Dogvit Yonetim Kurulu Baskan Yardimcisi

Kadir Dogan;

“Bugtin seramik saglik geregleri sektoriinde
tasarima yatirim icin kaynak ayirmamak,
ureticiyi, teknolojisi son model de olsa birakin
yurtdisi pazari yurticinde bile barindirmaz”
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Was born in Istanbul in 1975. He attended Moda
College for his medium and high school educa-
tion and graduated from Istanbul University
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year 1997). He fulfilled his military service in
Hakkari in 2004. He started his active business
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presently serves as Deputy Chairman of the
Board of DOGVIT and General Manager of
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In our Sectoral Qutlook corner, | am interview-




“2003 yilindan bu yana,
uretim kapasitemizi
arttirdigimiz donem sonrasi,
yurtici ve yurtdisi pazarda
hedef olarak onumuze
koydugumuz rakamlara
ulastigimizi soyleyebilirim”

bir o kadar da kararli. Clinkli dokuz yasinda baba
yaninda nalburiye ve yapi malzemeleri perakende
magazalarinda calisarak is hayatina adim atmis,
yillarin tecribesi vardi. Evet Kadir Dogan, spor
tutkunu ancak artik profesyonel is hayatinin agir
kosullarindan akttiel yasamindan ¢ok fedakarlik
ederek, Dogvit'i bu rekabet ortaminda ileriye
tasimanin sorumlulugu ve hirsiyla ¢ok yol almis.
istanbul Maltepe’deki binalarinda 50 yil 6ncesin-
den baslayan bir basari hikayesini Kadir Dogan’in
kendisinden dinledik.

Serife Deniz Ulueren: Dogvit'in kurulusu,
amagclari, tretim kapasitesi, ihracat hedefleri ve
yatirim degerlendirmeleri hakkinda bizleri bil-
gilendirebilir misiniz?

Kadir Dogan: Dogyvit tretime 1993 yilinda, Bilecik
1. Organize Sanayi Bolgesi'nde 12.000 m* kapali
alanda, 11 farkl kalipla, 350.000 Adet/Yil kapasite
ile basladi. Ge¢misi 1958 yilinda, A.Cemil Dogan’in
actigi nalburiye magazasina dayanir. 1990°l yillarin
basinda vitrifiye sektoriinde fark ettigimiz arz
eksikligi bizi I. Hakki Dogan’in 6nderliginde bu
yolda elde ettigimiz tecriibe ve kazanimlarimizi
kendi markamiza yoneltmeye tesvik etti.
Perakende magazacilik ve 1980°Li yillarda bu sek-
torldn lideri konumundaki seramik ve armatur
ureticilerinin toptanci bayiliginin ardindan, Dogvit
Saniteri Seramik, bugiin 25.000 m? kapali, toplam
40.000 m” alanda, 218 farkli kalipla 1.800.000
Adet/Yil kapasite ile seramik saglik geregleri
sektortinde Uretimine devam etmektedir. Dogvit
markasiyla seramik saglik gerecleri Uretimi, bilgi,
birikim ve deneyimi kapsayan uzun sireli
asamalarla gerceklestirilmistir. Dogvit, misteri
memnuniyetinin, ¢alisanlarinin mutlulugu ve
verimliliginden gectiginin bilincinde olmakla
birlikte, kalifiye ve uzman nitelikli 300 ¢alisani ile
ulkemizin en blyiik meselelerinden biri olan
istihdam sorununa sagladig! katkidan dolayi kivang
duymaktadir. Arz talep yasasi geregi, 2003 yilinda
dis alicilarin, farkli standartlarda artan vitrifiye
talebini karsilamak amaciyla, ayni yil sonunda tevsi
yatirim karari ainmistir. Bu karar dogrultusunda
dretim bandina 120 metre uzunlugunda tiinel
pisirme firini, 50 metre uzunlugunda tiinel kurut-
ma firini ve 12 adet yari basincli dokim tezgahi
ilave edilmistir. Yatirimini hentiz tamamlayan ve

ing a young and successful leader, for the first
time. He is calm, experienced, cautious, likes
to take the right steps and also determined.
Because he started his business life working
in hardware and building materials retail
stores besides his father when he was only 9
years old, so has years of experience. Yes,
Kadir Dogan is a sports enthusiast but making
sacrifices from his hobbies due to tough condi-
tions of professional life, has covered a very
long distance with the responsibility and ambi-
tion of taking Dogvit forward in this competitive
environment. We heard this success story
which goes back to 50 years ago in their build-
ing in Istanbul Maltepe from Kadir Dogan him-
self.

Serife Deniz Ulueren: Can you tell us about
Dogvit's establishment, objectives, production
capacity, export targets and investment
assessments?

Kadir Dogan: Dogvit started production in 1993
in Bilecik 1st Organized Industrial Zone in an
indoor area of 12.000 m’ with 11 different
moulds and a capacity of 350,000 units/year.
Its origin goes back to the hardware store
opened by A. Cemil Dogan in 1958. The short-
age of supply we noticed in the vitreous ware
sector in early 1990s encouraged us to direct
our experience and gains we acquired under
the leadership of I. Hakki Dogan towards our
own brand. After wholesale distributorship of
ceramics and tap manufacturers which were
the leaders of this industry in 1980s, Dogvit
Saniteri Seramik continues production in the
ceramic sanitary ware industry in a total area
of 40,000 m*; 25,000 m’ of which is indoors,
with 218 different moulds and a capacity of
1,800,000 units/year. Ceramic sanitary ware
production under Dogvit brand has been real-
ized through long stages entailing knowledge,
accumulation and experience. Dogvit is happy
because of its contribution to the problem of
employment which is one of the biggest prob-
lems of our country, with its 300 qualified spe-
cialist employees; also being aware of the fact
that customer satisfaction comes from happi-
ness and productivity of employees. As
required by the law of supply and demand, an
expansion investment has been targeted at the

‘| can say that we have
attained the figures we set
before us as target at
domestic and international
markets after the period in
which we increased our

production capacity since
2003"
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2005 yili ihracat oranini yeterli
bulmayan Dogvit, 2006-2007
yillari icin 6zellikle Almanya,
Ispanya, ingiltere, irlanda ve
Fransa ile yapilan anlasmalarla,
ihracatta %40°Uk bir artis plan-
lamistir. Dogvit 2004 yilindan bu
yana, kalite ilkesi, glinimtiz
kosul ve taleplerine uygun
tasarimlari, profesyonel ve
ayrintili calismalart, teknik kap-
asite olanaklariyla; basta
Avrupa olmak Uzere yurtdisi
pazar hacmini genisletmeyi ve
katma degeri ylksek

drdnleri portfoyiine ekleyerek,
Ulkemize hatiri sayilir 6lglide
doviz girdisi saglamayi
amaclamaktadir.

$.D.U: Oniimiizdeki donem
icerisinde yeni yatirim
ataklariniz olacak mi?

K.D: Dogvit'in 2007-2008 yatirim
programi, yapi sektorinin
gelismesine paralel olarak Ure-
tim kapasitesini artirmak ve
hedeflenen rakamlara

end of 2003 to meet the
increasing demand for vitre-
ous ware of importers in dif-
ferent standards. In line with
this decision, a 120-meter-
long tunnel firing kiln, a 50-
meter-long tunnel drying kiln
and 12 semi-pressurized
casting benches were added
to the production line. Dogvit,
which has just completed its
investments, which did not
find the level of exports in
2005 adequate, planned an
increase of 40 % in exports
for 2006-2007, especially with
contracts made with
Germany, Spain, England,
Ireland and France. Since
2004, Dogvit seeks to bring
significant foreign currency
input into our country by
increasing its international
market volume lead by
Europe and adding high value
added products to its portfo-
lio with is quality objective,
designs fit to conditions and
demands of our day, its pro-
fessional and detailed opera-
tions and technical capacity

ulasmaktir. Yurtici ve yurtdisi
pazardaki istikrar sektorle ilgili
urinler konusunda yatirim
planlarimizin daha kisa surede
devreye girmesinde etken ola-
caktir. Yurtici ve yurtdisindan
gelen talepler Uzerine, vitrifiye
disinda, banyo i¢in gereken
urinlerin, aksesuarlarin tretimi
icin gerekli calismalar pazara
sunum asamasina gelmistir.

S.D.U: Uriinlerinizi gelistirirken
ya da tasarlarken, neleri dlcek
alirsiniz. Tirk insanini ve
kiltlrtind mu yoksa Avrupa’ya
yonelik ihracatlarinizda batiyi
mi?

K.D: Buguin vitrifiye sektoriinde
yurtici ve yurtdisinda urinlerin
model ve standartlari farklilik
gostermektedir. Ayrica tiketici
ihtiyaglari da hizla degismekte-
dir. Tasarimcilarimiz bu
degisken ortamda tiketicinin
gozuinde sureklilik saglaya-
bilmek amaciyla uluslararasi
standartlari da dikkate alarak

facilities.

S.D.U: Will you have new
investment campaigns in
upcoming years?

K.D: The 2007-2008 invest-
ment scheme of Dogvit is to
increase its production
capacity in parallel with the
advancement of the building
industry and to attain the tar-
geted numbers. Stability in
domestic and international
markets will be a factor in
our investment schemes’
being launched faster
regarding the products relat-
Ing to the sector.
Proceedings relating to pro-
duction of bathroom products
and accessories outside vit-
reous ware are at the stage
of being offered to the market
as a result of domestic and
international demand.

S.D.U: What do you use as
benchmarks when develop-
ing or designing your prod-
ucts; the people and culture
of Turkey or the west in your

yeni Urlinlerine sekil vermekte-
dir. Burada onemli olan ve
basarmaya calistigimiz,
Avrupa'ya yonelik
ihracatlarimizda bati i¢in dlcek
aldigimiz uriin tasarimlarini
Tark kiltiridne ve Tirk
insaninin begenisine de uygun
hale getirmektir. Bunun tam
tersi, Turk kiltirtine uygun
trtinlerle de basta Ortadogu
olmak uzere bir kisim Avrupa
Ulkelerindeki is ortaklarimizla
fikir paylasiminda bulunarak en
dogru sonuca ulasmaya
calisiyoruz.

$.D.U: Pazar payiniz hakkinda
neler soylersiniz?

K.D: Sektorde son yillarda
yapilan ciddi yatirmlar ve
bunun getirdigi kapasite
artislari, pazardaki kayit disi
satislarin devam etmesi
buglinki pazar payimiz
hakkinda net bir oran vermeyi
zorlastiriyor. Fakat 2003
yilindan bu yana, tretim kapa-

exports to Europe?

K.D: Today, models and stan-
dards of domestic and inter-
national products vary in the
vitreous ware sector.
Furthermore, consumer
needs are changing rapidly.
In this variable environment,
our designers shape their
new products considering
international standards too,
to ensure continuity in the
eyes of the consumer. What
is important and what we are
striving to achieve here is to
make product designs we
use as benchmarks for the
west in our exports to
Europe, in conformity also
with the Turkish culture and
the taste of Turkish people.
Also, as the opposite, we try
to reach the best result by
sharing ideas with our busi-
ness partners in some
European countries and the
Middle East with products fit
to the Turkish culture as well.

S.D.U: What can you say
about your market share?




sitemizi arttirdigimiz donem
sonras! yurtici ve yurtdisi
pazarda hedef olarak onimuize
koydugumuz rakamlara
ulastigimizi soyleyebilirim.

S.D.U: Siz kriz donemlerinizi
nasil atlattiniz?

K.D: 2000 yilinin sonunda
yasadigimiz kriz donemlerinde
ihracata yonelerek yeni firsatlar
yarattik. Ozellikle dért Balkan
ulkesinde kendi depolarimizi
olusturarak baslayan yurtdisi
satislarimiz bugiin tim diinyada
20'den fazla llkeyle devam
etmektedir. Kriz doneminde
actigimiz ihracat kapisi
bugtinki kapasite ve esnek Ure-
timi saglamak amaciyla bizi
2002 yiinda yatirima yoneltti.

S.D.U: Cok geng bir lider olarak
bugiinlere gelisinizi ve
basarinizin sirrini nasil
aciklarsiniz?

K.D: Soylesimizin basinda
belirttigim gibi sektdre girisim
dretimle olmadi. 9 yasinda
nalburiye ve yapi malzemeleri
perakende magazamizda
calisarak is hayatina adim
attim. Sirasiyla yapi
malzemeleri

perakendeciligi ve DOGSAN
unvanli firmamizla toptan
dagitim ve pazarlama
tecriibesini yasama imkanim
oldu. Fakat Uretim apayri bir
deneyim gerektiriyor. Bunu
ancak o sorumlulugu
yasadiginiz zaman
anlayabiliyorsunuz.

S.D.U: Tesvik konusunda cok
hassassiniz, daha fazla tesvik
hak ediyoruz demissiniz. Bize
bu konuyu biraz acabilir
misiniz?

K.D: Ulkemiz ekonomisinin
gelismesine maksimum faydayi
saglayan Uretim ve istihdamdir.
Uretim yapan sektorlere
bakildiginda, seramik
sektortinin katma deger
acisindan ulke ekonomisine
sagladigi faydanin ne kadar
onemli oldugunu gormekteyiz.
% 90'1 yurtici kaynaklarini kulla-
narak Uretim yapan sektor,
yurtdisina her satilan 100 bi-
rimde 90 birimlik direkt katki

nii

T

K.D: It is very difficult to give
a clear figure on our current
market share due to serious
investments made in the
industry in recent years, the
capacity increase brought
about by the same and the
existence of unregistered
sales in the market.
However, | can say that we
have attained the figures we
set before us as target at
domestic and international
markets after the period in
which we increased our pro-
duction capacity since 2003.

S.D.U: How did you survive
the crisis periods?

K.D: We created new oppor-
tunities by moving towards
exports in the crisis periods
we underwent at the end of

2000. Our international sales,

which we started by forming
our own warehouses in 4
Balkan countries, today con-
tinue with more than 20
countries all over the world.
The gate to exports we
opened in the crisis period
moved us towards invest-
ment in 2002 to achieve the
capacity and flexible produc-
tion which we have today.

S.D.U: How can you explain
the secret to your success
and how you got here today
as a very young leader?

K.D: As | said in the begin-
ning of our interview, | wasn't
introduced to the industry in
production. | joined business
life working in our hardware
and building materials retail
store when | was 9 years old.
Then, | had the chance to
experience building materials
retailing and wholesale dis-
tribution and marketing
experience with our firm
called DOGSAN. Yet, produc-
tion requires a totally differ-
ent experience. You can
understand this only when
you go through that responsi-
bility.

S.D.U: You are very sensitive
on incentives; you have said
that you deserved more
incentives. Can you explain
this a little?

K.D: Factors providing maxi-
mum benefit in development
the economy of our country is
manufacturing and employ-
ment. Looking at manufac-
turing industries, we can see
how important the benefit




“Yatirnmini heniiz
tamamlayan ve 2005 yili
ihracat oranini yeterli
bulmayan Dogvit, 2006 -
2007 yillart icin ozellikle,
Almanya, Ispanya, Ingiltere,
Irlanda ve Fransa ile
yapilan anlasmalarla,
ihracatta %40'lik bir artis
planlamistir”

"Dogvit, which has just
completed its investments,
which did not find the level of
exports in 2005 adequate,
planned an increase of 40 % in
exports for 2006-2007,
especially with contracts made
with Germany, Spain, England,
Ireland and France”

saglamaktadir. Bu goz ardi edilmemesi gereken
bir unsurdur. Son yillarda seramik sektoriinde
yasanan olumlu gelismeleri hepimiz yakindan
takip etmekteyiz. Bu gelismelerin isiginda devle-
timizin de destegiyle yurtdisinda yapilan reklam ve
tanitim kampanyalarinin arttirilarak, kisaca
seramik sektori daha fazla tesvik edilerek onemli
ol¢lide girdi saglanabilecegi kanaatindeyim.

$.D.U: Tasarim gurubunuz, sanat atdlyeniz, sanat
danismanlariniz var mi? Kuskusuz diinya glo-
ballestikce sektorde tasarima yatirim yapanlar
onde gidiyor, siz bu ligde kendinizi nasil
degerlendiriyor, bulundugunuz konumdan mem-
nun musunuz?

K.D: Basladigimiz glinden bu yana kendi biinye-
mizdeki tasarim grubumuzla calistik ve halen
devam etmekteyiz. Fakat son yillarda ozellikle
Avrupa ulkeleri ile yaptigimiz yeni urin bazli ihra-
cat calismalari bizi model tasarim konusunda
yurtdisindan destek almaya yoneltti. Ge¢cmis
donemlerde kazandigimizi sadece teknolojiyi
yenilemek i¢in kullanacagimizi diistintirdik.
Bugtiin seramik saglik gerecleri sektoriinde
tasarima yatirim i¢in kaynak ayirmamak, ureticiyi,
teknolojisi son model de olsa birakin yurtdisi

afforded by the ceramics industry to the econ-
omy of the country is, in terms of added value.
The industry, which manufactures utilizing 90
% domestic resources, achieves 90 units of
direct contribution for each 100 units exported.
This is an element which should not be disre-
garded. We all follow closely the positive
developments experienced in the ceramics
industry in recent years. | believe that signifi-
cant inputs may be achieved in light of these
developments with the support of our govern-
ment by increasing the advertising and pro-
motion campaigns held abroad, in short, by
encouraging the ceramics industry more.

S.D.U: Do you have a design group, an art
workshop and art consultants? Undoubtedly,
as the world globalizes, those who invest in
design in the industry go to the front. How do
you assess yourself in this league; are you
happy with your current position?

K.D: We work with the design group in our
organization since the day we started and we
are still doing so. However, certain new prod-
uct based export activities we carried out
especially with European countries in recent
years lead us to get support from abroad in
model design. We used to think that we were
going to use what we earned only for renewing
technology previously. Not allocating funds for
investment in design in the ceramic sanitary
ware industry cannot allow the manufacturer
to live even domestically, let alone the interna-
tional market, even if its technology is state-
of-the-art. We, as Dogvit, are running a little




“Yurtici ve yurtdisindan gelen
talepler Uzerine, vitrifiye disinda,
banyo icin gereken urunlerin,
aksesuarlarin uretimi icin gerekli
calismalar pazara sunum
asamasina gelmistir”

pazari yurticinde bile
barindirmaz. Biz Dogvit olarak
model tasarim konusunda ge¢
kaldigimizi distinerek bugin
biraz daha hizli kosuyoruz.

S.D.U: Aktiiel yonden kendinizi
nasil gelistirir, ne tiir
aktivitelere katilirsiniz?

K.D: Spora olan merakimdan
dolayi futbol, basketbol ve bir
donem voleybol oynadim. Fakat
futbola olan merakim cok
kliclk yaslardan baslar ve
halen firsat buldukca oynarim.
Fenerbahce taraftariyim ve
Istanbul’daki tiim maclara
gitmeye calisirim. Hafta sonlart
ozellikle deniz kenarinda esimle
birlikte uzun yurdyusler
yapmaya 0zen gosteririm.
Agirlikli olarak tarih ve ekonomi
ile ilgili kitaplar okurum.

faster today thinking that
we had been late in model
design.

S.D.U: How do you
improve yourselves, what
kind of activities do you
participate in as hobbies?
K.D: | played football, bas-
ketball and for a period,
volleyball because of my
enthusiasm in sports.
However, my interest in
football started when |
was very little and | still

play when | get the
chance. lam a
Fenerbahce fan and | try
to go to all games in
Istanbul. | try to take long
walks with my wife espe-
cially on the seaside on
the weekends. | predomi-
nantly read books on his-
tory and economics.

“Proceedings relating to production
of bathroom products and acces-
sories outside vitreous ware are at
the stage of being offered to the
market as a result of domestic and
International demand”



