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“Artik para

<

harcanmadan, para
Kazanimiyor’

Ekonomik krizin yasandigi su gunlerde verimli
calismak ve aktif olmak gerektigini sdyleyen
Hakan Canakci, kurtulus recetesini de “yeni
urln, yeni yaklasim, yeni pazarlama’ farkliliklari
olarak yaziyor. Isletmelerin bunu basarmasi
halinde krizi minimize edeceklerine inanan
Canakcli’ya gore glinimiiz dlinyasinda artik para
harcamadan para kazaniimiyor.

“No money may be made
without spending, any more”

Stating that these days of economic downturns, it
is necessary to work productively and be active,
Hakan Canakgilar prescribes “New product, new
approach, new marketing” differences as the recipe
for survival. According to Canakci, who believes
that companies which can manage to do this will
minimize the impact of the crisis, no money may be
made in today’s world without spending anymore.

Canakcilar Sirketler Grubu'nun gecmisi 1960’ yillara kadar
uzaniyor. Turkiye'nin seramik sektérinde énemli ve éncd firma-
lari arasinda yer alan grubun, fabrikasyon anlaminda ilk Ureti-
mi olan seramikten tuvalet taslari Grlnleri 1981'de basliyor.
YUzde 50'lere ulasan ihracat portféyu ve zengin Urin yelpaze-
si ile grubun vitrifiye seramik saglik geregleri ve banyo mobil-
yasl Urinlerindeki markasi Creavit ismini tasiyor. 650 calisani,
cevreci fabrikasi, sosyal sorumluluklarinin bilincinde dretim ve
pazarlama faaliyetleri ile Canakcilar Sirketler Grubu, bugun alt-
mis Ulkeye ihracat yapan sektérin énemli sanayi kuruluslarin-
dan birisi. Ikinci kusaginda yénetim kurulunda yer aldigi dina-
mik bir firma. Grubun geng ydnetim kurulu Gyesi olan ikinci ku-
sak Canakcl ailesi Uyesi Hakan Canakci 1980 Zonguldak do-
gumlu. Bilkent Universitesi Kamu Yénetimi ve Siyaset Bilimleri
BolUmU’'nden mezun olan Hakan Canakci, bugtn grubun daha
¢ok genel yonetim, ihracat ve pazarlama calismalarina éncu-
lik ediyor. Ayni zamanda Seramik Saglik Geregleri Ureticileri
Dernegi (SERSA) yoénetim kurulunda da yer alan Hakan Ca-
nakct ile grubun faaliyet alanlarini, markasini ve genel ekono-
mik durumu konustuk.

creavit

Ayt bakiyoruz, fark woruz”

u Uyesi

:

Hakan Canakci

Member of Board of Directors of
|

Canakcilar Group of Cd(npanies

Canakcilar Sirketler Grubu Yonetim Kuri

The history of Canakcilar Group of Companies goes back to
1960s. The Group, which is among the important and pioneer firms
of Turkey in the ceramics industry, started its first mass production
in 1981 with ceramic WC pans. The brand of the group, which has
an export portfolio of 50 % and a rich product range in vitreous ce-
ramic sanitary ware and bathroom furniture, is titled Creavit. Canak-
cilar Group of Companies is one of the leading industrial compani-
es of the sector exporting to sixty countries presently with 650 emp-
loyees, its environmentally friendly plant and production and mar-
keting activities aware of social responsibilities. This is a dynamic
group where the second generation is serving at the Board of Di-
rectors. Hakan Canakci, a second generation Canakci Family
member, who is the young member of Board of Directors of the
Group, was born in Zonguldak in 1980. A graduate of Bilkent Uni-
versity Public Administration and Political Sciences Department,
Hakan Canakci presently heads administration, export and marke-
ting operations of the Group. We discussed the fields of operation,
the brand of the Group and the overall economic state with Hakan
Canakci, who is also a member of Board of Directors of Ceramic
Sanitary Ware Manufacturers Association (SERSA).
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Creavit-Canakcilar Seramik olarak 2008 yili performansiniz
hakkinda bilgi verebilir misiniz? 2008 yili Creavit icin nasil
gecti?

Creavit olarak esas Uretim alanlarimiz vitrifiye seramik saglik
gerecleri sektori ve banyo mobilyalaridir. Bu Uretim gruplarinda-
ki 2008 yili cirosal blylmemiz ortalama yuzde 15 bandindadir.
Aylik 100 bin adet vitrifiye ve U¢ bin set banyo mobilyasi Uretimi-
miz devam ediyor. Uretim ivmemiz fabrikanin tam kapasitesi ile
hiz kesmeden faaliyetlerini strdirmesi yéninde ilerliyor. Bu dre-
tim hacminin ydzde 40'ini1, Avustralya’dan Portekiz’e kadar yakla-
sik altmis Ulkeye ihrac ediyoruz. 2008'in ikinci yarisinda kuresel
krizin tim varligi ile hissedilmeye baslamasi, bizi ihracat merkez-
li distinmekten vazgegcirmedi. Yeni dis pazar hedefleri olusturup,
calismalarmizi bu yénde hizlandirdik. Grubumuzun 2007'de
baslayan énemli bir iskolu da ofis mobilyalar! Uretim ve pazarla-
ma ¢alismalaridir. 2008’de daha da oturan pazar kosullarimiz so-
nucunda, nlfuz edilen pazarlama alanimiz oldukca genisledi.
Yaklasik 25 milyon dolarlik yatirmla kurulan DOXA markall ofis
mobilyalar Uretim ve pazarlama surecimizi de her gecen yil arta-
rak sUrdlrecegiz.

Kiiresel krizin ilk alti ay1 Creavit i¢in nasil gecti, ikinci alti ay-
dan neler bekliyorsunuz?

Oncelikle tlkemizdeki kriz etkilerinin, 2008 yilina endekslen-
mesinin dogru olmadigini distntyorum. Cunkd gok uzak olma-
yan bir yil édncesinin, siyasi konjonkturinde yasanan kaygan ze-
min 2007°nin ikinci yarisindan itibaren yurtici piyasalara olumsuz-
luklar ekmeyi basarmisti. Islerde duraganlasma, siparislerde
azalma ve sirkllasyonlarda zayiflama kendini iyiden iyiye hisset-
tiriyordu. 2008'in ilk alti ayinda, 2007'nin stregelen is sirkllasyo-
nu devam etti. Ancak ABD’de baslayan ve Avrupa'ya sigrayan
kuresel ekonomik kriz diinyadaki her sirketi olumsuz etkilemeye
basladi. Bu durum karsisinda agresif anlamda ihracat merkezli
olma felsefemizi, yani yeni pazarlara kanalize olma anlayisini ha-
yata gegcirdik. Sektorel blyUk montanl uluslararasi projelere da-
ha ¢cok 6nem verdik ve 2008’de, 2007’yi aratmayan performans
kriterlerini yakaladik, hatta astik. Kriz, 2009 buylme hedeflerimi-
Zi revize etmemize neden oldu. Bizler Creavit ve Doxa olarak;
Uretimde surekliligi saglamaktan, is glicu kaybl yasamadan yo-
lumuza devam etmekten hi¢ vazgegmedik. Mutlak Kkarlilik ¢ok
Onemli, ama ayakta kalmak ve dnumuzdeki yillarin tohumlarini
simdiden atmak, bu yilki karliliktan ¢ok ¢cok daha 6énemli bize go-
re. O nedenle, 2009'da sirketlerin bir sekilde Uretimlerine devam
etmesinin ve Uretim, pazarlama ekiplerine sahip ¢ikilmasinin sag-
lanabilmesi gelecege atilacak en blytk adim olacaktir.

Kiiresel ekonomik krizden sektor olarak cikis yollari ile ilgili
g6riis ve énerilerinizi 6grenebilir miyiz?

Daha cok ve daha verimli calismak, daha efektif ve aktif ol-
mak elbette gerekli. Ancak yeni ylzandzU, yeni Urdninlzy, yeni
yaklasim bicimlerinizi, yeni pazarlama farkliliklarinizi yansitarak
asilabilir gériintyor sorunlar. isletmeler bunu basaracak guct
bulabiliyorlarsa, krizi de minimize etmek anlaminda 6nemli mesa-
feler kat edilmis olur. Bizler bu anlamda kendimizi besleyen, ino-
vatif agiimlara sicak bakan, tasarim ayagimizda olusturulan fark-
lilklar Uretim ve pazarlama alanimiza ¢abuk adapte edebilen ko-
numlandirmada oldugumuz igin sansli sayilinz. Artik para har-

Can you tell us about your performance in 2008 as Creavit-
Canakcilar Seramik. How was 2008 for Creavit?

As Creavit, our basic areas of production are the ceramic sa-
nitary ware sector and bathroom furniture. Our growth, turnover-
wise, for 2008 in these production groups is in the strip of 15 per-
cent on the average. We are continuing with our 100,000 pieces
of vitreous ware and three thousand sets of bathroom furniture
production. Our production momentum is advancing without lo-
sing speed, employing the full capacity of the plant. We export
40 % of this production volume to approximately 60 countries
ranging from Australia to Portugal. The fact that in the second
half of 2008, the global crisis made itself be felt at full speed did
not stop us from thinking export oriented. We formed new inter-
national market targets and accelerated our activities in that di-
rection. Another line of business of our group launched in 2007
is production and marketing of office furniture. As a result of our
market conditions which settled even more in 2008, our penetra-
ted field of marketing expanded a lot. We will continue with the
production and marketing process for our DOXA brand office
furniture established with an investment of approximately 25 mil-
lion Dollars increasingly every year.

How was the first six months of the global downturn for Cre-
avit; what are you expecting from the second six months?
First of all, | think that it is not correct to index the impact of
the crisis in our country to 2008. Because the slippery ground ex-
perienced in the political conjuncture of one year previous which
is not very long ago had managed to sow adversities on domes-
tic markets starting from the second half of 2007. There was slo-
wing down of business, a decrease in orders and a weakening
in circulations. In the first six months of 2008, the business turno-
ver of 2007 continued. But the global economic downturn, which
started in USA, jumping to Europe, started to affect every com-
pany in the world negatively. In the face of this situation, we la-
unched our philosophy of becoming aggressively export orien-
ted that is to be canalized into new markets. We started to emp-
hasize large sized international projects and we captured even
surpassed performance criteria in 2008 which did not make us
yearn for 2007. The downturn made us revise our growth targets
for 2009. We, as Creavit and Doxa, never gave up ensuring con-
tinuity in production, and to proceed without losing manpower.
Indeed, profitability is very important; but for us, it is much more
important than profitability this year to survive and to saw the se-
eds of upcoming years. Therefore, the greatest leap towards the
future in 2009 will be to ensure that companies continue produ-
cing and they own up to their production and marketing teams.

Can we learn your views and recommendations regarding
ways out of the global economic downturn as the ceramics
industry?

Of course, it is necessary to work harder and more producti-
vely and to be more effective and active. But it seems that prob-
lems may be overcome by reflecting your new face, new pro-
duct, new ways of approach and new marketing differences. If
companies can find the power to do this, then they can cover im-
portant distances for minimizing the crisis. We may be deemed
lucky as we have a position of nurturing ourselves, employing in-
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canmadan, para kazaniimiyor. Ne kadar ¢ok para harcanirsa, ka-
zanilacak paranin miktari da o denli artiyor. Artik sadece standart
olan drtnle para kazaniimiyor. Farkliliklari anlam tasiyan batin-
lUklerin Ustinltgu her zaman éncelik kazaniyor. Artik olagan ta-
sarimlarla arti degerlerin eldesi guglesiyor. Rengi, ¢izgisi, formu,
durusu, tarzi ile yeni ve fark edilebilir olmayi basarabilenler U¢
bes adim 6ne ¢ikiyor. Artik maliyet daralmalari icin kullanilabile-
cek butdn etken faktorlerin daha iyi analiz edilmesi ve dezavan-
taj yaratan unsurlardan bir an énce kurtulmak gerekiyor. Buttn
reel olumsuzluklara ve kiresel ekonomik krizin yarattigi defor-
masyonlara ragmen, Ulkemiz sektérel olarak dtinyadaki gtclu Ul-
kelerden biridir. Bu gliclin az 6nce saymaya calistigimiz, “ar-
tik”larla iligkilendirilen yeni yonelimlerimizde Ulkemiz bu krizden
guclenerek bile ¢ikabilir. Bu potansiyel, bizim dlkemizde, bizim
isletmelerimizde fazlasiyla var.

Arastirma gelistirme (arge) calismalariniz hakkinda bilgi ala-
bilir miyiz? Seramik sektoriinde arge nasil bir 5neme sahip?

Olmazsa olmaz bir detaydir arge... Ve hep sdylendigi gibi,
basari detayda yakalanan gizemdedir. Arge'yi sadece Urln ge-
listirmeye endeksleyen bir anlayisin savunucusu olmamali ve
her anlamda bu eylemi gerceklestirebilir firmalar olmaliyiz. An-
cak, efektivitesi zaman boyutuyla kisa stren ve maddi kazanim-
lari ok az olan arastirma ve gelistirme c¢alismalarinin koordinas-
yonsuzlugunu Ulke olarak ¢ézmek zorundayiz. Herkesin, her se-
yi yapmak istedigi, her sey olmak istedigi ve plansizca yapilan
harcamalarin bir ¢ig gibi blyddugu glnimiz streclerinde, tre-
tim ve pazarlama alanlarimiza ¢ok blyUk katkilari olacak destek-
lerin koordinasyonunun ne kadar énemli oldugunun farkinda bi-
le olmadigimizi dustntyorum Ulke olarak. Seramik Arastirma
Merkezi (SAM) daha ¢ok bilimsel, teknolojik ve akademik temel-
li ve doktora programli Uretim odaklilikla yetinen bir kurum ol-
maktan kurtulmalidir. Gerekirse moda da yaratmali, gerekirse ta-
sarimsal yaklasimlar da olusturulmalidir. Bu anlamda kadrosu-

’,i'

novative approaches, adapting the differences created in our
design leg swiftly to our production and marketing fields. No mo-
ney can be made any more without spending. The more money
you spend, the more money you can earn. You cannot earn mo-
ney with only standard products any more. The superiority of en-
tities with meaningful differences always has priority. It is beco-
ming impossible to obtain added value with ordinary designs.
Those who can manage to become innovative and distinguis-
hable with color, line, form, stance and style are going few steps
ahead. It is becoming necessary to analyze all active factors
which may be employed for cost reductions better and to get rid
of elements leading to disadvantages. Despite all real adversiti-
es and the deformations stemming from the global economic
downturn, our country is one of the most powerful ones in the
world sector-wise. With our new approaches related to “any mo-
re’s we tried to enumerate before, our country may even get out
of this crisis having gained power. This potential exists in our co-
untry and we have more than enough of this potential in our co-
untry and in our companies.

Could you tell us about your Research & Development (R&D)
activities? What is the significance of R&D in the ceramics
industry?

R&D is a sine qua non detail... And as it is always said, suc-
cess lies in the mystery captured in detail. We must not defend
an understanding in indexing R&D only to product development
and we must be firms which can achieve this activity in all sen-
ses. However, we have to solve as a country the lack of coordi-
nation of the research and development activities, the effective-
ness of which is short in terms of time, which brings little financi-
al gain. In current processes where everyone wants to do everyt-
hing, wants to become everything, where unplanned expenditu-
res grow enormously, | think, as a country, we are not even awa-
re of the fact that it is important to coordinate the supports which
will have great contributions to our production and marketing fi-
elds. The Ceramics Research Center (SAM) must be more than
an institution which finds it adequate to be based on technology,
academics and production, and with Ph.D. programs. If neces-
sary, it must create fashion, generating design approaches too.
In this context, it is an absolute necessity that its staff is reinfor-
ced and collaboration is made with other centers to lead to
synergy. Design is a sine qua non element and must be present
in all aspects of R&D.

Are there markets and segments you concentrate on?

One can cite Africa as a market least affected by the global
crisis with diverse projects. At this time, we have concentrated
export activities to the British market and also we're making se-
rious investments in the name of branding in Commonwealth of
Independent States and the Middle East.

Do you have social responsibility and sponsorship activiti-
es?

We have an operational infrastructure we built by our own
means which we believe to be unique in the world. We have a
“Zoo” and "Botanic Garden” installed on a twenty-five thousand
square meter area outdoors. We have about one thousand ani-
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nun guclendirilmesi ve sinerji doguracak baska merkezlerle is-
birliklerinin mutlak surette hayata gecirilmesi gerekiyor. Tasarim
olmazsa olmaz bir unsurdur ve arge’nin her yéntinde mutlaka
bulundurulmaldir.

Yogunlastiginiz pazarlar ve segmentler var mi?

Global kriz déneminden en az etkilenen ve projeleri gesitlilik
arz eden pazar olarak Afrika 6rnegini vermek mimkin. Bu su-
recte ozellikle ingiltere pazarinda yogun olarak stiren ihracat ca-
lismalarimizin yani sira Bagimsiz Devletler Toplulugu Ulkeleri ve
Ortadogu’da da markalasma adina ciddi yatinmlar yapmaktayiz.

Sosyal sorumluluk ve sponsorluk calismalariniz var mi?

Kendi olanaklarimizla olusturdugumuz ve gergekten dinya-
da esi benzerinin olmadigina inandigimiz bir isletme altyapimiz
var. Yirmi bes bin metrekarelik isletme agik alaninda olusturuimus
bir “Hayvanat Bahgesi” ve “Botanik Alanimiz” var. Bu alanda sa-
yilari bin adete ulasan seksen0 farkli tirden hayvan ve yetistiril-
mesi iklimsel olarak mumkun gériinmeyen bir ¢cok bitkimiz bulu-
nuyor. Herkesin, her insanin ¢ok rahatga ve hicbir bedel édemek-
sizin paylasabildigi bir alan burasi... Yine isletme acik alani icer-
sinde kurulu bulunan “Arkeoloji ve Etnografya Muzesi” de sosyal
sorumluluk anlayisimizin en énemli yapi taglarindan biridir. Sade-
ce bu butinlikle kalmayan ve kurucular arasinda Mehmet ve
Mithat Canakcr'nin da bulundugu GOKSEV (Gokgebey Saglik ve
Egitim Vakfi) araciligi ile de birgok sosyal icerikli calismalar yon-
lendiriliyor.

2009 ve 2010°da seramik sektoriinde tasarim, renk, desen ve
teknolojik kullanim olarak nasil bir trend izlenecek? Bu ko-
nuda Creavit’in tarzindan ve yaklagsimindan da bahseder mi-
siniz?

italyan’larin her zaman agrlikta oldugu bir strecin yolcusu-
yuz aslinda. Tasarima ve ¢zgur distnceye ¢ok énem vermemiz
gerektigini ve bunu yasam bicimlerimize yansitmamiz gerektigini
dustntyorum. Gelecegi tasarlayamiyorsaniz, tasarlayanlari size
getirmelisiniz. Elbette iyi tasarlayanlar ve elbette sizin adiniza
ses getirebilecekleri. Bilinglenen ginimuz tuketicisi oldukca se-
cici ve alisilagelen tasarimlar yerine modernle klasigin harmani
dizaynlara ragbet gosteriyorlar. Bu dogrultuda daralan mekanla-
r da dustnerek fonksiyonelligi 6n planda olan iddiali tasarimlari,
global trend ile yerel begeniye uygun sekilde sunuyoruz.

2009 ve sonrasinda Tirkiye’nin ve diinya ekonomisinin nasil
bir yol izleyecegini diisiinliyorsunuz, seramik sektorinii ve
Creavit’in 2009 ve 2010 hedeflerini anlatir misiniz?

Bizim Ulkemiz guglu bir Ulke. Dinamiklerimiz fazla bizim. Ama
dogru kullanilabildiginden emin degiliz maalesef. Ulkemizi mu-
asir medeniyetler seviyesinin Uzerine tagimak ve bu amagla var
glctmuzle galismak her bireyin sorumlulugudur. Bunu saglaya-
cak egitim, 6gretim altyapisi olusturulmalidir. Creavit olarak, geli-
sen ve degisen sartlara uyumlulugumuzu ve yukselen trendler
arasindaki konumlanmamizi strddriyoruz. 2009, 2010, 2011 fark
etmez. Hep buylyecegiz ve daha da anlamli hedeflere ulasma
cabalarmizi strddrecegiz. Amaclarimizin, araclarimiza dénustu-
gunU goérdigdmuz anda, yeni ve yasatilabilir hedefler ve amacg-
lar koyarak, onlari hedeflerimiz arasinda buyUtecegiz.

Mehmet Canakci

"

mals of different species and many plants which are not possib-
le to raise in terms of climate. This is an area which can be sha-
red by everyone without paying anything... Also, the “Archaeo-
logy and Ethnography Museum” installed on plant grounds is
one of the most important building stones of our social responsi-
bility perspective. Also, many activities with social content are
being conducted through GOKSEV (Gékcebey Health and Edu-
cation Foundation) among the founders of which are Mehmet
and Mithat Canakcl.

What will be the trend in 2009 and 2010 in the ceramics in-
dustry in terms of design, color, patterns and technologic
use? Can you tell us about Creavit’s style and approach in
this regard?

Actually, we are a passenger in a process where ltalians are
always predominant. | believe that we have to emphasize the de-
sign and free thinking and to reflect this onto our lifestyles. If you
cannot design the future, you must bring the designers to you.
Of course, these should be good designers and who can make
a name for you. Today’s educated consumer is highly selective
and likes designs which are mixtures of the modern and the clas-
sic instead of the traditional. Here, we offer contending designs
which keep functionality in the forefront in line with global trends
and local tastes, also considering contracting spaces.

What will the path of Turkey and the world’s economy be in
2009 and thereafter; can you tell us the targets for 2009 and
2010 of the ceramics industry and Creavit?

Our country is a powerful one. We have lots of dynamics. But
unfortunately we are not sure that these are employed correctly.
It is the responsibility of each individual to carry our country abo-
ve the level of contemporary civilizations and to work as hard as
possible to that end. An educational and training infrastructure to
provide this must be built. As Creavit, we continue our adaptabi-
lity to developing and changing conditions and our position
among emerging trends. 2009, 2010 or 2011 does not make any
difference for us. We will always grow and continue with our ef-
forts to reach even more meaningful targets. The moment we see
that our targets are transformed into our tools, setting new and
achievable aims and targets, we will make them grow among our
objectives.

Hakan Canakcl
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