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n” 1953 ‹stanbul do¤umlu. Avusturya Lisesi
(1964-68), Robert Kolej (1968-72) ve
Amerika’daTufts University’de (1972-76)
makine mühendisli¤i okudu. Yurda dönünce
ailenin tekstil iflinde kumafl üretiminin yan›
s›ra Empirme Bask› Atölye’sini faaliyete
geçirdi. Askerlik sonras›, 1979’da Vitra’da
profesyonel hayata bafllad›. Ege Seramik’de
(1996-98)iki y›l çal›flt›ktan sonra, Prima
Seramik’e % 50 ortak oldu. (Prima 1995’te
‹stanbul’da kuruldu). Alt› ay sonra flirketin
tamam›n› ald›. 2000 y›l›nda Duravit’le
bafllad›¤› görüflmeler onu flirketin Türkiye
Genel Müdürlü¤üne tafl›d›. Müfit Ülke evli,
iyi derecede ‹ngilizce ve Almanca bilmektedir.
Duravit’in Türkiye’de kurulufl aflamas›,
tasar›mc›lar› ve Starck ile oluflturulan
stratejiyle birlikte, Ülke ile kendi aktüel
yaflam› ve hedeflerine her fleyi konufltuk.
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“Duravit, dünyan›n
banyo modas›
yaratan tek
firmas›d›r”

Müfit Ülke:

Was born in Istanbul in 1953. He attended
Austrian High School  (1964-68), Robert
College (1968-72) and studied mechanical
engineering in Tufts University in USA. Upon
returning to his country; beside working in
fabric production in the textile business of
the family, he launched the Imprinted Cloth
Workshop. After military service, he started
his professional career in Vitra in 1979. After
working for Ege Seramik (for two years), he
became 50 % shareholder of Prima Seramik
(Prima was founded in Istanbul in 1995).
After six months, he took over the whole
company. The negotiations he started with
Duravit in 2000 took him to being the General
Manager of the company for Turkey. Müfit
Ülke is married and is proficient in English
and German. We talked with Ülke on his life,
his aims and Duravit’s foundation phase in
Turkey, its designers and the strategy created
with Starck.

fierife Deniz Ulueren
Röportaj / Interview

Foto¤raflar / Photos

Tamer Budak

serife@serfed.com



fierife Deniz: Kriz efli¤inde birleflti¤iniz
Duravit, nas›l bir oluflumla Türkiye’ye
ad›m att›?

Müfit Ülke: Prima Seramik’in tamam›n›
ald›ktan alt› ay sonra Duravit Türkiye’de
yat›r›ma bafllad› ve yaz›flmaya bafllad›k.
2000 y›l›n›n A¤ustos’unda ilk görüflmeyi
‹stanbul’da gerçeklefltirdik. Do¤ru
hedeflerimiz varm›fl ki her iki taraf da
birbirini buldu. Ben güçlü bir iyi marka
iflbirli¤i ar›yordum, krizde
erteleyeceklerini bekledim ama hiçbir
fley de¤iflmedi. 2001 Ocak ay›nda fabrika
binas›nda çal›flmaya bafllad›k. 19 fiubatta
kriz ç›kt›. K›smet buraya kadarm›fl dedim.
fiirketi yabanc› sermaye ifllemlerini
h›zland›rma aç›s›ndan benim üzerime
kurmufltuk, Mart ay›nda devir yapacakt›k.
Devri geciktirecekler mi derken gördüm
ki hay›r. Yabanc› sermaye bir ülkeye girme
karar›n› ald›¤› zaman uzun vadeli plan
yapm›fl, iyi incelemifl, o ülkenin
potansiyeline inanm›fl ve kriz karar›n›
etkilemiyor ve vazgeçmiyor.

fierife Deniz: In what manner did Duravit
you merged with on the threshold of the
crisis took the step into Turkey?

Müfit ÜLKE: Six months after taking over
all of Prima, Duravit started its investment
in Turkey and we started correspondence.
We held the first meeting in August 2000
in Istanbul. I guess we had the right
objectives, that the two parties found each
other. I was looking for a powerful good
brand cooperation, I expected them to
postpone during the crisis but nothing
changed. In January 2001, we started work
in the factory building. The crisis took place
on February 19. I guess it was not meant
to be. We had founded the company on
me to accelerate foreign investment
procedures. We were to hand over in
March. I was waiting to see if they would
delay the handover, but, no. If foreign
capital decides to go into a country, it
makes a long term plan, analyzes well,
and believes the potential of that country
and the crisis does not affect its decision,
it does not give up.

“Duravit,
Almanya’da
iflçilik
maliyetleriyle
para
kazanmay›
baflaran tek
fabrika.”
“Duravit is the only
factory in Germany
managing to make
money with those
labor costs. ”
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fi.D: Türk sanayisinin d›flar› aç›lmas›yla ne tür
eksikler hissedildi?

M.Ü: 1980’den sonra, Özal ve ekonominin
liberalleflmesiyle sanayici d›flar› aç›ld›. ‹hracat›n
gerektirdi¤i kalite anlay›fl›n› ürün ihtiyac›n› ö¤renmeye
bafllad›. ‹lk dalga on y›l sürdü, fiyat baz›nda en düflük
fiyatl› ürün benim ürünümdür diye satt›k. 90’larda
fiyat bazl› satmak iyi ama yeterli para
kazanam›yorduk. Ürünlerimizin daha yüksek de¤erli
ürünler haline dönüflmesi gerekti¤ini ö¤rendik.

fi.D: Türk yat›r›mc› ile yabanc› yat›r›mc› aras›nda
burada ne gibi fark belirdi?

M.Ü: Türk yat›r›mc›, finans sektörü k›sa vadeli
düflünüyor. Bankac›l›k, ifl dünyas›nda sermaye çok
zay›f, küçük önlemlere al›flm›fl›z. O günlerde hiçbir
Türk bankas› ne yapaca¤›n› bilmiyordu. Mart 2001’de
Almanya’dan, Türkiye’deki bir yat›r›m için on y›l vadeli
üç y›l ödemesiz yat›r›m kredisi temin ettik.

fi.D: Nas›l baflard›n›z bunu?

M.Ü: Alman orta¤›n›n deste¤i ve bankac›s›n›n,
Türkiye’nin gelece¤ine inanmas›yd›. Hiç krizden
etkilenmedik. Hiçbir yat›r›m karar›m›z de¤iflmedi.
Türkiye flartlar›na göre inan›lmaz faiz oran›yla, Nisan
ay›nda üretime geçebilecek kadar çal›flmalar›m›z
h›zland›. Kriz ortalar›nda kurdu¤umuz için ilk
planlar›m›z de¤iflti.

fi.D. Neydi de¤iflen planlar?

M.Ü: Almanlar için hedef Türkiye pazar› ve Duravit,
Türkiye üzerinden hareketle Avrasya dedi¤imiz
Türkiye Cumhuriyetler pazar›na yönelsin. Bu
hedeflere ancak flimdi ulafl›yoruz. ‹ç Pazar çok
daralm›flt›. ‹lk etapta üretimin % 50’sini içeriye, %
50’sini de Avrasya pazarlar›na planlarken, fiili durum
% 20’si içeriye, %80’i Avrupa pazarlar›na yöneldi.

fi.D: what types of shortcomings were detected upon
Turkish industry’s opening to outside?

M.Ü: After 1980, with Özal and the liberalization of
the economy, the industrialists opened to the outside.
They started to learn the quality concept and product
requirement made necessary by exports. The first
wave lasted ten years. We sold on price, saying my
product is the least expensive. In the 90s, price based
selling was good but we could not make enough
money. We learned that our products should turn
into products of higher value.

fi.D: What kind of a difference appeared between
the Turkish investor and the foreign investor here?

M.Ü: The Turkish investor, the finance sector thinks
short term. Capital is very weak in banking and
business, we’ve got used to small measures. Those
days no Turkish bank knew what to do. In March
2001, we secured an investment credit with a term
of ten years and three year grace period for a project
in Turkey from Germany.

fi.D: How did you accomplish this?

M.Ü: It was the support of the German partner and
the belief in Turkey’s future of its banker. We were
never effected by the crisis. No investment decision
of ours changed. At incredible interest rates for
Turkey, our operations speeded up so that we could
start production in April. Our initial plans changed in
mid-crisis.

fi.D. What were the changing plans?

M.Ü: For the Germans, the target was the Turkish
market and Duravit’s going into the market of Turkic
Republic we call Auraisa over Turkey. We are only
now attaining these targets. The domestic market
had shrunk too much. We had planned that in the
first stage, 50 % of the production would be for
domestic and 50 % for Auraisan markets but in the
de facto situation, 20 % went domestically and 80 %
to European markets.



fi.D: Almanlar›n düflüncesi neydi?

M.Ü: Türkiye pazar›nda yer almak ve
Türkiye’yi köprü görüp Avrasya
ülkelerine aç›labilmek. Duravit’in
uzanmad›¤› pazarlard›. Türkiye’deki
flirketin bir görevi de buydu ve yeni
yeni oturuyor.Üretimimizin % 50’sini
iç pazara satmakta zorland›¤›m›z›
görünce yine yabanc› olman›n verdi¤i
rahatl›kla, geri kalan›n› biz al›r›z
dediler.

fi.D: Duravit için tasar›m›n önemi
nedir?

M.Ü: Duravit Almanya’da iki noktada
üretim yap›yor. Almanya’da iflçilik
maliyetleriyle para kazanmay›
baflaran diyebilirim ki tek fabrika.
Tasar›m a¤›rl›kl› kulvarda ve yüksek
fiyat seviyesine oturmufl. 94’ten
bugüne Philip Starck ile çal›flmak o
stratejiyle çok uyumlu. Almanya’daki
pahal› iflçilik maliyetiyle vitrifiye
üretiyorsan›z, kar› olmas› için en üst
kalite tasar›m olmas› ve moda
yarat›c›s› olman›z laz›m. Duravit
dünyan›n banyo modas› yaratan tek
markas›.

fi.D: Starck ile geliflen tasar›m
anlay›fl› nas›l geliflti?

M.Ü: 80’lerin sonunda, Avrupa’n›n
geliflmesini görünce, gelirinin yar›s›n›
yurtd›fl› sat›fllardan elde edecek
yap›lanmaya geçiyor. Duravit, dünya
pazarlar›nda rahat satabilece¤i ürün
tasar›m›na a¤›rl›k verip, Do¤u
Almanya’daki fabrikas›n› modern
tesise dönüfltürüyor. Yurtd›fl› sat›fl
rahatl›yor. Almanya’da iki tesis,
Fransa’da bir tesis haline dönüflüyor.
Dünyada AB sosyo-ekonomik
grubuna hitap edebilecek katma
de¤eri yüksek ürünler sonras›nda
Philip Starckla çal›flmaya bafll›yor.
1994’de Starck1 ürünleri ortaya
ç›k›yor. Bilinen le¤en, ibrik tasar›m›yla
çanak lavabo, köy evinde kullan›lan
kova tuvaletlerden klozet tasarlad›.

fi.D: Marka de¤il, tasar›mc› ön planda.

M.Ü: Markas›yla tasar›mc›n›n ad›n›
beraber kullanan tek üretici. Ürünün
de¤il, tasar›mc›n›n ismini veriyoruz.
Tasar›mc›yla marka birbirini
güçlendiriyor. 98’de Starck’›n 2.serisi,
2002’de 3.serisi ç›kt›. Ard›ndan dört
olarak de¤il, Starck X olarak ç›kt›.
2004 y›l›nda Starck’la iflbirli¤i daha
geliflti. 1987’de fabrikan›n yan›nda
ormanlar›n içinde modern idari ve
showroom binas› yap›ld›. Binan›n
tasar›m çizgisi yine Starck’a ait.
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fi.D: What were the Germans’ plans?

M.Ü: To find a place in the Turkish
market and to go into European
countries with Turkey as a bridge.
These were markets Duravit could
not reach. One function of the
company in Turkey was this and it is
just getting settled. When they saw
that we had a hard time in selling 50
% of our production domestically,
with the comfort of being foreigners,
they said we’ll take the rest.

fi.D: What is the significance of design
for Duravit?

M.Ü: Duravit has production at two
sites in Germany. I can say that it is
the only factory who manages to
make money at German labor costs.
It is seated in the design predominant
lane in the high price segment.
Working with Philip Starck since 94
is in accord with that strategy. If you’re
producing vitreousware with the high
labor cost in Germany, to make a
profit, it has to have top design and
you must be creating fashions. Duravit
is the only brand in the world creating
bathroom fashions.

fi.D: How did the design concept
develop with Starck?

M.Ü: In late 80s, seeing the
developments of Europe, it started to
structure to allow it to get half of its
revenue from international sales.
Duravit emphasizes the design of
products it can sell easily in world
markets and transforms its factor in
East Germany into a modern facility.
International sales grow. The two
facilities in Germany are turned into
a single factory in France. It starts
working with Philip Starck for
products with high added value that
can address EU socio-economic
group in the world. In 1994, Starck 1
products appear. It designed bowl
lavatories with the known laundry
bowl or ewer form and toilet bowls
from the bucket toilets used in
villages.

fi.D: Not the brand but the designer
is in the forefront.

M.Ü: It is the only producer that uses
the name of its brand and the designer
together. We give the name not of the
product but of the designer. The
designer and the brand boost each
other. Starck’s second line was
launched in 98 and his third line in
2002. Then it was launched not as
four but as Starck X. In 2004,
cooperation with Starck grew further.
In 1987, a modern administrative and
showroom building was built beside
the factory in the forests. The design
line of the building is again Starck’s.

“Seramik,
Türkiye’de 1994-
1995 y›llar›nda
patlad›. Talep
yüksekti ve sektör
iyi kazand›.”
“Ceramic exploded in
Turkey in 1994-1995. The
demand was high and the
industry earned well. ”
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fi.D: Duravit’in sat›fl› yüksek, tasar›mlar› uygun fiyatl›
diyorsunuz, nas›l oluyor?

M.Ü: Starck asl›nda ilginç bir tasar›mc›. Ürünlerinin çok
eve girmesini, çok kifli taraf›ndan kullan›lmas›n›, tasar›m
ürünlerinin sadece zenginler taraf›ndan al›nan birkaç
evde bulunan  çok lüks ve pahal› ürünlerle özdeflleflmesini
istemiyor. Çizgisi sektöre yeni bir trend getiren ürünler.
Yeni ad›m düz hatl›, sade, ruhu dinlendiren tasar›mlar.

fi.D: Tercih edilen renklerin d›fl›na ç›k›ld›¤›n› görüyoruz.

M.Ü: Starck yeni ürününde çok kullan›lmayan renkleri
tercih etti. Sar› ve platin. D›fl› beyaz içi sar› veya platin
renginde, ürünü farkl› boyuta yans›tan ürünler.

fi.D: Duravit’in piyasa hedefini de¤erlendirir misiniz?

M.Ü: Vitra’n›n piyasa liderli¤ini sarsmayacakt›r. Üretim
kapasitelerimiz birbirinden farkl›. Duravit piyasadaki
profesyonel kitlenin, mimar ve iyi inflaatç›n›n, evine en iyi
banyoyu isteyenlerin, ilk tercihine dönüflüyor. En büyük
hedefimiz de bu.

fi.D: Savafl ortam› nas›l etkiliyor yabanc› yat›r›mc› olarak?

M.Ü: Hedefimiz Avrasya ve Türkiye’nin komflu ülkeleri.
Irak, ‹ran, Suriye gibi. Potansiyel var ve savafltan dolay›
unutuyoruz, Azerbeycan, Türkmenistan gibi ülkelere
kay›yoruz. Savafl ortam›nda, yabanc› yat›r›mc›n›n
çekinceleri var. Irak savafl›n›n yans›mas›n›n ne olaca¤›n›
bilemedi¤imiz için piyasa durgunlaflt›. Politik gerginlik,
artç› sars›nt›lara yol aç›yor. Amerika’dan gelen tepkiler,
Ortado¤u’nun yeniden yap›lanmas›, AB sürecindeki
etkenler, piyasadaki sat›n alma karar›n› etkiliyor. ‹nflaat
karar›n› geciktiriyor.

fi.D: Türkiye’nin bu durumda gelece¤ini nas›l
görüyorsunuz?

M.Ü: fiahsen iyimserlerdenim. Türkiye’nin gelece¤inin
parlak olaca¤›n›n düflüncesindeyim. Önceki gibi kriz
beklemiyorum. ‹flçilik art›k rekabet edebilir s›n›rlar›
aflmaya bafllad›. Do¤u Avrupa ülkesi Türkiye’den daha
ucuz iflçilik maliyetli yürütüyor.

fi.D: You’re saying that Duravit has high sales with
affordable designs. How come?

M.Ü: Actually Starck is an interesting designer. He wants
his products to go into many homes, to be used by many
people and does not want his designed products to be
identified with luxury and expensive products bought only
by the rich, found only in a few homes. His line has brought
a new trend to the industry. New step straight lined, plain,
soul comforting designs.

fi.D: We see that popular colors are not used much.

M.Ü: Starck chose colors that are not popular in his new
product. Yellow and platinum. Exterior is white, interior
is either yellow or platinum; these carry the product to a
different dimension.

fi.D: Can you assess Duravit’s market objective?

M.Ü: It will not shake Vitra’s market leadership. Our
production capacities are different from each other. Duravit
is becoming the first choice of the professionals, architects
and good builders in the market, those who want the best
bathroom for their homes. This is our biggest target.

fi.D: How does the war atmosphere affect as a foreign
investor?

M.Ü: Our target is Auriasia and Turkey’s neighboring
countries like Iraq, Iran, Syria. There is potential and we
forget because of the war; we shift to countries like
Azerbaijan and Turkmenistan. The foreign investor has
hesitations in the war atmosphere. The market is stagnant
as we don’t know the implications of the Iraqi war. Political
tension leads to after shocks. Reactions coming from the
US, restructuring of the Middle East, the factors in the EU
process affect the purchasing decision in the market. They
delay the construction decision.

fi.D: How do you see Turkey’s future in these
circumstances?

M.Ü: I am one of the optimists. I think Turkey has a bright
future. I don’t expect a crisis like before. Workmanship
already started to exceed competitive limits. Eastern
European countries have cheaper labor costs than Turkey.

“Duravit, tasar›m
a¤›rl›kl› kulvar› seçti ve
yüksek fiyat seviyesine
oturdu. Philip Starck ile
çal›flmak o stratejiyle
çok uyumlu.”
“Duravit opted for the design
predominant lane sat at the
high price market. Working
with Philip Starck is in
accordance with that strategy.
”



fi.D: Peki Uzakdo¤u sizi
endiflelendirmiyor mu?

M.Ü: Çin apayr› bir tehlike dalgas›,
vitrifiyede Çin’den korkmuyorum. Mal
gelmesi söz konusu de¤il, Türkiye’nin
iç da¤›t›m kanallar›nda d›flardan ithal
ürünün yayg›nlaflmas› kolay de¤il.
Türk seramikçisi iflini biliyor,
teknolojiye hakim. Ürünlerimizin
katma de¤erini artt›racak tasar›m,
tan›t›m ve marka yaratma konusunda
h›zl› olmal›y›z.

fi.D: Tuzla’da geliflmifl sanayi bölgesi
ve do¤algaz henüz yok.

M.Ü: Enerji maliyetleri ürkütücü
boyutta. ‹stanbul’un göbe¤inde
Organize Sanayi Bölgesi’ndeyiz ve
2005 ‹stanbul’unda do¤algaz daha
yeni geliyor. Yabanc› sermaye neden
gelmiyor dersiniz? Elektrik kesintisine
u¤ruyoruz. Devletin yabanc›
sermayeciyi çekmesi için, altyap›n›n
iyi çal›flmas› flart.

fi.D: Aktüel yönden kendinizi ne tür
etkinliklerle gelifltiriyorsunuz?

M.Ü: Golf oynamay› çok istiyorum. Bir
de hayat hedefim diye nitelendirdi¤im
‹stanbul Maratonu’nu koflmak.

fi.D: Neden maraton?

M.Ü: Maratonu fluna benzetiyorum.
‹fl hayat›nda projeler uzun soluklu,
sosyal yaflamda da ayn›.
Heyecanland›ran bir hedef. Bu
karar›mdan dolay› tatmin oldu¤umu
hissediyorum. Her gün 3 km. koflarak
tempolu bir flekilde haz›rl›klar›m›
sürdürüyorum.

fi.D: Sanatsal yönden peki?

M.Ü: Eflimle sinemaya gitmeyi çok
seviyoruz. Hafta sonlar› flehir d›fl›ndaki
evimizde do¤ayla bafl bafla kalmay›
kendimizi dinlemeyi tercih ediyoruz.
‹leride hedefimiz resim yapmak.
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fi.D: What about the Far East? Does
it worry you?

M.Ü: China is a totally different wave
of danges. I am not scared of China
in vitreousware. It is out of question
that goods will come from there. It is
not easy for imported products to
become widespread in Turkey’s
internal distribution channels. Turkish
ceramic businessman knows his
business; he is master of the
techonology. We must be quick in
design, promotion and brand creation
to increase the added value of our
products.

fi.D: There is no natural gas in Tuzla’s
advanced industrial zone.

M.Ü: Energy costs are scary. We are
in the middle of Istanbul in Organized
Industrial Zone and natural gas is just
arriving in the Istanbul of 2005. Why
do you think foreign capital is not
coming? We are having power
failures. For the state to draw foreign
capital, the infrastructure must
operate well.

fi.D: How do you develop yourself in
terms of hobbies?

M.Ü: I want very much to play golf
and what I call my life objective is
running the Istanbul Marathon.

fi.D: Why marathon?

M.Ü: For me marathon looks like this.
In business life, project are long
winded, it is the same in social life. It
is an exciting target. I feel that I am
satisfied because of this decision. I’m
making my preparations at a good
pace by running 3 km everyday.

fi.D: What about art?

M.Ü: We love to go to the movies with
my wife very much. On the weekends,
we prefer to be alone with nature and
to listen to ourselves at our home
outside the city. Our future objective
is to paint.

“Ürün sat›fl
fiyatlar›,

sektörün genel
ortalamas›n›n
yaklafl›k 3 kat›

fazla.”
“Product sale prices are

approximately three
times the sector

average.”


