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Dogal tas sektoriindeki
yolculugunuz nasil basladi?

Aslinda egitimim hukuk Uzerine. Uluslararasi
Ekonomi ve Hukuk Universitesinden mezun
olduktan sonra Krasnodar'da kariyerime yon
vermeye calisirken, sahip oldugum hedefler
dogrultusunda yeterli firsati bulamadigimi fark ettim.
Kariyerimdeki ilk Snemli donUm noktasl yayincilik
sektoru oldu. Bir gun dikkatimi ¢ceken bir derginin
kapisindan iceri girdim, kendimi tanittim ve yonetici
olarak ise basladim. Bir hafta sonra ayni anda U¢
farkl yayinin yonetimini dstlendim: Bir otomotiv
dergisi, bir ic mimarlik yayini ve bir finans dergisi.
Yayincilik ddéneminde, eski bir albay olan babamin

cevresi araciligyla

0 dénemde Saint
Petersburg ve
Moskova'da iki
subesi bulunan
Venezia Stone'un
sahipleriyle tanistim.
Eski esimle birlikte
sirketin Krasnodar
subesini agtik.
Pazarlama ve

halkla iliskilerden
sorumluydum. Sonra
planlamadigim bir
sey oldu. Tas sektoru
beni kendine ¢ekti.
Krasnodar'daki

ilk IUks dogal tas
showroomunun
kurulmasinda ve
yonetiminde aktif
rol aldim. Malzeme
secimlerinden
musteri iliskilerine
kadar surecin her
asamasinda yer

aldim. Bu deneyim bana sektordeki bir¢ok kisinin
gozden kagirdigr onemli bir gercegi gosterdi: Basarili
projeler, guzellik, teknik performans ve stratejik

is yaklasiminin kusursuz birlesimiyle ortaya ¢ikar.
Bugun Olga Marble, ABD merkezli Uks dogal tas
danismanligl ve proje stratejisi hizmeti sunan bir
sirket olarak faaliyet gosteriyor. Musterilerimiz
arasinda bes yildizli otel yatirmcilari, 6zel konut
gelistiricileri, uluslararasi konaklama gruplari ve
Kuzey Amerika'nin en prestijli mimari projelerine
imza atan tasarim ekipleri bulunuyor. Yaklasik 23
yildir degismeyen calisma prensibim ise oldukca net:
Ben tedarikgileri degil, projeleri temsil ediyorum.

Olga Marble, ABD merkezli luks dogal tas
danismanligi ve proje stratejisi hizmeti
sunuyor.. ABD'de Premium islere imza

atan sirketin kurucusu Olga Rakhmatulina

ile hem dogal tasi hem de Turk
firmalarinin ABD pazarindaki adimlarini
konustuk. Ortaya sert tespitler iceren ama
yol gosteren harika bir soylesi ciktl..

Olga Marble offers luxury natural stone
consultancy and project strategy services
based in the US.. We spoke with Olga
Rakhmatulina, founder of the company
behind premium projects in the US, about
both natural stone and the steps Turkish
firms are taking in the US market. The
result was a wonderful interview that,
whilst containing some hard truths, also
offered valuable guidance..

How did your journey in the
natural stone industry begin?

Iam a lawyer by education. | graduated from the
International University of Economics and Law
and when | started looking for work in Krasnodar,
I quickly realized that the professional landscape
there offered very little for someone with my level
of ambition. One day, a glossy magazine caught
my attention. | walked in, introduced myself,

and started as a manager. One week later, |

was running three of them simultaneously: an
automotive title, an interior design publication,
and a financial journal. During my time in
publishing, through my father’s network he was a

former colonel

I met the owners
of Venezia Stone,
which at the
time had two
branches in Saint
Petersburg and
Moscow. My
former husband
and | opened
the Krasnodar
location. | started
in marketing
and PR. And
then something
happened that |
had not planned
for. Stone took
hold of me. We
opened the first
luxury natural
stone showroom
in Krasnodar. |
ran it. | sourced
the materials.

| stood in front of clients who were building the
most important spaces of their lives and | realized
that | understood something most people in

this industry did not: The intersection of beauty,
technical performance, and business thinking.
Today, Olga Marble is a luxury stone strategy
practice operating in the United States. My clients
include five-star hotel developers, private estate
builders, hospitality groups, and the architects
behind the most demanding projects in North
America. My position has not changed in 23 years:
| represent the project, not the supplier.
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ABD'de dogal tas sektoriniin
son 10 yildaki déntusimuunt nasil
degerlendiriyorsunuz?

Rakamlar hikayenin yalnizca bir kismini anlatiyor.
ABD, TUrk mermer ihracatinin yaklasik tgte birini
absorbe etti. Amerikan pazarina giren malzeme
hacmi hi¢ olmadigl kadar yuksek. Ancak hacim ile
uzmanlik ayni sey degildir.
On yil 6nce, IUks insaat projelerinde tas tedariki
buyUk 6lcude katalog bazl bir uygulamaydi. Birisi
bir malzeme belirlerdi, bir tedarikgi fiyat verirdi ve
satin alma sureci ilerlerdi. Bugtn ise durum koklu
bicimde degisti. MUsteriler artik daha once hig¢
sormadiklari sorulari
soruyorlar: Bu blok
nereden geliyor? Ayni
ocaktan mi ¢ikarildi?
Parti tutarhhigr nedir?
Bir yil sonra yenileme
dongusu icin ek
malzemeye ihtiyag
duyarsak ne olacak?
Pazar daha karmaslik
hale geldi ve buna
bagli olarak riskler
de dnemli dlcude
artti. Daha fazla
kaynak Ulke, daha
fazla araci ve gercek
jeolojik bilesimi
yansitmayan isimlerle
satilan daha fazla
malzeme bulunuyor.
ABD pazarinda
kuvarsit olarak satilan
plakalarin ytzde 30 ila
60', uygun dogrulama
sureglerinden
gecemiyor. Bu kuguk
bir sorun degil; tim
tedarik zinciri boyunca yasanan sistematik bir
uzmanlik eksikliginin gostergesi.
Son on yilin en 6nemli gelismesi nedir? Malzeme
zekasl (material intelligence) artik basl basina
bir uzmanlik alani olarak kabul ediliyor. Tas artik
yalnizca estetik bir karar degil; ayni zamanda bir risk
yonetimi kategorisi. Bu yaklasimi anlayan projeler
ise isi zamaninda, butce sinirlarriginde ve 6zgun
tasarim vizyonuna sadik kalarak tamamlayabiliyor.
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How do you evaluate the
transformation of the natural stone
industry in the United States over
the last 10 years?

The numbers tell part of the story. US absorbing
approximately one-third of all Turkish marble
exports. The volume of material moving into the
US market has never been higher. But volume and
expertise are two entirely different things.
Ten years ago, stone procurement in US luxury
construction was largely a catalog exercise. Someone
specified a material, a supplier quoted it, and
procurement moved on. Today, the conversation
has fundamentally
shifted. Developers
now ask questions
they never asked
before: Where does
this block come
from? What is the
batch consistency?
What happens when
we need to reorder in
year three of a hotel
renovation cycle?
The market became
more complex and
considerably more
risky. More countries
of origin, more
intermediary layers,
more materials
being sold under
names that do
not reflect their
actual geological
composition.
Between 30 and
60 percent of slabs
sold as quartzite
in the US market
fail petrographic verification. That is not a minor
issue. That is a systemic failure of expertise across
the entire supply chain. The most important
development of the last decade? Material intelligence
is now recognized as a discipline in its own right.
Stone is no longer a purely aesthetic decision. It is
a risk management category and the projects that
understand this finish on time, within budget, and
true to the original vision.



Sizce bugiin dogal tas sektorini
sekillendiren temel
dinamikler nelerdir?

Derinden inandigim bir noktay! vurgulayarak baslamak
isterim: Her seyin odncusu otellerdir.

Oteller, lUks yasam dunyasinin en gl¢lt inovasyon
laboratuvarlaridir. Bir misafir bes yildizli bir otelin
lobisine adim attiginda ve arkadan aydinlatiimis
etkileyici bir oniks duvarla karsilastiginda; Turk
mermeriyle kapl bir hamamda vakit gecirdiginde;
gercek tasin agirligini ve sicakigini ayaklarinin altinda
hissettiginde ayni deneyimi kendi yasam alanlarinda

da isterler. Bunu mimarlarina anlatirlar ve “O otelde
gordugum hissi evimde de istiyorum” derler. Luks
trendlerin ozel villalara, rezidanslara ve butik projelere
tasinma bicimi budur. Daha genis Olcekte bakildiginda
ise bugln pazari sekillendiren Ug temel unsur 6ne
cikiyor: izlenebilirlik ve malzeme dogrulamasina yonelik
artan talep, dogrudan ocak iliskileri sayesinde saglanan
tedarik zinciri dayaniklihgl ve tas tedarikinin artik basli
basina uzmanlik gerektiren bir disiplin haline gelmesi.
Bir projenin baslangic asamasinda dogal tas stratejisi
danismani ile ¢alisan yatirmci veya gelistirici, onemli bir
butce kalemini daha ilk karardan itibaren koruma altina
almis olur. Bu yaklasim, hem maliyetleri kontrol etmeyi
hem de tasarim vizyonunu basariyla hayata gecirmeyi
mumkun kilar.

What do you think are the
main dynamics shaping the
natural stone industry today?

Let me begin with something | believe
deeply: hotels lead everything.

Hotels are the most powerful innovation
laboratory in the built environment.
When a guest walks into a five-star lobby
and stands before a backlit onyx feature
wall when they spend an afternoon in a
hammam lined in Turkish marble when
they feel the weight and warmth of

real stone beneath their feet something
happens. They go home and they want
that. They show it to their architect. They
say: | want what | felt in that hotel. This
Is how luxury trends enter private villas,
residences, and bespoke developments.
At the broader industry level, three forces
are shaping the market right now: the
demand for traceability and material
authentication, supply chain resilience
through direct gquarry relationships, and
the emergence of stone procurement as a
specialized discipline. The developer who
engages a stone strategy advisor at the
start of a project is protecting a significant
budget allocation from the moment the
first decision is made.
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Dogal tasin yapay ylizey
malzemelerine kiyasla en buyuk
avantaji nedir?

Direkt olacagim: Yapay malzemelere kesinlikle ve
kisisel olarak karslyim. Stratejik olarak degil, kisisel
olarak. Ben benzersizlige inaniyorum. Benzersiz
projelere ve benzersiz evlere inaniyorum. Fabrika
dretim hattindan ¢ikmis, diger on binlercesiyle
tipatip ayni olan bir plaka; IUks kelimesinin tam
anlamiyla zittidir.

Peki, yapay alternatifleri secenler hakkindaki
durust gordsum nedir? Onlarr anliyorum. Butceleri
yetmiyor. Ancak ucuz se¢im neredeyse her zaman
iki, bazen de U¢ katina mal olur. Mermer bir zemin
restore edilebilir, yeniden honlanabilir, yeniden
parlatilabilir. Tipki harika mimarilerde oldugu

gibi, yaslandik¢a glizellesir. Turk mermerinden
yaplimis Osmanl hamamlarina bakin; ylzlerce
yildir ayaktalar, hala islevseller, hala glizeller. Roma
hamamlarina bakin. Binlerce yillik dogal tasa hala
hicbir sey olmamis. Dunyadaki hi¢bir yapay yuzey
bu iddiada bulunamaz.

Klresel veriler de bu yonelimi dogruluyor: Dunya
dogala geri donuyor. 2024 yilinda dogal tas,
Ozellikle Orta Dogu ve Guneydogu Asya'daki

liks projelerde oldukc¢a guclu bir talep gordu.
Yapay alternatifler farkli bir pazarda, farkli bir
musteriye hizmet veriyorlar. Gercegini almaya gucu
yetmeyenlere karsi samimi bir sempati duyuyorum.
Benim isim ise aradaki farki anlayanlarla.

What is the greatest advantage of
natural stone compared to artificial
surface materials?

Iwill be direct: | am categorically, and personally,
opposed to artificial materials. Not strategically
personally. | believe in uniqueness. | believe in unique
projects and unique homes. A slab that rolled off a
factory production line, identical to ten thousand others
that is the precise opposite of what luxury means.

And my honest perspective on those who choose
engineered alternatives? | understand them. They do not
have the budget. But the cheap choice almost always
costs twice — sometimes three times. A marble floor
can be restored, re-honed, re-polished. It improves

with age, as great architecture always does. Look at

the Ottoman hammams built from Turkish marble.
Standing for hundreds of years, still functioning, still
beautiful. Look at the Roman baths. Thousands of years
of natural stone and nothing. Not a single engineered
surface in the world can make that claim.

The global data confirms the direction: The world

is returning to natural. In 2024, natural stone saw
particularly strong demand in luxury developments
across the Middle East and Southeast Asia.Engineered
alternatives in a different market, serving a different
client. | feel genuine sympathy for those who cannot
afford the real thing. My work is with those who
understand the difference.



Dogal tas sektoériinde en ¢ok hangi
yenilik sizi heyecanlandiriyor?

Dogal tasin sundugu olanaklar giderek genisliyor
ve bu beni gercekten heyecanlandiriyor. Yeni
nesil koruyucu islemler ve yuzey mthendisligi

teknolojileri sayesinde ginUmuzde mermer,

bir heykeltirasin elindeki kil gibi sekil alabiliyor.
Ultra ince paneller, yapisal tas duzenekleri, on

yil dnce teknik olarak imkansiz olan karmasik
kavisli uygulamalar... Bunlarin hepsi artik gercek.
Artik mermeri, 6nceki nesil tas profesyonellerinin
hicbirinin uygulanabilir gérmeyecegi tasarimlar
icin belirleyip kullanabiliyoruz. Dogal tas ile mimari
arasindaki sinir ortadan kalkiyor. Ve tasarim
ddnyasl, nelerin mumkun olabilecegini henuz yeni
yeni anlamaya basliyor.

What innovation in the natural stone
industry excites you the most?

The possibilities of natural stone are only expanding
and that genuinely excites me. The new generation

of protective treatments and surface engineering
technologies means that marble today can behave like
clay in a sculptor’s hands. Ultra-thin panels, structural
stone assemblies, complex curved applications that
were technically impossible a decade ago these are now
real. We can specify marble for applications that no
previous generation of stone professionals would have
considered viable. The boundary between natural stone
and architecture is dissolving. And the design world is
only beginning to understand what becomes possible.



Tark mermerinin Amerikan
pazarindaki konumunu nasil
degerlendirirsiniz?

Size diplomatik olani degil, durust ve profesyonel
cevabi vereyim. Turkiye, 2024 yili boyunca yaklasik
1,93 milyar dolarlik tas ihracat degerini korudu ve

mermer ihracatinin kabaca Ugte birini karsilayan
ABD en 6nemli destinasyon olmaya devam ediyor.
Jeolojik zenginlik olaganustu. Afyon Beyazi, Burdur
Bej ve Tundra Gri portfoyun basinda olmak Uzere
200'den fazla Turk mermeri ¢esidi bulunuyor. Ancak
ABD'nin ltks projeleri icin yakindan takip ettigim
malzemeler, fiyat konusunda rekabet edenler degil,
yeri doldurulamazlik konusunda rekabet eden
malzemelerdir. Turkish Honey Onyx, profesyonel
gorusume gore buglin Amerikan pazarinda degeri
en az bilinen ltuks malzemelerden biri. Bilecik
ocaklarindan ¢ikan oniks, arkadan aydinlatildiginda
barlarda, spa merkezlerinde ve otel lobilerinde
Italyan veya Brezilya portféytndeki hichir seyin
taklit edemeyecegi bir mtcevher kutusu atmosferi
yaratir. DUnyada esi benzeri yok.

Denizli Traverteni de ayni derecede hak ettigi
konumun altinda. Amerikan pazari onlarca yildir
Turk travertenini kullaniyor ancak neredeyse
tamamen ticari ve orta pazar seviyesinde. Birinci
sinif Denizli traverteninin kalite tavani, Amerikall
gelistiricilerin karsilastiklarindan ¢ok daha yuksek.
Afyon Beyazi da birinci sinif kristal kalitelerinde
dogru secildiginde dnemli bir tedarik avantajiyla
dogrudan italyan beyaz mermerleriyle rekabet
eder. Jeolojik varliklar orada mevcut. Strateji ise
bence henlz mevcut degil
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How would you evaluate the position of
Turkish marble in the American market?

Let me give you the honest professional answer — not
the diplomatic one. Turkey sustained nearly $1.93
billion in stone export value during 2024, and the

US remains the top destination, absorbing roughly
one-third of marble exports. The geological wealth

is extraordinary more than 200 Turkish marble
varieties, with Afyon White, Burdur Beige, and Tundra
Grey leading the portfolio. But the materials | watch
most closely for US luxury potential are not the ones
competing on price. They are the ones competing

on irreplaceability. Turkish Honey Onyx is, in my
professional opinion, one of the most underutilized
luxury materials in the American market today. Onyx
from the Bilecik quarries glows when backlit, creating a
Jewel-box atmosphere in bars, wellness spas, and hotel
lobbies that nothing in the ltalian or Brazilian portfolios
can replicate. It has no equal in the world.

Denizli Travertine is equally underpositioned. The
American market has used Turkish travertine for
decades but almost entirely at the commercial and
mid-market level. The quality ceiling for premium
Denizli travertine is vastly higher than what American
developers typically encounter.

Afyon White when properly selected at the premium
crystalline grades competes directly with Italian white
marbles at a significant sourcing advantage.

The geological assets are there. The strategy is not yet.



Turk sirketlerinin
pazarlama yaklasimini nasil
degerlendiriyorsunuz?

Turkiye sahip oldugu jeolojik potansiyele gore ¢arpici
bicimde dusuk bir performans sergiliyor. Bunu saygiyla
soylemek istiyorum ¢unkd Turk taslyla ¢alisiyorum.
Projelerimde yer veriyorum. Ona inaniyorum. iste tam
da bu yuzden bu konusma benim icin 6nem tasiyor.
ABD pazarindaki Turk dreticilerin baydk ¢ogunlugunun
verdigi mesaj Ug¢ kelime etrafinda sekilleniyor:
Hacim, fiyat, cesitlilik. Fuarlarda, kataloglarda, satis
gorusmelerinde sozler hep ayni. “200 ¢esidimiz var.
Hizli sevk ediyoruz. Fiyatlarimiz rekabetci.” Ticari
insaat segmentinde bu
ise yarar. Anlagsmalar
yapilir. Konteynerler
gonderilir. GUzel.
Ancak yuksek kar
marjlarinin bulundugu
ultra ltks pazarda
bu yaklasim sadece
etkisiz kalmiyor. Aktif
bir sekilde zarar da
veriyor. CUnku tek bir
seye isaret ediyor:
Biz kendimizi siradan
bir malzeme olarak
goruyoruz.
LUks segment bir
pazar yeri degildir.
Bu duzeyde faaliyet
gostermek isteyen Turk
girisimcilerin bunu
temelden anlamasi
gerekir. Burada kurallar farkhidir. iliskiler farkl kurulur.
LUks dUzeyde ¢alismak yatirim gerektirir. Bu sadece
finansal bir yatinm degildir. Bilgi yatirimi gerektirir.
Zaman yatirmi gerektirir: HenUz bir tedarik talebi
ortada yokken ¢ok dnceden mimarlarla, tasarimcilarla
iliskiler kurmak. Saygi yatirimi gerektirir: Bu pazarin
0zel taleplerine, masadaki insanlarin kalibresine ve
IUks ingaattaki karar alma surecine saygl duymayi. Ki
bu sureg ticari olandan kokten farklidir.
LUks segmentteki muUsteriler sadece bir mal satin
almazlar. Onlar hikayeler satin alirlar. Kékenini satin
alirlar. Tasarim masasinda mimarin soyle dedigi o an
satin alirlar: “Bu tas Anadolu'nun bu belirli jeolojik
bolgesinde, milyonlarca yil boyunca sekillenen bu
dagdan geliyor ve dunyada bunun gibisi yok.”

How do you evaluate the marketing
approach of Turkish companies?

Dramatically underperforming relative to the actual
geological assets the country possesses. | want to say
this with respect — because | work with Turkish stone. |
source it. | specify it. | believe in it. That is precisely why
this conversation matters to me. The message from
the overwhelming majority of Turkish producers in the
US market is built around three words: volume, price,
variety. At stone fairs, in catalogs, in sales conversations
it is always the same. “We have 200 types. We ship
fast. Our prices are competitive.” In the commercial
construction segment that works. Deals close. Containers
ship. Fine.
But in the ultra-
luxury market where
premium margins live,
where reputational
references compound
over decades, where
a single hotel lobby
specification can
define a producer’s
standing in a market
for a generation this
approach is not just
ineffective. It is actively
damaging. Because it
signals one thing: We
think of ourselves as a
commodity.
The luxury segment is
not a bazaar. Turkish
entrepreneurs who
want to operate at this
level must understand
this fundamentally. The rules are different here.
Relationships are built differently. And everything begins
with investment. Working at the luxury level requires
investment and not only financial. It requires investment
of knowledge. It requires investment of time: Building
relationships with architects, designers, and developers
long before a procurement request ever appears. It
requires investment of respect: Respect for the specific
demands of this market, for the caliber of the people
in the room, for the decision-making process in luxury
construction which is fundamentally different from
commercial. Luxury clients do not buy commodities.
They buy stories. They buy provenance. They buy the
moment at the design table when an architect says:
this stone from this mountain, formed over millions of
years, in this specific geological region of Anatolia and
there is nothing else like it in the world.
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Amerikali musteriler arasinda Turk
tasinin algisi nasil?

Iki kademeli bir algi var ve ikisi de tamamen
dogru degil. Gelistiriciler ve muteahhit duzeyinde:
Turk tasi, rekabetci fiyatlandirma ve guvenilir
ticari kalitede teslimat anlamina gelir. Orta
pazarda yaygin olarak kullanilir. Kullanighdir.
Fonksiyoneldir. Ancak prestijli degildir. Ultra ltks
tasarimci ve mimar duzeyinde: Turk tasi, malzeme
sec¢imi gorusmelerinde buyuk dlgtde hig yer
almaz. Ust diizey bir mimar beyaz mermere
ihtiya¢ duydugunda, odada telaffuz edilen ilk
isimler Calacatta, Statuario, Arabescato olur.
Italyan isimleri.
Italyan kokeni.
Italyan hikayesi.
Turk beyaz
mermeri birinci
sinif kalitelerde
es deger veya

ne derdiniz?

Dogal tas sektoriiniin gelecegini tek
bir cimleyle 6zetlemeniz gerekseydi

What is the perception of Turkish
stone among American customers?

Two tiers and neither is entirely accurate.

At the developer and general contractor level:
Turkish stone means competitive pricing and reliable
commercial-grade delivery. It is used extensively in
mid-market. Useful. Functional. But not prestigious.
At the ultra-luxury designer and architect level:
Turkish stone is largely absent from the specification
conversation altogether. When a top-tier architect
reaches for a white marble, the first names in the
room are Calacatta, Statuario, Arabescato. Italian
names. ltalian
provenance.
ltalian story.
Turkish white
marble even

at equivalent

or superior

daha Ustun bir
jeolojik kaliteye
sahip olsa bile
bu konusmalara

Dogal tas, zamanin Uzerine daha iyisini
ekleyemeyecegi tek lUks malzemedir
cunku dunya onu zaten kusursuz

geological quality
at the premium
grades rarely
enters that

nadiren dahil olur. yaratmlgtlr. conversation.
Bu bir malzeme This is a
S;’g ”Siifﬁ'] 'dﬁ'rr If you had to summarize the future of P f/p“"” t
. . ; ; problem, no
vebuaynm the natural stone industry in a single o material
son derece

6nemlidir ¢tinkd
algl duzeltilebilir

sentence, what would you say?
Natural stone is the only luxury material

problem. And that
distinction matters

. tileb h ) . b enormously
bir seydir. Turk that time cannot /mprov? upon because
ureticilerin - the earth already made it perfect. perception is
Amerikan ‘
bl fixable.
PaZarINGAa NN Uz o |/ f Turkish
yatirim yapmadigl

sey, prestij altyapisidir: Sektorel yayinlarda varlik
gostermek, mimar egitim programlari, tasarim
bolgelerinde showroom konumlandirmalari ve
Ust duzey bir tedarik ekibine ciddiyet sinyali veren
basili teknik dokiimantasyonlar. italyanlar bunu
insa etmek igin altmis yil harcadilar. Turkiye ayni
seviyede rekabet edecek jeolojiye sahip. Ancak
marka degerinin yalnizca ktcuk bir kismina
sahip. Iste bu bosluk, asiimasi gereken zorluktur.
Ve bunu kapatmak tamamen mumkun. Dogru
strateji, sabir ve bir geri donus beklemeden 6nce
yatirim yapma istegi ile.
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producers have not yet invested in is the
infrastructure of prestige in the American market:
editorial presence, architect education programs,
showroom positioning in design districts, published
technical documentation that signals seriousness to
a high-level procurement team. The ltalians spent
sixty years building that. Turkey has the geology

to compete at the same level and a fraction of the
brand equity. That gap is the challenge. And closing
it is entirely possible with the right strategy, the
right patience, and the willingness to invest before
expecting a return.
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