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(L to R) Bernd Winter (Verkehr, Editor in Chief), Gernot Graller-Kettler (Managing Director, SSG Steel Solutions), Davor Sertic (CEO, Unitcargo), Ingrid Glauninger (Managing Director, Montan Spedition), 
Marco Garcia (Head of the Austrian Economic Chamber in Istanbul), Robert Schönberger (Project Group Manager, Messe München).

What are the biggest challen-
ges in the Turkish market? 
What has been your experi-
ence of doing business in 
Turkey?
Marco Garcia: When we talk 
about Turkey, we need to look at 
the country in terms of its social 
and political makeup. The Euro-
pean perception of Turkey is cur-
rently a negative one, in no small 
part because of the political 
upheaval taking place under the 
current government. But it is im-
portant to separate politics from 
the economy, and the potential 
of the latter is well known and 
appreciated throughout Europe. 

The country offers great oppor-
tunities and is a huge market 
for Austria. Yet at the same 
time, it is also a difficult market. 
The Turks see Austria as one of 
many countries which are keen 
to sell them products. What I 
would like to explain to Austrian 
companies is that, although 
Turkey is located geographically 
in Eastern Europe, the mentality 
of its people has nothing in 
common with other Eastern 
European countries. Turkey is 
not a state-trading country, for 
example. Entrepreneurs operate 
freely and can do anything they 
want, like in  America. There are 
good opportunities for anyone 
wishing to enter this growing 

market. Anyone who has expe-
rience of doing business in 
America will find it easy to deal 
with the Turkish market. Turkey 
is a challenge because of its dif-
ferent customs, which new arri-
vals would do well to familiarise 
themselves with. With regard to 
its purchasing power and com-
petitiveness, Turkey is just as 
interest ing as America. It is par-
ticularly important for SMEs to 
appreciate that the mentality is 
different.
Ingrid Glauninger: We have 
been working in Turkey since 
1989 and our experience has 
been positive until now. 

Turkey is an emerging market 
with great potential
ROUNDTABLE: Turkey is seen as a growth market with a bright future. It makes sense to enter this large 
market now. Some of its unique characteristics need to be borne in mind, however. 

BY JOSEF MÜLLER, BERND WINTER
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In 2023, Turkey celebrates the 100th anniversary of the founding 
of the modern Turkish state and is investing a lot of money in 
huge infrastructure projects between now and then. The world‘s 
largest airport is being built in Istanbul, railways and roads are 
being extended throughout the country, ports are being expan-
ded and ambitious tunnel projects undertaken. In 1980, Istanbul 
was home to around 2.7 million people; today there are over 14 
million. The country, with a population of 75 million, has a gro-
wing internal market. At the same time, as a result of its favour-
able geographical location, it plays an important role as a gate-
way between east and west. The new commercial opportunities 
opening up in Iran add to Turkey‘s importance as a logistics hub. 
These strengths are mitigated by weaker economic growth, the 
decline in the value of the currency and the political uncertain-
ties relating to the upcoming election. The crises in the neigh-
bouring countries of Greece, Syria and Iraq are also dampening 
optimism.  
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For the first three years we col-
laborated with Turkish partners. 
We have had our own office in 
Istanbul since 1992. We have 
learned that because of the 
mentality and the size of the 
country, a local presence is a 
necessity. Without your own lo-
cal base it is very difficult to do 
business in Turkey. Turkish cus-
tomers expect us to be able to 
communicate in Turkish, even 
when the customers of the Tur-
kish supplier are in Western Eu-
rope. You should not underesti-
mate Turkish attitudes and sen-
sibilities. We treat our Turkish 
customers the way they expect 
to be treated. Dealt with that 
way they are very loyal custo-
mers and we can develop an 
enduring business relationship 
based on mutual trust. Turkish 
business partners are trustwor-
thy and reliable, although they 
may be portrayed differently in 

our part of the world. We have 
concluded verbal agreements 
and sealed them with a hand-
shake. You should not compare 
the Turks who live in Turkey 
with those who live here. 
Davor Sertic: I have to agree 
with what Mr Garcia and Ms 
Glauniger have said. I remem-
ber the first time I flew to Tur-
key on business. I was used to 
having five appointments in a 
day. In Turkey things are com-
pletely different. We wanted to 
get through five appointments 
in a day, but in the end only 
managed one. The reason? The 
physical distances and the way 
Turkish business partners work. 
They want to show us their 
business and they want to find 
out what kind of a person their 
visitor from Austria really is. It 
would have been unfriendly to 
insist on doing things the Euro-
pean way and leaving after a 
short time. So we only had one 
meeting and rescheduled the 
others over the next few days. 
Nobody was annoyed. They all 
understood. I can confirm their 
trustworthiness. Payment beha-
viour in Turkey is of a high stan-
dard. Our experience is that 

customers do not default here. 
Quite unlike the Balkans. For a 
Turkish business partner, not 
paying a bill would be dishon-
ourable.
Glauninger: I can confirm their 
excellent payment behaviour. 
We have been doing business in 
Turkey for over 25 years and 
during that time haven‘t lost a 

single schilling or euro. Turkish 
business partners believe that 
it‘s dishonourable not to repay 
what you owe – which is pro-
bably why their payment prac-
tices are so good.
Gernot Graller-Kettler: We have 
been operating in Turkey for ten 
years now, in all parts of the 
country including Konya, An-
kara and Istanbul. The people in 
each of these cities have mar-
kedly different mentalities. Tur-
key has great potential, but I do 
not think that you can separate 
its politics from its society or its 
economy.. Turkey has unresol-
ved problems with the Kurds in 
the east of the country. The loss 
in value of the Turkish lira is also 
an issue and I‘m currently rather 
sceptical about how the coun-
try will develop in the future. 
When doing business it is im-
portant to have a local partner 
in place to conclude deals. Ide-
ally someone who has been 
educated in Germany or Aust-
ria. You definitely need a locally 
based agent. For me, Turkey is 
comparable with other markets, 
and I can only confirm the 
trustworthiness that has been 
mentioned. We are both a cus-

tomer and a supplier in Turkey, 
and as far as payment behavi-
our is concerned I can confirm 
that it is really exemplary. I only 
wish that more Austrian and 
German businesses would act 
like them. 
Robert Schönberger: Compa-
nies that want to go to Turkey 
need to develop a feel for this 
country. As Messe München we 
want to help companies enter 
the Turkish market. In Turkey 
you have to approach business 
partners cautiously; you have to 
learn how to size them up as 
people. Exhibitors often ask us 
how best to proceed when do-
ing business in Turkey. Our 
answer is:  personal contacts 
are very important. You need to 
show that you are a reliable 
partner and that you are inte-
rested in the Turkish market and 
in your customer on a personal 
level. Respect is very important 
when dealing with Turkish busi-
ness partners. 
We also think that patience is an 
important virtue if you really 
want to gain a foothold in Tur-
key. But when you succeed, the 
market will be there for you 
over the long term. In order to 
be successful in Turkey, it is 
worth recruiting Turkish/Ger-
man-speaking staff for your 
company. This will help build 
bridge the gap between Wes-
tern European and Turkish 
mindsets. 
What can you expect if you 
want to enter the Turkish mar-
ket and develop business rela-
tionships?

Garcia: WeIf you want to enter 
the Turkish market, you should 
be quite clear about whether 
you really want to take this step. 
There is no point in half-hear-
tedly attempting to enter the 
market, as this will not succeed. 
Take your time finding the right 
partner, develop new contacts 
carefully and separate the 
wheat from the chaff. 

Glauninger: Of course, compe-
tition has become tougher over 
the past 25 years. We were en-
tering uncharted territory with 
intermodal transport in Turkey. 
As a typical niche freight for-
warder, we gained a foothold in 
Turkey when there was no real 
competition to speak of. We try 

to offer our customers good 
service. We believe in building 
good relations with our custo-
mers and visiting them regu-
larly. We have never regretted 
moving into the Turkish market. 
If we were not already active in 
this interesting country and 
market, we would not hesitate 
to make the move today.
Sertic: I’ve discovered that busi-

ness in Turkey is based on the 
20:80 rule. It is certainly worth 
knowing. I have analysed 
 exactly how much time I have 
to spend talking to my business 
partners in Turkey. In Europe, 
we spend 80 percent of our 
time talking business and the 
remaining 20 percent talking 
about personal matters. In Tur-
key it‘s the exact opposite. 80 
percent of time is spent sociali-
zing, where we talk about our 
family and personal stuff, but 
only 20 percent of the time is 
spent talking about the deal it-
self. The end result is the same as 
in Western Europe. For me, that‘s 
a strategy for success. We have 
hauliers in Turkey whom we em-
ploy, and also customers. The top 
priorities in the case of hauliers 
are a good credit rating and 
speedy payment of invoices. I of-
ten feel like I‘m a bank. Custo-
mers take a relatively long time to 
pay in Turkey, with payment peri-
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Turkish 
business 
partners are ex-

tremely trustworthy, with im-
peccable payment behaviour. 
Payment defaults do not happen 
here.  When doing business with 
customers, it is important to be 
able to show that you have 

your own office in Turkey.
Davor Sertic

Unitcargo

Turks live 
and work in a 
more relaxed 
way than we do in 

Western Europe. Turks believe 
in being proactive. Payment 
practices are exemplary. 

Gernot Graller-Kettler
SSG Steel Solutions

Turkish 
companies have 
well established 
networks with their 

neighbours and other countries in 
the Caucasus region. I expect to see 
commerce between Turkey and Iran 
really taking off. Turkey offers a good 
springboard to anyone without any 

contacts in Iran or the region.
Marcia Garcia, Austrian Economic 

Chamber

Turkey is an emerging market ...
 CONTINUED FROM PAGE 5

Davor Sertic: “Payment behaviour in Turkey is of a high standard.“
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Gernot Graller-Kettler: “Turkey has great potential.“

Marco Garcia: “You have to look at politics and business separately in Turkey.“
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ods be-tween 45 and 90 days. 
The haulier has to be financed in 
advance. There are, for example, 
agreements which state that 60 
or 70 percent of the freight costs 
have to be paid when the truck is 
loaded, with the balance usually 
due between 45 and 90 days af-
ter delivery. When doing business 
with customers, it is important to 
be able to show that you have 
your own office in Turkey. That is 
why we open-ed an office in 
Bendik eight years ago. Proximity 
to the customer is very important 

and it is also advisable to have 
Turkish speaking staff who un-
derstand how Turkish custo-
mers think and are available to 
speak to customers any time.
Graller-Kettler: If I were to en-
ter the Turkish market now, I 
would of course do some 
things differ-ently. I certainly 
wouldn‘t do it the hard way like 
I did ten years ago. If I had tried 
to find a local agent at the very 
beginning, breaking into the 
market wouldn‘t have been 
such a costly exercise. You 

need staff, ideally Turkish natio-
nals who have been educated 
in Austria and have experience 
of working there and who are 
able to speak to your Turkish 
business partners in their own 
language. 
Schönberger: You need a mar-
ket presence. Anyone interes-
ted in the Turkish market must 
be seen as a reliable partner 
from the outset. That is what 
we always tell our customers 
who are at the trade fair in Is-
tanbul. It is not enough just to 
travel to Turkey once in the 
hope that you will do lots of 
business. If you are interested 
in the Turkish market you need 
to visit several times to de-
monstrate your  interest in your 
partner and in the market. Be-
cause personal contact is very 
important in Turkey, doors will 
open more easily if a Turkish-
speaking member of staff visits 
potential customers and keeps 
in touch with them in Turkish 
and supplies them with rele-
vant materials. 

What can Austrian and Ger-
man companies learn from the 
Turkish approach to business? 
Garcia: Turks are solution-ori-
ented and want their custo-
mers to be satisfied. That is 
their strength: they solve their 
customers‘ problems. They take 

this matter seriously. They are 
ahead of us Austrians or Ger-
mans in this respect. 
Graller-Kettler: Turks live and 
work in a more relaxed way 
than we do in Western Europe. 
But of course there are also 
striking differences between 
what a Turkish supplier promi-
ses, for example, and what it 
actually does. Turks believe in 
being proactive. Being seen as 

a problem-solver is good, but 
reliability ultimately matters 
more. In our supplier develop-
ment program – as we call it – 
we keep a very close eye on 
whether our suppliers deliver 
on their promises.  
Glauninger: I can only agree: 

the Turks are more relaxed than 
we are. In Turkey, problems of-
ten take care of themselves. 
Some things that are not a 
matter of course here are often 
taken for granted in Turkey. I 
could list quite a few examples. 
The bottom line: they have an 
outstanding ability to impro-
vise.
Sertic: What I have learned 
from the Turks is humility, res-
pect and how to do business 
with a twinkle in your eye. Tur-
kish business people complain 
about the price and how it is 
too low. But when I visit them 
they show me their multi-
storey houses. Nevertheless, 
every time I come home from 
a trip to Turkey, I bring lots of 
good experiences back with 
me. 
Schönberger: As trade fair or-
ganisers, we recognise that 
they approach fairs differently 
in Turkey. What we can learn 
from the Turks is their ability to 

improvise, their commitment 
and their solution-oriented ap-
proach to work. I only wish we 
could be a bit more relaxed like 
the Turks.
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As exhibi-
tion organi-
sers, we recog-

nise that they approach exhibiting 
differently in Turkey. What we can 

learn from the Turks is their ability to 
improvise, their commitment and their 
solution-oriented approach to work. I 
only wish we could be a bit more 

relaxed like the Turks.
Robert Schönberger

Messe München

Some 
things that are 
not obvious here 

are often taken for granted in 
Turkey. Turks live and work in a 
more relaxed way and they have 
an outstanding ability to impro-
vise. Problems often take care 

of themselves.
Ingrid Glauninger

Montan Spedition

Ingrid Glauninger: “Our experience in Turkey has so far been positive.“

Robert Schönberger: “Respect is very important when dealing with Turkish 
business partners.“

Vienna based UnitCargo is the 
specialist  truck transport company 
 connecting  Northern, Central and 
 Eastern Europe with Turkey and 
the Middle East. 

sales@unitcargo.at | www.unitcargo.at

With over 20,000 transports annually, UnitCargo 
has become the transporter of choice for major 
European companies with a quality service built 
upon four key points

• Total focus on our transport corridor and no other
• A multilingual and intelligent workforce
• A solid reputation for fi nancial probity and integrity
• An unbeatable track record of success

OUR CORRIDOR, YOUR MARKETS, 
THE PERFECT COMBINATION

The best connection to your markets 
is only a phone call away 
+43 1 557 25 03 
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their solution-oriented ap-
proach to work. I only wish we 
could be a bit more relaxed like 
the Turks.

How do you see the Turkish 
economy developing in the fu-
ture?
Garcia: Turkey has just emerged 
from 13 years of successful eco-
nomic development. The mood 
at the moment is not so upbeat, 
however. Erdogan is becoming 
more and more despotic and 
intervening politically in certain 
industries, which is having the 
effect of unbalancing the 
country‘s image. The situation is 
not dramatic, however. The 
country is living with an infla-
tion rate of between six and se-
ven percent, which would be 
high for Europe, but is quite ac-
ceptable for Turkey. The popu-
lation supports Erdogan not for 
religious or ideological reasons, 
but because of his economic 
success. People are simply bet-
ter off today. We will have to see 
what happens at the elections 
in November. The years of rapid 
growth are over, which is per-
fectly natural if you think in 
terms of economic cycles. Many 
other countries are experien-
cing the same thing. Turkey is 
an emerging market and will re-
main one. Now is a good time 
to enter the market because the 
price structures are good. The 
mood might not be so good, 
but the fact is that the country 
has great potential. The political 
risk is predictable and not as se-
rious as it is often presented.
Glauninger: Turkey has already 
experienced many setbacks but 
as a nation has always managed 
to recover from them. Its mas-
sive economic growth testifies 
to its success. The country will 
remain an interesting market in 
the future. We will not see a re-
peat of the dramatic economic 
growth of recent years, howe-
ver, but this is a global pheno-
menon and doesn‘t just apply to 
Turkey. 
Sertic: Turkey has always been 
a volatile market. We regularly 
have to discuss with customers 
whether we can keep our prices 
stable. We can, but only be-
cause we know how to deal 
with the volatility. I think that 
Turkey will benefit from the cri-
sis in China because we are al-
ready seeing signs of Western 
companies relocating their pro-
duct manufacturing back to the 
West, with Turkey being a po-
tential manufacturing location. 
Schönberger: We see good op-
portunities for development in 
Turkey. Not only for our exhibi-
tion in November in Istanbul, 
but for our general trade fair 
work in the country, which has 
more long-term goals. 

Graller-Kettler: Turkey is a 
growth market – that is indispu-
table. I believe that the result of 
the elections in November will 
play a role in determining the 
country‘s future. Let‘s also not 
forget the issue of how the Eu-
ropean Union intends to deal 
with Turkey. 

Turkey enjoys a convenient lo-
cation between the East and 
the West. How do you see 
Turkey‘s role as a bridgehead 
not only between Asia and Eu-
rope, but also with regard to 
the Caucasus region and Iran? 
Sertic: Turkey is part of a gigan-
tic region with the Caucasus 
countries on its doorstep and 
Iran as a neighbour. We operate 
in all of these countries with our 
Turkish hauliers and our experi-
ence has been good. We are 
able to offer stability, reliability 
and high quality freight delive-
ries. Turkish hauliers are profes-
sional. Their drivers often speak 
not only Turkish but also lan-
guages of other countries in the 
region. The opening up of Iran 
offers us new opportunities. 
There is a great deal of interest 
in Iran from Austria.  
Glauninger: In the short term, 
we don‘t see any major break-
throughs happening in the re-
gion. We use the railways. Our 
competition is not so much road 
transport as ocean shipping. 
Should transport volumes in-
crease, we will be ready to sup-
ply the necessary capacities and 
to expand our transport services 
in Turkey and the region. 
Garcia: Turkish companies have 
well-established networks with 
the other countries in the re-
gion. There is a large Iranian di-
aspora in countries including 
Austria, and therefore very close 

direct contact between Austria 
and Persia. But the countries in 
the Caucasus region also have 
purchasing power, and I expect 
to see commerce between Tur-
key and Iran really taking off. 
Turkey certainly offers a good 
springboard to anyone without 
contacts in Iran or the region 
who wants to tackle those mar-
kets from there. 
Schönberger: Turkey definitely 
acts as a bridgehead for us. We 
can see that in other trade fair-
related issues. We have a subsi-
diary in Turkey which organises 
various fairs. As Messe Mün-
chen, we want to target visitors 
from Turkey and the countries 
in the region, because it is ea-
sier for trade fair visitors to tra-
vel to Turkey from Iran or the 
Caucasus countries. The num-
ber of visitors from these coun-
tries continues to grow. We 
would like to extend and pro-
mote the country‘s role as a 
hub. At this year‘s Logitrans in 
Istanbul there will be more than 
200 exhibitors in two halls. We 
are less interested in organising 
a Logitrans in Tehran than we 
are in attracting even greater 
numbers of visitors from Iran to 
Istanbul in the future. 

How do you expect Turkey to 
be in 2030? What might busi-
ness relationships between 
Turkey and Austria and Ger-
many be like?
Garcia: Unfortunately, Turkey 
has a negative image at present 
because of the political situa-
tion. Commercial reality is diffe-
rent, however, and I would say 
that looking ahead to 2030 it‘s 
worth establishing yourself in 
this market. What Turkey will be 
like in 2030 depends on the po-
litical situation not just in Tur-
key, but in the region. Turkish 
newspapers are now saying that 
Iran could become the second 
Turkey. That would mean an 
uphill struggle for Turkey. China 
is accelerating the development 
of the Silk Road towards Europe, 
and Turkey plays an important 
role here. I would say that Tur-
key will continue to strengthen 

over the next 15 years and gain 
a reputation as an economic 
hub.
Schönberger: Turkey is aiming 
to be one of the world‘s top 10 
industrialised nations by 2030. 
Messe München is expecting 
great things from this ambitious 
objective. Greater Istanbul will 
expand and this will boost the 
logistics industry. We therefore 
see great potential for the logis-
tics industry operating between 
East and West. By 2030, we 
hope to attract 600 exhibitors in 
four halls at Logitrans in Istan-
bul. We consider that to be a re-
alistic goal. We still have 15  
 years in which to achieve it. 
Graller-Kettler: Our company 
hopes to buy more and sell 
more in Turkey in the future. At 
the moment business with Tur-
key is good, although we expect 
deliveries to decline over the 
next two years. With the best 
will in the world, I cannot say 
what will happen by 2030. 
Sertic: When I try to imagine 
what Turkey will be like as a lo-
gistics location in 2030 and 
compare that with Austria in 
2030, it worries me because 
Turkey will take so much away 
from us. There are already in-
credibly large logistics firms in 
Turkey such as Ekol, Ulusoy and 
others. If the costs of running a 
logistics business in Austria 
keep rising the way they have 
done, Austrian hauliers will 
soon be unable to compete. I 
think we need to rethink our 
transport policy in Austria. In 
Turkey, there is a real awareness 
of the importance of infrastruc-
ture for logistics and for the 
economy. Erdogan did the right 
thing. There are some wonder-
ful roads in Turkey. 
Glauninger: From my perspec-
tive, the question is not what we 
want, but what we do. We are 
strong in unaccompanied inter-
modal transport. The overall 
context for rail transport is hardly 
a favourable one. Fuel prices are 
currently low and the railways 
have apparently not yet realised 
that they need to act modera-
tely. Prices for rail transport 

should be predictable for a pe-
riod of two years. Given stable 
prices, we could expand the traf-
fic on our current combined 
transport routes. Turkey is a 
lorry-dominated market. We 
hope that environmental aware-
ness will establish itself in Turkey 
along with an appreciation of 
the importance of environmen-
tally friendly forms of transport. 
We hope, of course, that mined 
material will still be transported 
to and from Turkey in 2030 and 
that we will still be involved. We 
have been moving freight be-
tween road and rail with our 
Moco system since 1978, and 
during that time I have not 
known a single customer which 
uses green logistics and is also 
willing to pay a higher price for 
it. Green logistics must be at the 
very most the same price as 
road transport, or – even better 
–  cheaper.

Thank you for the talk.
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In the round table discussion 
organised by the weekly ma-
gazine Verkehr and attended 
by a number of highly quali-
fied participants, it became 
clear that entering the Turkish 
market and taking advantage 
of the opportunities available 
is currently very worthwhile. 
Those who intend to do so 
need to observe a number of 
rules when developing busi-
ness contacts.

Success factors for the Turkish 
market:
•  Very good payment behavi-

our
•  High level of trustworthiness 

between business partners
•  An emphasis on delivering 

solutions to problems
•  Relaxed business environ-

ment
•  Bridgehead to the Middle 

East
•  High affinity with social 

 media

CONCLUSION

Turkey is an exciting growth market. Entrepreneurs operate freely, as in America. There are customs that anyone who wants to open up this market professio-
nally should absolutely understand. 
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TURKEY IS 
A BRIDGE-

HEAD BETWEEN 
ASIA AND  
EUROPE.
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