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CTDA (Seramik Karo Distribiitorleri

Dernegi) Baskani Mark Carlson;

“CTDA ve liyeleri, Tiirkiye'yi, Istanbul'u ve Tirk
insanlarini harika buldular. Uyelerimize gdsterilen
sicaklik ve ev sahipligi asla unutulmayacaktir.”
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CTDA (Ceramic Tile Distributors Association)

President Mark Carlson;

“CTDA and its members found Turkey, Istanbul and the Turkish people to be
fantastic. The warmth, and hospitality that was shown to our membership will
never be forgotten. The professionalism of all participants was truly appreciated.”

Roportaj - Interview:
Germiyan Saatcioglu

germiyan(@serfed.com

Germiyan Saat¢ioglu: 320 milyon metrekare Germiyan Saatgioglu: You have more than
tiiketiminiz ve 255 milyon metrekare ithalatiniz 400 members representing the highest

ile diinyanin en biiyiik seramik karo satin alma ceramic tile purchasing power in the world
giiciinii temsil eden 400’iin Uzerinde liyeye with your consumption of 320 million square

o
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sahipsiniz. CTDA'in kurulusu,
gorevleri ve amaglari hakkinda
bizi bilgilendirebilir misiniz?
Mark Carlson: CTDA; seramik
karo, tas ve ilgili Urtinlerin
dagitici ve imalatcilarini temsil
eder. 1978'de kurulan CTDA'nin
amaci, seramik karo ve ilgili
drdnlerin tiketimini artirmak
icin seramik karo dagiticilari ve
onlarin tedarikgileri icin egitim
ve baglanti firsatlari
saglamaktir.

CTDA, dagiticilara ve
imalatcilara islerini
gelistirmede ve
iyilestirmelerinde yardimci
olacak egitim programlari
gelistirmek suretiyle fayda
saglamaktadir. Bu programlar
arasinda: CTDA Kar Raporu,
ABD'li dagrticilarin karliigi
Uzerinde bir yillik calisma;
Shade Degisiklik Kilavuzu,
dagiticilar ve perakendeciler
tarafindan ellecleme firelerinin
azaltilmasinda kullanilan bir
egitimsel arag; CTDA Yonetim
Konferansi, is sahipleri/yoneti-
ciler icin U¢ giinluk bir egitim
ve baglanti etkinligi ve
TileDealer dergisi, ABD’li
dagitici ve perakendeciler icin
bir yayin bulunmaktadir.

G.S: Tiirkiye'ye istanbul’a
konuk oldunuz, Tiirk seramik
ureticilerini sereflendirdiniz.
Tirkiye'yi ve genel anlamda
istanbul’u nasil buldunuz?
M.C: CTDA ve lyeleri,
Tiirkiye'yi, Istanbul'u ve Tiirk
insanlarini harika buldular.
Uyelerimize gosterilen sicaklik
ve ev sahipligi asla
unutulmayacaktir. Bunda payi
olanlarin profesyonelligi
gercekten takdir toplamustir.

G.S: Ticaret Heyeti (Trade
Mission) amacli bu toplanti ve
gezilerdeki edindiginiz
izlenimlerinizi
degerlendirebilir misiniz?
M.C: Goriismeler son derece
basarili oldu. Uyelerimizle bir
anket yaptik ve % 94°U seya-
hatin beklentilerinin tzerinde

meters and your imports of
255 million square meters.
Could you give us information
on CTDA's organization, func-
tions and mission?

Mark Carlson: CTDA repre-
sents distributors and manu-
facturers of ceramic tile,
stone and related products.
Founded in 1978, CTDA’'s mis-
sion is to provide educational
and networking opportunities
for distributors of ceramice
tile and their supplier to fur-
ther the consumption of
ceramic tile and related prod-
ucts.

CTDA delivers value to its
members through developing
educational programs that
help distributors and manu-
facturers increase and
improve their businesses.
Examples of such programs
include: CTDA Profit Report,
an annual study of the prof-
itability of US distributors;
Shade Variation Guide, an
educational tool used by dis-
tributors and retailers to
reduce tearouts; the CTDA
Management Conference, a
three day educational and
networking event for own-
ers/managers; TileDealer
magazine, the publication for
US distributors and retailers.

G.S:You were guests of and
honored Turkey and Istanbul.
How did you find Turkey and
Istanbul overall?

M.C: CTDA and its members
found Turkey, Istanbul and the
Turkish people to be fantastic.
The warmth, and hospitality
that was shown to our mem-
bership will never be forgot-
ten. The professionalism of
all participants was truly
appreciated.

G.S: Could you discuss your
impressions of this meeting
and visits with the purpose of
a trade mission?

M.C: The meeting was highly
successful. We surveyed our
membership and 94%
responded that the trip
exceeded their expectations.
We are confident the US dis-
tributors in attendance will do
more business with Turkish
manufacturers as a result of
the meeting.

G.S: You visited the plants of
our important firms in the
industry during the time you
were in Turkey. Could you
share your thoughts on our
plants with us?

M.C: The plants we visited
were varied in their output
and use of technology but
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§ sonug verdigi cevabini verdiler. etkilendik. Tesislerdeki stil ve gezimiz, Trklerin sadece

S Katilan ABD'li dagiticilarin tasarimlar ABD pazarinda kaliteli seramik karo uretme-
5 etkinlik sonucunda Tirk kolayca satilabilirler. digini, stillerinin de diger

% imalatcilar ile daha fazla is tlkelerin pek gerisinde

(; yapacagindan eminiz. G.S: Seramik Anadolu toprak- olmadigini gosterdi.

= larinda dogdu, 8 bin yillik

% G.S: Tiirkiye'de bulundugunuz gecmise sahip. Diinyaya bunu G.S: Sizce marka olabilmek
% siirede sektorde onemli Fla_mtabi_l-me!f icin Ul'etnjeyl icin ne yapmak gerekli? Tiirk
S firmalarimizin fabrikalarini ogrendik. Ttrk seramigi seramigi cesitli markalarla

= ziyaret ettiniz. Tesislerimiz denilince uluslararasi plat- diinya markasi olma yolunda
= hakkindaki diisiincelerinizi formlarda nasil taniyorsunuz

ilerliyor, Turkiye'nin diinya

bizimle paylasabilir misiniz? ve nasil taniniyoruz? lizerindeki seramik pazarlama
M'C_: Ziyaret ettigimiz tesisler, M.C: Gercegi stylemek stratejisi icin ne diisiiniiyor-
uretimleri ve teknoloji gerekirse, seramik karo veya sunuz?

kullanimlari agisindan kaliteli seramik karo L .
degiskenlik gosterse de, dendiginde pek az AmeriKal|n|n ZIB(E)Jurkk s|r'ket'l§r.|n|n bazilar
kaliteleri birbirine benziyordu. aklina Turkiye gelir. Hala Italya e kendileri icin markalar
Uretilen Griinlerin kalitesinden o markanin sahibidir. Ancak, olusturmaya basliyor. Bunda

“Tirk Seramik Federasyonu, bir tim olarak
kalite markalastirma kampanyasi
gelistirmeyi dustunmeli. Bu, Turkiye'nin
hemen tum varliklari i¢in de gegerli.”

were similar in their quality. “ . .
Wevvtireimpreésed vqi/it?n tt%/e The TU I”kISh Ceram|CS

quality of the products pro-

duced. The styling and Federation might consider

design with the factories was

verysaleable inthe Usmar- — d@veloping a quality branding
ket. .
campaign as a whole

G.S: Ceramic was born in

Anatolian soil; we learned hOV\/e\/er‘_ Th|S appl_ieS to

how to produce as a country

witha8000year old history 3| ost gll of the assets of

to promote this in the world.

When one says Turkish TU rkey "

ceramics, how do you know
it in international platforms

and how are we known as? cerned, what should be done might consider developing a

M.C: To be frank, few for becoming a brand? Turkish ~ quality branding campaign as a

Americans think of Turkey ceramics is on the way to whole however. This applies to

first when they think of becoming a world brand by almost all of the assets of

ceramic tile or when they various brand names; what do Turkey. Very little of the

think of quality ceramic tile. you think of Turkey’s ceramics Turkish heritage, history, food

Italy still owns that brand. marketing strategy in the and products are known out-

However, our visit demon—' world? side of your country.

strated to us that the Turkish  M.e: A few of the Turkish com-

produce not only quality panies are beginning to build a G.S: What do you think of the

ceramic tile, but the stylingis  prand for themselves in the US.  position in exports and the

not that far behind other They are making progress. future of Turkish ceramics,

countries. This trade mission will help to specifically comparing USA and
solidify their brands. The Europe? How do you assess

G.S: As far as you are con- Turkish Ceramics Federation the fact that Turkish ceramics
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yol almaktalar. Bu ticaret heyeti, onlarin
markalarini gliclendirmelerinde yardimci olacak.
Ancak, Tirk Seramik Federasyonu, bir tim olarak
bir kalite markalastirma kampanyasi gelistirmeyi
diistinmeli. Bu, Tirkiye'nin hemen tiim varliklari
icin de gecerli. Ulkeniz disinda Tlrkiye'nin mirasi,
gecmisi, yemekleri ve Urlinleri hakkinda pek az
sey biliniyor.

G.S: Tiirk seramiginin 6zellikle Amerika ile
Avrupa’yi kiyaslarsak ihracattaki

pozisyonu ve gelecegi hakkinda neler disuntyor-
sunuz? Tiirk seramik sektoriiniin diinya sirala-
masinda besinciligini nasil degerlendiriyorsunuz?
M.C: Tirkler seramik pazarinin gelistirilmesinde
basarili oldular. Ancak italya, ispanya, Cin, vs.nin
yerini almak i¢in daha alacaginiz ¢ok yol var. Bu
sorulari sormakta olmaniz ve bu ticaret heyeti
kavramini gelistirmis olmaniz ihracatinizi artirma
ve markanizi olusturma isteginizi gosteriyor.
Bunun gerceklestigini gormekten mutlu olacagiz.

G.S: Gegmisimizde bir iznik Cinileri var ve su an
tasarimcilarimiz diinya ¢apinda Cini karo seramik
tasarliyor. Endustri tasariminda diinyada soz
sahibi olabilmenin temel kosulu ya da sartlari
nelerdir sizce?

M.C: Turkiye kilturd ve tarihi agisindan zengin.
Desenleriniz ve tasarimlariniz, kilimleriniz ve
karolariniz gibi bircok alanda bu gecmise isaret
ediyor. Turkiye, her pazara giderek ve oradaki
bolgesel egilimleri gozlemleyerek diinya
pazarindaki varligini siirdiirmeli.

G.S: Avrupa ilkeleri seramigi Anadolu toprak-
larindan 6grenmesine ragmen, ispanya ve italya
gibi ileri gelen Avrupa lilkelerinden sonra
Diinya’da adimiz aniliyor. istihdam saglayan
ancak bir o kadar da enerji, tasima gibi sorunlarla
bogusan sektorimiiziin geldigi noktayi nasil
degerlendiriyorsunuz?

M.C: Tiirkiye marka olusturmaya baslamada
basarili. Daha once belirttigimiz gibi, o markanin
olusturulmasi ve diger mevcut markalarin yerine
gecilmesi i¢in uzun zaman lazim. Karo ureten tiim
ulkeler zorluklarla karsi karsiya. Sizin
zorluklariniz enerji ve nakliye olabilir, digerlerinin-
ki ise pahali isgiicii, vs. olabilir. Oniiniizdeki zor-
luklari asacaksiniz.

G.S: Tasarim yiizyilin anahtar kelimesi durumuna
geldi, diinya tasarim lizerine calisiyor, dontyor,
ozellikle de endustri tasarimi. Tasarimin
satilmasi, konusulmasi, on plana ¢cikmasindaki
kriterler nedir sizce?

M.C: ABD pazarinda tasarim siirekli gelisen bir
pazardir. Boyutlar blylyor; bazi bélgeler hala par-
lak Urinler isterken, digerleri hala rustik ve tas
tasarimlara merakli. Porselen drinlere talep
artarken, renk tercihleri hala temel renkler;

industry ranks fifth in the world?

M.C: The Turkish have done a good job of
developing the ceramic market. You have a
long way to go, however to replace ltaly,
Spain, China, etc. The fact that you are ask-
ing these questions and developed the con-
cept of this trade mission demonstrate your
desire to grow your exports and build your
brand. We look forward to seeing that hap-
pen.

G.S: There are Iznik tiles in our history and
at the moment, our designers design world-
wide china ceramic tiles. What are the basic
requirements for having a say in the world
in industrial design?

M.C: Turkey is rich in culture and history.
Your pattern and designs in many areas such
as carpets and tile show this history. Turkey
has to maintain its presence in the global
market, traveling and observing the regional
trends of every market.

G.S: Although European countries have
learned of ceramics from Anatolian soil, our
name is mentioned after leading European
countries like Spain and Italy. How do you
evaluate the point reached by our country
regarding this industry which provides
employment; yet struggles with problems
with energy and transportation?

M.C: Turkey is doing a good job of beginning
to build a brand. As mentioned earlier, it will
take many years to create that brand and
supplant other existing brands. Every coun-
try that produces tile has challenges. Yours
may be energy and transportation, others
may be higher cost of workforce, etc. You
will overcome your challenges.

G.S: Design has become the keyword of the
century; the world operates and revolves
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“Ziyaret ettigimiz tesisler, Uretimleri
ve teknoloji kullanimlari a¢isindan
degiskenlik gosterse de, kaliteleri
birbirine benziyordu. Uretilen
urunlerin kalitesinden etkilendik.
Tesislerdeki stil ve tasarimlar ABD
pazarinda kolayca satilabilirler.”

beyaz, kemik, bej ve badem etrafinda dondiyor.

G.S: Ekonomideki dalgalanma diinya genelinde
seramik sektoriini nasil etkiliyor?

M.C: Ekonomilerdeki dalgalanmalarin tim
dinyadaki seramik endustrisini etkiledigi bircok
alan var. Biz en cok ABD dagitim pazarinin nasil
etkilendigi ile ilgileniyoruz. Ornegin, Dolarin diger
para birimlerine karsi degeri, karo uUretiminde
kullanilan enerjinin fiyati, nakliye maliyetleri ve
rekabetci Urtinlerin Uretilmesinde kullanilan dogal
ve diger kaynaklarin fiyati.

“The plants we visited were varied in
their output and use of technology but
were similar in their quality. We were
impressed with the quality of the
products produced. The styling and
design with the factories was very
saleable in the US market.”

“Turkiye marka olusturmaya
baslamada basarili. Daha once
belirttigimiz gibi, 0 markanin
olusturulmasi ve diger mevcut
markalarin yerine gecilmesi
I¢in uzun zaman lazim. Karo
ureten tum ulkeler zorluklarla
karsi karsiya. Oniiniizdeki
zorluklari asacaksiniz.”

around design, especially industrial
design. What do you think are the criteria
for design to be sold, talked about and to
come to the forefront?

M.C: Design in the US market is an ever
evolving market. Sizes are getting larger,
some regions still desire shine, while oth-
ers are still heavy in rustic and stone
designs. Porcelain bodies are becoming
more in demand and colors still are based
around the basics, white, bone, beige and
almond.

G.S: How does the fluctuation in the econ-

omy affect the ceramic industry in the
world in general?

M.C: There are many ways fluctuations in
economies affect the ceramic industry
worldwide. We mostly concern ourselves
with how the US distribution market is
affected. For example, the value of the
dollar versus other currencies; the price of
energy used to produce tile; transportation
costs; the price of natural or other
resources used to produce competitive
products.

“Turkey is doing a good
Job of beginning to build a
brand. As mentioned
earlier, it will take many
years to create that brand
and supplant other
existing brands. Every
country that produces tile
has challenges.You will
overcome your
challenges.”
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