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Assopiastrelle Yonetim Kurulu Baskani Alfonso Panzani;

“200 milyon metrekarenin lzerinde bir
uretim ve bu rakamin hemen yarisi
kadar ihracatla, Turkiye'nin uluslararasi
bir duzeyde rakip oldugu tartisilmaz.”

Assopiastrelle Chairman Alfonso Panzani;

“With an output of more than 200 million square metres
and exports of almost half this figure, Turkey is without
question an international level competitor.”

Roportaj -Interview
Germiyan Saat¢ioglu

germiyan(@serfed.com

Germiyan Saatc¢ioglu: Mr. Alfonso Panzani,
Assopiastrelle’in yeni baskani olarak bize
seramik sektoriindeki calismalarinizi anlatabilir
misiniz? Ne kadar zamandir sektordesiniz?

Alfonso Panzani: Ekonomi ve ticaret dalinda
mezun olduktan sonra, ailemizin hissesi bulunan
bir sirket olan Cerdisa’ya katildigimda seramik
sektoriinde ¢alismaya basladim. 1980’lerin
sonlarinda Cisa - Cerdisa Grubu'nun murahhas
dyesi oldum. 1991'de Settecento ve ertesi yil
Valtresinaro seramik sirketlerini devralarak,
seramik sektdriinde italyan tasarimi ve seramik
suslemelerle tanimlanan yeni bir girisim
baslattim.

G.S: Assopiastrelle seramik sektoriinde ¢ok iyi
taninan bir dernek. Bize derneginiz ve
personeliniz hakkinda kisaca bilgi verebilir
misiniz?

A.P: Assopiastrelle, lye sirketlere genis kapsamli
somut hizmetler sunarken, Italyan seramik karo
ve refrakter malzemeleri endistrisinin mesru
haklarini 41 senedir temsil etmekte.
Assopiastrelle, endustriyel iliskiler, egitim,
arastirma ve teknolojik yenilikler, enerji, ham-
madde ve ulasim, cevre, yabanci pazarlarda
tanitim, uluslararasi iliskiler, ticaret fuarlari,

Germiyan Saatcioglu: Mr. Alfonso Panzani,
as the new President of Assopiastrelle,
could you tell us about your activities in the
ceramics industry. How long you have been
in the industry?

Alfonzo Panzani: | began working in the
ceramic industry straight after graduating in
economics and commerce when | joined
Cerdisa, a company in which our family had a
shareholding. By the late 1980s, | had
become managing director of the Cisa -
Cerdisa Group. With the takeover of the
ceramic company Settecento in 1991 and
Valtresinaro the following year, | launched a
new business venture in the ceramic sector
characterised by Italian design and a focus
on ceramic decorations.

G.S: Assopiastrelle is a very well known
association in the ceramics industry. Can
you give us a brief information about your
association and your staff?

A.P: For 41 years, Assopiastrelle has been
representing the legitimate interests of the
Italian ceramic tile and refractory materials
industry while offering a wide range of con-
crete services to member companies. The
Association looks after industrial relations,
training, research and technological innova-
tion, energy, raw materials and transport,
environment, promotion in foreign markets,
international relations, tradeshows, technical
standards and publishing, and also has a
study centre that analyses the structural




teknik standartlar ve
yayimcilik konulari ile
ilgileniyor ve ayrica sektorde-
ki yapisal dinamikleri ve
referans pazarlari analiz eden
bir calisma merkezine sahip.
Genel Direktor Franco
Vantaggi'nin onciliginde
Assopiastrelle agi 40 kisilik
bir ic organizasyondan ve
dernegin birolari ile isbirligi
icinde stratejik konularda
ilgilenen danismanlardan
olusuyor.

G.S: italya’da seramik ireti-
cilerinin karsilastigi sorunlar
nelerdir?

A.P: iki genis kategoride
sorunlar gdriiyorum.
Bunlardan biri, tim olarak
italyan iretim sektoriiniin
rekabetciligi, digeri ise

- kismen iliskili -
uluslararasi pazarlardaki
varligimizin pekistirilmesi.
ltalya’da diinyanin en yiksek
dretim maliyetlerine sahibiz.
Bu, enerji alaninda
liberallesmenin eksikliginden
ve yiksek maliyetleri kismen
profesyonellikleri ile
aciklanabilecek olan diinyanin
en iyi iscilerinden bazilarina
sahip olmamizdan kay-
naklaniyor. Diger sorunlar,
gelismis bir llkeye
yakismayan, ulusal standart-
lardan ¢ok uzak yol ve liman
alt yapilarindan ileri geliyor.
Yabanci pazarlar konusunda
italya, hem miktar, hem de
deger acisindan uluslararasi
pazar pay! lideridir. Buna
ragmen, son 10 yilda
dlkemizin blyimesi, karo
talebindeki global artisa ayak
uyduramamis olup; diinyada
yeni rakiplerin gelismesi ve
guclenmesine yol acmistir.
Bu da, rekabeti gi¢lendirmis
olup, adil rekabet ve adil
ticaret sinirlari icinde kalmak
kaydiyla, tabiidir.

G.S: Yerel ve uluslararasi
pazar payinizdaki
hedeflerinizi anlatabilir
misiniz?

A.P: italyan karo seramik

dynamics in the sector and
the reference markets. The
Assopiastrelle network, led
by Director General Franco
Vantaggi, consists of an
internal organisation of 40
people and various external
companies and consultants
who look after strategic
aspects in cooperation with
the Association’s offices.

G.S: What are the problems
facing ceramic manufactur-
ers in ltaly?

A.P: | see two broad cate-
gories of problems. One is
that of the competitiveness of
the Italian production sector
as a whole, the other - partly
related - is that of consoli-
dating our presence in inter-
national markets. In Italy we
have the highest production
costs in the world. This is
due to the lack of liberalisa-
tion in the field of energy and
some of the best workers in
the world, whose high cost is
partly explained by their pro-
fessionalism. Other problems
derive from road and port
infrastructures that fall far
short of international stan-
dards appropriate to a devel-
oped country.

As regards foreign markets,

Italy is the leader in interna-
tional market shares in
terms of both quantities and
value. In spite of this, over
the past 10 years our coun-
try’'s growth has failed to
keep pace with the global
increase in demand for tiles,
prompting the development
and consolidation of new
competitors around the
world. This has accentuated
competition, as is only natu-
ral provided it remains within
the bounds of fair competi-
tion and fair trade.

G.S: Could you talk about
your targets in your domes-
tic and international market
share?

A.P: The lItalian tile market
amounts to just over 190 mil-
lion square metres, 90% of
which is satisfied by Italian
companies. If we add to this
the fact that tiles account for
75% of residential floor cov-
erings, one can understand
that our goal in Italy is not to
increase our share but to
further promote the percep-
tion of value amongst end
consumers through adequate
information and communica-
tion.
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pazari %901 yerli Ureticiler
tarafindan karsilanmak tzere
190 milyon metrekarenin
biraz tzerindedir. Karolarin
evsel zemin kaplamalarinin %
75'ini temsil ettigi olgusunu
buna eklersek, Italya’daki
hedefimizin payimizi artirmak
degil, yeterli bilgilendirme ve
iletisim sayesinde deger
algilamasini son kullanicilar
arasinda daha da gelistirmek
oldugu anlasilabilecektir.
Uluslararasi pazarlardaki
hedeflerimiz tlkeden llkeye
degisir. Bazi bdlgelerde
hedefimiz karolarin diger
malzemelere karsi ustin
oldugu bilgisinin yayilmasidir.
Digerlerinde hedefimiz ayni
zamanda Uretimin ulus-
lararasi hale getirilmesi ile
tiketim paylarimizi
guclendirirken, pazarin
gelisme potansiyelini
dizenleyebilmektir. Bir¢ok
pazarda italya artik ihracatini
yerel Gretim ile tamamla-
maktadir. Bu, dinyadaki
hicbir baska rakipte olmayan,
[talya’ya has bir ozelliktir.
Ornegin, bu bize, Amerika'da

Our objectives in international
markets vary from country to
country. In some areas our
aim is to promote a knowl-
edge of the superiority of tiles
over other materials. In oth-
ers it is to harness the devel-
opment potential of the mar-
ket while at the same time
consolidating our shares of
consumption through interna-
tionalisation of production. In
many markets, Italy is now
complementing its exports
with local production. This is
a unique aspect to Italy that is
not found in any other com-
petitor in the world. For
example, this allows us to be
the major external supplier to
the United States while having
facilities located in American
capable of covering 40% of
installed production capacity.
Likewise, we are the market
leader in terms of production
in Portugal and Scandinavia,
but by adding together local
production and exports we
are also the leading producer
in France, Germany, Russia
and Ukraine. We aim to con-

yerlesik Uretim kapasitesinin
% 40'1n1 karsilayabilecek
tesislerimizle birlikte ABD'nin
en onemli dis tedarikcisi olma
olanagi vermektedir. Ayni
sekilde, Uretim acisindan
Portekiz ve iskandinavya'da
pazar lideriyiz. Ancak yerel
uretim ve ihracat
eklendiginde Fransa,
Almanya, Rusya ve
Ukrayna’'da da onde gelen
ureticiyiz. Bu paylari daha da
guclendirerek ve
sirketlerimizin karliligini
artirarak, bu yonde ilerlemeyi
hedeflemeliyiz.

G.S: italyan seramik
endistrisinin kimlerle
rekabet ettigini Litfen soyler
misiniz?

A.P: Bir global oyuncu olarak
italya, tiim diinyada 180’den
fazla Glkeye 390 milyon metre
kare karo ihrac¢ etmektedir.
Fiilen dinyadaki her seramik
karo Ureticisi lilke ile rekabet
halindeyiz.

G.S: Diinyadaki Cin tehlikesi

tinue in this direction, further
strengthening these shares
and increasing the profitability
of our companies.

G.S: Could you tell us with
whom Italian ceramic indus-
try is in competition please?

A.P: As a global player Italy
exports 390 million square
metres of tiles to more than
180 countries worldwide we
are effectively in competition
with every ceramic tile pro-
ducer country in the world.

G.S: In respect of the Chinese
danger in the world, are you
worried that it may enter the
domestic and international
markets and threaten the
market?

A.P: That fact that China
intends to establish a much
larger presence in interna-
tional trade is, | believe, per-
fectly legitimate and a natural
development of the current
situation, as we are already
seeing in certain areas. What

konusunda yerel ve
uluslararasi pazarlara gire-
bileceginden ve pazari tehdit
edebileceginden kaygili
misiniz?

A.P: Cin’in uluslararasi
ticarette cok daha genis bir
varlik olusturmaya calismasi,
bana gore bazi alanlarda
simdiden gordugimiz gibi,
mevcut durumun tamamen
mesru ve dogal bir gelismesi
sayllmalidir. Hepimizin dikkat
etmesi gereken konu, bunun
DTO ve serbest ticaret kural-
larina uygun olarak mi, yoksa
rekabeti carpitici mekaniz-
malar yolu ile mi yapildigidir.
Renminbi'nin bir karanlik
tespit mekanizmasi yolu ile
devalie edildigini
gordigimiuzde ve dizenli
olarak marka, Urin ve kata-
log taklitleri gordigimiizde
Cin Urdnlerinin yerel
pazardaki ve disarida uygu-
lanan fiyatlari arasinda fark
gormekte zorlandigimizda Cin
fabrikalarinin Italya'da
sanayilesmenin daha ilk
yillarinda ulasilmamis isyeri

we must all pay attention to is
whether this is done in accor-
dance with the rules of the
WTO and free trade, or
through mechanisms that
distort competition. When we
see the exchange rate of the
renminbi being devaluated
through an obscure determi-
nation mechanism, when we
observe brand, product and
catalogue imitation on a regu-
lar basis, when we find it hard
to see the difference between
the prices of Chinese prod-
ucts in their domestic market
and those applied abroad,
when Chinese factories have
levels of workplace health
and environment protection
that were not reached in Italy
even during the first few years
of industrialisation, then we
must ask ourselves how we
can prevent this distortion of
competition from marginaliz-
ing manufacturers that oper-
ate according to the rules. |
hope that the Turkish ceramic
manufacturers’ association
will want to join us in these
efforts of monitoring and pro-




saglik ve cevre koruma
dizeylerine sahip oldugunu
gordigimiuzde, kendimize
kurallara gore oynayan ureti-
cilerin bu rekabet carpiklig
dolayisiyla dislanmasini nasil
onleyebilecegimizi sormaliyiz.
Tirk Seramik Ureticileri
Dernegi'nin uluslararasi
serbest ticaretin izlenmesi ve
korunmasi konusundaki bu
calismalarda bize katilmak
isteyecegini Umit ediyorum.

G.S: Bizimle Tiirk seramiginin
yeri ve konumu ile ilgili
goruslerinizi paylasir misiniz?

A.P: 200 milyon metre
karenin Uzerinde bir Uretim
ve bu rakamin hemen yarisi
kadar ihracatla, Turkiye'nin
uluslararasi bir diizeyde rakip
oldugu tartisilmaz. Turk
endustrisi, birkac¢ yil once
karsilastigi mali guclikleri
basari ile asmis olan ve artik
rekabetci ve verimli genc bir
sektor.

G.S: Turk seramik sek-
toriinin enerji ve ulasim gibi
onemli sorunlari var. Bu cesit

tecting international fair
trade.

G.S: Could you share your
views on the place and posi-
tion of the Turkish ceramics,
with us?

A.P: With an output of more
than 200 million square
metres and exports of almost
half this figure, Turkey is
without question an interna-
tional level competitor. It is a
young industry that has suc-
cessfully overcome the finan-
cial difficulties it was facing a
few years ago and is now
competitive and efficient.

G.S: Turkish ceramic indus-
try has major problems like
energy and transportation.
Could we learn what type of
precautions Italy took to
ensure that it did not face
such problems?

A.P: These are exactly the
same problems that we are

sorunlarla karsilasmamasi
icin Italya'nin aldigi onlemleri
soyleyebilir misiniz?

A.P: Bunlar tamamen bizim
de karsi karsilya oldugumuz
ayni sorunlar. Enerji alaninda
iki tane satin alim grubu kur-
duk: Diger italyan agir enerji
tliketici sektorlerle birlikte,
Gas Intensive ve daha kii¢ik
Assopiastrelle tye
sirketlerine dogal gaz ve
elektrik enerjisi tedariki icin
CerEnergia. Bunun amaci,
konsorsiyum Uyelerine daha
iyi sartlar saglamak ve
pazarin daha etkin bir sekilde
liberalizasyonu igin ¢alismak.
Ulasim konusunda ulasim
akisinin optimize edilmesi
amaciyla Assopiastrelle’in
azinlik hissedari oldugu iki
sirket Cargo Ship ve Cargo
Clay - kuruldu. Kayiplarin
azaltilmasi ve blyik miktar-
larin elleclenmesi sayesinde
bu sirketler Uyelerimiz icin
daha iyi sartlar saglayabiliyor.

G.S: Diinya seramik sektori
2005’te nasil bir ivme
kazandi, 2005 bu sektor icin

facing. In the field of energy,
we have set up two purchas-
ing consortia: Gas Intensive,
together with the other Italian
heavy energy consumer sec-
tors, and CerEnergia for the
supply of natural gas and
electrical energy to smaller
Assopiastrelle member com-
panies. The aim of this is to
secure better conditions for
consortium members and to
work towards an effective lib-
eralisation of the market.

As for transport, two compa-
nies in which Assopiastrelle
has minority shareholdings -
Cargo Ship and Cargo Clay -
have been set up with the aim
of optimising transport flows.
By reducing wastage and
handling large volumes, these
companies are able to offer
better conditions for our
members.

G.S: What type of a momen-
tum did the global ceramic
industry gain in 2005, how
was 2005 for this industry?

nasildi, 2006 hakkinda
diisiinceleriniz neler?

A.P: 2005 yilinda italyan karo
sektord 390 milyon
metrekaresi ihra¢ olunan 570
milyon metrekarenin biraz
Uzerinde Uretim bildirdi.
Sektorimiz agisindan en
onemli iki faktor dretim
maliyetlerindeki artis (yliksek
enerji maliyetleri yliziinden)
ve onun sonucu olarak ortala-
ma satis fiyatlarindaki
artistir. Bu yiin tahminleri de
benzer rakamlardir. Uretim,
satis ve ihracat icin
degerlerin degismeyecegini
tahmin ediyoruz; ancak urin-
lerimizin degerini artirmak ve
dolayisiyla satis fiyatlarini
yukseltmek hedefimiz olacak.
Diger taraftan, uluslararasi
durum gucli blyume
dinamikleri ile belirleniyor.
Gecen yil karo tiketimi
diinyada % 7,8 artarken,
icinde bulundugumuz yil icin
gene % 7'nin lzerinde
blylime bekleniyor.

G.S: Tiirkiye AB uyum
slirecinde ulusal standartlari

What are your thoughts as
regards 2006?

A.P: In 2005 the ltalian tile
industry reported an output of
just over 570 million square
metres, of which 390 million
square metres was exported.
The two most significant fac-
tors for our industry are the
rise in production costs (driv-
en by high energy costs) and
the consequent increase in
average selling prices. This
year's forecasts are very simi-
lar, with stable values of pro-
duction, sales and exports,
although we will seek to
increase the value of our
products and consequently
raise selling prices.

On the other hand, the inter-
national situation is charac-
terised by strong growth
dynamics. Last year tile con-
sumption increased by 7.8%
at a world level, while expan-
sion of more than 7% is again
predicted for the current year.
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A.P: Son zamandaki karo ithal
engellerinin kaldirilmasi
dahil, uzun bir sirec
sonucunda Turkiye'nin artik
Avrupa seramik karo
ureticileri federasyonu CET'e
katildigini gormekten mut-
luyuz. Avrupa onemli bir
birimdir ve gelismesi bizim
guclu sekilde destekledigimiz
bir biytik olgekli politik planin
parcasidir. Dolayisiyla, tim
ekonomik, sosyal ve politik
politikalarini halen Avrupa
Birligi'nde yururlikte olanlar-
la uyumlulastirdiktan sonra,
Tirkiye'nin bu genisleyen
ailenin bir parcasi
olabilecegini Umit ediyoruz.

G.S: Ulkenizdeki istihdam
vergilerinin yiliksekligi sizi

G.S: Turkey captured national
standards during the EU har-
monization process. It cov-
ered a significant distance in
the areas of imports and
exports. Could you share
your views on Turkey’s
accession to EU with us?

A.P: We are pleased to see
that following a long process,
including the recent elimina-
tion of barriers to tile imports,
Turkey has now joined us as
part of the European ceramic
tile manufacturers’ federation
CET. Europe is an important
entity and its expansion is
part of a largescale political

plan that we strongly endorse.

We therefore hope that after
harmonising all the economic,
social and political policies
with those currently in force
in the European Union, it may
be possible for Turkey to
become part of this extended
family.

rahatsiz ediyor mu?
Azaltilmasi igin
disinceleriniz varsa
nelerdir?

A.P: Blyik kamu acigi ve
ekonomik durumdaki
zorluklar yiiziinden (2005
yilinda ltalya'da GSYIH deki
degisiklik sifira yakindi) vergi
ve istihdamda azalma olasi
gozikmuyor.

G.S: Hindistan, iran ve
Meksika, seramik
sektorindeki global rakipleri
yakalamak lizereler.
Bunlarin gelecegini ve
performansini degerlendirir
misiniz?

A.P: Bu (¢ ulkenin ¢ok
degisik ozellikleri var.
Meksika'nin dretimi
Tirkiye'ninkinden sadece
birka¢ milyon metrekare
daha distlikken, ihracati sizin
tlkenizin sadece icte biri. Bu,

G.S: Does the margin of taxes
on employment in your country
bother you? What are your
thoughts on its reduction if any?

A.P: Due to the large public
deficit and the difficult economic
situation (in Italy there was
practically zero variation in GDP
in 2005), reductions in taxation
and employment appear
unlikely.

G.S: India, Iran and Mexico are
those countries who are about
to catch the global competitors
in the ceramic industry. How
do you evaluate their future
and performance?

A.P: These three countries have
very different characteristics.
Although Mexico has an output
just a few square million metres
lower than Turkey's, its exports
are just a third of those of your
country. This is in spite of being
part of NAFTA, which allows it to
export freely throughout North

ona gimriksilz olarak tim
Kuzey Amerika’ya serbestce
ihra¢ etmesine olanak veren
NAFTA'ya tye oldugu halde.
Hindistan ekonomisini daha
yeni uluslararasi ticarete acti
ve varlikli orta sinifi istah
acicl bir piyasa olusturuyor.
Ulkedeki kisi basina ortalama
karo tiketimi sadece 0.2
metrekare/yil/kisi iken;
Cin’de bu rakamin 2 metre
kare/yil/kisi diizeyine varmasi
dikkate deger.

iran, seramik teknolojisine
muazzam yatirimlar yapiyor,
bu da son derece ucuz dogal
gaz kaynaklari ile birlikte
gelisen bir ulusal seramik
sektori olusmasini
kolaylastiriyor. Ancak yeni
iran cumhurbaskaninin
benimsedigi dis politika goz
onine alindiginda, tlkenin
yakin gelecekte uluslararasi
ticarette onemli bir rol
Ustlenmesi pek olasi degil.

America without customs
duty. India has only recently
opened its economy to inter-
national trade and its large,
affluent middle class makes it
a promising outlet market. It
is worth bearing in mind that
average per capita tile con-
sumption in the country is
just 0.2 square
metres/year/person, whereas
China has already reached
values of 2 square
metres/year/person.

Iran is making enormous
investments in ceramic
technology, which together
with the large supplies of
extremely cheap natural gas
is facilitating the development
of a burgeoning national
ceramic industry. However, in
view of the foreign policies
adopted by the new Iranian
President, the country
appears unlikely to take on an
important role in international
trade in the near future.
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