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Gary [oni» is the National President of the Australian Tile Coullcil, the Peak body ill
Australia tohich represents the MllIlllfacturers, Importers and Distributors of ceramic tiles as well
as all producers of Adhesitcs alld Accessories inroitcd ill the Ceramic Tile lndusirv.

He Illls twe/lty years experience ill the indusirv and Illls a background ill retailing ami
distribution ill other sectors also. He has his OW Il Ceramic tile distribution company operatillg
from Canberra, Australia's Capital, with offices ill Sydlley and Beijillg.

As a preface it must be sta ted th at the views expressed herein a re not those of the
Austra lian Tile Co uncil, a nd w hils t there is a consens us of opinio n th at many of the future
developments promulgated in thi s com mu nication are likely to take place as d iscussed,
these are the private views of the Aut ho r.

It has been sa id that Go d was th e orig ina l ceram ist as he took clay and from it mad e
the first man Adam. Man himself fired clay into pl ain u tensils having noted that thi s
natural mate rial tha t he had probabl y observed afte r see ing an impression of his
foo tprints in it, w he n combined with othe r naturally occ u rring ite ms cou ld be
tran sformed from a sha pe less mass int o so me th ing of use. These simple di scoveries
which ena bled man to eat from bowls rather th an from his hands were to cha nge th e
course of the life of Ma n and sta rt him on the pa th for the develop me nt of civilisa tion .
Th is is the firs t ins ta nce w he re hist ory notes th at ceram ics and thei r int rin sic qu ali ty and
qu aliti es ha ve had a d irec t influence on man. Apar t from the di scovery of fire itsel f
ceramics have had one of the important effects of all in th e develop me nt of man allowing
him to se ttle in perman ent st ruc tu res mad e of "fired" and "sun dried " bri cks ra the r th an
remai n ing a nomad. Whilst not cla im ing that ceram ics were the reason for man s upward
climb and h is quest for knowledge there is no doubt th at aided by an env iro nment of
being ab le to live in permanent she lters and thus avoid the vagaries of the wea ther
certa inly gave rise to the opportu nity to think in more esoteric terms and ad d ress future
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The Ce ramic Tile Industry has come a long way
since the first discovery that firing a piece of clay with
some pigments and other mater ials on its surface
wou ld produce an aesthe tically pleasing yet
extremely durabl e and practical wa ll an d floo r
cladding .fig. 1. "Ctorious Ceramics"AgrolJ Buchtal

Krramik - Scuuarzcnjeld Germa"y.

issues. lt is mu ch easier to develop phi losophies and theories when one is spa red the
d iscomfort of being torme nted by the elements.

However apart from these very important, if
func tional, items which in the mselves had became
decorative as well as practical, a few other uses for
ceramics were evident. Man had entrusted his sacred
icons to this fired clay as a more permanent way of
retaining them and in thi s wa y we have been
provided with ample proof of the durability of this
material. The use of ceramics developed in a number
of areas at similar times as the clay required was
spread across the whole of the globe, though of course
the wa ys in which these clays were used varied. The
Ancient Egyptians improved the quality of their
decora tion by rep lacing pain tings which faded with
large ceramic reliefs such as the 3,200 yea r old Faience
tile which includes King Rarneses II Royal seal in the
design .

The major his torica l masterpieces of ceramic
tiling were generally commi ssioned in much the same way tha t the works of musicians,
poets and other artists who largely depended on the patronage of the Royalty, nobility
and wealthy of their time. The " lshta r Gales" (Fig . 2) commissioned by King
Nebuchadnezza r II c 580 Be which are part of the famous Procession Street a very fine
example of this patronage and its the wonderful creations. Meanwhile the Christian

fig. 2. "Ctor ious Ceramics" Agw b Buchtal Kcnn nik - ScllwarZt·"Ii.·ld Ca millI}!.
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Fig. 3. "Glorious Ceramics" As-nIl' Buchtel
Kem mik - Sdl1mrulljdd CanulII y.

However the very fact that th is has occurred se rves
to illust rate d ram atically the differen ce between a
cons u mer dri ven indust ry where capaci ty wa s
decided by the "orde r book" and the ava ilabi lity of
manpower and raw materials, and the manu factu n ng
driven society which was brought on by the onse t of
the Ind ustrial Revolution. The innovations wh ich
followed were to change forever the way that the
Ceramic tile, and for that matter, all other industries
wo uld function wo rld wide. With this growth in the
amo unt of ceramic tiles which could be produced by
the new machines, the need for an effective mea ns of distribu tion of these eve r increas ing
quantities of material ava ilable beca me esse ntial. It was no longer poss ible for prod uction
to all be sold at the "factory gate", the age of the "Ent repreneur" had arrived. No longer
was it a case of, "we only have this item ava ilable", it was now a matter o f sales targets,
margins and tu rnover of stock.

Church was the mainstay of the encaustic prod uction of ceramics in it's
growing need to establish Cathedrals in stra teg ic locations throughout the
whole of Euro pe whilst at the same time Maiolica works were also being
introd uced. Elsewhe re other religions we re inspiring beautiful wor ks of
ar t made from brillian t new faience tiles some of these othe rwise rather
ugly buildi ngs (c 1580 AD) we re tu rned into works of art with these tiles
which it is said are so brilliant in the sun that they outshine eve n the effect
of real turquoise from which colour they take their inspiration. Whilst to a
large extent the Artisans who perfo rmed mu ch of this wo rk have ove r the
years disappeared, the works un de rtaken in an increasing nu mber of
refurbish ment's of historica l bu ild ings in recent times has
brought about a revival of these ancient techn iques to the
extent where completely new "old technologies" have had
to be int roduced to cope with the eccentricities of the
production of material which cann ot be achieved with
mo de rn tech no logies, a triumph for the concep t of
craftsman mad e materials and the quest for quality.

The story is told of the end of month Frida y sales meeting held at an unnam ed
cera mic tile factory in Europe during the ea rly eighties when the I ationa l Sales
Manager, bese t by the problems resul ting from decreasing sa les and an ever burgeoning
stock level decided to "end it all" by throwing himself out of the third storey office
window only to land safely th irty cent ime tres below on the pallets stacked outside the
building. Whilst th is may seem a fairly flippant remark to make in a paper conce rning
itse lf wi th the future of an indus try, we can all learn a lesson from the past, if we would
only choose to.

Worldwide the development of distribu tion sys tems has taken very d ifferent turns in
the various regions and eve n today as the economics of countries continue growing an d
cha nging not only does their meth od of delivering the material to the consume r but their
degree of interaction and communica tion with the man ufacturers. Later on I sha ll sho w
some figures rega rd ing production and consumption in the reg ions of the world where the
greatest changes arc taki ng place in the ceramic tile market and indeed many consum er
markets which did not previously exist. For the purposes of this communicatio n most of
the focus will be aw ay from the older and more "trad itional" markets of Europe and North
Ameri ca with which I am sure you are all most fami liar, rather I shall be focussing on to
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those of the develop ing regions where "it is all happening" (one way or the other) as the
financial analysts like to say. Witho ut a doubt these areas are the economic powerhouse's
of the next millennium and require the closest examination.

The Ceramic tile Industry is pro bably un ique in terms of what it manufactu res. In all
other sectors more and more prod ucts have a built in obsolescence either as a result of
constantly advancing technology (Computers) or because of fashion trends (Haute Couture)
or just because they wea r out eventua lly (Cars, shoes, clothing, etc.), ye t we are making
qu ality products wh ich we promote as being timeless and "gua ranteed for a century",
indeed the technological advances and quality sys tems that have bee n implemented are such
tha t we arc now virtua lly ensuring tha t the product is almost "everlasting" . How in this age
of "dis posable" and short life cycle products do we feel that we can sustain making and
d istributing ever increasing quan tities of the ultimate "consumer durable" glx>d, well it is
most likely that it will not be possible to continue to do so with either the same haste or blind
eyed optimism that we have shown in the past and are currently continuing to evince. The
constant requirement of machi nery manufacturers to sell their ever more efficient and
sophistica ted machinery is placing the means of ma nufac ture in the hands of those who have
trad itiona lly ma inly competed on the bas is of thei r less expensive labou r forces, now they
have the ass istance of these automatons to ad d to their competitive edge.

What we shall ultimately require is a long and sea rching look at whe re the entire
industry is heading and wh ere and how we can crea te new markets. Our future in
d istribu tion - defined in the Oxford d ictionary as "Dispersa l amo/lg co/lS/lmers effected
by commerce" may no longer be wha t we have tho ught was tradi tional or have accepted,
new forms of dis trib u ting as we ll as new ta rget ma rkets wi ll come into being. We have
built up in our organisations and our pe rsonal perceptions tha t the method tha t we have
is fine because it works. This is a dangerous an d naive altitude tha t has bee n the downfa ll
of Political and Financial empires alike, and history has ma ny examples for us of those
who for whatever reason would, or could not adapt to what was happen ing around them.
The warning I am giv ing is that we should not allow ourselves to become the 20" Century
Dinosaurs when the inevitable changes wh ich arc rapidl y approaching become the "new
reality" wit h which we will be forced to live.

If for any reason we bel ieve that it can't happen to us, we should reflect on what has
happened to, and is st ill happeni ng to some of the worlds largest and arguably mos t
profitable companies. General Motors, IBM, Apple Computers, Merced es, Panarn all were
in virtua lly impregnable pos itions in their particu lar markets and mad e massive pro fits.
Each in their own way had, and sti ll have qua lity products, therefore obviously qu ality in
itself is no gua rantee of success. So what happened? The unthinkable occurred, changes
came about in cons umer tastes and requirements which, for wha tever reason, they chose
not to react to, or possibly as it d id not fit in with their perception of the markets direction,
they chose to ignore. The ultimate effect on the manufacturers and their distributors was
the largest series of corporate losses ever sustained, which in some instances amounted to
more than the combined CDI' of several of the emerging African and Pacific Nations. The
effects of these problems were felt around the world as hundreds of thousands of direct
and ind irect job losses occurred as the resulting rational isation programs were put in place.

At th is po int I would like to jus t show a few exa mples of how diversified even the
curre nt distribu tion sys tems look an d opera te, which will se rve to illu st rate how the local
cond itions di ctate how product reaches the consume r. Most of us will not rem ember the
early days of d ist ribution of cera mic tiles but it could we ll be that versions of what we sec
here may have bee n the precursors of our current sys tems.
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Fig. 4. Fig. 5. Cmtmme Harris - Beijing - China.

A note of cau tion here, what is depicted is not intended to show how "backward"
an y given cou nt ry may be, bu t rather how ingenious people, pa rticul arly in Ch ina, hav e
been in adap ting their circumstances to best take ad va ntage of th e commercial
opportunities available to them. " If Mohammed cannot go to the Mountain then the
mountain mu st go to Mohammed " would appear to be the motto of this stree t selle r (Fig.
S) in Beijing w ho literally "pedd les hi s wares" on th e stree t, remember we arc lookin g
here at a country where the re arc few private motor cars, bicycles arc th e norm. To better
serve thei r client s the di stributors carry as far as possibl e all the necessiti es of life as far
as good s and serv ices that can be su pplied (Figs. 4 & 6).

The development of d istribution systems in North Am erica and Eu rope hav e had a
decid ed effect on Ceram ic tile manufacturers with the introduction of "home brands" or
speci fic des igns and even collections made by ag reement for d istrib ution through a
va riety of large cha ins of company owned or fran chised sho ps. The "shed s" which see m
to ha ve a strong hold in Eu rope and particularly the UK have brought DIY pa cka ging to
consumers with un itised (ha lf squa re metre or yard ) sales and convenience packaging an
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Fig. 6. Gmhame Harris - BeijiJ/g - China.

essen tial part of this marketing strategy which has proved extremely successfu l. This
"chain" sale has had a major impact on manufacturers who have become involved in
their evolution. The ability to have guaranteed sales for large production runs of specific
ranges has had the benefit of allowing for diversification in other areas where they would
not have ventured without this large sales base already in place. The one problem with
this type of operation is the de gree of dependency which results from these distributor /
manufacturer arrangements. These arrangements when they do collapse (as has been
seen in North America) can be quite devastating to the supplier. Whilst there may be little
in terms of financial problems if sensible arrangements for payment were in place, a large
inventory of branded "Fred Schmidt & Co" goods present a logistical nightmare in terms
of either repackaging to obtain a reasonable market selling price, or straight out
markdowns to just quit the stock.

Fig. 7. Fig. 8. Hynes Tiles - Melbourne - Australia.
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Probably unique in the world of Ceramic
Tile Distribu tion is Au stralia, ba sically a
"Western" country located in the ext reme Far
East. Th is geographical isolation and the small
population spread over a vast continent together
w ith a healthy respect and understanding of the
usage of ceramic tiles has led to the de velopment
of vast numbers of Independent retailers and
true "Wholesalers" who do not reta il bu t rnerelv
import and hold stocks of material to sell to th~
clients in thei r "State" . The dem ographics tends
to make each "State" a di screte unit, di stances
from Capita l cities bein g a ba rrier to gene ral
interstate trade. Thi s ver v isolation and
pred isposition to the usage of ceramic tiles (three
times per capita tha t of the Uni ted Sta tes) will
ass ume significance later in this communication.
With in the ranks of the reta il d istributors more
emphasis is being placed on offering a complete
range of natura l flooring produ cts an d
accesso ries, and the concept of a total design
service is becoming increa sin gly popular. At all
tim es th e theme rema ins quality, in -service
practicabi lity an d lon g term cost benefits to the
client.

Fig. 9. BCflIWlOIlt Tilt's
Mdl't1u rne - Australia.

So what we do to increase the amount of ma terial tha t we can sell, well firstlv we
must jointly do some Edward De BOliO, " Lateral Thinking" and particularly we as the
Distributors who are at the "coalface" and meet with Architects and Designer s, it is our
mission to create the image and desire, then we mu st be able to ad dress the differen t
possibilities that exist including someone to man ufacture what we conceptua lise. In Figs.
7 and 8 we have some very unusual applications for cera mics which provide a little
mental stimulation in terms of what are they???

Fig. 10. "Kcmion Facades". A~~rob Bucbml Kem mik - Schumrzenfeld Germany.

Evidently it is qu ite difficu lt to pick what the se application s represent so ra ther
than leaving ev eryone in sus pense I will eluci date .The first object in Fig. 10, is a
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power station in Denmark. The creative use of ce ramics ha s served to d isguise what
would normally be an eyesore, bu t apart from the aest hetics there is a philosophical
im po rt: the design when seen from above shows the ceramic walls a re like hands held
around the core of the power station, the in fe rence being th at man should always have
co ntro l over energy and protect and preserve the environment. In Fig. 11 , a plan t in
Fra nce for the conversion of waste mate ria l in to electricity is enha nced by a huge,
uniquely decorated cera mic tiled facade; again the beauty o f the cera mics ad d ing to the
overall qu al ity of life th rou gh its visua l impact whi ch othe rw ise wou ld have been ye t
ano ther man -m ad e indust rial eyesore. O ur reli an ce on ene rgy p roduction plants is with
us for the foreseeable fut u re, the point is tha t by using the int rin sic bea uty and qual ity
of ceramics we can make a contribut ion to at least minimising the visua l pollut ion of
our environment.

I

Fig. 11. " C Oli tact 68", Buchtel Krramic - Sdm'fJru'lIjeldGt·rmall.ll_

So g iven that we can take basically an y structu re and enhance not only its
se rviceability but its contribution to the aesthetics of a given environment, then we must
accept that there are reall y no limitations except those of budget to what can be achieved
in the use of ceramics as a cladding. Almost eve rything else is possib le and we must use
thi s to crea te markets. Surely it must an achievable target to raise the worldwide
con su mption of ceramic tiles from 0.5 m' per capita to at least 0.6m' per capita . This alone
will add a market of a further 500.000.000 m' . To give some idea of how the world
currently p roduces and consumes ceramic tiles the following table is fu rn ished.

The ba lance of this prod uction is ho wever changing, and more ra pidly now than at
any time in the past with the emergence of the Asian Pacific region as a "powerhouse" of
d evelopment. No growth proceeds unchecked "ad infinitum" and whi lst the overheating
of various economies will bring around share market problems which act a safety valve
for all the worlds economies, there is nothing more certain than that these economies will
also recover and continue their charge well into the 21 " Century. The following chart gives
some idea how the production looks to be changing with the onset of the next
millennium. Quite clearly it can be assumed that Europe as the major sou rce of Ceramic
tile production from tim e immemorial will lose that mantle to Asia.

What can be seen from this chart is the ma ssive oversu ppl y of cer amic tiles which
will be originati ng in th is region in the next three years or so which whe n combined with
the likely levelling off of their own domesti c marke t requi rements and ad ded to the
surplus ma ter ial from the cu rrent major producing countr ies w ill sta rt to bring about the
pai nfu l and inevitable changes wh ich I am postu lating. It is simply no t poss ible to su sta in
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WOR Lf) C O NSU M I' T10 N O F C E RAM IC T I LES C OM PARE I) WITII PROf) UCTION (I 99~ FIG UR ES )
IS AS P ER T ilE FO L LO WI l"G TA IILE

Area Prod uction( K sq.m.) % of total Consumption(K sq .m.) % of tota l

European Union 1.023.000 38.1 811.000 30.7
Other Euro pean countries 203 .000 7.6 234 .000 8.9
i ort h America 96.000 3.6 165.000 6.2
South America 401.000 14.9 373 .000 14. 1
Asia 860 .000 32 932 .000 35.2
Africa 97.000 3.6 110.000 4.2
Oceania 5.000 0.2 19.000 0.7

"ROIll:CTION OF CERA~IIC TI LES IN Til E ~IA.lOR l"ON EUROI'EA NINORT II A~IER1CAN COUNT RIES

In '00 0 sq .m. Estimates if not provided by country o f origin based on average of last three repon ed yea rs

Country of origin 1 99~ 1995 1996 t997 1998 1999 2000

Brazil · · · 2~2.900 295 .000 336.400 ~30.000 473.000 520.000 572.000
China •• 400 .000 400 .000 • 450.000 • 500 .000 • 600.000 • 675.000 • 750.000

India -r-r 35.000 39.000 43 .000 48.000 53.000 60 .000 69.000
Indones ia .... 130 .000 139.000 157.650 2 19.000 260 .850 265 .000 265 .000
K orea ++++ 52.000 57.000 63.000 70.000 78.000
Malay sia +++ 80.000 86.000 93.000 101.000 110.000
Taiwan 65.000 69.000 75.000 83.000 89.000 96.000 105.000
Thai land 68.000 84.000 96.000 100.800 106.200 112. 100 118.000
Turkey + 70.000 85.000 143.400 158.000 174.000 192 .000 2 12.000

Note s
• Estima ted growt h using infonnation from construction indu stry sources
•• Wh ilst da ta is co llected by Bureau of Sta tis tics it is not published for general use
... Data assembled by Anfacer est imates from their pred icted growth
.... Based on industry da ta supplied by manu facture rs
"+" Based on data from Tile & Decorative surfaces( 1996) and industry data and predictions
" H" Based on Tile & Decorative surfaces( 19%) and industry growt h pred ictions
"..-++" No data available pre 1996. gTO\"1h based on industry est imates
".....-+++" Based on industry statistics for '96 and growth estimates for the country

K"f IMATE ll SURI' I.L;S Ot' I' ROllVCTlOS OVER LOC,\L CO SSmll 'T10 S rx 2000

Brazil
China It

India
Indone sia
Korea

Malaysia
Ta iwan
Thailand
Tu rkey

Total

50.000

15.000
10.000
78.000

8.000

20.000
15.000
35.000
85.000

316.000

Note: China is assumed to continue to consume l)W~ of its 0\\11expanding production in its corinuing growth towards
becoming the worlds largest economy which means it will outstrip both America and Japan before the second half of the
next millennium. All other surpluse are based on local consumption remaining at the same level as currently experienced.
any subseque nt economic slowdown in any of the other tabled countries Will of course increase the nmounr of materia l
available for export.
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the continuously accelerating growth in production given the foreseeable growth
which will take place worldwide. This is even without any of the production from
China ever reaching the export market in any great quan tity. If for any reason there
were to be a downturn in the construction industry in that country and there was a
move to increase exports to the rest of the world there is no wa y to even est ima te what
effect th is ma y h ave.

One may as k the question, wha t aspec t of the po tential cha nge to the d ist ribut ion of
cera mic tiles is relevant to the concerns of Qualicer" , we ll the answer is probably
everything!!. What is now emerging is a complete ly diffe rent philosophy regard ing how
a market should be approached. We are talki ng the phi losophy of long te rm planning
which looks twe nty years into the future, not the three or five years which pervades our
thinking. In addition what we are facing is not just a grouping of Ceramic Tile companies,
but Conglomerates consisting of Motor vehicle, Raw material.Chemical processin g,
Property owning, Transport and Banking entities with stable forceful and highl y skilled
and moti vated Managements, adequately financed with an expanding skilled and
relatively inexpensive work force available to them.

Probably the most disturbing of all the concerns is the fact that tho ugh there arc
plenty of instan ces strewn across the gamut of our ind ust ry of notable failu res from which
lessons can be drawn, it is self evident that in general very few of these "events" have had
any effect on the way tha t business has continued to be conducted and one way and
another we are prone to repeat these same mistakes ove r and over aga in. The same cannot
be said of these emerging economies. They have studied these past problems and have
been punctilious in their research and they will have ensured that they have learned from
them. That is not to say that mistakes and misjudgments will not occur because they will,
but they are likely to be new errors wh ich the flexibility of their sys tems will allow to be
rectified quickly. Probably the major factor in their favour is the willingness to admit that
a problem has occurred, that means the problem is already 50% resolved by its early
recognition.

So why should this be a matter of concern, and wh at can the possible effects be? The
form of conglomerates that are being discussed lend the mselves wonderfully to 'Total
Vertical Integration" which is the prerogative of la rge organisations where the benefits of
scale allow the synergy ava ilable from activities of "Sister" companies to be fully
exploited . Whil st th is has not generally been the case in most "olde r" countries and
companies these emerging gia nts are not shackled wi th the "them" and "us" syndrome
which has tend ed to be the norm in European based companies.

This is not conjecture. Already in Australia which as mentioned earlier, wi th its
geographical isolation make a great test market, it has already sta rted to occur. Three
Asian companies are setting up their own direct distribution sys tem, this of course has
one or two other requi site s apart from adequate finance and manpower, namely product
range. Once again, the production machinery avai lable now allows any manufacturer to
make just about any product from bi-cotlura wall tiles through to poli shed fully vitrified
tiles. No longer is a company a "Wall tile" or a "Floor tile" manufacturer everyone has the
capability to do anything, and these Groups are doi ng just this.

One thing is for certai n. Whe n this trial period is over, and it wi ll be successfu l
becau se there is no reaso n why it sho uld not be, the next step will be to make the move
into the American and finally, European mar kets. Any doubts whethe r this will work
should be d ispelled by the successes recorded by the motor veh icle compa nies of
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Fig 12. "Glorious
Ceramics" Asro11Buchtat
Kcnunik: - ScJumr:£uji..ld

Ccrmonv.
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fig. 13. "Glorious Ceramics" Agwb
BIlchlaJKallmik - SchwarZt"Jfdd

Gl'ml/mHo

Hvundai, Daewoo and others who have carved out for themselves
significant market share in those countries which have been chosen
for development, even in the env ironment of subs idised local
manufacturers and restrictive tariffs. The effects will be felt
throughout the entire indust ry from Manufacturers to
Distributors and will bring about, one way or the
other, restructuring of the en tire
ma rket place. The smaller fam ily
run d istribut ion outlets wh ich
have de veloped across the world
will be in the g rea test danger and
face a very uncertain future, which
will also impac t on the "Chains" and
"Sheds" .

For Ceramic tile manufacturers
the prospects can lie in a number of
di recti ons, follo wing the "Vertica l
integration" path wh ich some will of
necessity follow, bran ching out into
other specia lity markets o r see king "Strateg ic
partnerships". It is my belief that this latter option will be the
one for the "real" Ceramic tile ma nufacturers who will seek out in
each market a number of discrete distribution partners. These can be numerous individual
distributors, bu ying / franchise g roups or a combination of both. These distributors will
offer to the pu blic complete ranges of products by deal ing with selected manufactu rers with
whom they will agree to work on mutually beneficial product develop men ts. They will be
in d irect competition with the "Vertically integrated" Distribu tors and will stand or fall on
their abil ity to offer expert and pragmatic advice based
on their abil ity to source from specia lty manufactu rers
to suit the clients need.

What docs the futu re hold? We have alread y sent
cera mics into outer space with the "Shuttles" (Fig. 12).
Well more than ever the aspec t of Quality will take a
g reater meaning. To w ithstand the ons laught of these
new market forces we must be innovative, markets are
there to be creat ed , certa inly externa l cladding lends
itself to developmen t of qu ality sys tems which will
serve to enha nce and protect buildings all over the
wo rld from the increas ing ly damaging effects of
po llution which it seems is a problem that the whole
world is unable to come to gri ps with. We must
encourage Governments, Architects, Designers and
Developers to appreciate and use the majo r benefits
tha t using the " atural " product that is "Ceramic" in
ever more varied \vays.

Ceram ics as well as being the historical product
which helped to create the present, is also the product of
the future; The rmo Ce ramics, Che mo Ceramics,
Magneto Ceramics, Ceramic engines all these things are
a reality bu t we must not let it end with that, the
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possibilities are unlimited . Despite all the problems which we shall all be facing from with in
and without what we have to offer is unri valled in so many ways and will prove of long term
benefit to society in general. We must continue to ensure that we do not relax and "rest on
our laurel s" but pioneer new market s and find new uses for Quality ceramic tiles. The
possibilities are out there, lets make the d ream s of some become the reality of others.
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