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1960 yiinda Adapazari'nda dogdu. ilk, orta ve lise
egitimini Istanbul’da tamamladi, Endistri
Miihendisligi egitiminden sonra, isletme iktisadi
Enstitiisi'nde Isletme Yoneticiligi ihtisasini derece
ile bitirdi. Profesyonel is hayatina otomotiv sek-
torlinde baslayan Arman, 1985 yilindan itibaren
insaat sektoriinde devam etti. ECA- Elmor'da
pazarlama uzmani, Ege Seramik’te pazarlama
mudurligl ve 1995 yilina kadar da PDK A.S.’de
genel mudurlik gorevlerinde bulundu.
Kurulusundan bu yana Umpas Seramik’te olan
Necmettin Arman, once Satis&Pazarlama
Muduirldgl yapti. Daha sonra genel muduirlik
gorevine getirildi. Son ¢ yildir bu géreve devam
ediyor.

“ Ana ilkemiz; basarabildigimi
olcude anlik hareket etmemek ve
Istikrarli davranmaktir”

Our main principle is not to act
emotionally and behave consistently

to the extent possible

Umpas Seramik General Manager Necmettin Arman;

Was born in Adapazari in 1960. Completed his
primary, middle school and high school educa-
tion in Istanbul. After studying Industrial
Engineering, he completed his post-graduate
study on Business Administration at Business
Economics Institute, with honors. Starting his
professional life in the automotive sector,
Arman continued in the construction industry

after 1985. He worked as marketing expert at
ECA-Elmor, Marketing Manager at Ege
Seramik and was General Manager of PDK A.S.
until 1995. Necmettin Arman, who is with
Umpas Seramik since its foundation served as
Sales and Marketing Manager initially. He has
been general manager for the last three years...




Serife Deniz Ulueren: Umpas
sirketinin kurulusu, kuruculari,
hedefleri ve stratejileri
hakkinda bizleri
bilgilendirebilir misiniz?

Necmettin Arman: Umpas
Seramik ¢ok ortakli Umpas
Holding’in farkli konulardaki
yatirimlarindan biri ve en
biuytgl. Usak Organize Sanayi
Bélgesi'nde 600 bin m’ lik bir
alanda kuruldu. Kurulus
yillarinda bélgede revacta olan
sektorler tekstil ve deri idi.
Umpas Seramik farkli bir
seyler yapalim fikriyle
kurulmus. insaat sektorii
hedeflenmis ve bu amacla
konut ve konuta yonelik
drdnlerin dretimi icin de farkl
konumlarda adimlar atilmis.
Tabii ki 2001 krizi herkes gibi
grubu da etkiledi ve bir takim
hedefler revize edildi. Bugiin
seramik ile birlikte perakende
sektorl ve makine imalat
konularinda faaliyet
gosteriliyor. Ana hedef
yatirimcilarina kazandirmak,
birlikte bolgeye yatirim ve
istihdam saglamak.

S.D: Sektorde alti yillik
ge¢misinize ragmen, biyiik
basarilar yakaladiniz...

N.A: Konularinda tecribeli
kisilerden olusan bir ekibin
ortak basarisi vardir. ilk olarak;
drdnlerinizi satmanin
uretmekten daha onemli
oldugundan hareketle Umpas
Seramik Uretimine ge¢cmeden
yaklasik 7 ay once olusturula-
cak stratejinin alt yapisini
hazirlamak amaci ile
pazarlama calismalarini
baslattik. Ciddi arastirma ve
saha gozlemleri yaptik. Satis
kanallarimizi olusturmak icin
oncelikle i¢c pazarda yurdun her
yerinde cesitli ciro buyukligu
ve farkli 6zellik arz eden satici
firmalara ulastik, bunlardan
binin Uzerinde satici firma,
bayiimiz olmak Uzere bize geri
donddler. Bugtin biz bu fir-
malardan sadece 30 tanesi ile
calisabiliyoruz. Kapasitemiz bu
kadarina izin veriyor. ikinci

Serife Deniz Ulueren:
Could you advise us on the
foundation, founders, tar-
gets and strategies of
Umpas company?

Necmettin Arman: Umpas
Seramik is one of the
investment projects of
Umpas Holding with multi-
ple shareholders on differ-
ent fields and it is the
largest one. It was founded
on an area of 600 thousand
m’ in Usak Organized
Industrial Zone. The indus-
tries in fashion in the region
in foundation years were
textiles and leather. Umpas

Seramik was founded with

the idea of doing something
different. Construction
industry was targeted and to
that end, steps were taken
in different positions for
production of housing ori-
ented products. Indeed,
2001 crisis affected the
group like everybody and
certain targets were
revised. Today, there are
operations in the retail sec-
tor and machine manufac-
turing besides ceramics.
The main target is to make
investors win and provide
investment and employment
for the region.

S.D: You achieved major
successes despite your 6-
year history in the industry...

N.A: A team comprising indi-
viduals experienced in their
fields has joint successes.
First of all, we started mar-
keting studies to prepare the
infrastructure of the strategy
to be built approximately 7
months before Umpas
Seramik started production
as we believed that selling
our products was more
important than producing
them. We carried out serious
research and site observa-
tions. To create our sales
channels, first we contacted
sellers of various turnover
magnitude and different
characteristics, all around
the country in the domestic
market. Over one thousand
vendor firms out of these
came back to us to become
our dealers. Today, we are
able to work only with 30 of
these firms. Our capacity
only allows this much.
Secondly, although we are
experiencing the disadavan-
tage of entering the market
later, we had the advantage
of being able to see the suc-
cessful and unsuccessful
sides of the organizations
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olarak; her ne kadar pazara
sonradan girmenin dezavan-
tajini yasiyor olsak da, bizden
once bu sektorde var olan
kuruluslarin basarili ve
basarisiz olduklari yonleri
gorme ve yapilan hatalari
yapmama avantajimiz vardi.
Yaptigimiz arastirmalarin
sonucuna gore de yol
haritamizi belirledik. Yapilan
hatalarin en belirgin olani
“bayilik sistemi” ile ilgiliydi,
cogunlukla taraflarin bu
sistemden tam olarak memnun
olduklari sdylenemezdi. Biz her
ili bir ticari merkez olarak
kabul ettik ve her merkezde de
sadece bir firma ile calismaya
karar verdik. Rekabetin
kacinilmaz oldugu pazarda,
bayilerimiz sadece rakip
drunlerle rekabete girdi, kendi
aralarinda gug kaybi
yasamadilar. Ayrica, nakliye
dezavantajini avantaj haline
cevirebilmek icin oncelikli
olarak 2000 yilinda demiryolu
merkezli calismalar yaptik ve
bayiliklerimizi buna gore

“I¢ ve dis pazarda katma degeri yiiksek
urdnlerde yogunlasiyoruz. Umpas Seramik

disinda, Roccocer ve TILESTUDIO
markalarimiz ile bunlari destekleyen urun

konseptini olusturduk”

olusturduk. Diger faktor de
“dogru triin” segimiydi,
bolgesel ozellikleri de dikkate
alarak pazarin talebine tam
cevap vermeyi hedefledik ve
bunda basarili olduk.

S.D: ihracat rekoru kirdiniz ve
odiil aldiniz...

N.A: Dis pazarlarda da ic
pazarda oldugu gibi, dogru
pazar, dogru musteri ve dogru
urunle pazarda yer almaya
calistik. Ana ilkemiz basarabil-
digimiz ol¢lde anlik hareket
etmemek ve istikrarli
davranmaktir. Buna gore hicbir
donemde pazarlara gliniin
sartlarina gore oncelik
tanimadik. Belirledigimiz

“We concentrate on products with
high added value in the domestic and
International markets. Outside
Umpas Seramik, we formed the
product concept supporting these
with our Roccocer and TILESTUDIO

brands”

which were present in this
industry before us and not
to make the same mistakes
again. We drew our road
map according to the result
of our research. The most
distinctive error made
involved the “dealership”
system. It could not be said
that parties were fully con-
tent with this system most-
ly. We took each province
as a trade center and
decided to work only with a
single firm in each center.
In a marketplace where
competition is unavoidable,

our dealers competed only with
competitor products and did not
lose strength fighting among
themselves. Also, in year 2000,
we carried out railway based
studies to convert the trans-
portation disadvantage into an
advantage and we formed our
dealerships accordingly.
Another factor was selection of
the right product. We aimed at
responding fully to the demand
of the market and we were suc-
cessful at it.

S.D: You broke the record for
exports and got a reward...

ihracat/i¢ pazar oranlarini
bitin zorluklarina ragmen
istikrar adina israrla
uyguluyoruz. Son iki yilda
ihracat musterilerimizi yeniden
gozden gecirdik ve iliskilerimizi
revize ettik. Strekli ve tutarl
hizmet verebilecegimiz
musterileri tercih ederek,
onemli bir bolumind
portfoyimuzden cikarttik.
Buna ragmen miktarsal artislar
elde ettik.

S.D: i¢ ve dis pazarlailgili
calisma ve hedefleriniz
nelerdir?

N.A: Tim pazarlarda hede-
fimiz; isimizi tam ve gerektigi
sekilde yaparak bizimle olan

N.A: Like in the domestic mar-
ket, in international markets,
too, we tried to take part in the
market with the right market,
right customer and right prod-
uct. Our main principle is not to
act emotionally and behave
consistently to the extent possi-
ble. So didn't give priority to
markets based on the daily con-
ditions in any period. We imple-
ment the export/domestic mar-
ket ratios we set persistently in
the name of consistency despite
all difficulties. In the last two
years, we re-reviewed our
export customers and revised
our relations. Opting for cus-
tomers to whom we could pro-
vide continuous and consistent
service, we deleted a major por-
tion from our portfolio. Still, we
obtained volume increases.

S.D: What are your efforts and
targets relating to domestic
and international markets?

N.A: In all markets, our target
is to create the customer group




calismalarinda “tatmin
olabilen” misteri grubunu
olusturmaktir. Uriin
cesitliligimiz, kapasitemiz,
sevkiyatimiz, politikalarimiz ve
kar marjimizla musterilerimizi
tatmin edelim ve baska bir
arayislari olmasin diye
distiniyoruz. Gittikge artan
rekabeti de g6z oniine alarak
bizim ve musterilerimizin var
olabilecekleri ortami olustur-
mak icin calisiyoruz. Bundan
sonra da %50 ihracat, %50 i¢
pazar hedefimizi koruyacagiz.
Degisen ve gelisen pazar
trendini izliyor ve bu gelisime

katkida bulunuyoruz. i¢ pazarda

anlik miktarsal taleplere cevap
vermekten cok, yenileme
pazari odakli calismalarimiz
slrecek.

S.D: AB iilkelerinde giivenli
uriin statiistini kazanip,
serbest dolasim hakkini nasil
elde ettiniz?

N.A: Konu CE isaretlemesiile
ilgilidir. Calisma konumuzla
ilgili tlim detaylari atlamamaya
ve geregini yerine getirmeye
ozen gosteriyoruz. Uretime
gectigimiz ilk yillarda I1SO 9001
Kalite Yonetim Sistemi’ni uygu-
lamaya basladik. Gegtigimiz yil
icersinde de ISO 14001 Cevre
Yonetim Sistemi ile birlikte CE
isaretleme deklarasyonunda
bulunduk. Son iki ¢calismanin
baslangicini kendimize
koydugumuz, nasil olsa bu
konular bir giin baskalari
tarafindan bizim oniimuze
konacak, dyleyse “biz bu isi
cézelim” hedefi oldu. ilk
arastirmalarimizda gorduik ki,
konuyla ilgili taraflarin kafasi
karisik, kim yetkili, kim yetkisiz
belli degil. Uriinlerle ilgili CE'ye
gerek olup olmadigi konusunda
devlet kaynakli farkli talimatlar
ve yorumlar var. Hepsini bir
kenara koyduk ve konunun
¢6zimd icin tim bildiklerimizi
yeniden yorumladik. Olduk¢a
basit sekilde de ¢ozildu. Bu
konuda sektore de katkida

bulundugumuzu zannediyorum.

Sektorimuzde yer alan glcli
rakiplerimiz (ki onlar bu sek-

“who may be satisfied” in
their dealings with us by ful-
filling our job fully and duly.
We think we should satisfy
our customers with our
product diversification,
capacity, shipments, policies
and profit margin so they
don’t have to look for others.
Considering the progressive-
ly increasing competition,
too, we are trying to create
an environment in which we
and our customers can exist.
From now on, we will main-
tain our 50 % export, 50 %
domestic market target, too.
We monitor the changing
and developing market trend
and contribute to this devel-
opment. Rather than
responding to instantaneous
quantitative demands, our
refurbishment market
focused efforts will continue
in the domestic market.

S.D: How did you gain the
reliable product status and
the right of free circulation
in EU countries?

N.A: The issue involves CE
marking. We take care that
we do not omit any details
involving our line of business

and to fulfill any require-
ments. We started to imple-
ment 1SO 9001 Quality
Management System during
our first years of production.
Last year, we made CE
Marking Declaration together
with 1SO 14004 Environmental
Management System. The
starting point of the two stud-
les was the target we set for
ourselves which says “These
issued will be brought before
us by other some day, any-
way; so let us solve this thing
ourselves. We saw in our ini-
tial research that relevant
parties are confused on the
issue. It is not clear who is
authorized and who is not.
There are different govern-
mental instructions and com-
ments on whether CE is
needed for the products. We
put all aside and we re-inter-
preted all we knew regarding
a solution for the issue. It was
solved in a quite simple man-
ner, too. | think we have made
a contribution to the industry
on this issue as well. We feel
that we always have to be
dynamic against our powerful
competitors in our industry
(who have paved the way for
this industry and raised our
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“Elde ettigimiz basari ve odiil
suphesiz yerel olgeklidir. Basarinin
anlami yillardan bu yana tekstil ve
deri ile anilan bolgede, Umpas
Seramik’in “ben de varim!”
diyerek Turk seramik sektortne
katkida bulunmasidir”

“The success and rewards we

achieved are indeed of local scale.
The meaning of success Is that
Umpas Seramik has made
contributions to the Turkish
ceramic industry, saying “| am here
too!” In a region known for textile
and leather for years”

tortin oniind acmislar ve
Ulkemizi diinyada Uglnculik
kirsusune ¢cikarmislardir)
karsisinda kendimizi daima
dinamik olmak zorunda
hissediyoruz. Bir soz var
“higbir sey yapamiyorsaniz
yerinizde ziplayin! bakanlar
hareket oldugunu gorstinler.”

S.D: Uretiminizin % 50 sini
ihra¢ ederken, bir boliimi de
AB iilkelerine gerceklesiyor.
AB kapisi aralanirken,
tyeligimizle ilgili gelisen
pozisyonlarla ilgili
diistinceleriniz ...

N.A: AB uyeligimizin
sosyo-politik ve ekonomik
olmak Uzere iki yonu var. Bu iki
ana baslik birbirleri arasinda ve
kendi icinde alt basliklarda
uyumsuzluk sergiliyor. AB
uyeligimiz hem bizim hem de
diinya Ulkeleri icin medeniyet
ve baris projesidir. GlintimUuzde
dillendirilen bir kisim ¢atisma
ihtimallerine en buyuk
engellerden biri olabilir. Kendi
kendimize beceremedigimiz

country to third place in the
world). There is a saying; “If
you can't do anything, jump
up and down wherever you
are! Let viewers see there
is action.”

S.D: You export 50 % of
your production, part of
which goes to EU countries.
What are your thoughts
regarding unfolding posi-
tions relating to our mem-
bership as the door to EU is
being opened?

N.A: Our EU membership
has two aspects, one socio-
political and the other eco-
nomic. These two main
headings contradict among
themselves and within
themselves in terms of sub-
headings. Our EU member-
ship is a civilization and
peace project both for us
and also for world coun-
tries. It may be one of the




demokratik ve yapisal agilimlari
AB odevleri sayesinde yapiyor
olmamizdir. Higbir seyi elde
edemesek de en biyik
kazanimimiz bu olacaktir.
Seramik sektord acisindan AB
uyesi ulkelere olan ihracatimiz
onimiuzdeki yillarda daha da
artacak. Bu artisin daha cok
belirli ebatlar ve katma degeri
nispeten daha disuk urtinlerde
gerceklesmesini beklemenin
hic isimize gelmese de daha
dogru olacagini diistiniyorum.
Uretim maliyetleri ve ¢evresel
faktorlerden dolayi standart
drinlerde pazar bize dogru
kayacak gibi gorunuyor.

S.D: Daha farkli alanlarda
faaliyete gecilecek mi kisa
donemde?

N.A: insaat sektorii ve su
andaki faaliyet konumuzla ilgili
entegrasyonu saglayacak her
turll projeyi gindemimizde
tutuyoruz. Hedefimiz seramik
yer ve duvar karolarinda 16-18
milyon m” lik kapasite biyiik-

greatest obstacles against cer-
tain conflict possibilities articu-
lated today. It is that we are
carrying out the democratical
and structural approaches we
couldn’'t manage ourselves,
thanks to EU homeworks. This
will be our largest gain even if
we cannot obtain anything. In
terms of the ceramic industry,
our exports to EU member
countries will increase further
in upcoming years. | believe
that although we may not like it,
expecting this increase to occur
with products of specific sizes
and rather with low added value
is correct. It seems that due to
production costs and environ-
mental factors, the market will
shift towards us in standard
products.

S.D: Will there be operations in
other areas in the short-term?

N.A: We are keeping any proj-
ects which will lead to integra-
tion with the construction
industry and our present line of

lugiini elde etmek ve Urin
gamimizi sirli porselen ve
dcuincl pisirim Urdnler ile
tamamlayacak yatirimlar
yapmak olacak. Bu kapsamda
gectigimiz yil duvar karosu
dretimine yonelik yeni
yatirimimizi devreye soktuk.

S.D: Usakta yatirimlara yonelik
tesviklerle ilgili farkli gortisler
var. Siz bu konuyu nasil
yorumluyorsunuz?

N.A: Tesvik, sektorde son
zamanlarda en cok tartisilan
konulardan. Bu llkede kirk
yildir yapilan yatirimlarda hi¢
mi tesvik alinip verilmedi? Biz
kendi aramizda daha ileri
gidiyor ve neredeyse
“baskalarina verin, ama
seramik yatirimcisina tesvik
vermeyin” demek istiyoruz.
Ulkemizde yatirim yapmanin
zorluklari ortada. Usak'ta tesvik
sonrasi bir tek yeni yatirimci
seramik konusunda ¢ivi
cakmadt. Yillarca elini tasin
altina sokmus ve LPG ile

business, alive. Our target will
be to achieve 16-18 million m’
capacity in ceramic, floor and
wall tiles and to make invest-
ments to complete our product
range with glazed porcelain and
third fired products. In this con-
text, last year we launced our
new investment project orient-
ed to production of wall tiles.

S.D: There are different
opinions relating to incentives
for investments in Usak. How
do you interpret this issue?

N.A: The incentives issue is one
most discussed lately. Was no
incentive given or taken in the
investments made in this coun-
try for forty years? Among us,
we go further and want to say
almost “Give to others but don't
give incentives to the ceramics
investor”. The problems of
making investments in our
country are clear. In Usak, not a
single new investor added a
new nail in the field of ceram-
ics. The loss of old firms who

yillarca tretim yapmis eski
firmalar Usak Seramik’in o
donemden kalan ve derdini
kimseye anlatamadigi zarari
yaklasik 4 milyon dolardir. Bu
zarar toplam yatirimimizin
kiicuk bir parcasini olusturan
yeni yatirimdan dolayi
alacagimiz tesvikle on yilda
kapanmaz. Tesvik siiresi de ¢
yildir. Benim sirketim tam
olarak yararlanmasa da yeni
yatirimlar icin bu tesvikler de
yetersiz distincesindeyim.

S.D: Tasarim grubu olarak
ileriye doniik projeleriniz...

N.A: Uriinlerimizdeki yenilikleri
ve yeni tasarimlari
olusturdugumuz Uriin
Gelistirme bolimimiz yeni
drdnlerin tasarimi ve Uretimde
uygulanmasina onculuk ediyor
ve ayni zamanda teknolojik
gelismelerin Uretime
yansitilmasinda da gorev aliyor.
Sektorimiz acisindan
tasarimin bilindigi gibi iki
boyutu var. Yaraticilik ve yeni

endured hardships over the
years producing with LPG, Usak
Seramik’s loss from that peri-
od, which he cannot explain to
anyone, is approximately 4 mil-
lion Dollars. This loss cannot be
covered with the incentive we
will receive on account of the
new investment which is just a
small part of our total invest-
ment. The incentive period is
three years. | believe that
although my company does not
benefit fully, these incentives
are inadequate for new invest-
ments, too.

S.D: Your future oriented proj-
ects as design group...

N.A: Our Product Development
Department where we form the
innovations and new designs on
our products pioneer in the
design of new products and
their implementation in produc-
tion and also takes part in the
reflection of technological
advances onto production.
Design has two dimensions




Sektorel Bakis / Sectoral Outlook

Mayis-Haziran / May-june 2006/ No.15

“Her zaman arkadaslarima bitmis bir isin
ardindan sunu sorarim: “Simdi hedefimiz
ne?” Ana felsefemiz hedefsiz kalmamak
olmali bence. Arayisimiz durmayacak”

bir seyler ortaya cikarmak,
ikincisi ise yatirim ve sanayi
boyutu. Sanatsal anlamda
yapilacak her tirli calisma ve
yeni fikrin sanayi dizlemine de
yansitilabilir olmasi ve bunun
icin de gerekli altyapinin yatirim
anlaminda tamamlanmis
olmasi gerekiyor. Hedefimiz i¢
ve dis pazarda rekabet
etmemizi saglayacak Urln
portfoylinu olusturmak,
gelistirerek canli ve giincel
tutmak.

S.D: 2006 size gore nasil
gidiyor?

N.A: Temennim baris, huzur ve
istikrarli gtinlerle dolu bir yil
olmasi. I¢ ve dis siyasi

‘| always ask this to my
colleagues after a finished
job: “"What is our target
now?". For me, our main
philosophy should be not be
left without targets. Our
search will not cease”.

regarding our industry as you know.

gelismelere gebe bir yil bizi
bekliyor diye disintyorum.
Ekonomik acidan baktigimizda,
doviz kurlari ve basta petrol
kaynakli girdiler olmak lzere
artan maliyetler ve bu
maliyetlerin Urlin fiyatlarina
yansitilamamasi problem
olusturacak gibi gorintyor.
Finansal dizenlemelerle
birlikte insaat sektoriinde
canlilik beklentisi ve buna bagli
talep artisi hepimizin iyimser
beklentileri icinde yer aliyor.
Buna da bir rezerv koyuyorum.
Ulkemizde gegmiste yasanilan
krizlerin etkisi ile olsa gerek,
konut almak isteyenlerin
finansal ¢coziimler ve banka
kredilerine hala soguk ve
temkinli yaklastiklarini gozlem-

liyorum. Gercek talepten cok,
spekulatif talep daha canl
gorinuyor. Seramik
sektoriinde ise, dovizden dolayi
i¢ pazara yonelme ve kapasite
artislarinin talep artislari ile
emilip emilmeyecegini hep
birlikte izleyecegimiz enteresan
bir yil olacak 2006.

$.D: Seramik boliimleriyle
ilgili calismalar, yarismalar ve
burs veriyor musunuz?

N.A: Egitim ve egitim
kuruluslari ile isbirlikleri
konusunda yurittigimiz
calismalar var. Gerek meslek
okullarina yonelik egitim ve
staj imkanlari ve gerekse
Universitelerle ishirligi
konularinda imkanlarimiz
ol¢isinde kapilarimizi
aclyoruz. Ancak seramik
bolimleri ile tam isbirligi icinde
oldugumuz soylenemez. Bizim
girisimlerimizle gecen yil iki
ayri Universiteden endustri
muhendisligi ve kimya bolimi

ments is awaiting us. In terms of economics,
its seems like increasing costs lead by
exchange rates and oil based inputs and fail-
ure to reflect such costs to product prices
will create problems. Among the optimistic
expectations of all of us are vitalization in the
construction industry due to financial
arrangements and related increase in
demand. | qualify this too. | observe that
probably due to the effects of previous crisis

In our country, those wishing to buy homes

are still cold and cautious towards financial

Creativity and bringing new things forth and
the second one is the investment and indus-
try aspect. Any effort and new idea to be car-
ried out in terms of art must be reflectable
onto the industrial plane and the necessary
infrastructure for this has to be completed in
respect of investment. Our target is to create
the product portfolio to allow us to compete
in the domestic and international markets
and to develop it and to keep it alive and con-
temporary.

$.D: How is 2006 going in your opinion?
N.A: My hope it that it will be a year full of

peace and stability. | think a year open to
domestic and international political develop-

solutions and bank loans. Speculative
demand seems to be livelier rather than
actual demand and in the ceramic sector
2006 will be an interesting year with a move
towards the domestic market because of for-
eign currency exchange rates where we will
all observe whether capacity increases may
be absorbed by increases in demand or not.

$.D: Do you hold studies, contests and give
scholarships in connection with ceramic
departments?

N.A: There is work we conduct regarding
education and cooperation with educational
organizations. We open our doors as much
as possible for educational and practical




ogrencilerini agirladik, cok da
faydali oldu. istiyoruz ki bransi
ne olursa olsun ogrenciler
isletmeleri gorsiinler, havayi
teneffis etsinler. Dogal olarak
isbirligi talebinin egitim kuru-
luslarindan gelmesi gerektigini
distndyoruz.

S.D: Kisa bir ge¢mis ve

basarilara ragmen, gelecek alti
yilicinde planlariniz ve fuarlar-
la ilgili beklentileriniz nelerdir?

N.A: Oniimiizdeki dsnemde
bizce olmasi gereken kapasite
ve Urlin gamina ulasmak ilk
hedefimiz. Calisma
planlarimizin icinde musteri
beklentilerinin tamamina cevap
vermek, kalite hedeflerini
yakalamak ve sektorel trendi
hem moda ve hem de teknoloji
anlaminda izlemek her zaman
yer alacak. Ulkemiz seramik
sektortiniin diinyadaki yerinin
belirlenmesi agisindan fuarlar
en onemli faktorlerden biri.
Sektorel fuarlardan beklen-

training opportunities for voca-
tional schools and also regard-
ing cooperation with universi-
ties. However, it cannot be said
that we are in full cooperation
with ceramics departments.
With our initiatives, last year,
we hosted industrial engineer-
ing and chemistry department

students from two different uni-

versities and this was highly
beneficial. We want students to
see the businesses regardless
of their branches and that they
breathe the air. Naturally, we
believe that the request for
cooperation should come from
educational organizations.

S.D: Despite a short past and
achievements, what are your
plans and trade fair related
expectations for the next six
years?

N.A: Our first target is to reach
the capacity and product range
which we believe should be in
the upcoming period. What will
always be among our task

timiz; fuarlarin yavas yavas is
konusulur, talebi ve trendi
belirler nitelige dogru biraz
daha yaklasmasidir. Sektorel
tanitim agisindan da yabanci
katiimci ve ziyaretgilerin
artmasi gerekir diye
distiniyorum. Turkiye pazarina
ilgi duyan Cin’lisi dahil herkes
fuarda yer almali bence.
Dinamizm ve hareketlilik
getirir.

S.D: is yasaminiz disinda
Necmettin Bey kendinizi anlatir
misiniz?

N.A: Boga burcundanim.
Futbola merakim var.
Fenerbahce’liyim. Kadikoy deki
her maca mutlaka giderim.
Firsat buldukca tenis ve futbol
oynamaya c¢alisiyorum. Ava,
belki de dogada gezmeye
merakliyim, ¢clinkl bugline
kadar hicbir sey avliyamadim.
Ya bulamiyorum, bulsam da
Kiyip vuramiyorum. Hafta igi
Usak’ta calisip, hafta sonu

plans are to respond to all cus-
tomer expectations, to meet
quality targets and to monitor
the sectoral trend in terms of
both fashion and also technolo-
gy. Trade fairs are one of the
most significant factors in
terms determination of the
place of our country’s ceramic
sector in the world. Our expec-
tation from sectoral trade fairs
is that trade fairs should
approach a little more towards
being places where business is
discussed and demand and
trend are determined. | believe
that the number of international
participants and guests should
increase in terms of sectoral
promotion, too. Everyone inter-
ested in the Turkish market,
including the Chinese, should
take part in the trade fair. It
would bring dynamism and
vitality.

S.D: Would you tell yourself,
the Mr. Necmettin outside your
business life?

istanbul’'da yasadigim icin ve
slirekli is seyahatlerim
nedeniyle vaktimin onemli bir
bolimu

yollarda geciyor. Cumartesi
guinlerini mutlaka oglumla
birlikte degerlendiriyoruz.
Firsat buldukca tiyatro ve cok
fazla aktivite olmadigi igin de
Usak’ta iyi bir sinema
izleyicisiyim. Cok okumaya
calisiyorum. Simdilerde ilber
Ortayli'nin Kirk Ambar
Sohbetleri'ni ve P.Kotler'in On
Oliimciil Pazarlama Giinahr'ni
okuyorum.

N.A: [ am a Taurus. | am
interested in football. | am a
Fenerbahce fan. | surely go to
all matches in Kadikdy. | try
to play tennis and football
when | get the chance. | like
hunting and perhaps going
around in nature because |
couldn’t hunt anything so far.
| either can't find it, or if | find
it, | can’t bear to shoot it.
Since | work in Usak week-
days and live in Istanbul
weekends and because of
continuous business trips, a
major portion of my time is
spent on roads. We certainly
live Saturdays together with
my son. | am a theater viewer
when | find the opportunity
and am a good movie in Usak
as there isn't much activity. |
try to read a lot. Nowadays, |
am reading Ilber Ortayli's
Kirk Ambar Sohbetleri an
P.Kotler's Ten Deadly
Marketing Sins.




