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*In our valuation, we invited all both quoted and
non-quoted companies. In total, 211 companies
had been included to the valuation. 167 of them
being quoted companies to the Istanbul Stock
Exchange sent their financial data themselves.

*Furthermore, 44 unquoted companies shared
their financial results with us in order to
participate in the valuation process.

*During the valuation process, publicly available
data had been used. Together with the financial
data given by the companies, Bloomberg and
IMKB were our main sources of information.
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Valuation Methodology
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sranc-FinaNCE® | \A/Ny use the Royalty Relief approach?

‘Royalty Relief’ is an ‘economic use’ approach to valuation that determines the value
of the brand in relation to the royalty rate that would be payable for its use were it
owned by a third party.

. The Brand Finance model uses the Royalty Relief methodology for three reasons:

— ltis the approach that is most recognised by technical authorities worldwide
and favoured by accounting, tax and legal users because it calculates brand
values by reference to comparable, third-party transactions.

— It ties back to the commercial reality of brands - their ability to command a
premium in an arm’s length transaction.

— It can be performed on the basis of publicly available financial information.

e The approach results in a value for the brand that can be reconciled back to total
intangible value and total branded business value.

Other intangibles 0
and goodwill 40%

Branded

Business Brand } 20%
Value

40%

Note: Illustrative figures only
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» The Royalty Relief approach is based on the assumption that if a company
did not own any trademarks it would need to license them from a third party
trademark owner instead. Ownership therefore ‘relieves’ the company from
paying a license fee (the royalty) for the use of the third party trademarks.

» The royalty relief method involves estimating likely future sales, applying an
appropriate royalty rate to them and then discounting estimated future, post-
tax royalties, to arrive at a Net Present Value (NPV). This is held to
represent the brand value.
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» The first step in the valuation involves estimating future sales for
each brand over a five-year explicit forecast period.

 This is done by reference to historic revenue trends, market
growth, competitive forces and analyst projections.

Future
Yr. Value
1
Today/ Future Cash Flows Perpetuity Time

starting point Over Planning Period




Lo~ Step 2 — Establishing a royalty rate range

The royalty rate range is set by reference to:

Royalty . .
Range — ompara e |f:ensmg agreements
— Margin analysis
0 . o : .
6.0%  Areview of existing licensing agreements by sector was conducted using Brand
g gag y g
5.5% Finance’s extensive royalty rate database.
5.0% « This identified royalty rates set between third parties in arms’-length transactions.
4 50 «  Profit margins have also been shown to influence the level of royalty rates that
.70 licensees are able to pay.
4.0%  Brand Finance therefore also conducted an analysis of the operating profit margins of
listed companies in the jewelry sector and used this data to inform the royalty rate
P J y yally
3.5% range, in conjunction with the analysis of third party licence agreements.
3.0%
Standard project approach As applied in the Turkish league
2.5% table
. The company is initially segmented into key ‘value
2.0% centres’ . A single royalty rate has been
' applied to the topline revenue
1.5% . Each value centre’s brand should be individually line
: assessed
1.0% . The Royalty Rate applied is
. 0 ] Different business units can command marginally proprietoria| to Brand Finance
0 different royalty rate ranges to reflect the varying Plc
0.5% levels of brand contribution to the purchase
decision
0.0%

Note: lllustrative royalty range only
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Step 3 — Establishing a royalty rate

Calculated by applying the Brand Strength Index score (out

of 100) to royalty rate range.

Brand Strength Index score, and hence the royalty rate,
varies according to the strength and performance of the

brand versus its competitors.

[llustrative
score

lllustrative
range

Standard project
approach

. When undertaking a
detailed project, BF
reviews all existing
market, brand and
customer research

. This allows us to use
more detailed
guantitative data to
support the setting of
the royalty rates

. In most cases we are
able to use existing
client data, avoiding
the cost of additional
research

As applied in the league

table

The Brand Strength
Index uses publicly
available quantitative
data and expert
judgement by Brand
Finance Plc

The categories are
designed to cover all
aspects of contributors
to brand value,
including: market share,
brand awareness and
quality of brand
management




The discount rate is used to calculate the present value of
future brand earnings (accounting for the time value of money
and the associated risk).

A Weighted Average Cost of Capital (WACC) is calculated and
used as a discount rate (WACC rate = proportion of debt
funding * cost of debt + proportion of equity funding * cost of

equity).

Brand Finance first calculated a sector and country specific
WACC using data obtained from Bloomberg.

This WACC was then adjusted to reflect the strength of the
brand being valued (using Brand Finance’s BrandReta ®
methodology).

Specifically, cost of equity, cost of debt and the proportion of
equity funding were all adjusted depending on the Brand
Strength Index for each brand.
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BRAND-FINANCE ® Step 5 — Brand valuation

» Future royalty revenues are calculated by applying the royalty
rate determined in step 2 and 3 to the estimated future sales

from step 1.

» These future royalty earnings are then discounted to a present
value using the WACC rate determined in step 4.

 The present value of this stream of (hypothetical) royalty
payments represents the value of the brand. (5 year NPV Brand
Value + Brand Value into perpetuity = Total Brand Value).

Time

Today Future Cash Flows Perpetuity
Over Planning Period

NPV of (post-tax) royalties deemed to equal brand value
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Overview of the League Table
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BRAND-FINANCE ® Turkey’S Most Valuable Brand — TOp 10

Company Tradc_a\r_nark Value Trad_emark Value
(million NTL) (milliom US$)

2007 2007

1 Ford Otomotiv Ford Otomotiv 2.279 1.725

2 Turkcell leti im Turkcell 1.945 1.472

3 Petrol Ofisi Petrol Ofisi 1.895 1.435

4 Argelik Argelik 1.828 1.384

5 Aygaz A. Aygaz 1.164 881

6 Enka n aat Enka 1.141 863

7 Anadolu Efes Birac | k Efes Pilsen 1.001 758

8 Vestel Elek San Vestel 999 756

9 Turk ise Cam i e Cam 909 688

10 Migros Migros 882 668
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Trademark
Company Vlllj:?r;niﬂ:cl)(n Value Brand Revenues Revenues I\B/ZJ}ES
NTL) 2007 U(S”;SI)”IS(I;O7 Score 2006 2005 /Revenue
28 Yap Kredi Bank Yap Kredi 271 205 60 2.216 2.172 12,2%
29 Hurriyet Hurriyet 250 189 63 632 585 39,6%
30 Netcell Netcell 235 178 49 861 863 27,2%
31 Tansa Perakende | 1o 225 171 50 1.503 1.271 15,0%
Ma azaclk
32 Tuarkiye Vakifl-D Vak flar Bankas 223 168 45 2.654 2.654 8,4%
33 Golda Kuyumculuk Golda 211 160 57 3.149 2.305 6,7%
34 Anadolu Cam Anadolu Cam 204 154 45 679 533 30,0%
35 Sarkuysan Sarkuysan 192 145 47 1.376 641 14,0%
36 Istikbal stikball 189 143 70 572 500 33,1%
37 Vestel Beyaz Esy Vestel 184 139 59 898 810 20,5%
38 Aksa Aksa 182 137 52 1.384 1.144 13,1%
39 Anadolu Sigorta Anadolu Sigorta 173 131 57 1.060 826 16,3%
40 Finansbank Finansbank 172 131 51 1.384 1.384 12,5%
41 Turk Prysmian Kablo | 1 prysmian 168 128 51 492 276 34,2%
ve Sistemleri




> =

BRAND-FINANCE ®

GOLDA :
Brand Valuation Summary




Revenue forecasts were based on
historical performance and projected
forwards. GOLDA s past five year
sales growth average (%52) was used
in order to determine future five year
sales growth. However, it fade down
as OECD rates were taken for the
long-term expected value of economy.

The valuation calculations have been
consistent with other companies and
conservative in terms of the general.

> years sales revenues average:
52%

5 vears future sales revenues
average: 2.5%




Accounted for the time value of money and
the associated risk, the discount rate is
used to calculate the present value of future
brand earnings.

These factors play an important role in the
discount rate’s calculations:

10-20 years government bond rates
Risk rate of the economy
Risk rate of the sector

Discount Rate: 9.5%




GOLDA :
Brand Rating Summary



« BRAND SCORE : 57

ﬁ

. BRAND RATE : BBB+

AAA+

23 ¥ %%

A+

BBB+
BBB
BBB-
BB+
BB
BB-
B+

CCC+
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Brand Rating process includes not
only quantitative data such as market
share, sales growth and profitability
but also qualitative indicators such as:

Perceived Product / Service Quality
Marketing Communication
Visual ldentity

Awareness
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e Perceived Product / Service Quality

As a result of our research and experts’ judgemériias been agreed @for

GOLDA brand’s perceived quality score and included in thieation process
as itis.




« Marketing Communication

GOLDA is ranked as 3th among the “most memorable adveréists”. In the
wake of both cross checks, our research resulteqperts’ judgements, it has

been accepte8 for GOLDA marketing communication score and included i
the valuation process as it is.

n



 Visual Identity

Brand name and associated brand elements are efimportance for a brand In
order to have a strong and permanent place in psapiind.

The care and use of the visual identity structaesttutes the core of our
analysis.

As a result of our study, GOLDAIs ranked as 3th for both “the first brand that
comes to one’s mind” and “other brands” rankings.

After our research and experts’ judgements, GOLAual identity score is

rated8 and it is included in our calculations as it is.




e Awareness

GOLDA s placed in the first rank due to its
“brand aided” rememberance.

According to our research results and experts’
judgements, it has been agreed on 8 for GOLDA
brand awareness and it is included in the valuation
as it is.




Brand Value Chain
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Informed
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