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Seramik sektorunun
duayenlerinden:
Bulent Zihnali

One of the gurus of the ceramic

sector, Bulent Zihnali

24 Eyliil 2004 tarihinde Biilent Zihnalr'yi izmir'de ziyaret ederek
Seramik Sektorinin gecirmis oldugu asamalari ve sorunlarini
konustuk.

Germiyan Saatcioglu: Uzun yillardir seramik sektoriinde faaliyet
gosteren Ege Seramik’te cesitli kademelerde gorev aldiniz. ise
baslama tarihinden bugtine kadar gecen siirecten bahseder
misiniz?

Biilent Zthnali: Ege Seramik 9 Eylil 1972 yilinda 42 kurucu ortak
tarafindan kurulmus bir sirket. Bu girisimciler agirikli olarak
istanbul’dan biiyiik yatirimailar, izmir'den de kiiciik yatirimcilar
seklinde olusmus. Bu olusumun icinde ibrahim Polat Bey
baslangicta %25 gibi bir hisseye sahipti. 0 zaman italya’nin gegerli
teknolojisi olan cottoforte dedigimiz yani su emme ozelligine gore
siniflandirdigimizda %711- %12 gibi su emme 6zelligine sahip olan
bir tirtin yapmak tizere yola cikilmis. Fabrika yerinin secilmesindeki
amag Turgutlu yoresinde bulunan, tuglacilarin da kullanmakta
oldugu kirmizi kili kullanmak idi. Kil yataklari fabrikaya 19-20 km
mesafede, fabrika izmir Limani'na 26 km mesafede, lokasyon
olarak da son derece uygun bir yer secilmisdi. Burada bolgenin itk
sanayi kurulusu olarak Ege Seramik Haziran 1975'te Uretime
basladi. 1 Nisan 1975 tarihinde fabrika tretime baslamadan 6nce
yurt disindaki sozlesmeli devlet personeli gorevimden ayrildim ve
Ege Seramik'’te goreve basladim.

Biilent Zthnal

Ege Seramik, Seramik Grup Baskani

Head, Ege Seramik Ceramic Group

Ropértaj/ Interview : Germiyan Saatcioglu

On September 24, 2004, we visited Bilent Zihnali in Izmir and
talked about the stages the ceramic industry has gone through
and the problems of the sector.

Germiyan Saatcioglu: You've been serving at Ege Seramik operating
in the ceramic industry at various levels over the years. Could you
tell us about the period from your starting date until today?

Biilent Zihnali: Ege Seramik is a company founded by 42 founding
shareholders on September 9, 1972. The entrepreneur structure
was such that there were large investors from Istanbul and smaller
investors from Izmir. In this structure, Mr. Ibrahim Polat had a
shareholding of 25 % at the beginning. It was aimed at creating a
product with a water absorption ratio of 11-12 % when classified
according to water absorption we called cottoforte, which was the
current technology of Italy then. The reason for selection of the
factory site was to use the red clay also used by brick makers
located in the Turgutlu area. Clay deposits were at a distance of
19-20 km from the factory, which was 26 km from the Izmir Harbor,
so it was an extremely good location. Ege Seramik started production
in June 1975 as the first industrial concern of the area. On April 1,
1975, before the factory started production, | resigned from my
post as a government employee on contract abroad and | started
working at Ege Seramik.



G.S.: Neredeydiniz yurt disinda ?

B.Z.: Paris'te Calisma Misavirliginde Sosyal Hizmet Uzmani olarak
calisiyordum. Ben, Ege Seramik'te personel sefi olarak goreve
basladim. 1975 Tirkiye'sine baktigimizda seramik sektoriinde
1960'lardan beri Tirkiye'de Uretim yapmakta olan Canakkale
Seramik firmasi var. Ayni tarihlerde, asagi yukari es zamanlidir.
Kalebodur kurulmustu, yine ayni tarihlerde belki guin farki vardir
Sogiit Seramik firmasi da faaliyete baslamisti. 1975-1980 arasi
tanitmak ile ise basladik. Bu tabii cok kolay degildi. Bir fayans olay
vardi. Bu fayansin disinda bir konsept oldugu icin pazarlara girmesi
¢ok da kolay olmadi. Zaman ve emek istedi. Baslangicta Ege
Seramik gtinde 250 metrekare kapasite ile Uretim yapiyordu. Ancak
kurulusta 12 milyon TL sermayesi olan Ege Seramik Uretime
basladiktan kisa bir sire sonra mali darbogaza girdi. Mali darbogaza
girildiginde 1 Nisan 1976 yilinda yapilan bir Genel Kurulile Ege
Seramik firmasinin sermayesi 30 milyon TL'ye yiikseltildi ve ibrahim
Polat da ilk defa Yonetim Kurulu Baskani secildi.1980 yilinin
baslarinda bu defa kapasite artirma sireci ile gtinde 1000
metrekareye ulasan biryatinm planlamasi yapildi ve gerceklestirildi.
Pazar, karo seramik ile giderek gelismeye basladi. 1980 yilindaki
yatirimdan sonra bu defa cok ortakli sirketin biinyesinde Tirkiye'de
genelde alisitmis sancilar anlasmazliklar basladi. Bir grup ortak
ellerindeki mevcut hisseleri Elginkan Grubu'na devretti. Bir grup
ortak da ibrahim Polat Beye ellerindeki hisseleri devretti. ibrahim
Polat Bey ve Ailesinin %50’nin tstlinde hissesi vardi, ikinci blytik
ortak da Elginkan Grubu'ydu. Bu bir stirecti, asagi yukari bir yil
siirdd. Bir yillik siirecin sonunda ibrahim Polat Bey sirketin asag
yukari %98 hissesine hakim olarak sirketin kontroliini tamamen
eline aldr.

G.S.: Bu donemde Ege Seramik firmasinda neler yapildi?

B.Z.: Ege Seramik, sirket olarak ve Uretim olarak bastan asagi
yenilendi ve bir revizyona tabi tutuldu iceriye ¢ok nemli miktarda
nakit sermaye enjekte edildi. Bir sanayi kurulusunun 1980li yillarda
olmasi gerektigi gibi yapilanmaya basladi. Bu arada personel sefligi
gorevimden sonra 1976 yilinda Ticaret Mudiiri oldum. Kelimenin
en genis anlamiyla satis, satin alma, ithalat ve ihracat gorevlerini
de kapsayan bir konuma geldim. Onun hemen akabinde 1980'li
yillarin baslangicinda da Genel Mudur Yardimcisi olarak
gorevlendirildim. Genel Mudur Yardimciligi gorevim, 1 Ocak 1990
tarihine kadar siirdu. Bu tarihten sonrada Ege Seramik firmasina
Genel Mudiir olarak tayin edildim. Bu arada 1980 deki 12 Eyliil
hareketi ile birlikte nedeni de ¢ok iyi anlasilamayan bir sekilde
bizim Turgutlu’dan hammadde alisimiz yasaklandi. Sadece bizim
degil buradan hammaddeyi almakta olan tim tugla Ureticilerinin
de alimlari yasakland.

G.S..: Turgutlu Askeri mintika miydi?

B.Z.: Askeri mintika degildi ama korunmasi gereken tarim arazisi
adi altinda yasaklandi. Oysa ki, su anda da orada bir tarim yok.
Yasaklaninca o zamana kadar tek hammadde ile Uretim
yapmaktayken zorunluluk olarak teknolojiyi degistirmek zorunda
kaldik.Yani o tarihlerde kili alip 6guttp sekillendiriyorduk artik onu
yapma olanagimiz kalmadi. Bu sefer camur yapip camuru toz
haline getirip ondan sonra sekillendirme yapmaya basladik. Bunun
icin tabii onemli bir yatirim yapilmasi gerekiyordu. Hammadde
hazirlama tinitesinin bastan asagi yenilenmesi gerekiyordu. O
yenilenmeler yapildi ve 1989 yilinda Ege Seramik firmasinin yilda
1 milyon metrekare kapasitesi vardi. Bu arada da pazara yeni giren
firmalar yavas yavas kendilerini gostermeye basladilar. 1980°li
yillarin basinda Toprak Seramik firmasi buyuk bir kapasite ile
pazara girdi.
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G.S.: Where were you abroad?

B.Z.: | was working as social services specialist at Labor
Representation Office in Paris. | started as Head of Personnel
Supervisor at Ege Seramik and of course, looking at Turkey of
1975, there was Canakkale Seramik engaged in production in
Turkey since 1960s, on the same dates, it is more or less
simultaneous, Kalebodur was founded, on the same dates, maybe
there is a difference of a couple of days, Sogut Seramik started its
operations. We started by introducing ceramic tile which was not
yet known in Turkey to Turkish markets between 1970-80. This,
of course, wasn't very easy. There was a faience phenomenon. It
wasn't easy to penetrate the market because it was a concept
outside faience. It required time and effort. At the time, Ege Seramik
was producing at a capacity of 250 square meters per day but a
short time after Ege Seramik, which had a founding capital of TL
12,000,000 started production, a financial bottleneck occurred.
When this happened, the share capital of Ege Seramik was raised
to TL 30,000,000 by a general meeting held on April 1, 1976 and
Ibrahim Polat was elected as the Chairman of the Board of Directors
for the first time. In early 1980, an investment plan reaching 1,000
square meters per day was made and achieved by capacity increase
process. The market, too, started expanding with ceramic tile.
After the investment in 1980;this time, the disputes that are
traditional in Turkey started in the company with many shareholders.
A group of shareholders transferred their shares to Elginkan
Group. Another group of shareholders transferred their shares to
Mr. Ibrahim Polat. Mr. Ibrahim Polat and his family had holdings
of over 50 %, the second major shareholder was the Elginkan
Group. This was a process which lasted approximately a year. At
the end of the one year process, Mr. Ibrahim Polat took full control
of the company by acquiring approximately 98 % shares of the
company.

G.S.: What was done at Ege Seramik in this period?

B.Z.: Ege Seramik was renewed from top to bottom as a company
and in terms of production and went through a revision. Very
significant cash capital was injected into it. It started to be structured
as an industrial undertaking should be, in 1980. In the meantime,
| became the Manager of Commercial Affairs in 1976 after my
position as Personnel Supervisor. | had come to a position covering
sales, purchasing, imports and exports in the widest sense of the
word. Right after that, in early 1980s, | was appointed Vice-President.
This lasted until January 1, 1990. Then | became the General
Manager of Ege Seramik. In the meantime, for reasons that couldn't
be explained, our purchasing raw material from Turgutlu was
banned with the September 12 coup in 1980, not only us but all
brick producers who received raw material from there.

G.S.: Was Turgutlu a military zone?

B.Z.: It wasn’t a military zone but it was banned under the title of
agricultural land that should be protected. In fact, there is no
agriculture there even now. When banned, we were forced to
change the technology as a requirement while we were producing
with a single raw material until then. | mean, in those days, we
were taking, pulverizing and shaping clay then but we couldn’t do
that any more. This time, we started to produce paste, pulverize
it and then shape it. This, of course, required a significant amount
of investment. The raw material preparation unit had to be renewed
from top to bottom. Those renovations were made and in 1989,
Ege Seramik had a capacity of 1 million square meters per year.
In the meantime, firms entering the market started to present
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1990’larin sonrasinda bir ¢ok Uretici bir cok mitesebbis bu sektorde
calismaya basladi.1989 yilinda bizim yapmis oldugumuz bes yillik
plana gore kapasitemizi yilda 22 milyon metrekareye ¢ikarmak
tizere yola ciktik. Bunu aynen planladigimiz tarihlerde planladigimiz
rakamlar ile gerceklestirdik. 1995 yilina geldigimizde Ege Seramik
firmasi yilda 22 milyon metrekare treten diinya ¢apinda 6nemli
bir yere sahip olan bir firma haline geldi.

G.S.: Bu arada Ege Seramik firmasinin Genel Midurligu nerede?
Istanbul’daki Polat Han'da bulunan Polat Holding mi?

B.Z.: Ege Seramik firmasinin Genel Miidiirligi izmir'de, izmir
Fabrikamizdir. Bizim mensubu oldugumuz ibrahim Polat Holding
istanbul’'da kurulu biliyorsunuz ama Seramik Grubu sirketlerinin
Genel Miidiirltigi izmir Kemal Pasa Kampiisiinda yer aliyor.

G.S.: Ege Seramik Firmasi olarak uretici ile saticiyr ayirdiniz mi?
Bunun yarar ve zararlarini degerlendirir misiniz?

B.Z: 1980'li yillarin basinda Ege Pazarlama sirketini kurduk.
Sirketimizin yaptigi Uriinleri yurt ici satis ve pazarlama aktivitelerini
Genel Miidiirligiin biinyesinden ¢ikarip istanbul'da yeni kurulan
sirketin Genel Mudurlugtine devretmis olduk. Ureticiile satici 1980
yiinin baslarinda ayrildi. Daha efektif pazarlama daha efektif satis
yapma anlaminda ciddi yararlarini gordik. Zararini da gordiik.
Benim kisisel kanaatim esnek olmak gerektigi, buglin de ayni seyi
dustintyorum bu model 1980-1990 arasi cok iyi calistl.

G.S.: Sonra bu strateji tersine dondu firmalar satici ile Ureticiyi
birlestirdiler. Ege Seramik firmasi olarak siz de Uretici ile saticiyi
birlestirdiniz mi?

G.S.: Seramik sektoriiniin genelde gelecegini nasil
gorlyorsunuz?

B.Z.:Seramik Sektori Turkiye'deki en onemli sektorlerden
bir tanesidir. Bizim kendi Gretimimize baktigimizda
ekonomiye katma degerimiz %95 civarindadir. Bir elektronik
sektoriine baktiginizda durum tam tersidir. Seramik
sektoriine baktigimizda yilda 300 milyon dolar, 500 milyon
dolar gibi bir hacim bugun icerisinde ¢cok onemli
goziikmeyebilir ancak katma deger acisindan son derece
onemlidir.

themselves gradually. In early 1980s, Toprak Seramik entered the
market with a large capacity and many manufacturers, many
entrepreneurs started to operate in this industry after 1990. Under
the 5-year plan we made in 1989, we targeted increasing our
capacity to 22 million square meters per year. We achieved this
fully with the figures targeted. By 1995, Ege Seramik became a
firm producing 22 million square meters per year with a significant
position worldwide.

G.S.: By the way, where is the headquarters of Ege Seramik? Is it
Polat Holding at Polat Han in Istanbul?

B.Z.: Headquarters of Ege Seramik is in Izmir, it's our lzmir Factory.
As you know, Ibrahim Polat Holding we are a member of, is
established in Istanbul but the headquarters of the ceramic group
of companies is at Izmir Kemal Pasa campus.

G.S.: Did you separate production and sales as Ege Seramik? Can
you evaluate the pros and cons of this?

B.Z: In early 1980s, we founded Ege Pazarlama. So we transferred
the domestic sales and marketing operations for the products
manufactured by our company to the headquarters of the newly
founded company in Istanbul, taking them out of the domain of
headquarters. Production and sales were separated in early 1980.
This hurt us somewhat; we also benefited significantly due to more
effective marketing and more effective sales. We were also affected
adversely. My personal view is one has to be flexible. | still think
the same thing. This model worked very well between 1980-1990.

G.S.: Then this strategy was reversed. Firms joined sales and
production. Did you, as Ege Seramik, joined production and sales
as well?

B.Z.: We should have done it. We didn't do it due to known reasons.
But if you ask for today, we should have done it. Because this is
extremely important economically both in terms of savings and
also control. When you separate production and sales, sales get
positioned separately from production and vice-versa unavoidably.
They require the same things, they should be together. In simplest
form, you are doing something you will do with one financial affairs

Ekonomiye katma

degerimiz %95
the economy is about 95 %.

G.S.: How do you see the future of the overall ceramic sector

B.Z.: The ceramic sector is one of the most significant sectors
in Turkey. Looking at our own production, our value added to
the economy is about 95 %. Looking at the electronic sector,
this is quite the opposite. When you look at the ceramic
industry, a volume like 300 million Dollars, 500 million Dollars
per year may not look very significant today but is extremely
important in terms of value added.



B.Z.: Olmaliydi, bunu bilinen nedenler ile yapmadik. Ancak bugiin
icin sorarsaniz yapmaliydik. Clinkl bu ekonomik olarak hem
tasarruf acisindan hem de kontrol acisindan son derece onemli.
Uretim ile satisi ayirdigimiz zaman ister istemez satici Uretimden
ayri, Uretim de saticidan ayri konumlaniyor. Ayri sartlariileri
suriyorlar bunlarin bir arada olmasi lazim. Cok basite indirgeyerek
soyleyelim, bir maliisler miduri ile yapacaginiz isi iki mali isler
mudurd ile yapiyorsunuz. Bunlar son derece dikkatle tstlinde
durulmasi gereken faktorler. Ama biz hala iki biinyeyi gotirmekte
devam ediyoruz. Aslinda bittin seramik ureticilerinde de asagi
yukari boyle, Uretici ayri satici ayri.

G.S.: Ege Seramik olarak dnemli gelismeler kaydettiginiz yurtdisi
pazarlar hakkinda bilgi verir misiniz?

B.Z.: Ege Seramik aslinda baktigimizda 6zellikle yurt disi satislarda
hep ilkleri yapan firmadir. Biz 1990 i yillarin basinda ilk Almanya’da
baslamak izere kendi sirketimizi kurduk. Oradaki ana sloganimiz
“Bir tlkenin insanina ,o0 tlkenin insani ile mali satmakt.” Alman’a
Almanile, Fransiz'a Fransiz ile Grlini satmakti. Bu model
Almanya’da ve Fransa'da son derece basarili oldu. Amerika'da
kurdugumuz sirketin basariya ulasma noktasi ise pazarin Urinu
daha tam olarak benimsememesi nedeniyle uzun zaman aldi. Ama
orada da da fevkalade basarili olduk, bu girisimi Turkiye'de ilk
defa Ege Seramik firmasi yapti, sonra sayin rakiplerimiz de bizi
degisik boyutlarda izlediler. Bence bu model de bitti. Artik bu
modelin de revize edilmesi gerekiyor. Clinkd urtin olarak, marka
olarak bahsettiginiz pazarlara entegre olmus durumdasiniz. Ege
Seramik firmasina baktigimizda bugtin Avrupa’da bir markadir.
Hatta Turkiye'den daha iyi taninan bir markadir. Amerika'da da bir
markadir. Dolayisiyla bu siirec bittikten sonra olayi tekrardan alip
revize edip baska sekilde modellendirmek lazim. Bu anlamda bir
takim girisimlerimiz var, burada onemli olan pazara cok efektif
hizmet vermek, pazarin cok icinde yakininda olmak

G.S.: Diinya'da “Tlrk Seramigi” olarak markalasma konusunda
sektorln bir biitlin olarak yol alabilmesiicin sizce ne tur adimlar
atilmali?

B.Z.: Baktigimizda diinya Uizerinde olan 400°Un Uzerinde Ureticinin
urlnleri teknik spesifikasyon olarak birbirinden ¢ok farkli degildir.
Bunu boyle ortaya koymak lazim. Hepimiz ti¢ asagi bes yukari ayni
teknolojileri Uc asagi bes yukari ayni ekipmanlari, ayni makineleri,
cok benzer hammaddeleri kullaniyoruz. Arada cok kiicuk
formuilasyon farklari olabilir ki, o da isin 6zlini gok etkilemez.
Mesela, bir desen vardir o desen ile farklilasirsiniz, bir renk vardir
orenk ile farklilasirsiniz. Tasarim farkiniz, markaniz bir de hizmetiniz
vardir. Marka ve tasarim bir noktada biittinlesiyor, o tasarim oldugu
zaman marka oluyorsunuz. Tasarim olmadigi zaman marka olma
siireci biraz daha uzun. Tabii bizim Tirk Ureticilerin bir markasi
dahavar “Made in Turkey”. “Made in Turkey” ile “Made in ltaly” ya
da “Made in Spain” arasinda para farki var. Benim verdigim bir
ornek var; standart 33x33 beyaz yer karosu, herkes bu triind yapar,
yapmayan da yoktur. Tirkiye'de tek tek spefikasyon olarak da cok
yakindir birbirine. Masanin izerine koyarsiniz gordiigiizde gorsel
olarak hicbir farklilik yoktur. Laboratuar olarak da hicbir fark
yoktur. Arkasini dondirir bakarsiniz “Made in ltaly” ile “Made in
Turkey” arasinda bir Dolar fark vardir. Bu kadar basit en basite
indirgeyerek anlattigimizda. Sizin de gayet iyi bildiginiz gibi Turkiye
dinyada gerek seramik uretimi olarak gerekse ihracat olarak en
onde gelen tilkelerden bir tanesidir. Aradaki fiyat farki buna ragmen
devam etmektedir. Dolaslyla, Tiirk Ureticiler olarak, o anlamda
sorunlarimiz oluyor, rekabet anlaminda da sorunlarimiz oluyor.
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manager with two financial affairs managers. These are factors
that must be considered extremely carefully. But we still continue
to maintain two organizations. In fact, more or less, this is the same
with all ceramic producers, production and sales are separate.

G.S.: Can you give us some information on the overseas markets
where you achieved significant advances as Ege Seramik?

B.Z.: Indeed, in fact, Ege Seramik is the firm which always achieves
the firsts especially in overseas sales. In early 1980s, we founded
our own company with the first one in Germany. There, our main
slogan was “To sell the products to the people of country by people
of that country”. It was to sell the product to a German by a German,
and to the French, by a Frenchman. This model performed extremely
wellin Germany and France. Yet, it took a long time for the company
we established in the United States to achieve success as the
market didn't fully adopt the product. However, we were extremely
successful there as well. Now, this initiative was done for the first
time in Turkey by Ege Seramik. Then, our competitors followed us
in various scales. As far as I'm concerned, this model is now over
and has to be revised because you have become integrated to
these markets as product and brand. Looking at Ege Seramik, it
is a brand in Europe today. In fact, it is a brand better known
compared to Turkey. Itis a brand in the US too. Therefore, after
this process is over, you have to re-handle the phenomenon, revise
itand model it otherwise. We have certain initiatives in this respect.
What's important here is to provide highly effective services to the
market and to become inside, close to the market.

G.S.: What steps do you think should be taken for the industry to
go ahead as a whole in terms of brandization as “Turkish Ceramic”
in the world?

B.Z.: As far as technical specifications, the products of over 400
manufacturers in the world are not very much different from each
other. This must be recognized; if we all use more or less the same
technologies, more or less the same equipment, the same machines
and very similar raw material. There may be very small formulation
differences in between and this does not affect he essence of the
job. For example, there is a design, you are distinguished by that
design, there is a color, you are distinguished by that color. You
are different in design, you are different as brand. There is also
your service. Brand and design merge at a certain point. You
become a brand with that design. When there is no design, the
process of becoming a brand takes longer. Of course our Turkish
manufacturers have another brand; “Made in Turkey”. There is a
monetary difference between “Made in Turkey” and “Made in Italy”
or “Made in Spain”. There is an example | cite; the standard 33x33
wide floor tile, everybody makes this product and there is no one
who doesn't. In Turkey they are all very close to each other in terms
of specification individually. You put them on the table, there is no
difference visually when you look at them. There is no difference
laboratory-wise either. You pick them up and look at the backs,
there is a difference of one Dollar between “Made in ltaly” and
“Made in Turkey”. When you tell it by simplifying, it is so simple.
As you too very well know, Turkey is one of the leading countries
in the world in terms of ceramic production and exports. The price
difference still continues to exist. Therefore, of course, we, as
Turkish producers, have problems in this regard. We have problems
in terms of competition as well.

G.S.: What are the milestones of the 33-year adventure of Ege
Seramik founded in 19727
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G.S.: 1972 yiinda kurulan Ege Seramik firmasinin 33 yillik
serlveninin kilometre taslari nelerdir?

B.Z.: Sektorde ilk olarak Ege Seramik 1992 Subat ayinda halka
acilan sirket oldu. Bu onemli bir kilometre tasi idi. Neden onemli
kilometre tasiydi? Sirketin yonetimi ve sirketin mali yapisi olmasi
gerektigi gibi transparan hale geldi. Bu, o donemdeki, yatirim
siirecine beklendigi gibi son derece biiylik ivme kazandirdi. Ege
Seramik firmasinin buglinkl basarisi altinda cok basarili gecen
birincil halka arzin da 6nemli bir katkisi vardir. 1995 yilina
geldigimizde Ege Seramik bu kamptisde buytimesini dondurdu ve
daha degisik yatirim fonlarina girmek icin bir takim girisimlerde
bulundu. ibrahim Polat Holding biinyesinde Markem Yapi
Kimyasallar Sirketini kurduk. Baslangici 1990 yilinin basidir ve
1994’ de Ege Vitrifiye Saglik Gereclerini tamamladik. Ege Vitrifiye
Saglik Gerecleri'nde bugtin de diinya ¢capinda en modern
fabrikalardan birisidir.

G.S.: Kimyasallari Uretiyor musunuz hala?

B.Z.: Kimyasallari 1998 yilinda, o glintin kosullari icerisinde, sektorde
diinyanin en biiytgu sirketlerinden birisine sattik. Neden sattik
¢unkd; yapr kimyasallarinda rekabet ¢ok zor. Merdiven alti Uretim,
maliyetsiz Uretim, kacak Uretim, ¢ok yogun boyutta. Bu isi
yaptiginizda maliyetlerinizle o sektorde basarili olmaniz mimkiin
degil. Yapi kimyasallari bizim uzmanlik alanimiz degildi, iyi isler
yaptik, iyi karlar elde ettik ama o sektorden ¢ikmaya karar verdik.
Bu arada es zamanli olarak 1994 yilinda baslayan Ege Vitrifiye
Saglik Gerecleri projesini Mart 1997 tarihinde fabrikanin acilisi ile
tamamladik. Fakat bu sektor de bizim bildigimiz sektor degildi.
Her ne kadar karo saglik gerecleri ve vitrifiye saglik geregleri
birbirini cagristiriyor ise de karo seramigin iki boyutlu olmasi,

B.Z.: Ege Seramik was the first company that went public in
February 1992 for the first time in the industry. This was an important
milestone. Why was it an important milestone? The management
of the company and the financial structure of the company became
transparent as they should be. This greatly accelerated the
investment process in that period. The initial public offering, which
was very successful, has had a great contribution to Ege Seramik’s
success today. In 1995, Ege Seramik froze its growth in this campus
and made attempts to join different investment funds. We established
Markem Yapi Kimyasallari Company under Ibrahim Polat Holding.
That started in early 1990 and in 1994, we completed Ege Vitrifiye
Saglik Gerecleri. We started to build a very humble factory but Ege
Vitrifiye is one of the most modern factories in the world in Sanitary
ware.

G.S.: Do you still produce chemicals?

B.Z.: We sold all of the chemicals under the conditions of those
days in 1998 to one of the largest companies in the world. Why did
we sell them, because competition in building chemicals is too
tough. “Under the starecase” production, costless production,
contraband production is very widespread and has an industrial
dimension. It is not possible for you to succeed in that industry with
your costs if you engage in this business. Building chemicals was
not our field of expertise. We did good things over there. We made
good money but we decided to leave the sector. In the meantime,
we completed the project of Ege Vitrifiye Saglik Gerecleri which
started simultaneously in 1994, in March 1997, with the opening
of the factory. But this industry was not one we knew about either.
Although tile sanitary ware and vitrified sanitary ware bring each
other to mind, the fact that tile is two-dimensional and yet, vitrified
sanitary ware are three-dimensional and that the technology we
chose “the high pressure casting technology” was a very advanced
technology, | must say, caused extreme hardship for us for about
three years. But of course, this was solved too, precautions were
taken and when we look today, we have increased the vitrified
sanitary ware from a capacity of 600,000 units to approximately
1.4 million units with the investment we completed in 2004.

G.S.: Can you evaluate the pros and cons of your having invested
in the sanitaryware sector rather late?

B.Z: If you want the truth, | think, we were hurt by it because the
market in Turkey was established clearly. It wasn’t easy to find a
place beside the firms that were dominant there to find a place
beside those brands. This cost us quite a lot of time and was
expensive. There are many under-the-stairs producers in vitrified
sanitary ware in contrast to ceramic tile. They have a major influence
in the structuring of the market too. That's why to become feasible
in a business you enter with very high investment costs, you have
to sell your product in a certain structure and certain price
configurations. You must compete with the under-the-staircase
producers. That segment is not known very well. It is not very easy
to answer the question “What is the place of the under-the-staircase
in the total capacity?” But there is a serious share there. Problems
we faced in these first years are now over vitrified sanitary ware.
Right now, we achieved an extremely production performance. In
the same context, an extremely successful sales performance is
achieved too. | mean, for us that matter is a solved matter.

G.S.: Can you describe your product range as Ege Seramik in
ceramic tiles and ceramic sanitary ware? How is Ege Seramik able
to render its production, inventory and freight productive? What
are the pros and cons of competing with a wide product portfolio?



vitrifeye saglik gereclerinin t¢ boyutlu olmasi, bizim sectigimiz
“yiiksek basinc dokiim teknolojisinin” cok ileri bir teknoloji olmasi,
U¢ yil kadar bizi cok yordu. Ancak onun da ontine gecildi, onlemler
alindi. Bugtin baktigimizda 2004 yili icersinde tamamladigimiz
yatirim ile vitrifiye saglik gerecleriniyilda 600 bin adet kapasiteden
yaklasik olarak 1 milyon 400 bin adet kapasiteye ¢ikarmis
bulunmaktayiz.

G.S.: Saglik gereci sektoriine gec yatirim yapmis olmanizin avantaj
ve dezavantajlarini degerlendirir misiniz?

B.Z: Dogrusunu isterseniz bana gore zararini gordik ¢linku;
Turkiye'deki pazar cok belli bir sekilde oturmustu. Orada hakim
olan firmalarin yaninda pazarda yer edinebilmek kolay olmadi.
Bize oldukca ¢ok zaman kaybettirirdi ve pahaliya mal oldu. Karo
seramikte ¢cokga gormedigimiz ancak vitrifiye saglik gereclerinde
cokga gorulen merdiven alti Uretici var. Pazarin yapilanmasinda
onlarinda ¢ok blyuk etkileri oluyor. Dolayisiyla sizin ok yiiksek
yatinim maliyetleri ile girdiginiz bir iste fizible olabilmeniz icin belirli
yapilarda, belirli fiyat olusumlarinda malinizi satmaniz gerekiyor.
Merdiven alti Ureticiler ile rekabet etmeniz gerekiyor. O kesim de
¢ok iyi bilinmiyor, nedir o merdiven altinin biitiin kapasite i¢indeki
yeri sorusuna cok kolay cevap vermek miimkin degil. Ama ciddi
bir pay var orada. Simdi vitrifiye saglik gereclerinde bizim bu ilk
yillarda karsilastigimiz sorunlar bitmistir. Su anda son derece
basarili bir Uretim performansi yakaladik, ayni anlamda son derede
basarili bir satis performansi da yakalanmistir yani bizim icin o
konu ¢oziilmus bir konu olarak devam etmektedir.

G.S.: Ege Seramik olarak seramik kaplama malzemelerinde ve
seramik saglik gereclerinde Uriin gaminiz olarak bir aciklama
yapabilir misiniz? Ege Seramik tretimini, stoklarini ve nakliyesini
nasil verimli kilabiliyor? Genis tiriin portfdyd ile rekabet etmenin
avantajlari ve dezavantajlari nelerdir?

B.Z.: Oncelikle karo seramigi alacak olarsak, Ege Seramik firmasinin
blinyesinde olabilecek en genis yelpazede Uriin yapan bir fabrikayiz
yani duvar karosu, yer karosu ve granit diye adlandirdigimiz porselen
karolar, bunlarin degisik ebatlari ve tim aksesuarlarini kapsayan
oldukgca genis bir Uriin portfoyl var. Sadece aksesuarlar haric Ege
Seramik kaplama da asagi yukari 1000 triin tasimakta. Uriin
segmentasyonu olarak baktiginizda da alt grup, orta grup,orta-ust
grup ve Ust grup olmak lzere asagi yukari bitlin serilerde variz .
Bu gelisim icersinde yillara bagli olarak tretim ve portfoy yonetim
politikalar da pazarin taleplerine gore gelismis ve sekillenmistir.
Ege Seramik fabrikalari baslangi¢ta mass production icin dizayn
edilmis fabrikalardi. Ancak pazarin gelismesi sonucu artik mass
production degil butik production seklinde talep oldugu icin o tarafa
dogru yonelip o tarafa dogru esniyoruz. Su anda yapmakta
oldugumuz biyik yatirim hamlesi de bittikten sonra 1995'ten bu
tarafa ne yaptigimiza baktigimizda bir taraftan krizler ile
bogusuyoruz. Bir taraftan da ufak tefek iyilestirici yatirmlarla
makine, ekipman ilaveleri ile daha esnek bir tiretime daha butik
uretime dogru gecmege calisiyoruz. Onda da basarili olduk. Bu
kadar genis bir Urtin portfoyu ile pazarda oldugunuz zaman planlama
ve lojistik anlamda bir takim sikintilari oluyor. 1990 yillarin basinda
sektorln yapisina baktigimizda iyi yonetilen sirketler, vergi sonrasi
ortalama %25 kar elde ederlerdi. Ama bunun boyle gitmesi mimkiin
degildi. Dinya'nin hicbir yerinde bu bdyle gitmemis zaten.1992
yilinda yapmakta oldugumuz diger yatirrmlarin yaninda, o zamanki
maliyeti 10 milyon dolarin tizerinde olan, bir bilgi islem yatirimi
yaptik. 0 zamanki arglimanimiz suydu “bu karlar simdi var ve
sonra olmayacak” dolayisiyla maliyetlerinizi iyi yonetemiyorsaniz,
lojistiginizi iyi yapamiyorsaniz bu ligden disersiniz.
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B.Z.: Now, if we look at ceramic tile first, we are a plant that
produces at the widest range possible in Ege Seramik. | mean,
there is quite a comprehensive product portfolio, the porcelain
tiles we call wall tiles, floor tiles and granite, various sizes of these
and all accessories. Excluding accessories, Ege Seramik carries
almost 1,000 products in tiles. When we look at it in terms of
product segmentation, we are present almost in all lines as the
lower group, middle group, middle-top group and top group. Now,
of course, depending on the year, our production and portfolio,
management policies have developed and were shaped depending
on the demands of the market within this development process.
Ege Seramik factories were those designed for mass production
at the beginning. However, as the market developed, since now
the demand is not for mass production, but for boutique production,
we too move in that direction and flex in that direction. When we
look at what we have done after 1995, when the major investment
move we are undertaking at the present is completed, on the one
hand, we are fighting with crises. On the other hand, with small
improvement investments, by adding machinery and equipment,
we try to move towards more of a boutique type of production, to
a more flexible production and we succeeded. Now, when you are
at the market with such a wide product portfolio, there are certain
problems planning-wise and logistic-wise. Looking at the structure
of the sector in early-1990s, well-managed companies used to
have average profits of 25 % after taxes but it wasn’t possible for
this to go on. It hasn’t gone on like that anywhere in the world. We
made a data processing investment with a cost of 10 million Dollars
then beside the other investment we were making in 1992. Our
argument then was “These profits are here now and soon they
won't be here”. Therefore, if you cannot manage your costs well,
you cannot do your logistics well, you will be relegated from this
league. That's why we made a very serious investment to manage
data well in extremely concentrated fashion. Actually, the easiest
thing is to make a ceramic tile investment. If you allocate an empty
lot and if you have 3 million, 5 million, 10 million Dollars at hand,
you will make your investment, you will found the best factory in
the world. The problem is to run this and to sell it. Let me tell you
an anectode that happened to me. The owner of a newly-founded
factory called me in late-1990 said “It is a very nice factory, it
produces very nice products. | said: “I know”. He said, so can you
tell me how we're going to sell these products. This is in my records.
This is indicative of a typical investor. If this is how you found your
factory without knowing to whom, how, through what channel you
will sell your products without planning, you will face such major
problems afterwards. This was how it was done then. In 1970s,
really it was build-and-sell but in the 2000s, obviously, this cannot
go on like this. The situation Turkish ceramic tile sectorisinis
revealed. There is no problem is competing with companies that
actually produce at an industrial scale and managed as they should
be but | must state this clearly that now there is ceramic tile
production like 3 million square meters, 5 million square meters.
A cost difference appears information-wise between large
producers, | mean organized corporate producers and non-
corporate producers in selling to the consumer of the products
made by non-professional firms who imitate the products of
domestic and international manufacturers without any marketing
study.

G.S..: What kind of duties accrue to whom for carrying the bar of
success of the ceramic sector which has become one of the popular
industries in Turkey in recent years with its curve of success further
above in domestic and international markets?

B.Z.: Looking at abroad, | must underscore what happens when
we go abroad, any one of the producers, this could be Ege Seramik
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Bilgiyi son derece konsantre bir sekilde iyi yonetmek icin cok ciddi
bir yatinm yaptik. Esasinda en kolay sey karo seramik yatirimi
yapmaktir. Verirseniz bos bir tarlay, elinizde de 3 milyon, 5 milyon,
10 milyon dolar varsa yaparsiniz yatiriminizi diinyanin en iyi fabrikasini
kurarsiniz. Problem, bunu isletmekte ve satmakta. Ben size
basimdan gecen bir anekdotu aktarayim; 1990 yilinin sonunda yeni
kurulan bir fabrikanin sahibi beni aradi, cok giizel bir fabrika oldu,
cok guizel de urtnler cikiyor dedi. Biliyorum dedim. Peki bana
soyler misiniz biz bu mali nasil satacagiz dedi. Bu benim kayitlarima
gecti. Bu tipik bir yatinmciyi gosteriyor. Eger siz fabrikanizi boyle
kuruyorsaniz, mali kime, nasil, hangi kanal ile satacaginizi bilmeden,
planlamadan sonrasinda da boyle biiyiik problemler yasarsiniz.
Eskiden boyle yapiliyordu, 1970°li yillarda gercgekten yap-satti, ama
2000'li yillarda bunun bu sekilde devam etmeyecegi kesin. Tuirk
karo seramik sektoriintin icindeki durum ortaya cikiyor. Gercekten
sinai boyutta Uretim yapan, olmasi gerektigi gibi yonetilen sirketlerle
rekabet etmekte hi¢ sorun yok, ama bunu acikca ifade etmek
istiyorum, simdi karo seramik tretimi var 3 milyon metrekare, 5
milyon metrekare gibi. Yurticinde, yurt disindaki ureticilerin
urtnlerini taklit eden profesyonel olamayan firmalar ile yapilan
drdnun, hicbir pazarlama calismasi yapilmadan, tuketiciye satilmasi
isleminde kurumsal ureticilerle, kurumsal olmayan Ureticiler
arasinda bilgi boyutunda maliyet farki ortaya cikiyor.

G.S.: Basari grafigiyle son yillarda Tiirkiye'nin gozde sektorlerinde
biri haline gelen seramik sektoriniin basari citasini i¢ ve dis
pazarlarda daha da yukari tasimak icin kimlere ne gibi gorevler
dustyor?

B.Z.: Biz yurt disina gittigimizde ne oluyor? Bunun altini 6zellikle
cizmek istiyorum; ureticilerden herhangi biri bu Ege Seramik olur
bu baska bir firma olur, her hangi bir lkede, her hangi bir kanala
veya direk bir sdyleyis ile bir misteri gidiyor. O misteriye bir fiyat
yapisi ile gidiyor, malini sunuyor, o musteriyi ilk defa bir Turk
firmasiyla ¢calismaya ikna ediyor. Son derece ciddi emek zaman
ve para harciyor ve bu is sonunda oluyor. Diyelim ki Amerika’daki
miisteriye yada Almanya’daki misteri bir deneme siparisi veriyor.
Mal kabul ediliyor, ikinci siparis verildigi anda bizim baska bir Ttirk
firmasi o firmaya gidiyor sizin vermis oldugunuz fiyattan minimum
elli Cent, ama bir Dolar’'dan asagida olmayan fiyat indirimleriyle
gidiyor. Suraya gelmek istiyorum, glinimuziin ekonomik doktrini
liberal ekonomide olan birinsanim. Bunun aksini asla distinmemiz
mumkiin degil ancak Turkiye'nin en dnemli ihracat kalemlerinden
bir tanesi, Turkiye'nin cok dnemli katma degeri olan sektorlerden
bir tanesi karo seramik sektorudur. Turkiyenin diinyada essiz olan
hammaddelerini isleyerek, katma deger katarak ihra¢ ediyoruz,
maliniza aldiginiz her eksik 1 dolar Turkiye'ye eksik giren dovizdir.
Doktrin olarak baktigimizda soyleyecek hicbir sey yok ama Glke
olarak baktigimizda, makro diizeyde baktigimizda bu llkeye cok
daha fazla doviz getirme kabiliyetine sahip olabilecek bir sektorde,
kendi kendimize rekabet ederek yanlis yapiyoruz. Tiirkiye'nin son
derece onemli feldspat kaynaklari var. Bizbunu mamuliin icersinde
tonu 40-42 Dolara ihrac ediyoruz, su anda baktiginizda 10 dolara
ihrac ediyoruz, 1980 oncesi gibi fiyat tescili gelsin, Ankara onaylasin,
Ticaret Odasi baksin demiyorum, ama federasyonlar vasitasiyla,
dretici birlikler vasitasi ile bunun organize edilmesi lazim.
Madencimiz ondan para kazaniyordur ¢tinki onun maliyeti yok
ama orada bir baska llkenin mali eger 20 dolar ise sizin daha
kalifiye, daha kaliteli maliniz 10 dolarsa burada sizde bir yanlislik
var demektir. Bunun bir takim dnlemlerle kanunla, kararnameyle
degil, bir anlayis birligi icersinde ¢oziilmesi lazim.Yillarca dnce
Amerika'da sayin meslektaslarimdan bir tanesi italyanlar orada,
ispanyollar orada, biz Tiirkler de bir araya gelelim organize olalim
dedi. Ben ¢cok katilmiyorum o fikre dedim, neden diye sordu.

or another firm, goes to a customer in any country, to any channel
or by a direct message. It goes and offers its product to that
customer with a price structure. It persuades that customer to
work with a Turkish firm for the first time. It spends extremely
serious effort, time and money and eventually the deal is done.
Let's say the customer in the US or the customer in Germany
places a trial order. The product is accepted. When the second
order is placed, another Turkish firm of ours goes to the same
firm and goes with price discounts not less than minimum fifty
cents but not less than below one Dollar from the price you have
quoted. This is what | want to say. | am an individual who is in the
liberal economy, which is the economic doctrine of our day. We
cannot think otherwise but Turkey’s one of the most significant
export items, one of Turkey’s industries with very significant added
value is the ceramic tile sector. We export raw materials of Turkey
that are unique in the world by processing with added value; each
less Dollar you receive for your product is foreign currency that is
lost to Turkey. Doctrine-wise, there is nothing you can say but
when we look as a country, when we look at the macro level, we're
doing wrong by competing with ourselves in an industry which can
have the capacity to bring lot more foreign currency into the country.
Turkey has very significant feldspar resources. We export this for
40-42 Dollars per ton as part of the product. At the moment, we
are exporting it for 10 Dollars. Of course, | am not saying that price
registration should come, Ankara should approve and the Chamber
of Commerce should look as it was prior to 1980 but this has to be
organized through federations, through manufacturers associations.
Our mining companies are making money on it because they have
no cost but if the product of another country is 20 Dollars and your
better qualified, better quality product is 10 Dollars, this means
there is wrong with you. This must be sold not by certain measures,
by law, by decree but by mutual understanding. Many years ago,
in the US, one of my esteemed colleagues said the Italians are
there, the Spanish are there, we Turks should come together and
organize. | said | do not concur. He asked why. | said look at Ege
Seramik’s stand. Next to it, are the stands of a couple of our
competitors. Ege Seramik has an established customer portfolio
and those customers come and visit the stand, they meet our
officers and work on deals. When the customer leaves our stand,
the salesman of our competitor right across comes and tests the
man by force, holding his arm. Now, this is unacceptable. When
you look at the ltalians, the Spanish, maybe this happens but not
at this scale because they pull the customers by his arm saying |
have the same goods, | sell for less. Then why should we gather
Turks under the same cover. | built that customer potential in ten
years. Now if you say to me the customer is everybody’s, | have
nothing to say. But leave my customer alone, find other customers.
| cannot accept this. That's why this is a matter that manufacturers
like us has to pay great attention to, for the benefit of manufacturers
and for the benefit of the country. The same thing holds for vitrified
sanitary ware too. | didn’t go to the place my competitor sells to
as Ege Seramik. Let them come, let's quote the same prices,
whoever has more quality, whose ever product is liked more, let
that product be sold. There is a document with me. In early 90s,
one of our esteemed competitors has offered a product we were
selling to our customer for one Mark less. What my German
customer has asked me was this: “What is different about you that
| am paying to you 1 Mark more?”. We said “Sorry, we cannot
supply for that price, get it from our competitor”. The German firm
called 4 months later, said “We are sorry, we realize the difference
of 1 Mark. The difference is service. We want to give the order
again toyou” and we started to work together again. Here, l interpret
the matter a little removed from stability. We must eliminate Turks
competing with Turk in all sectors. There is no benefit there.



Ege Seramigin standina bak, yaninda bir iki rakibimizin de standi
var dedim. Ege Seramigin mevcut musteri portfoyl var ve o
musteriler gelip standi geziyorlar, bizim arkadaslarimiz ile
gorismeler ve calismalar yapiyorlar dedim. Bizim standdan miisteri
ciktiginda karsi standdaki rakibimizin satis elemani geliyor bizim
musterinin koluna girip zorla adami test yapiyor dedim. Simdi bu
olmaz, italyanlari, ispanyollari izlediginizde belki oluyordur ama
bu boyutta degildir. Clinkl ayni mal bende de var, ben daha ucuza
satiyorum diye musteriyi kolundan gekiyorlar. O zaman Turkleri
ayni kapsamda neden toplayalim. O miisteri potansiyelini ben on
yilda yarattim, bana derseniz ki misteri herkesindir, soyleyecek
hicbir seyim yok. Ama benim miisterimi birakip baska miisteri
bulun, ben bunu kabul edemiyorum. Gerek Uretici firmalarin
menfaatine, gerek lkenin menfaatine, bizim gibi tretici firmalarin
cok dikkat etmesi gereken bir konu. Ayni sey vitrifiye saglik gerecleri
icin de gecerli. Ege Seramik firmasi olarak rakibin mal sattigi yere
gitmedim. Onlar gelsinler ayni fiyatlari verelim, kim daha kaliteli
ise, kimin mali daha cok begeniliyorsa, o mal satilsin. Bende bir
dokiman var 90°l yillarin basinda sayin rakiplerimizden bir tanesi
bizim sattigimiz mali bir Mark asagisindan fiyat ile bizim misterimize
teklifte bulunmus. Alman misterimin bana yazdigi yazi su; “sizin
ne farkiniz var ki ben size bir Mark fazla 6diiyorum”. Biz de kusura
bakmayin, o fiyata veremiyoruz, rakibimizden alin dedik. Alman
firma 4 ay sonra arad, 6ziir dileriz biz bir Markin farkini anladik,
fark hizmetmis, onu yeniden size vermek istiyorum dedi ve tekrar
¢alismaya basladik. Burada konuyu esasinda dengesellikten biraz
uzakta yorumluyorum. Biittin sektorlerde Turk'tn Tiirk'e rakip
olmasini ortadan kaldirmamiz lazim, menfaat orada degil.

G.S.: Uzun yillardir sektorde calisan bir Ust diizey yonetici olarak
Turkiye'de sektorin gelecegini nasil degerlendiriyorsunuz?
Ulkemizde kisi basina seramik tiiketimi 1.5 metrekare diizeyinde,
yillik 110 milyon metrekare civarinda bir tiiketim mevcut. Ulkemizde
seramik tiiketimini artirabilmek icin firmalara ozellikle Ege Seramik
gibi bilyiik dl¢ekli firmalara ne gibi gorevler dismektedir?

B.Z.: Tiirkiye'de biliyorsunuz yenileme olgusu cok yakin zamanda
baslayan bir olgudur. 70°li yillarda sektdre yeni girdigimizde, o
zaman sayica ¢ok fazla olmayan sayili rakiplerimize ben bizzat
sunu teklif etmistim. Karo seramigin tanitimini birlikte yapalim,
firma adi olmasi sart degil, yurt disinda bunun cok yaygin rneklerini
goruyorduk. O tarihlerde benim aldigim cevap asla diistiniilemez
olmustu. O tarihlerde dogru olan sey buydu ¢linki hemen hemen
i¢ tiketim yoktu. 1,5 metrekare kisi basina yillik tiiketim Tiirkiye
cografyasinda olan bir tlkede cok daha yliksekte olmasi gereken
bir rakam, bunun 2,5-3 metrekare civarinda olmasi lazim. Ttirk
ureticiler Pazar hacimlerini yaparken hep 2,5-3 metrekareleri
dikkate aliriz. 2004 yili Eylil ayinda kisi basina diisen seramik
tiketiminin 1,5 metrekarenin Ustlinde bir rakamda olmasi lazimdi.
Turkiye'de 1983 deki ekonomik dnlemler ve onlemlerin mrii on
yilstirdi. O, on yilda Tiirkiye ciddi bir blytime kaydetti. Dis ticarette
ve ekonomide liberallesti. Turk yatirimcisi orada bir hamle yapti
ama 1994 yilina geldigimizde bittik. 1994 yiinda bir ekonomik kriz
yasadik, o ekonomik kriz hepimizin seklini semalini bozdu. 1,5
metrekareye baktigimizda altinda ¢ok biyiik gecmis ekonomik
krizler var. Yani 1983'te baslayan trend kirilmadan, biziilmeden
devam etseydi zaten bunun 1,5 metrekarenin ¢ok tzerinde olmasi
beklenirdi. 1994 krizi arkasindan 1999 krizi, ekonomik ve siyasi
krizler bitln bunlar birlestigi zaman Tiirkiye'de genel anlamda
baktigimizda bir iki sektdr haric tiketimin hakikaten durgun oldugu,
hatta asagi dogru gittigi izlenir. Bizim ana sektorimuz insaat
sektord, insaat sektoriinde 1998 yilinin sonlarinda baslamak tizere
hicbir sey yapilmadi. Gectigimiz 5 sene sektor igin kayiptir.
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G.S.: As a senior level executive working in the industry for many
years, how do you assess the future of the industry in Turkey? In
our country, per capita ceramic consumption is at 1.5 square meter
level. There is a consumption of about 110 million square meters
annually. What are the duties that accrue to firms, especially to
large scale companies like Ege Seramik, to increase ceramic
consumption in our country?

B.Z.: As you know, the concept of renovation is one which started
just recently in Turkey. When we entered the industry first in 70s,
| personally proposed the following to our competitors which were
not too many. Let’s do promotion of ceramic tile together, there
doesn’t have to be a firm name. We were seeing quite widespread
examples of this abroad. The answer | got then was “Never”. That
was right then because there was almost no domestic consumption.
The annual per capita consumption of 1.5 square metersis a figure
which should be much higher in a country in this geography like
Turkey. This has to be at about 2.5-3 square meters. Turkish
manufacturers always consider 2.5-3 square meters when
calculation market volumes. The ceramic consumption per capita
in September 2004 should be over 1.5 square meters. In Turkey,
the life span of the economic measures and precautions in 1983
lasted ten years. Turkey recorded a serious growth in that decade.
It liberalized in foreign trade and its economy. The Turkish investor
made a move there but we were finished by 1994. We went through
an economic crisis in 1994. That economic crisis distorted everyone’s
shape and formation. When we look at the 1.5 square meters,
underlying it are major past economic crisis. | mean, if the trend
which started in 1983 had continued without breaking, shrinking;
it would be expected to be well above 1.5 square meters. After the
1994 crisis, the 1999 crisis, economic and political crises. When
all these come together, when we look at Turkey overall, it is
observed that consumption is truly stagnant and in fact, is going
downwards except for a couple of sectors. Our main industry is
the construction sector. Nothing was done starting from late 1998
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Sektor ancak mevcutlarini tiiketti. Bu arada bizler ne yaptik? Bizler
ihracat ile yasadik. ic pazarda ismi olan, kalitesi olan, mali diizgin
olan firmalar mallarini sattilar. Biz Ege Seramik olarak higbir
kosulda hicbir sekilde i¢ piyasada satis ile ilgili en ufak bir darbogaz
hicbir zaman yasamadik. Ancak yasayanlar vardi, yasanlar da
yasamak mecburiyetindeydiler. Pazar, seramik pazari oldukca
dejenere, kontrolden uzak. Yani ticari anlamda kontrolden
bahsetmiyorum. Biz pazari bozduk. Bu kadar bozuk bir pazarda
tuketici cekimser kaldi.

G.S.: Seramik sektoriniin genelde gelecegini nasil goriyorsunuz?

B.Z.:Seramik Sektort Turkiye'deki en onemli sektorlerden bir
tanesidir. Uretimimize baktigimizda ekonomiye katma degerimiz
%95 civarindadir. Bir elektronik sektoriine baktiginizda durum
tam tersidir. Seramik sektoru yilda 300 milyon dolar, 500 milyon
dolar gibi bir hacim bugtin icerisinde cok onemli goziikmeyebilir
ancak katma deger acisindan son derece onemlidir. Burada kendi
is glicimuzu, kendi hammaddemizi islenmis olarak satiyoruz.
Disardan bir makine getirip de montaj yapip satmiyoruz. Bu sektor
Turkiye'de buytyecek, bu sektorin biyimesinde daha Tirkiye'de
yer var. Rekabet artacaktir, sirketler daha profesyonelce
yonetilecektir. Clinkl kendi deneyimimden yola ¢ikarak 4 milyon
metrekare olan bir fabrika kapasitesini, isin sahibi eli cebinde her
glin fabrikasina gelip yoneten, is sahibi fabrika kapasitesi 8 milyon
metrekareye ciktig zaman baska seyler yapmalidir. Daha
profesyonellesmesi lazim ve sisteme yatirim yapmasi lazim. Sonrasi
artik sistemin isidir profesyonelligin isidir. Profesyonelce yonetilmesi
lazim yani 20 milyon metrekare tretim yapmak o kadar kolay ki,
satmak zor, planlamak zor, onun lojistigini yapmak zor. Butiin
sektorlerde oldugu gibi bu sektorde gelisecektir. Turkiye'nin
seramik uretim kapasitesinde 300 milyon metrekareden
bahsediliyor. Yatirimcr acisindan net séylemek gerekirse cazip bir
sektor olmaktan ¢ikmistir. Kictik kar marjlariyla, biylk cirolar ile
ancak belirlimarjlaryaratilabilecek bir sektor haline geldi. Bazilarinin
da gostermek istedigi gibi kagit tzerinde cok karli bir sektorde
degildir. Cok karli oldugunu soyleyenlerin de ¢ok iyi hesap yaptigina
inanmiyorum. Bu iirliniin maliyeti italya’da ispanya’da Cin'de
aynidir. Sinai maliyetinden bahsediyorum, minimal farklar vardir.
Tirkiye'de iscilik ucuzdur, hayir Turkiye'de is¢ilik ucuz degildir.
italya'da iscilik pahalidir, hayir italya'da iscilik pahali degildir yani
verimlilik esasina baktigimizda bir takim seyleri dogru
irdeledigimizde bizim maliyetlerimiz ti¢ asagi bes yukari aynidir.
Ama sonrasi sizin ticari maliyetleriniz, siz pazara hicbir yatirim
yapmazsaniz, hicbir tanitim faaliyetinde bulunmazsaniz, onun
ekonomisini yaptiginizi zannederseniz ama o baska tiirlii size
doner. Bu sektor blytyecektir Tiirkiye'de, net olarak soyliyorum,
Turkiye'ye katma deger vermeye devam edecektir. Ekonomi bu
metrekareye cikacaktir. Ona da hi¢bir endisem yok, ama bundan
sonra sektore yeni girenlere hayat cok kolay olmayacaktir.

G.S.: Ege Seramik firmasinin genis Uriin portfoyd icinde 6zel
tasarimlari iceren koleksiyon tarzi trinleri var, “Heritage” serisi
gibi. Sanirim bu seri icin yabanci bir tasarim firmasi ile calistiniz.
Yeni tasarimlar konusunda firmaniz biinyesinde ne
diisiiniiyorsunuz? Bu konuda italyan ve ispanyol iireticilere gére
Turk firmalarinin konumu nerede?

B.Z.: Heritage cok 0zel bir proje, su anlamda 6zel; yurtdisinda
“Gates of Civilization” Turkiye'de de “Anadolu Medeniyetleri” diye
lanse ediyoruz. Heritage serisinde bizim 3 ana basligimiz var;
Urartu, Lidya, Frigya ve bunlarin altlari da var. Bu Uriin bizim ile
ortaklasa calisan Turkiye'nin cok taninmis arkeologlari tarafindan,

in the construction sector. The last 5 years is a loss for the industry.
The sector only depleted the existing inventory. What did we do in
the meantime? We lived on exports. Firms, which had a name in
the domestic market, which had quality with proper goods, sold
their products. We, as Ege Seramik, never went through the
slightest bottleneck in respect of sales in the domestic market
under any circumstances in no way but there were those who did.
And those had to live. The ceramic market is quite degenerate, is
far from supervision. Actually, | don't mean supervision in the
commercial sense. Natural behavior took over and we distorted
the market. The consumer was hesitant in such a distorted market.

G.S.: How do you see the future of the overall ceramic sector

B.Z.: The ceramic sector is one of the most significant sectors in
Turkey. Looking at our own production, our value added to the
economy is about 95 %. Looking at the electronic sector, this is
quite the opposite. When you look at the ceramic industry, a volume
like 300 million Dollars, 500 million Dollars per year may not look
very significant today but is extremely important in terms of value
added. Here, we sell our own work force, our own raw material
in processed form. We do not bring a machine, assemble it and
sellit. This industry will grow in Turkey. There is still room in Turkey
for the growth of this industry. Competition will increase. Companies
will be managed more professionally because based on my own
experience, the owner of the business will come to his factory and
manage it for a factory capacity of 4 million square meters. When
the capacity of the factory goes up to 8 million square meters, the
owner must do other things. He has to become more professional
and must invest in the system. After that, it is the job of the system.
Itis the job of professionalism. It must be managed professionally.
I mean, to produce 20 million square meters is so easy. Selling it
is hard, planning is hard. To figure out the logistics of it is hard.
This industry will develop just like all sectors. They mention 300
million square meters for the ceramic production capacity of
Turkey. To set it forth clearly, for the investor, it is not an attractive
industry any more. It became a sector where only certain margins
may be created with small profit margins, with large turnovers.
It is not a very profitable sector either on paper as some want to
show it to be. I don't believe that those who say it is very profitable
make calculations correctly. The cost of this product is the same
in Italy, Spain and China. | am talking about the industrial cost.
There are minimal variations. In Turkey, labor is cheap, no labor
is not cheap in Turkey. In Italy, labor is expensive, no, labor is not
expensive in Italy. | mean, when you look at it based on productivity,
when we discuss certain things correctly, our costs are more or
less the same but after that, it is your commercial costs. If you
don’t make any investment in the market, if you don't carry out any
promotional activity, you think you are saving but it comes back at
you in some other way. This industry will grow in Turkey. [ am
saying this clearly. It will continue to contribute value added to
Turkey. As long as the economy goes on this trend, in a short time,
it will go up to 2.5 square meters. | have no worries there but life
will not be very easy for those who enter the industry after now.

G.S.: Ege Seramik has collection style products containing special
designs in its comprehensive product portfolio like the “Heritage”
line. I think you worked with a foreign design firm for this line. What
do you think about new designs within the body of your firm? How
are the Turkish firms positioned in respect of Italian and Spanish
producers in this area?

B.Z.: Heritage is a very special project. It is special in this sense.
We promote it as “Gates of Civilization” abroad and as “Anadolu
Medeniyetleri” in Turkey. We have three main headings in the



bizim dizaynirlarimiz tarafindan, yorelerinde arastirmalar yapilmak
suretiyle oradaki desenlerin bire bir karo seramige adapte edilmesi
sureciile gelistirilmis bir Griindir. Tamamen Anadolu topraklarindan
¢ikan bizim dizaynirlarimiz tarafindan gelistirilen konsept, bizim
icin de cok degerlidir. Diinya ¢apinda son derece biyuk bir kabul
gordu. Cok da fazla modernize etmeden o Urartu medeniyetlerinde
kalintilarda gordigimuz figirleri seramigin tzerine uyguladik,
cok basarili oldu. Peki bittin portfoye baktigimizda baslangicta
ozellikle butiin sanayicilerin yaptigi gibi yani 70-80°li yillardan
bahsediyorum kopya yapiyorduk. Bir baskasinin Griiniinu taklit
ediyorduk acikcasi. Orada uzaklasiyor firmalar, Ege Seramik bugiin
taklit edilen konumundadir, taklit eden konumda degildir. Bunlar
bizim kendi arkadaslarimiz ve bizim ¢ok degerli elemanlarimiz var
ve yurt disinda bunlarin irtibatta oldugu tasarimcilar ile bir ortak
¢alisma Uriind olarak yeni bir triin yelpazesini olusturacagiz.
Donanim yazilim konusunda da ¢ok ciddi anlamda yatirimlarimiz
var.

G.S.: Peki, plastik malzemeler ile ilgileniyor musunuz yani akrilik
gibi?

B.Z.: Hayrr. ilk {initemiz icerisinde vardi ama onu su anda
dretmiyoruz yakin planda da tretme egilimi icinde degiliz ancak
satis kanallarimizin ihtiyaci olan drdnleri biz kendi markamiz
altinda, kendi garantimiz altinda kendi 6ngordiigiimuz formlarda
yaptirip, satiyoruz. Yani bir nevi fason yaptirip, satiyoruz. Bizim
kontrolimiizde satisi yapiliyor.

G.S.: Sayin Biilent Zihnali Seramik Federasyonu olarak bize zaman
ayirdiginiz ve sorularimizi yanitladiginiz icin ¢ok tesekkdr ederiz.
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Heritage line. Urartu, Lidya, Frigya and these have sub-sections.
This product is one developed by adaptation of the designs by
making research in those regions by many renowned archaeologists
in Turkey who work together with us, by our designers to ceramic
tile one-on-one. The concept which emerges fully out of Anatolian
soil, developed by our designers, is very valuable for us too. It got
major recognition worldwide. We applied the figures we see in the
remnants of those Urartu civilizations, to the ceramic without much
modernization. It was very successful. Now, looking at the whole
portfolio, in the beginning, like all industrialists did, | mean, the
70s, 80s, we were copying. Actually, we were just imitating somebody
else’s product. Now the firms are getting away from this. Ege
Seramik today is imitated, not the imitator. These are how our own
employees and we have very valuable staff and we will form a new
product range as a product of joint work with designers these are
in contact with abroad. We have very serious investments on
hardware, software too.

G.S.: Well, are you interested in plastic materials like acrylic?

B.Z.: No, first it was in our unit but we are not producing it right
now and we will not be producing in the near future but the products
needed by our marketing channels, we have those made in forms
that we stipulate under our own brand, under our own guarantee.
| mean, we have them sort of toll manufactured and sell them.
They are sold under our supervision.

G.S.: Mr. Biilent Zihnali, we thank you very much for your time and
for answering our questions.
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