scope of organization's activities

ÅTry to match organization's activities to its environment

(= Searching for strategic fit, design direction in terms of

opportunities and threats)  

Å... Or building on organization's resources and competences

(= Stretching competences based on strenghts vs. weaknesses)

ÅMay require major resource changes

ÅNormally affect operational decisions

ÅAffected by values and expectations of stakeholders

11/3/2009 15Restructuring for Strategic Growth
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Responsibility for Strategic Management

Å{ǘǊŀǘŜƎȅ ŘŜǾŜƭƻǇƳŜƴǘ ǎƘƻǳƭŘ ōŜ ŘǊƛǾŜƴ ōȅ ǘƘŜ ŎƻƳǇŀƴȅΨǎ ƳŀƴŀƎŜǊǎ

ÅStrategy development has to abstract from daily operational issues

ÅStrategy development is nothing magical

ÅStrategy development is not the application of fancy strategy consulting 

tools

11/3/2009 16Restructuring for Strategic Growth

άThis is my biggest difficulty. First, because they seem to think it's someone 
else's responsibility and, second, because they think there is some set of 
techniques which is going to create strategy for the company. I try to get 
them to understand that if the managers of the business aren't 
responsible for strategy, then no one is and that they already have - or can 
easily get - any techniques that are necessary. The problem is the inability 
ƻŦ ƳŀƴŀƎŜǊǎ ǘƻ ǘƘƛƴƪ ǎǘǊŀǘŜƎƛŎŀƭƭȅΦα

(View of a corporate planner about making managers understand their role)
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The Risk of Strategic Drift
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ÅPhase 1: Incremental strategy changes graduallymoving away from environmental changes 

όŜΦƎΦ αǾƛŎǘƛƳ ƻŦ ƻǿƴ ǎǳŎŎŜǎǎάύ

ÅPhase 2: Strategicdrift becomes apparent, or environmental change increases ςno clear 

ǎǘǊŀǘŜƎȅ ŘƛǊŜŎǘƛƻƴΣ αŦƭǳȄȄά

ÅPhase 3:Transformational change to adopt to new environment ςbut late and costly

ÅPhase 4:Alternatively, demise of the organization

ÅTarget:Phase 5 ςearly transformational change ahead of environmental change

Source: Johnson / Scholes, Exploring Corporate Strategy 
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Zero-Base Approach to Strategy Development

Zero-Base Strategy Development

ÅQuestion your markets and target customers

ÅQuestion your products and services

ÅQuestion your pricing and quality strategy

ÅQuestion scope and structure of your value chains

ÅQuestion your existing production capacities

ÅQuestion your workforce

ÅQuestion your management and organizational structure

ÅImagine you could set up your business from scratch

11/3/2009 18Restructuring for Strategic Growth

άZero-basedbudgetingis a technique of planning and decision-making which 
reverses the working process of traditional budgeting. In traditional incremental 
budgeting, departmental managers justify only increases over the previous year 
ōǳŘƎŜǘ ŀƴŘ ǿƘŀǘ Ƙŀǎ ōŜŜƴ ŀƭǊŜŀŘȅ ǎǇŜƴǘ ƛǎ ŀǳǘƻƳŀǘƛŎŀƭƭȅ ǎŀƴŎǘƛƻƴŜŘΦ Χ .ȅ 
contrast, in zero-based budgeting, every department function is reviewed 
comprehensively and all expenditures must be approved, rather than only 
increases. Zero-based budgeting requires the budget request be justified in 
complete detail by each division manager starting from the zero-ōŀǎŜΦέ

(Source:Wikipedia)
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Strategy Development Phases

ωAnalysis of the environment: Opportunities and threats

ωAnalysis of strategic capabilities: Strengths and weaknesses

ωAnalysis of relevant stakeholder groups and their expecations

Phase 1:
Strategic Analysis

ωDefinition of the framework for strategic choice (scope of 
activities, markets, geographical scope, ownership structure, 
finances, etc.)

ωDevelopment of strategic options

ωEvaluation and selection of strategic options

Phase 2:
Strategic Choice

ωOrganizational structure

ωResource allocation

ωResource control

ωManagement of strategic change

Phase 3:
Strategy 

Implementation

11/3/2009 19Restructuring for Strategic Growth
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Detailed Statistics by Stores
Quarterly Averages of Visitors (1)

Champ

Quarter Aks. Ere. Mer. Mal. Umr. Sis. KC-1 KC-2 KC-3 Ave.

09:00-09:14 2,5 1,8 2,2 3,7 1,9 2,9 1,0 0,4 1,1 1,9

09:15-09:29 2,6 2,4 2,6 4,5 1,8 1,6 1,1 0,5 0,8 2,0

09:30-09:44 3,1 2,7 3,0 4,6 1,9 1,7 1,3 0,6 1,0 2,2

09:45-09:59 3,1 2,9 3,6 6,0 1,7 2,8 1,6 0,3 1,3 2,6

10:00-10:14 3,6 3,3 4,0 6,5 1,3 2,3 1,3 0,6 0,9 2,7

10:15-10:29 4,1 3,2 3,5 7,5 1,4 2,6 1,2 0,6 1,5 2,9

10:30-10:44 4,6 3,2 3,1 6,8 1,8 3,2 1,6 0,9 1,3 3,0

10:45-10:59 4,0 3,3 4,2 8,1 1,6 3,1 1,7 0,7 1,1 3,1

11:00-11:14 4,8 3,4 3,9 9,1 2,1 3,6 1,9 0,9 1,6 3,5

11:15-11:29 4,8 3,4 2,9 8,8 2,1 3,8 1,9 1,0 1,5 3,4

11:30-11:44 4,7 3,6 4,3 9,8 2,8 4,5 1,9 0,9 1,7 3,8

11:45-11:59 6,5 3,0 5,3 9,5 2,9 3,5 2,0 0,9 1,7 3,9

12:00-12:14 6,4 4,5 5,9 11,3 3,2 3,9 2,3 0,7 2,1 4,5

12:15-12:29 8,6 3,7 6,0 13,7 2,8 5,7 1,8 0,8 1,5 5,0

12:30-12:44 6,6 3,4 6,5 13,4 2,4 8,1 3,4 1,1 2,2 5,2

12:45-12:59 6,9 3,4 7,1 14,5 4,1 6,2 3,0 1,6 2,2 5,5

13:00-13:14 7,4 4,1 5,3 14,1 4,4 5,7 3,9 1,5 2,1 5,4

13:15-13:29 6,8 4,4 6,3 15,1 4,2 6,1 4,0 1,9 2,1 5,7

13:30-13:44 6,5 4,4 6,3 15,2 4,6 6,1 3,1 1,5 2,1 5,5

13:45-13:59 7,1 3,4 6,3 13,3 3,8 6,1 3,5 1,8 1,6 5,2

14:00-14:14 9,8 3,8 7,0 13,6 3,9 8,1 3,3 1,4 2,1 5,9

14:15-14:29 8,4 3,8 6,0 11,6 3,7 7,3 2,9 1,9 2,4 5,3

14:30-14:44 9,2 3,6 6,5 13,8 3,7 9,3 2,9 1,5 2,2 5,8

14:45-14:59 8,2 3,6 5,0 14,2 3,6 6,9 2,8 1,3 2,2 5,3

15:00-15:14 8,5 3,4 6,6 12,2 4,0 6,1 3,0 1,7 2,1 5,2

15:15-15:29 6,6 3,9 6,8 15,4 4,1 7,6 3,8 2,0 2,4 5,7

BimCarrefour ExpMigros
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Analysis ςExample: Market Research Retail
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ÅStrategic analysis is looking from 

customer market perspective

ÅKey to strategic analysis: comprehensive 

market research

ÅExample: Shopper Trends (Nielsen)

ÅExample:Market research for 

number of store visitors and daily 

distribution according to age and 

gender (nexum / Akademetre)
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General Statistics by Markets
Daily Distribution of Visitors
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Analysis ςExample: Trend Analysis Tourism 
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Tourism industry 

before E-travel

Tourism industry 

after E-travel

ÅStrategic analysis 

needs to analyze 

upcoming trends

Producers Consumers

Carriers

Accomodation

Rental Services

Event Organisers Travel Agents

Man-Made Facilities

Tourism Industry Association
Destination Management 

Organisations (DMO's)

Tourists

Tour Operators

Intermediaries

Computer Reservation 

Systems

Outlets / Call Centers

Producers Intermediaries Infomediaries Consumers

Carriers Outlets / Call Centers carrier.com

Accomodation
Computer Reservation 

Systems
accomodation.com

Rental Services Tour Operators tour operator.com

Event Organisers Travel Agents travel agent.com

Man-Made Facilities
entrepreneur.com

Destination Management 

Organisations (DMO's)

Tourism Industry Association

Tourists

DMO.com
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SWOT Analysis - Example: Textile Industry
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Speed

Know-how and experience

Elasticity

Quality cotton and cotton production

Educated workforce

Productivity of labour

Raw materials

Understanding of marketing / branding

Labour cost

Input costs, especially energy

Branding, no Ămade in Turkeyñ image

Volatility macro economy / material prices

Marketing and distribution channels

Lack of inter-firm cooperation

Over capacities

Informal sector

Lack of statistical data

Possibility of higher taxation on wages

China

Other Asian Competitors

Geographical proximity to EU, Middle East

and ex-Soviet countries

Recend Moves towards high value added 

segments of the market

S
T

R
E

N
G

T
H

S
 

Source: Turkish Textile and clothing industry ïA competitive 

analysis, SME Research Center, Ankara University, June 2007

Outside-inn view: Markets

Inside-out view: Resources
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Strategic Options - Selection of Target Markets 
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MARKET 
ACTTIVITY

high

low

low highINVESTMENT STABILTY
(in the 2001 crisis)

Chemistry, Food, 
FMCG, CementState

Retail & 
Distribution

Automative

ISP
Home

Textile

Banking

Telecom

Insurance & 
Other Finance

Tourism

ÅExpansion into customer markets required investments

ÅBusines development, marketing, sales, marketing, prototype development, ... 

ÅSelection of two target markets (IT sector 2001)

ÅTourism (high investment stability, low risk)

ÅRetail (high market activity, market opportunities)
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Options for Strategic Growth
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The growth trap

ÅCustomer focus is misinterpreted as 

serving all customer needs

ÅGrowth pressure or the apparent 

saturation of the target market often lead 

ƳŀƴŀƎŜǊǎ ǘƻ ōǊƻŀŘŜƴ ǘƘŜ ŎƻƳǇŀƴȅΩǎ 

strategic position

ÅToo often efforts to grow may undermine 

the strategy by blurring uniqueness, 

ÅRather deepen the strategic position than 

broadening and compromising it

Ways to grow

ÅInternal development

ÅAcquisition

ÅJoint venture / alliances
Source: Johnson / Scholes, Exploring Corporate Strategy 


