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SERSA Yénetim Kurulu Baskani

Erdem Cenesiz

SERSA Chairman of Board of Directors

‘Bizim amacimiz
Cin olmak degil
[talya olmakii’

“Our farget is not
becoming

-

China, but Italy” | )

“Hedefimiz Avrupa bazinda marka bilinirligimiz arttirmak. Bu marka
bilinirliginin firma bazinda sayilarinin artmasi Tlrkiye’nin katma degerini
artiracaktir. Tlrkiye vitrifiyede hala ¢ok ucuz bir tlke. Onemli olan rakiplerimizin
sattigi fiyatlara satabilmek. Bizim amacimiz Gin olmak degil, [talya olmaktir.”

“Our target is to enhance our brand recognition in Europe. Turkey’s
value added will increase if the number of firms with brand
recognition increases. Turkey is still a very cheap country in vitreous
ware. What’s important is to be able to sell at the prices our
competitors sell. Our target is not to become China, but Italy.”

Turk seramik sektorindeki her tUrlt seramik saglk gerec-
leri Greten kuruluslar bir araya getirmek amaciyla 1996'da ku-
rulan Seramik Saglik Gerecleri Ureticileri Dernegi (SERSA),
Avrupa’da en ¢ok Uretim yapan birinci Ulke konumunda olan
sektort temsil ediyor. Dlnya Uretiminin yluzde 10'una yakinini
Ureten SERSA Uyesi Tuark firmalari, Uretimlerinin yizde 60'ini
ihracata ayiriyor. Seramik saglik geregleri sektért temsilcileri-
nin sesi olan SERSA, Turkiye Seramik Federasyonu’'nu (SER-
FED) olusturan énemli derneklerden de biri. Dernegin gicegi
burnunda yeni baskani Erdem Cenesiz ile hedeflerini, sektord
ve genel ekonomik durumu konustuk. SERSA Baskani Cene-
siz bir de mujde verdi. SERSA'nin Avrupa Seramik Saglik Ge-
recleri Ureticileri Birligi'ne Uye oldugunu soyleyen Cenesiz,
dyeligin kendi bagkanlik dénemine denk gelmis olmasindan

The Ceramic Sanitary Ware Manufacturers Association
(SERSA) established in 1996 to bring together all ceramic sani-
tary ware producer companies in the Turkish ceramics industry
represents the sector where Turkey ranks first in terms of pro-
duction in Europe. SERSA member Turkish firms which produce
close to 10 percent of world output allocate 60 percent of their
production to exports. Voice of the ceramic sanitary ware sec-
tor representatives, SERSA, is one of the important associations
comprising the Turkish Ceramics Federation (SERFED), too. We
talked about their targets, the industry and the overall economic
situation with the Association’s brand new president Erdem Ce-
nesiz. SERSA President Cenesiz also gave us good news. Sta-
ting that SERSA became a member of the European Ceramic
Sanitary Ware Manufacturers Association, underscored that he
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da memnuniyet duydugunu, bu konuda olaganUstl gayret
gosteren SERFED Genel Sekreteri Germiyan Saatgioglu’nun
katkilarinin altini cizdi.

SERSA Bagskan olarak éncelikli hedef ve projeleriniz neler
olacak?

Yeni dénemde, gundmuzin temel problemlerinden biri olan
su tuketimi ile ilgili bilinci artirmak konusundaki ¢alismalarimiza
agirlik vereceg@iz. SERSA'nin 2009 yili stratejisi bu olacak. Bunu
ilk yonetim kurulu toplantimizda gindeme getirdik ve destek al-
dik. Hem dreticilerin, hem de kullanicilarin bilinclendiriimesi yo-
niinde tanitim programi yapacagiz. ikinci faaliyetimiz ise anti
bakteriyel seramik yUzeyleri Uzerine Turk Standartlari EnstitU-
st’ne (TSE) goéturdugumuz bir calisma var. Bu konuda TSE'de
bir standart yok. Hazirladigimiz standart dosyasini TSE'ye sun-
duk. Vitrifiye seramikte anti bakteriyel ylzey uygulamasinin,
TSE tarafindan bir standarda kavusturulmasi énemli. Standart
olusursa Bayindirlik Bakanlidi'ndan rahatlikla standardi olus-
mus bir Grln olarak “poz numarasi” alabiliriz. Bu durum bakan-
igin birim fiyatlarinin icine de girecek. Okul, hastane ve kamu
kurumlarinin lavabo ve tuvaletlerinde bu standardi saglamis
drtinlerin kullaniimasi saglanacak. Hijyen ve saglik 6n planda
olacak. TSE’nin Standart Hazirlama Komitesi’ne tim raporumu-
zu verdik. Bizden raportor istediler, onu da kisa sure iginde ata-
yacag@iz. Hizli bir sekilde bu konuyu cozecegiz. Avrupa Birli-
gi'nde (AB) boyle bir standart yok. Belki biz bu konuda standar-
dini ilk olusturan Ulke olacagiz.

Su ve enerjinin verimli kullanilmasini saglayan projeler son
yillarda oldukca giindemde. Bu tiir iriinler istenen amaca
uygun tasarrufu gerceklestirecek mi?

Kamu bilinci olusturma gibi bir gérevimizde var. Tuketici ka-
dar Ureticilerimizin de bilinglenmesi édnemli tabii. Son iki yildir,
belli bagl Ureticiler arasinda, ¢zellikle klozetlerde daha az su tu-
ketmeyle ilgili bir yaris basladi. Turkiye bu konuda italyanlarin
¢ok 6ninde yer aliyor. Su anda klozetlerde su kullanimini 3,5 lit-
reye kadar indirdik. Turkiye istatistik Enstittst (TUIK) verilerine
gore bu klozetleri kullanan 4 Kisilik bir aile, yilda elli ton suyu ta-
sarruf etmis oluyor. Su tasarrufu cok énemli ve burada Uc ayak
var. Uretici, kamu ve tuketici. Bu konularda herkesin bilinglendi-
rilmesi gerekiyor.

UNICERA Fuarr’'nda sunu gérdiim. Uriinlerde hem fonksi-
yonellik, hem de estetik bir arada kullanilmis ve gercekten
cok guizel urunler ortaya ¢cikmis. Bu agsamaya sektér nasil
geldi?

Yillar icinde 6nemli kapasiteler olusturuldu. Turkiye'deki ka-
pasitelerin sektoriin ikinci bllytk Ureticisi olan italya’dan buytk
oldugunu goriiyoruz. italya'da fabrika boyutlari 250-300 bin
parca iken, Turkiye'de 500 bin parcanin Ustinde Uretim yapan
bir surii tesis olustu. Bu asamaya gelmek bir strecti. ikincisi,
once sektordn ¢ncl yatinmeilarinin yakaladigr kalite bilinci tlke
geneline yayildi. Batidan gelen fason Uretim talepleri beraberin-
de tasarim kultdrind ve tasarima yonelik zor Urtnlerin Uretilebil-
mesinin énUnU actl. Sonucta Turkiye'de vitrifiye seramigin glic-
I0 oldugu dagitici kanallar tarafindan anlasildi. Bugin nereye
giderseniz gidin, Turkiye vitrifiye seramikte dnemli ve kaliteli bir

was pleased that this membership happened in his own presi-
dency period, and the contributions of SERFED Secretary Ge-
neral Germiyan Saatcioglu who made exceptional efforts in this
regard.

What will your priority targets and projects be as SERSA
President?

In the new period, we will emphasize our work on enhancing
the awareness in connection with water consumption which is
one of the basic problems of today. This will be SERSA’s year
2009 strategy. We discussed this in our first Board of Directors
meeting and got support. We will prepare a promotion program
for educating both the manufacturers and also the consumers.
Our second activity is we have a study we took to Turkish Stan-
dards Institute (TSI) on antibacterial ceramic surfaces. There is
no standard at TSI on this subject. We submitted the standard fi-
le we prepared to TSI. It is important that the antibacterial surfa-
ce application is placed under a standard by TSI in vitreous ce-
ramics. If there is a standard, we can obtain a subheading num-
ber from Ministry of Public Works easily at a product with a set
standard. This, then, will be included in the unit prices of the Mi-
nistry. It will be made possible that products meeting the stan-
dard are used in the lavatories and toilets of schools, hospitals
and public agencies. Hygiene and health will be emphasized.
We submitted our entire report to Standard Preparation Commit-
tee. They asked for a reporter from us. We're going to appoint
him as soon as possible. We will solve this issue in a rapid way.
There is no such standard in the European Union (EU). Perhaps
we will be the first country to build a standard on this subject.

Projects ensuring productive use of water and energy are
quite popular in recent years. Will these types of products
achieve savings meeting the desired objective?

We also have a duty like building public awareness. Of co-
urse, it is important that our manufacturers are aware as much
as the consumers. Last couple of years, a race began in con-
nection with consuming less water especially in toilet bowls
among major manufacturers. Turkey is well ahead of Italians on
this subject. Presently, we dropped water consumption in toilet
bowls down to 3,5 liters. According to Turkish Statistics Institu-
te (TUIK) data, a family of four using such toilet bowls saves fifty
tons of water a year. Water saving is very important and here
there are three legs. The manufacturer, the government and the
consumer. Everyone has to be educated on these subjects.

| saw this at the UNICERA Trade Fair. Both functionality and
also aesthetics are used together in products, producing
truly very nice wares. How did the industry reach this stage?

Significant capacities were created over the years. We see
that the capacities in Turkey are larger than ltaly which is the se-
cond largest producer in the industry. While plant sizes in Italy
are 250-300,000 pieces, a series of plants were built in Turkey
producing more than 500,000 pieces. It was a process to come
to this stage. Secondly, the quality awareness captured by the
pioneer investors in the industry spread all over the country. De-
mand for toll manufacturing coming from the west brought to-
gether with them the design culture and production of tough de-
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Ulke olarak algilaniyor. Giderek de buylyen bir fason dretim
alanlari var. italyan ve Alman Urecilere fason Ureten fabrikalar
var. Buradan sonraki asama olan tasarimda da ¢énemli gelisme-
ler kaydettik Simdi hedef Avrupa bazinda marka bilinirliligimiz
arttirmak. Bu marka bilirliliginin firma bazinda sayilarinin artma-
si Turkiye'nin katma degerini arttiracaktir. Turkiye vitrifiyede ha-
la cok ucuz bir tlke. Onemli olan rakiplerimizin sattig fiyatlara
satabilmek. Bizim amacimiz Cin olmak degil, italya olmaktr.

“Pazari bulunmayan yatirim, kaynak israfidir”
Ekonomik krizin diinyayi sardigi su giinlerde bizim daha
pahali satmak gibi bir avantajimiz var mi? Sektor nasil ba-
kiyor genel ekonomik duruma?

Genelde yok. Turkiye ikinci yarida da i¢ ve dis pazar hacmi-
ne ulasamayacak. Ozellikle proje tretimi cok dustd. 2010°un ilk
ceyreginin de iyi olmayacag kanaatindeyim. Ureticilerimizin bu
manada planlama ve hazirlik yapmalari gerekiyor. Gérnen o ki
ABD, AB'den ¢nce krizden cikacak. Bizim seramik saglk ge-
recleri ihracatimizin ¢cok bulytk bir kismi AB’ye. Dolayisiyla
AB’nin gec¢ cikiyor olmasi bizi negatif etkileyecektir. Turkiye'de
bu popdulasyon, is hacmi ve enerji varken, AB krizden ¢ikmasa
bile insaat sektdrd gibi birgok endustriyi tahrik ederek sureci
kendi lehimize cevirebiliriz.

sign products. In the end, distribution channels realize that the
vitreous ware is strong in Turkey. Today, wherever you go, Tur-
key is perceived as an important and high quality country in vit-
reous ware. There is also a toll manufacturing area which is inc-
reasingly growing. There are plants toll manufacturing for Italian
and German manufacturers. We also achieved significant ad-
vances in design which is the next phase. Now, the target is to
increase our brand recognition in Europe. Turkey’s value added
will increase if the number of firms with brand recognition incre-
ases. Turkey is still a very cheap country in vitreous ware.
What'’s important is to be able to sell at the prices our competi-
tion sells. Our target is not to become China, but ltaly.

“Investment without a market is waste of resources”
Do we have an advantage as selling at a higher price these
days when the economic downturn is all over the world.
How does the industry view the overall economic situation?

Overall, no. Turkey will not achieve its domestic and interna-
tional market volume in the second half too. Especially, project
production dropped a lot. | think the first quarter of 2010 will not
be that good either. Our manufacturers have to carry out plan-
ning and preparation in this sense. Apparently, USA will come
out of the crisis before EU. A very large portion of our sanitary
ware exports is to EU. Therefore, EU’s late recovery will affect
us negatively. We can turn the process to our favor, by stimula-
ting various industries like the construction industry even if EU
cannot come out of the crisis; with this population, business vo-
lume and energy in Turkey.

But you’re talking about the domestic market.

Exactly right. Therefore, we expect a set of measures regar-
ding construction in the domestic market from the government.
Ninety-five percent of the construction industry runs totally with
domestic products as a factor enlarging the country’s economy.
Therefore, if you vitalize this sector, you'll see the impact in ot-
her sectors, too. Title deed fees may be dropped temporarily for
housing under 150 square meters, too, especially VAT prob-
lems faced by contractors may be solved.

Can the steps the government will take in the domestic mar-
ket for the construction industry reduce the contraction in
the EU markets accounting for almost 60 percent of ex-
ports? Does the domestic market have such a power?

We expect measures to impact the entirety of the construc-
tion industry from the government. But, we're not just sitting wa-
iting things from the government alone. We, ceramic manufac-
turers, are ambitious firms. A campaign towards countries less
impacted by the crisis started. Our firms are going door to door
to increase their exports to countries affected less by the crisis.
Maybe our exports will fall but we will force all conditions to sur-
vive. On the one hand, the output of EU manufacturers is drop-
ping. The crisis will have a positive contribution. More care will
be taken when planning plants and capacity in Turkey. An in-
vestment without a market is a waste of resources. A plant
which cannot use its capacity fully is a waste of resources. The
most important benefit taught by the crisis will be this. It will te-
ach us to use resources more efficiently.
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Ama i¢ piyasadan bahsediyorsunuz siz.

Aynen ¢yle. Dolayisiyla i¢c piyasa da insaata yonelik bir ta-
kim tedbirleri de hikiimetten bekliyoruz. Ulke ekonomisini bu-
yUten bir etken olarak insaat sektérintn ylzde 95 tamamen
yerli UrUnlerle yurUyor. Dolayisiyla bu sektoérl canlandirirsaniz
diger sektorlerde de etkisini gorlrstnlz. Tapu harglari 150 met-
rekarenin altindaki konutlarda da gecici olarak indirilebilir, 6zel-
likle muteahhitlerin Ustlendigi KDV sorunlari ¢ozulebilir.

Hiikiimetin insaat sektériine donik i¢c pazarda atacagi
adimlar, ihracatinin neredeyse yiizde 60’ini karsilayan AB
pazarlarindaki daralmayi azaltabilir mi? i¢ pazarin bu oran-
da bir glicii var m1?

HUkdmetten insaat sektorinun tamamini etkileyecek tedbir-
leri bekliyoruz. Ancak sadece hiuktumetten bekleyip de oturmu-
yoruz. Biz seramik Ureticileri azimli firmalariz. Krizin daha az et-
kilendigi Ulkelere bir atak bagladi. Butun firmalarimiz krizden az
etkilenen Ulkelere ihracatlarini artirabilmek icin kapi kapi gezi-
yorlar. Belki ihracatimiz disecek ama biz hayatimiza devam et-
mek igin tUm sartlar zorlayacagiz. Bir taraftan AB'li Ureticilerin
dretimleri azaliyor. Krizin pozitif yénde bir katkisi olacak. Turki-
ye'de tesis ve kapasite planlamasi yapilirken daha dikkatli dav-
ranilacak. Pazar bulunmayan yatinm, kaynak israfidir. Kapasi-
tesini tam kullanamayan tesis, kaynak israfidir. Krizin 6grettigi
en 6nemli fayda bu olacaktir. Kaynaklarin daha verimli kullanil-
masini 6gretecektir.

Tiirkiye’nin vitrifiye sektériinde adet olarak yasadigi diisiis
2007’de baglamis. Yani krizden énce. Buna bir de ekonomik
krizi ve sonrasindaki belirsizlik suirecini eklendiginizde sek-
tér adina durum nasil goériintiyor.

2008 verileri daha kotu cikacak. Ben 2009 verilerinin bir 6n-
ceki yildan kétu olmayacagini distntyorum. Finansal kriz bas-
lamadan énce i¢ pazarda dahil, is hacmi agisindan bu verileri
aliyorduk. Biz krizi daha erken yasamaya basladik. Finansal kriz
bizim is hacmi olarak yasadigimiz sorunlarin Usttne bir de fi-
nans problemi yasattidi igin baz tesisler uzunca sure Uretim ya-
pamadilar. Ancak ben bunun 2010 yilinda lineer bir gizgiye otu-
racagini disunudyorum. Biz tasarimi, markayi ve kalite bilincini
artan bir grafikte yukselttigimiz muddetge Avrupa’daki, hatta
deniz asiri Ulkelerdeki pazar payimizi arttiracagiz. Turkiye bu
konuda 10-15 yil yukselen bir grafik sergileyecektir. Ama gide-
rek yerel Ureticiler arttigi zaman Turkiye'de bugun italya’nin ya-
sadigini on yil sonra yasamaya baslayacaktir. O ylzde bizim
Onumuzdeki on yil iginde markalarimiz gl¢lendirmemiz gerekir.

Kimelenme konusunda ne diistinilyorsunuz?

Kumelenme sektérel bazda dogru bir yaklasim. Fakat k-
melenme, mevcut kime i¢indeki veya bolgesindeki Ureticilerle
bunun disindakiler arasinda haksiz rekabet yaratmamali. KU-
melenmenin sektorel gelisime katki saglayacagini biliyoruz. An-
cak Uretim maliyetlerinde, Urin maliyetlerinde bir haksiz reka-
bet olusturacak igerige sahip olmamasi gerekiyor. Ege, Marma-
ra ve Orta Anadolu’da yatinmlarini yapmis basaril firmalari k-
menin disinda birakip, onlarin haksiz rekabetle karsilasmasi ve
zayiflamasina mani olmak gerekiyor. Bu manada kimelenme
de hikimetin bu hassasiyeti gbz 6nlne almasi gerekiyor.

The decline Turkey went into in the vitreous ware industry in
terms of volume started in 2007. Before the crisis. Adding the
economic crisis and the subsequent ambiguity to this, how is
the outlook for the industry?

2008 data will be worse. | think that 2009 data will not be wor-
se than the previous year. Before the financial crisis, we were get-
ting these data in terms of business volume including the domes-
tic market. We started to experience the crisis earlier. Certain
plants could not produce for a rather long time as the financial cri-
sis introduced a financing problem on top of our problems, in
terms of business volume. But | believe that this will settle on a Ii-
near line in 2010. As long as we improve design, brand and qu-
ality awareness in an upward curve, we will increase our market
share in Europe even in overseas countries. Turkey will have a ri-
sing trend for 10-15 years in this area but as the number of local
manufacturers grows in time, Turkey will start to go through what
Italy is experiencing now. Therefore, we have to strengthen our
brands in the upcoming decade.

What do you think of clustering?

Clustering is the right approach on sector basis. But cluste-
ring should not create an unfair competition between manufactu-
rers within the existing cluster or in that area and those outside.
We know that clustering will contribute to sectoral development
but it should not have content to create unfair competition in cost
of production and cost of products. The successful firms which
made their investments in the Aegean, Marmara and Central Ana-
folia should not face unfair competition and weaken, being left
outside the cluster. In this sense, the government must consider
this concern in clustering.
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