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“Tiirkiye teknoloji yogun sanayilere
yatirim yapmali. Sirketler daha global
diisiinmeli ve “marka” olmaya
calismalidirlar”

~
/

1955 yilinda dogdu. Orta egitimini Saint Michel
Fransiz Koleji'nde tamamladi. 1979 yilinda Bogazici
Universitesi Is idaresi Bolimii'nden Lisans derecesi
ile mezun oldu.1979-80 yillari arasinda Cam
Pazarlama A.S.'de, 1980-84 Ege Seramik A.S.’de,
1984-89 Meptas Dis Ticaret A.S.'de 1989-93
Markem Yapi Kimyasallari A.S.de, 1993 yilindan
bugtine kadar Ege Seramik A.$.'de calisti. Polat
Holding camiasinda ithalat Memuru, Ticaret
Midiird, Genel Midir, ic Piyasa Pazarlama ve Satis
Koordinatorii, ihracat Grup Baskani gorevlerinde
calistiktan sonra Ibrahim Polat Holding A.S.
Seramik Grubu’'nda Pazarlama ve Satisin timiinden
sorumlu Baskan Yardimciligi gorevine atandi. Halen
bu gorevini stirdirmekte olup, ayrica Ege Seramik
A.S.'de, Ege Pazarlama A.S.’de, Ege Seramik Dis
Ticaret A.S.'de ve Holdingin yurt disinda yerlesik
tum satis sirketlerinde yonetim kurulu tyeligi
yapmaktadir. ingilizce ve Fransizca bilen

Suat Karaveli, iki cocuk babasidir.

Turkey must invest in
technology-intensive industries.

Ege Seramik Group Vice-President Suat Karaveli;
Companies must think more globally

and must try to become ‘brands
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served at Cam Pazarlama A.S., 1980-84 Ege Seramik A.S., 1984-
89 Meptas Dis Ticaret A.S., 1989-93 Markem Yapi Kimyasallari
AS. and from 1993 until present at Ege Seramik A.$. after serv-
ing as Import Clerk, Trade Manager, General Manager, Domestic
Market Marketing and Sales Coordinator and Head of Exports

Group in Polat Holding, he was appointed as Vice-President in
charge of all marketing and sales in Ibrahim Polat Holding A.S.
Ceramic Group. He still holds this post and also serves as
Member of Board of Directors at Ege Seramik A.S., Ege
Pazarlama A.S., Ege Seramik Dis Ticaret A.$ and all sales com-
panies of the holding situated abroad. Suat Karaveli, who speaks
English and French, is the father of two children.




Serife Deniz Ulueren: Seramik
sektord, size gore 2005 i¢in
neler hedeflemisti, bir yilini
genel olarak nasil gegirdi?

Suat Karaveli: 2005 yili
seramik sektorunin beklenti-
lerini karsilamadi. Euro’nun ve
Dolar'in YTL karsisindaki
degerlerinin duslk seyretmesi,
YTL'nin asiri yliksek degerini
muhafaza etmis olmasi sebe-
biyle sektor ihracattan ciddi
bicimde zarar etmeye baslad.
Dogalgaz fiyatlarindaki yiiksek
artisin birim maliyetlerine ciddi
bicimde yansimasi ve isgilik
Ucretlerine toplu is sozlesmesi
ile verilen artislarin ise gercek-
lesen enflasyonun ok lizerinde
kalmasi ile sektoriin gerek YTL
bazinda, gerekse kuvvetli YTL
nedeni ile Dolar bazindaki
maliyetlerinin ylkselmesine
sebep olmustur. ihracatta ilk
defa 2005'de miktarsalda % 4.1,
3.5 milyon metrekare azalma
yasanmistir. i¢ piyasada ise
konut sektoriinde halen
yasanmakta olan patlama,
blytk bolimu kaba insaat
safhasinda olan santiyelerin
hentiiz ince insaat malzemesi
ihtiyaclarinin dogmamis olmasi
sebebiyle satin almalarin 2006
yilina ertelenmesine neden
olmus ve bunun sonucunda i¢
satislarda beklenen hareketlilik
yasanamamistir. Azaltilan ihra-
cattan kaynaklanan kapasite i¢
piyasaya yonlendirilmis, bu da
zaten arz fazlasi sebebiyle asiri
rekabet icinde bulunan sek-
torde ic piyasa fiyatlarinin
arttirnlamamasi sonucunu
dogurmustur.

Sektor Umidini 2006 yilina
baglamis, sabirla i¢ piyasada
islerin acilmasini beklemekte-
dir. Doviz kurlarinin 2005
yiindaki seyrini devam ettirmesi
halinde 2006 yilinda sektoriin
ihracatindaki diistisiin devam
edecegini dislintyorum.

S.D: Avrupa rekabetini artik,
bilgi ekonomisi, tasarim, finans,
yaraticilik ekonomisi yoniinde
farkli bir diizlemde kul-
lanacagina gore, Tirkiye sizce

Serife Deniz Ulueren: What
did the ceramic industry
target for 2005 according to
you and what type of a year
did it have overall?

Suat Karaveli: Year 2005 did
not meet the expectations of
the ceramic industry. Since
Euro’s and Dollar’s value
ran law against YTL and YTL
preserved its excessively
high exchange rate, the
industry started to incur
serious losses from exports.
As a result of the serious
reflection of the high
increase in natural gas
prices onto unit costs seri-
ously and since the raises
given to wages under col-
lective bargaining agree-
ments were much higher
than actual inflation, the
costs of the industry in YTL
and also in Dollars due to
the strong YTL have risen.
There was a decrease of 4.1
% volume-wise by 3.5 mil-
lion square meters for the
first time in exports, in 2005.
In the domestic market, on
the other hand, the boom
we are presently going
through in the housing sec-
tor has caused deferral to

year 2006 of purchases as
the construction sites, which
are at coarse construction
stage mostly, are not in need
of fine construction materi-
als yet and as a result, the
vitality expected in domestic
sales has not taken place.
The capacity stemming from
reduced exports was direct-
ed to the domestic market
and this has resulted in a
failure to increase domestic
prices in the industry which
is in a state of excessive
competition anyway, due to
supply surplus.

The industry has its hopes on
2006 and is waiting patiently
for business to expand in the
domestic market. | believe
that should the exchange
rates stay on the same
course as in 2005, the drop
in the exports of the industry
will continue in 2006.

$.D: Since Europe, now, will
exercise its competition on a
different plane in terms of
information economy,
design, finance and creativity
economy, what type of a
strategic decision must
Turkey make?
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“In our industry, to penetrate retail sale
channels in European Union countries
Is hard work and requires a very good
logistics system and IT infrastructure
and patience. Ege Seramik has set this
forth as its strategy”

S.K: Whatever Mexico
means for NAFTA union at
present, Turkey is in a simi-
lar position for EU. A coun-
try with cheap labor, con-
tract manufacturing oppor-
tunities and an acceptable
price quality ratio and
which can sell products.
There is no oil or natural
gas like in Mexico in
Turkey. Furthermore, they
don’t have problems like
Turkey has right now like
costly electrical power and
to be in the dark danger-
ously regarding supply for

nasil bir stratejik karar vermeli?
S.K: Su anda NAFTA birligi igin
Meksika neyi ifade ediyorsa, AB
icin Turkiye benzer
konumdadir. Ucuz iscilik, fason
Uretim imkani, kabul edilebilir
fiyat kalitesi orantisi olan Uriin-
ler satabilen bir Ulke.
Tirkiye'de Meksika'da olan bir
petrol, dogalgaz yoktur. Ayrica
onlarin su anda Tirkiye'nin
icinde bulundugu konumdaki
gibi elektrik enerjisini pahaliya
mal etme ve bu konuda
onlerindeki on yili da ayrica arz
acisindan tehlikeli bicimde
karanlik gorme gibi sorunlari
yoktur; ucuz diye bilinen ancak
dusuk verimli olmasi nedeniyle
esasinda gorindiglinden pahali
olan bir isglict sorunu da yok-
tur. Turkiye'nin isi Meksika'dan
daha zor olacaktir.Avrupa
Birligi'nin terk etmekte oldugu
cevreyi kirleten veya insan
sagligina zarar veren
endustrilere yapilacak
yatirimlari tesvik etmemelidir.

the upcoming ten years. There
is no work force problem either,
known as cheap but which is
actually higher than it appears
as it has low productivity.
Turkey’s task will be more diffi-
cult than that of Mexico's. It
should not encourage invest-
ments on industries polluting
the environment or damaging
human health which European
Union is abandoning.

$.D: Europe is designing its
social model within the global
system. Could you tell us if
labor-intensive industry and

energy consuming projects will
be sent outside the European
geography; is this true?

S.K: Not only European Union
countries but basically United
States, too, has been doing so
for a long time. It is true that
they have been implementing
such a strategy. It is also true
that as side effects of this strat-
egy, serious problems like the
increase in unemployment
rates in their own countries and
failure of the incomes of pen-
sion funds to meet their
expenses any more are brought
along. These countries have set
a strategy of becoming societies
with welfare levels at highest,
living in a clean and healthy
environment (It is not possible
to say this for a USA which has
not signed the Kyoto protocol);
they are trying to implement
this.

S.D: In the context of harmo-
nization with EU, what awaits
the ceramic industry which is a

“Avrupa Birligi tlkelerinde bizim
sektorimuzde perakende satis kanallarina
girmek mesakkatli bir istir ve cok iyi lojistik
sistem, IT altyapisi ve sabir gerektirir. Ege

Seramik bunu kendisine strateji olarak

belirlemistir”

S.D: Avrupa, kendi sosyal
modelini kiiresel sistem
icerisinde tasarliyor. Emek
yogun sanayilerin ve enerji
tiketen yatirimlarin Avrupa
cografyasinin disina
gonderilecegi ile ilgili olarak
bizleri bilgilendirebilir misiniz,
dogru mu?

S.K: Sadece Avrupa Birligi
Ulkeleri degil, esas A.B.
Devletleri de bunu boyle yapiyor
uzun zamandir. Boyle bir
strateji uygulamakta olduklari
hususu dogrudur. Stratejinin
yan etkileri arasinda kendi
ulkelerindeki issizlik oranlarinin
artmakta olmasi, emeklilik fon-

larinin gelirlerinin giderlerini
artik karsilayamaz hale
gelmeleri gibi ciddi sorunlari da
beraberinde getirdigi bir
gercek. Bu Ulkeler refah duzeyi
en Ust dizeylere erismis, temiz
ve saglikli bir cevre icinde
yasayan (Kyoto anlasmasini
imzalamayan bir ABD i¢in bunu
soylemek mimkiin degil)
toplumlar haline gelebilmenin
stratejisini yapmislar, bunu
uygulamaya calisiyorlar.

S.D: AB’ye uyum cergevesinde,
Turk sanayisinin gururlarindan
ve yildiz sektorlerinden
seramik sektortini 2006°da
neler bekliyor?



pride and one of the star
sectors of Turkish industry,
in 20067

S.K: | believe that the drop in
the exports of the industry
will continue and the capaci-
ties to be left over from the
exports will all be directed to
the domestic market in 2006
and all of the capacities to
arise from any new projects
to be launched in 2006 will
also be directed to the
domestic market; that the
capacity utilization rates,
which are low in certain
firms, will be increased, and
a fierce competition will
occur between producers in
the domestic market. In this
fight, I believe that those who
are “different” from the herd
and “leaders” will come out
with profits and “those com-
ing from behind” and “fol-
lowers” will not be able to
make headway. | say let
“original design” win; let
“copycats” lose.

S.D: Turkish ceramic indus-
try ranks 5th in the world
and 3rd in Europe in exports.
It is the largest in Europe in
sanitary ware. What kind of

initiatives we must take and
what type of a path must be
followed to rank in the first
place in all areas?

S.K: Our Federation is taking
the necessary initiatives in
this area. We have been invit-
ed and attending to the World
Forum meetings organized
each year by European Union
Ceramic Manufacturers
Association CERAME-UNIE
since 2002. Approximately 120
members of CTDA, that is
USA tile ceramic distributors
association, will be received in
Turkey, all their expenses
including airline tickets paid
by us in June 2006 as guests
of our Federation.
Establishment of these types
of relations will expand the
horizon of Turkish ceramic
industry which has displayed
an introverted appearance so
far. It will allow elimination of
certain prejudices against us.
We, on the other hand, as
Turkish manufactures, must
give up copying the products
of Italian or Spanish manu-
facturers. | believe that our
industry still has to improve
itself seriously in terms of
“Original Design”.

S.K: 2006 yiinda sektortin ihra-
catindaki disusin siirecegini,
buradan artacak kapasitelerin
tamaminin i¢ piyasaya yon-
lendirilecegini, 2006 yilinda
varsa devreye alinacak yeni
yatirimlardan dogacak olan
kapasitelerin tamaminin i¢
pazara yonlendirilecegini, halen
bazi firmalarda dusik olan
kapasite kullanim oranlarinin
arttirilacagini ve i¢ piyasada
ureticiler arasinda kiran kirana
bir micadele yasanacagini
diistinidiyorum. Bu miicadele
icinden siirtiden “farkli” olan-
larin ve “onde gidenlerin” karli
cikacagini, “arkadan gelen” ve
“takip edenlerin” ilerleme
kaydedemeyeceklerini tahmin
ediyorum. “Ozgiin tasarim”
kazansin, “kopyacilik” kaybetsin
diyorum.

S.D: Tirk seramik sektori ihra-
catta Diinya 5.'ligi ve Avrupa
3.'lugiinde. Saglik gereglerinde
ise Avrupa’'nin en biytigu konu-
munda. Tdm birimlerde ilk
siralarda yer alabilmek i¢in ne
tur girisimlerde bulunmali ve
nasil bir yol izlemeliyiz?

S.K: Federasyonumuz bu konu-
da gerekli girisimlerde bulun-
maktadir. Avrupa Birligi
Seramik Ureticileri Dernegi
CERAME-UNIE tarafindan her
yil diizenlenen World Forum
toplantilarina 2002 yiindan beri
davet edilmekte ve katilmak-
tayiz. CTDA yani ABD karo
seramik distributorleri
birliginden takriben 120 Uye
federasyonumuzun davetlisi
olarak 2006 Haziran ayi zarfinda
ucak dahil tim masraflari
tarafimizdan karsilanarak
Tirkiye'de agirlanacak. Bu tur
iliskilerin kurulmasi bugiine
kadar icine kapanik bir goruntu
sergilemis olan Turk Seramik
Sektord’'niin ufkunu genisletir.
Hakkimizdaki birtakim
onyargilari yok etmemize imkan
saglar. Turk ureticiler olarak
bizlerin de italyan, ispanyol
dreticilerinin Grinlerini
kopyalamaktan vazgecmemiz
gereklidir. “Ozgiin Tasarim”
konusunda sektortiimizin hala



Sektorel Bakis / Sectoral Outlook

Mart-Nisan / March-April 2006/ No.14

ciddi boyutlarda kendisini
gelistirmeye ihtiyaci olduguna
inaniyorum.

S.D: Ege Seramik olarak ic ve
dis Pazar payiniz hakkinda biz-
leri bilgilendirebilir misiniz?

S.K: Ege Seramik grubu 24.5
milyon m?/yil muhtelif karo
seramik/granit trinleri ve
1.45.000 parca/yil seramik
saglik gereci Urlnleri
uretmektedir. Karoda ihracat
oranimiz % 45-50 arasinda;
saglik gereclerinde ise

% 65-70 arasinda
seyretmektedir. Artan
miktarlarin tamami i piyasada
satilmaktadir. Bu durumda
2004 yilinda 120 milyon m’
drdnln satildigl i¢ piyasada
Pazar payimiz %9.2'ye tekabiil
etmektedir. En cok ihracat
yaptigimiz tlkelerin basinda
toplamda 6.2 milyon m” ile
ABD ve Kanada gelmektedir.

S.D: Ege Seramik, Tirkiye ve
Avrupa’da stratejik olarak neleri
hedefliyor?

S.D: Could you advise us on
your domestic and interna-
tional market share as Ege
Seramik?

S.K: Ege Seramik group
produces 24.5 milyon m*/yil
various tile ceramic/granite
products and 1.45.000
pieces/year ceramic sani-
tary ware. Our export rate is
45-50 % in tiles and it is 65-
70 % in sanitary ware. All
leftover amounts are sold in
the domestic market. Under
the circumstances, our
market share represents
9.2 % of the domestic mar-
ket where 120 million m’
products were sold in 2004.
US and Canada lead the
countries we export to
most, with total exports to
them of 6.2 million m’.

$.D: What does Ege
Seramik aim at strategically
in Turkey and in Europe?

“Ar-Ge faaliyetleri daha kayda
deger bir sekilde tesvik edilmeli,
teknoparklar, Ar-Ge merkezleri
kurulmali devlet bu konuda daha

ciddi fonlar ayirmalidir. Sirketler
daha global diisiinmeli ve “marka”
olmaya ¢alismalidirlar”

R&D efforts must be encouraged
more notably, techno-parks and
R&D centers must be established
and the government must allocate
more serious funds on this subject.
Companies must think more global-
ly and must try to become ‘brands™



S.K: i¢ piyasadaki hedefi karo
seramik denildiginde tiiketicinin
aklina gelen ilk G¢ markadan
biri olmaktir. 2001 krizini
muteakip ihracat yogun satis
stratejisini uygulamak zorunda
kaldigimiz stirecte ihmal
ettigimiz i¢ piyasada az da olsa
imaj kaybettigimizin farkindayiz.
Oniimiizdeki giinlerde gerek
rakiplerimize, gerekse tiketi-
ciye Ege Seramik’in ne kadar
muikemmel Urinler yapabilen
bir Gretici oldugunu tekrar
hatirlatacagiz. Bir zamanlar
“Ege Seramik=Moda" seklinde
anildigimizi kimseler
unutmasin. Pazar payimizi %
10’larda tutmak amacimiz,
ancak olmazsa olmaz seklinde
degil. Bizim icin kar ederek sat-
mak, pazar payindan daha
onemli bir husus.

ihracat piyasalarina gelince;
Ege Seramik su anda ABD,
Kanada ve israil’de 1 numarali
Tark Ureticisi olarak anilmak-
tadir. Su anda bu pazarlarda
musterilerimizin tavsiye ve
referanslari ile yeni musteri

S.K: It's target in the domestic
market is to become one of the
top three brands which come to
the mind of the consumer when
one says ceramic tile. We are
aware that we have sustained
some loss of image albeit small
in the domestic market which
we neglected during the time
period when we had to imple-
ment an export-intensive sale
strategy after the 2001 crisis. In
the upcoming days, we will
remind both our competitors
and also the consumer that Ege
Seramik is a manufacturer
which can produce perfect
products once again. Let people
not forget that we used to be
known as “Ege
Seramik=Fashion” once upon a
time. Our objective is to hold
our market share at 10 %s but
this is not a must. For us, sell-
ing at a profit is more important
than market share.

Regarding export markets,
presently Ege Seramik is
known as number 1 Turkish

adaylari bize kendiliklerinden
gelmektedirler. Avrupa
Birligi'nde Turk Seramiginin
istikbali “Perakende Satis”
pazarina penetrasyonundan
gecer. Turk Seramik sektort
artik konteyner dolusu “alt fiyat
grubu” Urlin satarak, Bati
Avrupa’da yeniden tireyen
ancak bu kez “lean production”
konsepti ile fabrikalar kurup
bizim satmakta oldugumuz
urdnleri bizle ayni fiyata hem de
palet dolusu buyuklikte teslim
edebilen yerli Ureticilerle reka-
bet edememektedir. Bunda
disen enflasyon ortaminda
olunmasina ragmen bir yil
icinde % 26 oraninda zam
goren, temel maliyet unsuru-
muz olan dogalgaza yapilan
zammin ve pahali kullandigimiz
elektrigin, bir zamanlar ucuz
diye aldanarak aldigimiz ama
verimsiz kullandigimiz icin artik
reel olarak Bati Avrupa maliyet-
lerine yaklasan pahali iscilik
Ucretlerimizin onemli boyutta
pay! bulunmaktadir. Dogu
Avrupa’da yerlesik Ureticiler de

manufacturer in USA, Canada
and Israel. At the moment, in
these markets, new potential
customers come to us them-
selves upon recommendations
and references of our clients.
The future of Turkish ceramic
depends on penetration into the
“retail sale” market in
European Union. Turkish
ceramic industry cannot com-
pete with local manufacturers
reappearing in Western Europe
but which, this time, install
plants under the “lean produc-
tion” concept and who can
deliver the products we are
selling at the same price as us
but in pallet size, by selling con-
tainer full of “lower price
group” products. Here, the
increase in natural gas which is
our basic cost element which
incurred a price increase of 26
% in a year despite our being in
a dropping inflation environ-
ment, the electricity we use at a
high price and our expensive
labor costs coming close to
Western European costs in real

son bes yilicinde kendilerini
cok gelistirmisler ve
kalite/tasarim 6zgunligu
konusunda ciddi yol almislardir.
Maliyetleri ve satis fiyatlari biz-
den ucuzdur. AB Ulkelerinde,
sektoriimizde perakende satis
kanallarina girmek mesakkatli
bir istir ve lyi lojistik sistem ve
IT altyapisi ve de tabii ki sabir
gerektirir. Ege Seramik bunu
kendisine strateji olarak belirle-
mistir.

$.D: Tasarim ylizyiimizin
anahtar sozcugu... Ege Seramik
drtnlerini nasil tasarliyor?

S.K: Biz Urtin tasarimini
Kurumsal Pazarlama
Direktoriimiziin baskanliginda,
uriin gelistirme yoneticimiz ve
ona bagli kendi tasarim depart-
manimiz vasitasiyla zaman
zaman italyan tasarim atélyeleri
ile 6zglin projeler Uzerinde
isbirligi yapmak suretiyle
gerceklestiriyoruz. “Heritage”
markali Grdinlerimizin
tasarimini italyan dizaynir

terms, which we hired thinking
it was cheap but which we used
unproductively, play significant
roles. The Eastern European
manufacturers, too, have
improved themselves a lot dur-
ing the last few years and have
come a long way in terms of
quality/design originality. Their
costs and sale prices are
cheaper than ours. In our
industry, to penetrate retail sale
channels in European Union
countries is hard work and
requires a very good logistics
system and IT infrastructure
and patience. Ege Seramik has
set this forth as its strategy

$.D: Design is the keyword of
our century... How does Ege
Seramik design its products?

S.K: We carry out product
design under the chairmanship
of our Corporate Marketing
Director through our Product
Development Manager and our
own design department under
his supervision, sometimes col-




Sektorel Bakis / Sectoral Outlook

Mart-Nisan / March-April 2006/ No.14

“In export markets, presently
Ege Seramik is referred to as
number 1 Turkish
manufacturer in USA, Canada
and Israel. For us, selling at a
profit is more important than
market share”

laborating with Italian design studios on orig-
inal projects. We prepared the design of our
“Heritage” brand products together with
ltalian designer Antonio Bullo after a two-
week journey we took to Akhisar, Usak,
Afyon, Eskisehir and finally Ankara Anatolian
Civilizations Museum by bringing the ancient
Anatolian civilizations like Lydia, Phrygia and
Urartu forward, with a team which has been
able to create original designs and lines.

$.D: It was published in Focus magazine, too,
last month; Ege Seramik won the best new
design award at Cersai Fair with Safari Line.
How was this achieved?

S.K: Our first secret on design is to under-
stand the product needed by the consumer

well. We design the products our customer
needs so that it can sell this product easily
and in the end let's both make money. My
sellers, both in the domestic and also the
international market, have special skills on
identifying the products that can sell well. We
design products which we are sure to sell.
We have not concerns like immediately
implementing a trendy style or not being up-
to-date. What's important is that our cus-
tomers selling our products make profits. A
customer making profits will come to you
again and again. Especially, if you were able
to open the doors of your own design studios
wide to their product managers in terms of
product development.

$.D: As the industry leader which is closely
interested in archaeology and art history,
shouldn’t we play for world leadership with a
8,000-year old on Anatolian land?

S.K: | never met any effort which may draw
the attention of the people of the developed
Western world countries beside our project
called "Heritage”. No result was derived from
carrying the Ottoman, Seljuki wood/stone
carved motifs and Kitahya tile graphs onto

“Ihracat piyasalarinda; Ege Seramik su
anda ABD, Kanada ve israil’de 1 numarali
Turk ureticisi olarak anilmaktadir.

Bizim icin kar ederek satmak,

pazar payindan daha onemli”

Antonio Bullo ile Akhisar, Usak,
Afyon, Eskisehir ve en son
Ankara Anadolu Medeniyetleri
Mizesi'nde noktaladigimiz iki
haftalik bir gezi sonucunda
Lidya, Frigya, Urartu gibi eski
Anadolu Medeniyetleri'ni on
plana cikartarak 6zgin
tasarimlar ve seriler
gerceklestirebilmis bir ekip ile
tasarladik.

$.D: Gectigimiz ay Focus der-
gisinde de yayinlandi, Ege
Seramik Cersai Fuari'nda Safari
serisi ile En lyi Yeni Tasarim
Oduli'nd ald, bu basari nasil
saglandi?

S.K: Bizim tasarim konusunda-

ki sirrimizin birincisi musterinin
ihtiyaci olan Grlnd iyi anla-
maktir. Misterimizin ihtiyaci
olan urlnleri tasarlariz ki o da
bu Urilint rahat satabilsin ve
sonucta her ikimiz de para
kazanalim. Gerek i¢, gerekse
dis piyasadaki saticilarim iyi
satabilecek Urtinleri belirleme
konusunda 6zel beceri
sahibidirler. Biz satacagindan
emin oldugumuz urinleri
tasarlariz, “trend” olan bir tarzi
hemen uygulama, glincel ola-
mama gibi kaygilarimiz yoktur.
Sizin yaptiginiz Griin iyi
satiyorsa, o Urlin zaten glincel
demektir. Uriinlerimizi satan
msterilerimizin kar etmesi
onemlidir. Kar eden miisteri

size tekrar tekrar gelecektir.
Hele urin gelistirme konusun-
da onlarin urtn yoneticilerine
kendi tasarim atolyelerinizin
kapilarini sonuna kadar acabil-
mis iseniz.

S.D: Arkeoloji ve Sanat Tarihi ile
yakindan ilgilenen sektor lideri
olarak, Anadolu topraklarindaki
8 bin yillik gecmisle, diinyada
liderlige oynamamiz gerekmez
miydi?

S.K: “Heritage” isimli projemiz
disinda gelismis bati diinyasi
Ulkelerinin insanlarinin dikkatini
cekebilecek nitelikte baska bir
calismaya rastlamadim.
Osmanli, Selcuklu ahsap/tas
oyma motifleri, Kitahya Cinileri
grafiklerinin karo seramik
Uzerine tasarim anlaminda
tasinmasindan sonug elde
edilemedi. Bati diinyasinin
ilgisini Roma, Bizans ve Yunan
imparatorluklarinin bir zaman-
lar yasadigi topraklardaki arke-



olojik buluntulardan alinmis
grafiklerden esinlenerek
tasarlanmis karo seramikleri
cekiyor. Biz bu yolda
micadelemize devam ediyoruz,
edecegiz.

S.D: Diinya capinda onemli
fuarlara katiliyoruz, Tirk sera-
migi nasil taniniyor, fuarlardan
beklentileriniz ve hedefleriniz
nelerdir?

S.K: Tiirk seramiginin diinya
piyasalarindaki tanimi aynen
soyledir: “Kalite-Fiyat” orantisi
yerinde, “ucuz” seramik ureti-
cisi bir tlke. Son yillarda git
gide artan bir miktarda
batililarin “duplication”, bizim
“kopyacilik” tabir ettigimiz
sekilde herkesin Grinuni
aynen ve gonil rahatligi ile
kopyalamayi kabul ettigimiz de
ayrica bilinen bir gercek. Ortak
Tanitim Komitesi'nin yurtdisi
fuarlarda daha kaliteli standlar
yapmasl, daha proaktif olmasi
gerekiyor. Seramik Tirkiye
Dergisi'nin de bir Cersai, bir de
Coverings 6zel sayisi cikarmasi

ceramic tile, in terms of design.

What interests the Western
world are ceramic tiles
designed inspired by images
taken from the archaeological
findings in the lands on which
Roman, Byzantine and Greek
Empires have once ruled. We

are continuing our struggle on
this course and will continue to

do so.

$.D: We participate in trade

fairs of global significance; how

are Turkish ceramics known,
what are your expectations
from your fairs and your
targets.

S.K: The description of world
ceramic in world markets is
exactly this: “Quality-Price”
ratio is fine; a country produc-

ing “cheap” ceramic. Itis also a
known fact that increasingly in
recent years, we agree to copy
fully and with no concern every-
body’s product in the way the
Westerners call duplication and

gerektigini ve bunlarin diger
uluslararasi dergilerin
dagittiklar yontemleri kulla-
narak binlercesinin bu fuarlar-
da dagitilmasinin uretici fir-
malarimiza cok yararli
olacagina inaniyorum.

Ege Seramik, diinya karo
seramik sektortindeki bilinen
belli basli tim distribdtorler ve
DIY zincirleri tarafindan bilinen
ve “onlarin sozi ile bile is
yapilir” guvenini bu kisiler
nezdinde yaratabilmis 34 sene-
lik bir markadir. Yurt ici ve
yurtdisi fuarlar bizim icin artik
prestijimiz acisindan bir
zaruriyet, musteri iliskilerimiz
acisindan ise bir hizmet verme
firsatidir. Bizim icin olmazsa
olmaz fuarlar Coverings,
Cersai, Unicera ve Yapi
fuarlaridir.

S.D: Aktlel yonlerinizden
bahsederseniz...

S.K: Spora yeterli zamani
ayiramiyorum. Akdeniz
mutfagindan hoslanirim, kebap-
tan da vazgecmem. Cevremi

we call “copycatting”. The Joint
Promotion Committee must
build stands of better quality
and become more proactive in
international trade fairs. |
believe that Ceramic Turkey
Magazine has to publish a
Cersai and a Coverings special
issue and thousands of these
should be distributed in these
fairs, using the techniques
employed by other international
magazines for distribution. This
would be very beneficial for our
manufacturers.

Ege Seramik is a 34-year-old
brand known by all major dis-
tributors known in the global
ceramic tile sector and by DIY
chains, which was able to cre-
ate the trust of “You can do
business even by their word”
with those people. Domestic
and international trade fairs are

now a necessity for our prestige

and are an opportunity to offer
services for our customer rela-
tions. Cine qua non trade fairs

for us are Coverings, Cersai,

izlemeyi cok severim. Kendime
gore tespitler yapar sonra bun-
lardan projeler iretirim. Uriin
gelistirmenin her safhasinda
bulunmaktan ve tecribelerimi
arkadaslarimla paylasmaktan
zevk alirm. Pratik zekam
kuvvetlidir. Yoneticilerimde
onem verdigim en onemli husus
kaliteli ve suratli nitelikte is
bitiricilik kabiliyetlerinin
olmasidir. Radyo kontrolld, pat-
lar motorlu model ucak ucurma
hobim var. Su an 4 ucagim var,
atolyemde de 5.’sini yapiyorum
bu glinlerde.

Unicera and Yapi.

$.D: To talk about your hob-
bies...

S.K: | cannot spare enough
time to sports. | enjoy
Mediterranean cuisine; | don't
give up kebab either. | like to
watch my environment. |
make observations for myself
and then | create projects out
of these. | enjoy being present
in all stages of product devel-
opment and sharing my expe-
riences with my colleagues.
My practical intelligence is
strong. The most important
aspect | look for in my execu-
tives is that they have busi-
ness-closing abilities with
quality and speed. Flying
radio controlled model air-
planes with combustion
motors is my hobby. At the
moment | have 4 airplanes. |
am building a 5th one in my
workshop these days.




