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Tiirk seramik sektoriinin her seyi

— | FUARSOVYLESI/ FAIR INTERVIEW

_ - —

Turkish ceramic industry’s everything

Italyanlar’in CERSAIE’si,
Ispanyollar/in CEVISAMA'sI neyse,
Turklerin de UNICERA'ya bakisi o.
Seramik sektorinin gurur kaynag!

UNICERA, 1-5 Nisan 2009 tarihleri
arasinda TUYAP Beylikdiizii Kongre ve
Sergi Sarayi’nda Ureticilerden
tuketicilere, bayilerden yurtdis
pazar temsilcilerine kadar
sektortin icinde insanlari
agirliyotr.

Seramik sektérunin Turkiye'deki en blydk, Avrupa’daki Ggln-
cu ihtisas fuarl olma ¢zelligi tastyan UNICERA, kapilarini yirmi bi-
rinci kez sektdr temsilcilerine agiyor. Bundan tam yirmi bir yil énce
alti bin metrekarelik bir alanda sergi alani olarak kurulan fuar, bu il
otuz bin metrekarelik alaniyla yiz bin katlimciyr hedefleyen en
énemli intisas fuarlar arasinda yer aliyor. italya CERSAIE ve ispan-
ya CEVISAMA Fuarlari ile yanisan Turk seramik sektérintn gurur
kaynagi olan UNICERAYi en iyi taniyan isme sorduk. UNICERA Fu-
ar Komitesi Bagkani Aydin Eser, dUnU ve bugUnuyle sektérin kal-
binin attigi UNICERAyI ve gelecek hedeflerini anlatt.

UNICERA’nin Tiirk seramik sektérii icin 6nemi nedir?

Sektor olarak ilk bagladigimizda tabii ki bu ¢ncelikle bir sergi
alani olarak gortldi. Ama TIMDER zaten bunun projelendirmesin-
de belli stirelerde belli hedeflerini koymustu. Once sergi alanindan
ticaret alanina, ondan sonra da sektér platformuna déndstiriime-
siicin cok ugras verdi. ilk basladigi dénemlerde sadece seramik
ve banyo fuari degildi. Yapida yenilikler fuari olarak basladi. Daha
¢ok genis bir Urtin yelpazesini kapsiyordu. Sonra gitgide ihtisas fu-
ari haline dénismeye basladi. Bu tercihler daha ¢ok bu yénde kul-
lanimaya baslandi. Sonrada Seramik sektérinl temsil eden sera-
mik federasyonuyla birlesince tamamiyla ihtisas fuar haline do-
ntsmis oldu. ihtisas fuari olarak su anda Tirkiye'de tek kita Avru-

The Turks’ view of UNICERA is the
same as Italians’ for CERSAIE and
the Spanish for CEVISAMA. The
source of pride of the ceramics
industry, UNICERA, hosts people of
the industry from manufacturers to
consumers, dealers to international
market representatives, at
TUYAP Beylikdiizii
Convention and Exhibition
Palace from April 1 to
April 5.
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UNICE-
RA, which has
the distinction of being
the largest specialist fair of
the ceramics industry in Turkey
and third largest in Europe, is ope-
ning its gates for the twenty-first time to
sector representatives. The trade fair, which
was founded as an exhibition area exactly
twenty-one years ago on grounds of six thousand square
meters, is among the most important specialist trade fairs
targeting one hundred thousand participants with a sur-
face area of thirty thousand square meters this year.
We asked the person who knows best UNICE-
RA, which is the source of pride of
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pa'sinda da Ugtncl blytk fuar konumunda. UNICERA Turkiye'de-
ki Ureticilerin her seyi. Gerek geri bildirimleri gerek pazarin gelece-
gini gérmeleri acisindan bu fuar cok ¢énemli bir fuar.

Tirk firmalarinin UNICERA etkinligi, ihracata nasil yansiyor?

Cok énemli bir katki ve etkisi var. Oncelikle burasi i piyasaya
yonelik olarak bir sergi alani olarak distundimustd. Ama daha son-
raki organizasyonlara bunun artik yurtdisina a¢iimasi ve yurtdiginin
hedeflenmesi zamani geldigi géruldd. Buna yonelik yatinmlar belli
Ulkeler secilerek gerceklestirildi. Bu Ulkelerde tanitimlar yapildi.
Yurtdisindan ziyaretciler getirtildi. Son dénemlerde de ziyaretcile-
rin 6nemli bir kismi yurtdisindan geliyor. Bu yeterli degil tabii ki...
Ama gelecekte daha blyUk seviyelere ulasacak. Cok ¢nemli bir
potansiyeli var fuarin gelecek acisindan.

Fuara nasil bir hazirlik yapiyorsunuz?
Fuarin bittiginin ertesi glinu gelecek yilin hazirliklarina baglariz.
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UNICERA Fuar Komitesi Baskani Aydin Eser

the Turkish ceramics industry, competing with ltalian CERSAIE
and Spanish CEVISAMA Trade Fairs. UNICERA Trade Fair Com-
mittee Chairman Aydin Eser told us about UNICERA where one
can hear the pulse of the industry with its past and present and its
targets for the future.

What is UNICERA’s significance for the Turkish ceramics in-
dustry?

When we first started, of course this was viewed as an exhibi-
tion area by our industry. However, TIMDER had already set spe-
cific targets for certain time periods when designing this, making
a great effort first to transform it from an exhibition area to a trade
area, then into a sector platform. It was not just a ceramics and
bathroom trade fair in the initial periods. It started as a trade fair of
innovations. It used to cover rather a broad product range. Subse-
quently, it started to transform into a specialist trade fair progres-
sively. These choices started to be used more and more in this di-
rection. Then when it combined with the Ceramics Federation
which represents the ceramics industry, it became fully transfor-
med into a specialist fair. Presently, it is the only specialist trade fa-
ir in Turkey and the third largest in continental Europe. UNICERA
means everything for the manufacturers in Turkey. This is a very
important trade fair both in terms of feedback and also for their be-
ing able to see the future of the market.

How does the UNICERA activity of Turkish firms echo on ex-
ports?

It has a very significant contribution and impact. At the begin-
ning, this was contemplated as an exhibition area for the domes-
tic market. But in following organizations, it was observed that it
was time for this event to open internationally and to target out of
the country. Projects for this were realized selecting specific co-
untries. Promotions were made in these countries. Visitors were
brought from abroad. In recent trade fairs, a significant portion of
visitors come from abroad. Of course, this is not sufficient... But
greater levels will be reached in the future. The trade fair has a
very significant potential in terms of the future.

What kind of a preparation do you make for the trade fair?

We start preparations for next year the day after the trade fair
closes. The planning for this starts one year in advance with a tra-
de fair evalution, with participation of all attendants. Shortcomings
and problems are determined and work starts in the following pe-
riod with setting forth a yearly program of the first day. The entirety
of such preparations is directed towards the demand of manufac-
turers and the market. It develops and efforts are carried out until
the highest level is reached. These activities are carried out not
only by us, trade fair administrators, but through everyone inclu-
ding domestic and international distributor networks, taking the vi-
ews of all manufacturers.

How were the preparations made for this year’s fair? No crisis
was predicted for this year, last year. Did this change the
program and expectations of the trade fair?

Of course, unfortunately, we couldn't foresee the present situ-
tion when the trade fair closed last year. Since there was no pre-
diction, our concentration was totally international and the promo-
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Bir yil éncesinden bunun planlamasi tim katiimcilarin katilimiyla
bir fuar degerlendirmesiyle baglar. Eksiklikler ve aksakliklar tespit
edilir, ondan sonraki dénemde bir yillik program ilk gtin ortaya ko-
narak ¢alismalara baslanir. Hazirliklarin tamami Ureticilerin pazarin
talebi dogrultusunda yonlenir. Gelisir ve en Ust seviyeye ulaginca-
ya kadarda calisilir. Bu calismalari sadece biz fuar yéneticileri de-
gil, tim Ureticilerin gorUsleri alinarak yurtici ve yurtdisi bayi aglar
dahil gerceklestirilir.

Bu seneki fuara nasil hazirlik yapildi. Gecen seneden bu yil
icin bir kriz 6ngériisii yapilamiyordu. Bu fuarin programini ve
beklentilerini degistirdi mi?

Tabii ki gecen sene fuarin bittigi gtin buginkd durumu 6ngore-
medik maalesef. Bu tUr bir 6ngért olmadidi igin hazirlik tamamen
yurtdisina odaklanarak tanitim grubu (Ttrk Seramik Tanitim Grubu)
da belli noktalar secip oraya agirlik vermeyi 6ngérdik ama bu ge-
lisen krizin sonucunda yurtdigi piyasalarin da artik kiculmeye gir-
digi tespit edildigi icin bu seneki etkinligimize her ne kadar onlar
getirmek igin ugrassak bile yurtiginde tlketiciyi 6ne almaya calig-
tik. O yénde bir hazirigimiz var.

Neler var bu tiiketici profiline doniik fuarda?

Artik insaat sektérinin kigtlmeye girdigini gérerek ve bunu
hesap ederek yenileme pazarina yénelik daha ¢ok tanitmlarimiz
ve reklamlarimiz olacak. O kesimi fuara cekmek icin faaliyetleri-
miz var. Uzun vadede radyo reklamlari ile bu tanitimi gercekles-
tirecegiz TV'ye agirlik vererek. Sektére yonelikte krizin asiimasi
yoéninde programlar olusturuyoruz. Toplanti ve panellerde kimi
konusturabiliriz, hangi konulara agirlik verebiliriz diye dustntyo-
ruz. Cok Unld bir mimar getirme hedefimiz var. Ama bunun bu se-
ne faydall olup olmadigini tartisiyoruz. Belki bir panelde bunu
gerceklestiririz. Bunun yaninda da krizin asiimasi konusunda bir
hazirlik yapiyoruz.

“Kuvvetlenebilecegimiz pazarlari hedefliyoruz”

Yurtdisindan katihm beklentisinde umutsuz musunuz? Ne ka-
dar bir katiim bekleniyor?

Her seyden énce umutsuz olmak icin bir 10kstimuz yok. Bunu
asmak i¢in butin cabalarimiz. Gegen seneki toplam ziyaretci sa-
yimizin ylzde 10’'u yabanciydi. Bu sene de artirmak icin elimizden
geleni yapiyoruz. Gegen sene uyguladigimiz projemize goére gelen
ziyaretcilerimizin masraflarinin bir kismi Orta Anadolu ihracatgilar
Birligi (OAIB) fonundan karsilaniyordu. Bu senede bunu gelistire-
rek devam ettirecegiz. Umarm ziyaretci sayimizi arttiririz. Artik
yurtdisindan belli hedef noktalarimiz secip oradaki insanlar fuara
getiriyoruz.

Tiirkiye’nin ihracat kaleminde gecen seneye kadar Avrupa pa-
zari agirliktaydi. Dolayisiyla fuarin yabanci katihmcilar da o
bélgelerden geliyorlardi. Krizden sonra Tiirkiye’nin ihracat ro-
tasini Orta ve Uzak Dogu Uilkelerine cevirmesiyle fuar katilim-
cilarinin profilinde de bir degisme olacak mi?

Evet, STG'nin bu yénde ¢alismalari var. Biz o ¢calismalari temel
alarak yeni hedeflerimizi ve katilimcilarimizi belirliyoruz. Bizim ihra-
catimizin en 6nemli kalemi AB. Yeni pazarlar yeniden belirleniyor
ve saptaniyor STG'nin calismalariyla. Daha az var oldugumuz ama
kuvvetlenebilecegimiz pazarlar belirliyoruz.

tion group (Turkish Ceramics Promotion Group) selected certain
areas and we planned to emphasize those but since it was obser-
ved that international markets started contracting too as a result of
this developing crisis, we started to give priority to the domestic
consumer although we strived to bring international participants as
much as we could. We have such a preparation.

What can we find oriented to this consumer profile at the tra-
de fair?

Seeing that the construction industry is in a downturn and cal-
culating this, we will have more promotions and advertising cam-
paigns targeting the renovation market. We have activities for dra-
wing that segment to the trade fair. We will make this promotion by
radio ads in the long term, emphasiting TV. We are creating prog-
rams for overcoming the crisis in terms of the industry. We are thin-
king about who can we have speak in meetings and panels and
on which topics can we concentrate. We are aiming at bringing a
very famous architect. But we are debating whether this would be
useful this year or not. Maybe we can do tis in a panel. Also, we
have preparations for overcoming the crisis.

“We are targeting the markets in which
we can strengthen”

Are you hopeless in expecting participaiton from abroad?
What kind of a participation is expected?

First of all, we have no luxury of being hopeless. All our efforts
are for overcoming this. Last year, 10 percent of the total number
of our visitors were foreign. We are doing all we can to increase
this, this year too. Under the project we implemented last year,
part of the expenses of our visitors were covered out of Central
Anatolia Exporters Union (OAIB) fund. We will continue with this
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Ne kadar bir alanda fuar gerceklestiriliyor?

Altmis bin metrekare fuar alaninda, otuz bin metrekarede stant
alanmizda firmalar Urdnlerini sergileyecekler. Gecen sene yirmi
bes bin metrekareydi. Her yil UNICERA istikrarli olarak blytime
gosteriyor. Gelecekte de seramik sektoriintin glicti distndldtgun-
de bunun buyUumesi kaginilmaz olacak. Ziyaret¢i sayimizi ylz bine
tasimak gibi bir hedef koyduk.

Ne tiir etkinlikler planlaniyor bu yil fuarda?

Ureticiler, ustalar gtinimiz var. Turkiye'nin her tarafindan tni-
versite ¢grencilerini getirip onlar agirliyoruz. Yol masraflarini biz
karsiliyoruz. Onlara yonelik paneller dizenleyip, konusmacilar ge-
tirtiyoruz. Seramik Sektorl pazaryla tanistiryoruz. Seramik sektéru
onur 6dullerimiz bu yil da olacak. O dénem guncel konu neyse o
konusmacilarl fuara davet edip oturumlar dizenliyoruz. Bu sene
Turk seramik sektorl temsilcilerini bir araya getirecegimi ilk glinin
aksami bir davetimiz olacak. Tek beklentimiz tim seramik sektoru
temsilcilerinin bu geceye katimalaridr.

Yerel ve merkezi yénetimden neler bekliyorsunuz?

Yerel ve merkezi yonetimden tek beklentimiz fuarin agilisina
tesrif etmeleri ve katiimlandir. Bu bize verilecek en blyUk destek-
tir. Her yil bu konuda davetimiz yapiyoruz ama olumlu yanitlar ala-
miyoruz. Ozellikle SERFED de bu konuda ilgili bakanliklarla géru-

suyor.

Yurtdisi fuarlarla kiyasladiginizda ne tiir benzerlik ya da farkli-
lik gériiyorsunuz?

Avrupa’da konusunda en buyUk Uclincd fuar UNICERA. Biri
CEVISAMA ¢teki en buyugu olan CERSAIE. Katilime ziyaretci sa-
yisI bizden az, ama yabanci ziyaretci sayisi bizden fazla. Ama ona
da baktiginiz zaman CERSAIE'de gegen seneden bu seneye ylz-
de 10'luk bir ziyaretci kaybi var. Bizim en blylk avantajmiz paza-
rin blytmeye yonelik bir potansiyeli var. Birlikte calistigimiz strece
Avrupa'daki en buyuk fuar olmamak igin hicbir neden yok. AB'de
ortalama kisi basina 7 metrekare kullaniliyor, Turkiye'de bu 1,5-2
metre. Bizim blyUme potansiyelimiz ¢ok daha fazla.

progressively. | hope we will increase the number of our visitors.
We started to select certain target points abroad and bring peop-
le from those places to the trade fair.

Until last year, the European market was predominant in ex-
ports of Turkey. Therefore, the foreign participants to the tra-
de fair came from those areas. Will there be a change in the
profile of trade fair participants, too, as Turkey turns its export
course towards Middle and Far East countries after the crisis?
Yes, CPG has studies in this direction. We designate our new
targets and participants based on such studies. The most impor-
tant item of our exports is EU. Through CPG'’s studies, new mar-
kets are re-designated and determined. We determine markets
where our presence is smaller but where we can get stronger.

On how large an area is the trade fair held?

Firms will display their products on a trade fair area of sixty tho-
usand square meters and on a stand area of thirty thousand squ-
are meters. This was twenty-five thousand square meters last ye-
ar. UNICERA is growing consistently each year. Considering the
strength of the ceramics sector in the future, its growth will be ine-
vitable. We set a target of raising our number of visitors to one
hundred thousand.

What kind of activities are planned at the trade fair this year?

We have manufacturers and craftsmen days. We bring and
play host to university students from all over Turkey, covering all
their travel expenses. We organize panels oriented to them and
bring speakers. We introduce them to the Ceramics Industry mar-
ket. We will have our Ceramics Industry Honor Awards this year,
foo. We organize sessions inviting speakers who are specialized
on the topic of the period. This year, we will have an event on the
evening of the first day when we will bring together the represen-
tatives of the Turkish ceramics industry. All we expect is that the
representatives of the whole ceramics industry should attend this
occasion.

What do you expect from local and central administrations?

Our only expectation from local and central administrations is
their honoring and participating in the opening of the trade fair.
This would be the greatest support that they can give us. We pre-
sent their invitations for this each year but we cannot get positive
response. Especially SERFED, too, is in contact with ministries in
this regard.

What kind of similarities or differences do you observe when
you compare with international trade fairs?

UNICERA is the third largest trade fair in its field in Europe.
One is CEVISAMA, with the other one CERSAI, which is the lar-
gest. The number of participating visitors is smaller than ours but
the number of international visitors is larger. However, there is a
loss of visitors of 10 percent from last year to this year in CERSA-
IE. Our greatest advantage is that our market has a growth poten-
tial. As long as we work together, there is no reason for not being
the largest trade fair in Europe. Usage per person in EU is 7 squ-
are meters, in Turkey this is 1.5-2 meters. Our growth potential is
much higher.
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