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TRENDS IN THE CERAMIC FLOOR AND WALL
TILE SECTOR

Di eguez Ram irez, A.; Pa ya Saez, M.; Mira Peid ro, J.
Asociacion para la promoci6n del Diseiio Ind ustrial Ce ra m ico, A LiCE R

The objective of the following trend analysis is to sketch the latest ceramic tile
product scenar io. The ana lysis is based on aes the tic trend s which determine the techni cal
and forma l chara cteristics of the prod ucts on the market. By concentra ting on ly on the
most important aspects, lea ving spectacular transitory phen omena to one side, we should
be able to come to a conclus ion which will guide us to fu ture trends in the ceramic
industry.

Firs t a model will be analysed, based on an intersection d iagram in which the trend s
arc set. On one side of the diagram, we sha ll lay out all eleme nts which represent the
consumer' s current fun ction al and sensorial needs. On the other side, we shall p lace the
technica l and form al invest igations of the ceramic industry. Estab lishing a d ialogue
between both sides, we w ill be able to set the current ceramic language in the centre. All
needs that have not been cove red and all po tential ones that may become usefu l in the
fu ture wi ll be left to e ither side.
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We mu st note tha t th is study has been restricted to our immediate surro und ings,
that is, to the wes tern consumer, not only becau se we belong to this culture but also
becau se Western countries rad iate a new cultura l an d eco no mic "colonisa tion" over
others. This "colonisation" is for mulated th rough the "globa l village " theo ry which
exports techn ical know led ge, eco nomic for mulas, soc ial behaviours and cultu ra l
archetypes reinforced by the med ia.
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If we were to el iminate the as pects that define ou r socie ty, together wi th
present day cons u mer's needs and attitudes, we could easily en d up Simplify ing
and gene ralising the pan o ram a. Fragme nta tion and com plexity a re consta n t in
cur rent sociology ana lys is. However, it is our to try an d av oi d th ese p roblems with
th e help of stud ies th at o ther an alyst s and specialised centres have disseminated ,
and we sha ll accept th is risk as a s tar ting point for us to work fro m and set up th e
di scu ssion.

We are approaching the end of a decade th at started with the triumph of
capita lism over a Socialist ut opia. As there is no alte rnative model for thi s system to
compe te with, thi s could lead to a da ngerous mon opoly situa tio n, which obeys laws of
its own. Political de ba te nowad ays is se t at two very close posit ions, a moderate
socialism and a progress ive liberalism, altho ug h thei r programmes and strategies
seem qui te d ifferent. This situat ion creates an atti tude of scepticism and a lack of trust
in political programmes at the same time as it encou rages people to search for
solutions through ind iv id ua l actions organised in ext ra-governmenta l g roups,
convinced that we should not hide behind a p rotecting State and innocen tly ignore our
responsib ilities.

Mea nwhi le, the cont radic tions and ineq uali ty of our cultu ral mod el prevail. The
ideolo gies that confront capitalism advocate solida rity and ecological va lues but from the
same sys tem, due to a lack of alternativ e ones. Nationalist ambitions and national and
suprana tiona l alliances coexist in a geopolitical field . This situa tion is resolved in a
difficult balan ce that needs to be continua lly readjusted . A balan ce in which complexity
is seen as a minor evil, and which admits a large variety of behaviours that should be
respected and incorporated into the sys tem.

Political and economic agreements between nations, increasi ng usage of computers
and a cont inuous advance in communications have led to the concept of a free market,
subject to its own law and with serious contrad ictions in debate whi lst the needs of
weaker markets are ignored . Western societies live in luxury and most people have
everyth ing in excess. However, the system is self-maintained by ever-increasing
de ma nd.

Markets are sa turated by a grow ing supply and demand tha t has becom e more
and mo re difficult to understand. Once th e we stern consumer 's ba sic need s a re
fulfilled, th at is home, TV, refrigerato r, car, as well as emotional needs suc h as
fashion and s ty le, we enter a phase in which we need to att rac t the cons umer's
atten tion w ith more am bitious proposa ls. This period, calle d "Mayeutic" by F.
Morace, is supposed to involve prod uc ts tha t should be able to sti mu late the
consumer by evoking new interpreta tions of h is environment. This is the focus of
present market investiga tions: "(...) the new aim of marketing will no longer be to
give the consu mer what he wants but suggest what he might want if he co uld only
imagine it"lJ l.

The nuclea r family has become the basic socia l unit. Couples have endowed
the mselves wit h au toregulatory mechanisms such as introducing women into the
workforce, divorce, hom osexual marriages, co-habitat ing couples. On the other han d, the
increase in communication between pa rents and children has led to chi ldren living in the

III. t\.10 RACl , F., Cosuratendenciu«. Una IIllt 'Ptl W lt l/ T11 lid ClI1b1m w , Experimen ts : Ediciones d e J iSt'no; Celes te ediciones . Madrid
1993, pag. 15h.
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parental home for longer, a phenomenon which is intrinsically linked to the curre nl
un employm ent problem.

The app raisa l of ne w ge nera tions as a future in vestment in society and an
increase in the comprehen sion of the psycho-evolutive process has led to an ever
increasin g protection over ch ild ren, a g rea ter tole rance towards teenage beh aviour and
more res pe ct to wards you th. At th e same tim e, the progressive ageing of the more
deve loped socie ties makes us questi on the rol e that sen ior citize ns p lay in society.
However, the cha nges caused by progr ess in science threaten thi s stability. Ge netic
eng inee ring and new method s of a rtificia l insemination make it necessary for us to
crea te moral and legal a lte rn atives in order to incorporate these int o our soc iety
(surrogate mother s ca pa ble o f gesta ting two embryos from di ffe rent pa rtne rs, ge ne tic
manipula tion ).

The revolution in computers is leading to new wo rking sys tems such as tele-work
which implies important cha nges that will affect our social behav iour and our habit at
needs, as has already happened in the fashion sector, as we sha ll see further on. In the
meantime, un em ploym ent is one of the main imbalances and contrad iction s of our
soc iety. For some, an excess of work is caus ing family and health problems, wh ereas for
others, lack of wo rk is leading to margin ality. Unemployment has aggrava ted to such an
ex tent that it is considered a solution to another current problem of our time, that is
mig ration tides.

Immi gration has becom e a contrad iction of daily life. Whil e charity groups an d
solida rity programmes for the Third World are dem anding 0.7 of the GN P for support
p rogrammes, and our cu ltu ral panorama is becoming richer, in the social area racial
confronta tions and ethnic neurosis are worsening.

Cultura l debate is thri vin g, we live in an information society, in which quantity
of ten has priority over quality, we have access to the Internet, to multichannel TV, to
publication s from all over the world but we still have to learn so mu ch. We want to
communicate with each othe r, but we are afraid to open ourselves up and are unsu re of
wh at we want to say.

Historical av an t-gu rde utopias have failed in their e fforts to cha nge the wo rld
and the modern avant-ga rdes a re rapidly absorbed by a sys tem of alternat ive
proposals. We are witnessing the appe a rance of what Andrea Bran zi calls "the
permanen t vallS" "( ...) to produce evolu tive scenarios, reformist models of dev elopment ,
to be offered to sa tu ra ted markets, to ad vanced technology industries in a design
crisis, oxygen- indebted to the hyper performance supply of new elec tron ic dev ices,
faced with a market dem and that expect s everyth ing and the o ppos ite o f eve ry th ing
(...)"'2'.

Cu ltu ra l st imuli are ad vanci ng at suc h a rhythm and in such proportion s th a t it
is hard to keep pace w ith them, in the context of an offe r th at incl udes its own refusal
and the recuperation of sp iritua l and eco log ica l va lues from the past a long w ith the
di scov ery of other cu ltu res . An ad va nced co mmunica tions sys tem, an in ter est in
tr avelling and migration have favoured thi s exchange of cu ltu ral values, the g rowth
of agnosti cism, the feel ing of lon eliness eve n within a large grou p of people have
g iven pl ac e to the emergence of mysti cal attitu des, th e rea ppeara nce of

(2). BRANZI, A. , From Eli~torimf A l'lm t-gtlrdt,!' to per manen t At'tlll f-gardt'l', Demus. .Milan , no. 783, June 1996. pag. 4
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fundamenta list movem ents and above all, an ever increa sing inter est in orien tal
spir itua lity. The unstoppable advan ces in science have caused two d ifferent reaction s
in society, as tonishment and refusal. Eve ry th ing is being cha nged by th e use of
compu te rs, fro m work relationsh ips, working tool s, communications, se ns oria l
per ceptions, man agem ent, p rodu ction, crea tion, teaching, to th e coord ina tes of tim e
an d space.

The med ia is preparing us for a new era, al thoug h the rhythm it has imposed is hard
to follow. Therefore, we don 't want to let go of trad ition and the signs we are alrea dy
familiar with, of the codes we can understand, we wa n t to continue preser ving our
values, ways, styles, to conse rve our heritage in a succession of revivals which com fort us
when we are faced with the feeling of cont inuous change and the impossibility of keeping
the future at a distance.

The future is catching up wi th us and although many science-fiction prophecies
have come tru e, reali ty is often bett er. We have the leisure bu siness opposed to the leisure
soc iety, standard production opposed to automa ted cra ftwork, the mutant man opposed
to the super man, the ecological atti tude opposed to the artificial env ironment, loca lism
opposed to uniformity, the d ifficult rehabilitation of Eastern countries oppose d to the
nuclear hecatomb, the stimu lus of d iver sity opposed to social equali ty, crea tive
intelligence opposed to curr icular intelligence.

We need a more permissible and permeable wo rld, in which very d ifferent ideas
can coha bitate, such as hyperrn ar kets and tele sales togethe r with the small business
man, eco log ica l aus terity with di versified cons umption, ag nos ticism along with
sp iritua lity, trad ition w ith innova tion. A coha bita tion not on ly between two di fferent
people but also with in oneself, some times even during the sa me day. Tha t is to say, we
are movin g away from cohe rent, stead y models which could be placed in the contex t of
the consumer's attitude, in orde r to confron t different and contra d ictory positi on s. The
individual, blurred among the human mass, and controlled by the media, struggles to
sta nd ou t, d isillusioned with his role in soc ial proj ects, trying to fight for h is own
destiny.

As a result, we are faced wi th an open crea tive mar ket, a society subject to great
compet itiveness conscious of change whi ch maintains close links with the past and a
consume r with no immed iate needs, wh o is aware of env ironmental problem s but eage r
for su ggestion s and stimulation which will allow him to sa tisfy h is desire to con sume and
develop his personality in order to stand ou t from the crowd. A personalit y that is subject
to any economical or cul tural part of society, as much as to his personal adapta tion of the
surroundings . A consumer that is more conscious of the roll.' he ha s to play, and with
greate r knowledge that mak es him demand and appreciate the qu ali ty of a product. A
quality that does not only depend on technology bu t also on social and cultura l
intelligence.

From a qu antity perspecti ve, a com pany must be prepared to develop
prod ucts on a world-wide scal e, which have a fu nc tio n, a lifestyle, a production
sys te m, a form of di stributi on and a communication project . Our perception of an
object is not only based on its physical dimen sion but a lso on th e narrati ve skills
used in its publi cit y, packaging and di stribution. In an enviro nment where we can
ge t ve ry s imila r products a t different price levels but with a homogeneous su pp ly
so u rce, we need adva n tages that will differentiate our products from other
co mpa nies . Th ese adva n tages should come in th e form of id eas and suggestions
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that the consumer must in te rp re t and ada pt to his own personality. The p rodu ct
should be promoted on a world-w ide scale using all possib le means tha t the
company has at its d isposal.

The consumer's home has changed. ' ow, it is a place where new activities are
happening. Nowadays, it is no longer the place where we just eat, rest , wash and
have family and social reunions but also a place where we work, find refuge, rest
and relax, a place where we can do all the things that daily work does not allow,
such as talking, reading, listening to music, watching TV or meditating . For this
rea son, today's house is a extension of the personalities of those who live in it, a
pl ace where individuals can express themselves and demonstrate their own
interpretation of the world and quality of life . Faced with a contradictory and
aggressive outside world, our home is a refuge in which we can maintain the
harmony, comfort and balance that we need . Therefore, instead of searching for
standard solutions, the owner looks for tools to help him create hi s surroundings
and if money and time allow it, he will carefully st udy the offer and will se lect
whatever suits him best, checking ev ery de tail, so that he can develop hi s
personality completely.

This concern for hi s dwelli ng pl ace now incl udes tw o rooms which u n til
recently have a lways been ig no red , the kitchen and th e bathroom. The ir important
ro le in the hom e has beco me obv ious th rou gh the pub licat ion o f magazi nes th at are
specia lised in th ese a reas and a lso becau se a rch itecture, in terior des ig n and
deco ra tion magaz ines ofte n ded ica te issu es to these tw o rooms du e to the fact that
both bathrooms and kitc hens are becoming la rger and more decorative. At the
same time, they have increasing func tions and arc adapting to new social habits .
Every year, the kitchen, which is a combina tion of a machinery room and a
medieval home is playing a mo re important ro le in daily life. As we ll as being a
s torage and cooking room, it also has a dining table, a sitting room and even an
office. This new situation determines the need to combine funct ionality with
warmth, comfort and sty le. On the other hand, bathrooms have become more
indi vidual , in an effort to preserve intimacy and relaxation, and nowadays many
houses have two or three toilets, the s ty le be ing adapted in accordance to its
owner's needs, couples, children, g uests . Again, functional needs must combine
with formal and cultural ones.

Before describing the interpretations the ceramic industry ha s made of these needs
through its products, we shall first take a look at other trends from industrial sectors close
to ours, that will help us to foresee proposals which when taken up by other markets,
have a strong influence on ours. We are referring to the textile world, the fashion world,
furniture and interior design which, as we shall sec, coincide basically in their stud ies and
offer simila r alternatives. In all of them a moderation in their d iscourse can be observed,
which by avoiding radical ideas, values eclecticism and the peaceful cohabi tation of
conciliatory altitudes.

The sociology an d trend research centre in Paris, Promo-Sty] has defined the four
most important trends in 1997:

1. CLIC HES : it corresponds to the as p iration for a more stylish, bou rgeois life.
It is based on aristoc ra tic va lues suc h as good taste, elegance and good
mann e rs . It is aimed towards a wider p ubl ic and is defined as "democra tic
lux u ry" . The tendency is defined as the rev iva l of a rigid aesthetic, subject to
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th e norm, from th e 1960'5 and 1970'5. It presents many architectural fo rms,
st ructured vo lu mes,"Y"sha ped forms, perfect p roport ions and a ch ic
minimalism.

2. PLEASURE: along with qua lity, function and price, pleasure has become the
fourth element which influences the consumer and stimulates a ll sectors as well
as cu ltu re, mu sic, fash ion and design. Lifes tyle opens up to sensual Latin
influences. The tre nd s it gives rise to are wa rmth, g lamour, exube rance and
brigh t colours.

3. A NTICIPATIO NS: nature no longer d ominates. Im agination is fed from a
new source of bi ology. The id ea o f mutation is in the a ir and in spi res a
fash ion for mutants and andro gens.The fu tu re is interpreted b y optim ism
a nd en thusiasm . Lin ked to this trend is the opposite one in which th e futu re
represents fear and th e key word is protection . This tendency is an
evolu tio n of hi gh-tech a nd hi ghlights th e minim alist tendency while
revi ving O p-A rt.

4. MEMORY: the revivali st style is com ing back in force. Product s from the past are
in fashion. Thi s trend leads to reissues, eclecticism and a fancy for details.
Themes are often represented as a story.

F. Morace, Head of th e department of sociology research a nd trends of the
Domus Academy in Milan, d efines th e fashion trends based on convergent socia l
se nsibil it ies, personal isation, s ty le, suave hedonism, harmony, protection and a
se ries of functi onal needs, s uch as work, tra vel, celeb rations, se d u ction, rel axat ion
and s por t. So me of th e follo wing trends a re a continuation fro m p re vious years and
ot he rs ha ve been subdi v ided into smaller grou ps, a lthough they are not menti oned
he re:

1. SERVI-MOVI G: a clothing tenden cy which is a mixture of flexible an d
travelling clothes. They sho u ld be resistant, wearable all year around and have
many pockets.

2. DIY-BASIC: the need for comfort and personalisa tion blend together in leisure
clo thing.

3. MADE-TO-MEASUR E: combines the need to personalise clo thes with a taste
for tailoring, technique and formal innovations.

4. APHRODISIAC: this is a result of a desire to combi ne sed uc tio n and
recognition.

5. SPORT CLOTHING TRIBES: recognition blends with sport.

6. FREE-LANCE: specia lly for sens itive independent pro fessionals w ho are
sophisticated hed oni sts.

7. SECOND SKIN: sed uction mixes w ith an interest for ne w ma terials.

8. CLASSI CAL FO R TRAVELLING: elegance an d appearance have p riority over
funct ion al and p ractical aspects.
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9. PSYCHO: personality and one's own ideas take preced ence over the obstacles
of bo th daily and professional life.

10. ARMOUR AND AGGRESSION: The need for protection and security makes
clothes look severe which gives the impression of armour.

In the furniture and interior design sector, Christopher Pillet presented four trends
that we re exposed at the Furniture Exhibition of Pari s in 1997131:

1. EAS Y-LIV ING: thi s is a tendency that makes up for the lack of space and time
and the need to adapt our environment to the continual changes that are
taking place by revaluating the functiona l as pects and sof tening ind ustrial
aes the tics.

2 MYfHIQUE: the revaluation of past times is the coun terpart In the sp iral of
innovations.

3. ARCHETYPE: this time, the past is seen as a base for a bett er future, through
affective links that allo w the present object to be a tran sporter of innovation.

4. CHIC ISM: the emergence of the desire to ha ve a bourgeois lifestyle, a
purchasing power through reference marks, ex ter ior signs of quality,
modernisation and Cla ssic.

5. MI NIMUM: this trend is an alternative to spa ces that are overdecorated with
signs and decorations. Thi s is a response to the need for space and it appreciates
a severe ascetic aes the tics where emptiness is cons idered a luxury.

At the Pari s Fair, Th ierry de Beaumont tried to uncover eme rging signs of crea tion
and suggested four possible paths:

1. THE CLA RITY ROUTE: this is an extension of the minimalist tendency that sets
out to go further in the essential aspects and add affect and humour to objects.
The key wo rds are clea nliness, clarity, design and refinem ent.

2. THE HYBRID ROUTE: random links connected with the past emerge from the
combina tion of materials, forms and signs from di fferent eras .

3. THE MADE-TO-MEASURE RO UT E: the industry revives cra ftwork through
unique and original ed itions.

4. THE INNOCENCE RO UTE: as a resu lt of economic hardship, imag inative and
childlike aspects arc highly estee med.

Is it possibl e to es tab lish a link between these trends and those proposed by the
internati onal suppliers in the most recent fair s of this sec tor? Defin ite ly. O ur sec to r is
ca pa ble of assuag ing all those doubts that have ari sen through the follow ing wo rk
lines:

1. CLASSICAL: quality is mea sured through classica l values that the middle class

(3 ). LfCUOr-o A, M., STA N D BY: los IIl/l'tlOS sa /OUt'S dd mueble 110 arr;tsgan, Expcrimcn te no. 15, March 1997, pp. 32-38.
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inherited from the social and intellectual aristocracy still recogni sed today by the
consumer who sees himself as the heir and keeper of classical culture and its
aesthetic standards such as proportion, rhythm, forms and figure. Luxury and
sophistication are synonyms of quality of life and social success and therefore,
provide confidence and self-esteem.

2. HISTOR ICIST: the value of technical and formal heritage that each sector
generates cannot be igno red by a world eager for innovations, an d technology
allows us to recapture those which time has converted into essence. By
maintaining strong links with the past we streng then our position with the
present, we prepare ourselves for changes because we acknowledge them as pa rt
of evo lution and development.

3. NATURAL: the change from a bu colic and primitive aesthetic to a more urban
and natural style helps us face the contradictions between our desire to consume
and our need to preserve.

4. INTENTIONAL: the future depends on our respect for the past, our
preservation of the present and our search for the unknown.

Are these new trends? Not basically, but th e nuances have definitely cha nged.
These nuances are caused by th e mi xture of these four tendencies, the advances
made in technology, the need to introd uce new techniques and new forms in to the
market whi ch will help us to define our cul ture in a moderate discreet and gentle
way

The lat est technical advances which have favou red this evolu tion have been
the development of alte rnating screen-p rinting head sys te ms, w hich are now more
preci se an d also the develop ment of continuous ro tating printing systems, d ry
glaze applica tio ns, in tense colours, the gloss and lu st re obta ined in s ingle-firi ng,
granulars th at can be polished, the d evelopment of hyd raulic and radial cutting
mach ines, the use of mach inery from the marb le sector such as p olishing and
lap ping machines, the development of CA D-CAM systems which allows us to
ob tain p ro filed su rfaces and al so th e development of re sins in order to obtain
press trial rubber lin in gs. Resin s a re also ne cessary for complementary pieces
u sed for the p att erns in re lief and curve d formats wh ich are combined wi th the
ceramics .

Althoug h the latest innovation has been the application of the rotary system to the
engobing, glazing and decorat ion of pieces, its effect has already been seen at recent fairs.
A system that can bring important changes in the glazing and decoration is also being
studied .

In the field of porcelain flooring tiles, we must high light the development in the
machinery line of heavy tonnage press machines (l0.000 and 12.200 t) to obtai n large
formats which ha ve in tu rn led to the development of new po lishing machines for
these formats; movable sto rage depots, di rectly fed from spray drye rs, which can be
moved to the depot or presses, thus allowing a wider flexib ility when producing
colours and the new fast d rawer with accessories for d ifferent finishes. In decoration,
new so luble stains (yellow, deep gree n, black) are be ing developed as well as sa tin
finishes . Thi s technical developmen t is a consequence an d condit ion of the
progressive incorp oration of th is product in medium and large size d companies,
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especially in Italy, some of which have opted for changing th eir whole prod uc t range
to porcelain tiles.

The appearance of companies that supply spray-d ried, colou red bodies and lower
qu ality raw materials which are cheap er hav e favoured an expone ntia l growth in the
production of imitation-porcelai n til e. These facto ries hav e ena bled s tonewa re
compa nies to produce a fair quali ty tile, which req uires less labou r as they are not
products for ma ss polish ing or colouring the refore being less expe ns ive. Th is has
helped to develop the porcelain tile pressin g machines in order to obta in a porcelain 
like tile and supply this new produc t without inv esting large amo unts of mon ey. The
techni cal limitati on s of this p roduct, the possibility of mass decorat ion and polishing
are replaced by glaz ing the surface, altho ug h with the d isadvantage that qua lities a re
lost and thu s, certa in ta rge ted ap plications; however we gain in decora tive possibil ities
and also in the capacity to di fferent iate the company's product surpassing the curren t
quality of porcelain tiles. The overall advantage is to gain or recu perate clien ts and
inc rease prices.

As we have already mentioned , these new technica l advances along with new
forma l suggestions of the four most important trends ha ve led to new tendency lines:

1. NEO-CLASS ICAL: thi s tendency is a imed at a con servati ve aud ien ce wh o still
measures beauty, elegance and ba lance by classical standards. Forms, mater ials and
spa tial layout should strictly respect the Greco-Roman heritage. Co mfo rt is ob tained
whe n this aesthetic di scourse is respected and signs are meaningful. Thi s allows the
user to be surro unde d by a luxu ry w hich has been democra tised and is soc ially
acce ptable.

In this tendency, the bases are framed wi th large rectangular formats w ith exact
marble reproductions and than ks to advanced printi ng techn ology, random form s, as
happens in nature, can be ob tained. Granulars can be polished and applied to the base or
glazed wit h excellent quality. This is mad e possible wit h a hig h gram con tent and good
glaze covering . This produces the effect of a specula r gloss on the po lished marbl e. The
borders of the base are machin ed in orde r to elimina te the w hite outli ne left by the
printing and therefore, a more natural effect is -
crea ted .

In floori ng, la rge squa re form ats are
offered with the same technical decoration if
the surround ings allow or with granulars if
transit and usage make it necessary. The range
of compleme ntary pieces for the covering of
the floor is taken straig ht from interpretations
of plant and geometrical motifs of the classical
wo rld as we ll as craftwo rk motifs of ma rble
inlays.

The pieces are laid to crea te sk irting or
dados in two con trasting ton es. La rge skirtings
with patterns in relief are de corated wi th dry
applications. Half wa y up, topping the
surface, are mould ings and borders which
occas ionally form the complete piece, and are inte rtwined with regular inserts. The
complementa ry pieces for the flooring arc borders with classical and nco-classical
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design s. Notably present are borders wh ose motifs a re mad e up of two pieces, as well as
the corner an gle, in a pure neo-classical sty le.

The development of cu tt ing
machinery and th e prolifer ation of
factori es that subcontract this service
has produced a rapid and noticeable rise
in the number of large prefabricated
rose-sh ap ed pieces. The variety of
colours in flooring tiles has increased
due to the deve lopment of glazes, whi ch
allows us to incorp orate a new ran ge of
marble styles.

2. CLASSICAL MEMORY: unlike
the previous trend, classical mem ory
does not try to reproduce exact Greco
Roman aesthe tics, the final result may
even be substan tially di fferent. It uses
the classical range as pa rt of a cultura l
heritage by redesign ing moti fs, effects,
compositions and craftwork.

This trend is aimed at a conserva tive audience who likes to be able to recognise its
familiar surro und ings and comfort. Altho ug h this aud ience is yo unge r it is concerned
abo ut many things. This cons umer enjoys th e comfort of a classical enviro nment and does
not require the acquiescence of luxu ry.

Co lumns are simula ted in wall cove rings. The motifs on the bo rders are
manipulated and monochrome, plain white or patt erns in relief are interspersed amongst
the tiles. Ceramics are interspersed with natural stone or resins that reproduce motifs in
relief with rectangular pieces or curves w hich allow the framing of mirro rs and the

creation of niches.

•

Mosaic is simulated with screen print ing or is
reprod uced by press s trokes which leave an
ort hogona l grid on the piece. The pieces are engobed,
glazed and decorated with a roller which enables the
bas-relief to be filled with ceme nt. This way, the
origina l forma t of the piece can be di sguised,
simulating sma ll tesserae.

3. CLASSICAL NATURE: this tende ncy is
orientated towards decorating second residences,
mainly rural style houses. Its aim is the replacement and
restora tion of luxurious houses.

It is ai med a t attracting cons umers wi th a high
purch asing power who are sea rching for refu ge and
peace far away from the city and the rhythm of

(4). The terms "pos tmod cm" and "late modern"are used by the historian Charles je nki ns in his analysis of modern architecture:
Arquitectum tntema cionat. Ultimas tendencies. Barcelona 1989.
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d aily life, some place where co mfo rt and tranquillity unite with
the sobriety and balance of the classical world. Th is ran ge is
inspired in simple themes from classical geome try. Colours a re
light, bri ght and inspire harmony. The marbled bases are quite
stone -like, and they do not have large decorations. The streaks
on the marble are so ft and practicall y unnoticeable. Sobriety
ru les so as to su it the antique furniture in the
ho use.

4. POST-MODERN: this tendency aims to
mod ernise and revive the classical world from an
avant-garde point of view. It relates to the classical
world, distorting and revitali sing it in orde r to
crea te a new lan guage. In this se nse it is a
transgressor when facing historical avant-ga rdcs
that are escaping from any referen ce of a cultura l
past, rejecting eclectic and acade mic art tryin g to regain history. The key wo rds are
plurality, hybridism and complexity as part of our culture and it is faced with the purity,
the simplicity and the rationality of the designs of late mod ernism!",

The cons ume r here is much less conservative and belongs to the wealthy middle
classes, he enjoys travelling but not flying and he likes surprising but not innova ting. This
trend was though t for public spaces in need of a certain ambiguity. It offers a range of
classical antiquity but update s it by suggesting new colours, live and intense ones or
colours obtained by techni cal effects. This trend also uses them es from classical textiles,
such as velve t or damask finishes.

5. T RAD ITION: the rich ceramic her itage of this sector
obliges it and conditions it to continually revi se its history and
this has led, along with small craftshops with wid e ran ges that
keep the past alive, to a rich selection of colours and a great
diversity in decoration that we recognise as ceramic effects and
this is the industrial imit ation of this legacy.

This trend combines well w ith today's fu rn itu re and it is used es pecia lly for
covering bathroom wa lls. It a lso offe rs porcelain tiles which
imitat e stone qualities thanks to th e advances made in
decorative syste ms such as scree n printing which imitate
se mi-prec ious s tones with th e int ensit y obtained in th e
co lour, the double cha rge to obtain stone-like effects or by
combining different techniques. Formats are regular and
range from medium to la rge size, depending on the natural
stone offer.

This product, whi ch see med to be aimed at a consumer
that is interested in everyth ing related to craftwo rk, to authenticity, someone who rejects
imitations of materials, the banality of luxury, the cost-free sta tus of superflu ity, a
consumer who was on ce rebellious, ha s become part of everyday life. With
industrialisation, it has become cheape r and resembles craftwork more and more. Today
it can also be fou nd in the city and not on ly in second residences.

The characteristics of this offer are products with small g lazed formats and
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trad itional ran ges. Its main colours are coba lt blue, turquoise, yellow, red, orange, olive
green and copper green. The white aged looking tiles are decorated with small hairline
cracks, irregul ar surfaces, pinholing, and also the complementary pieces have a rich ran ge
of medi eva l and baroque motifs.

Within this offer we find salt stoneware and extrude d tiles. In flooring, we can also
find terracotta style bases, altho ug h it is becoming more popular for the base to come up
the wall . Nowadays, natural qualities are imitated wi th matt glaze in clay-like tones and
automatic airbrushing with masks and screen printing, which imitate discolouring in the
clay cau sed by the wood firing and the passing of time.

The terracotta typ e bases are decorated with a thicker screen prints and glazes are
decorated in bas-relief. Glaze effects can also be obtained with reacti ve prod ucts from the
ceramic industry. It is common to see a hand-painted effect and also a climbing-like effect.

In the ambie nce that is created it is
necessary to have special pieces for cen tre
pieces and borders. The decorati ons of corne rs,
borders inserts and compositions of four or
more pieces enrich the compa ny's product and
allow the consu mer to create his own personal
atmosphe re.

6 ARCHAEOLOGY OF MATERIALS:
in this trend, history and nature unite to offer
matt qualities based on a historicist ran ge. It
highl ights the Rom anesqu e period in whi ch
stone carving was impor tant.

This trend was originally aime d at a
Euro pean market which is strong ly linked to

rural life and has such a rich medi evallegaey. Later, as people became more awa re of the
environment, it opened up to other markets. Therefore, the consumer of th is product is a
cultured person, concerne d about nature and his cultural he ritage, eve n though he is
committed in a more formal tha n active way.

In the beginning, th is product was used to tryout com plex and varied techniques
which gave a rustic and aged-look ing effect to the tile. Nowadays, as this style has
become more po pular, a more functional tile is required. The effects have become softer,
therefore it has acquired a more simulated than real look but with the advantage that it
ge ls less soiled and is eas ier 10 clean .

The bases used for this trend are stone-like tiles which are ob tained by press
strokes, airbrushing mach ines and screen printing. The colour range goes fro m cold to
light ea rthy colours and they are usu ally lineal applications as these do not require a
third firing. The decora ted pieces are obtained by press stroke and they are cut
afte rwards . They hav e patterns in relief from the Roman esque ran ge. However, third
firing led to the developme nt of the applica tion of thi ck layers of granulars in matt
tones which had screen printing of powdered glaze to produce streaks that gave the
effect of a hand sculp tured piece.

7. REVITALIZATI ON OF HISTORY: the wear and tear of history has led us to
sea rch for and update historicist ranges, due to techni cal advances and also becau se it
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needs to be modernised therefore,
large companies need to
personalise their historical offer.
This tendency is not only based
on traditional ceramic heritage or
Renaissance frescos but it also
finds new in terpretat ions for
styles which are closer to our time
such as hyd rauli c flooring or the
decora tive styles from the end of
the last century. This ten dency
represents the need to adopt
former signs without following the exact same plan. This time, the consumer does not
have a conservative ideology, nor a purist one, on the contra ry, this trend is aimed at a
consumer who needs to recogni se himself as part of our history. He need s history to be a
part of his daily life.

This enables him to have his own warm and comfortable refuge, away from the
stresses of daily life. This consu mer does not reject the future although he does not tru st
it either. He does not look back on the past in a nostalgic way, he sees it as a source of
knowledge and exper ience.

The character ist ics of thi s offer are an updati ng of a rich selection of colours, from
the redesigning of traditional ea rthy matt colou rs to tra nsparent designs, which
highlight the reliefs on the base and the return of forma ts and pieces used as alternative
decoration. The ba ses have small formats and they are able to ada pt to new industrial
processes with press strokes, the ap plication of granul ars on the bas - relief, th ick
coverings, screen prints that imitate hand painting. Volume plays an important part in
this offer.

8 ECO-NATURAL: thi s trend represents our concern for th e environment and
ou r desire to find ourselves surrounded continuously by nature, so that we can
es cape from th e aggress ive and artificial
world that su rrou nds us. The fundamental
difference in thi s trend is the absence of
decoration. It base s its rich ness on th e
qua lit ies achieved on th e base and on th e set
of mo dula r systems . The only de coration on
th e tile is small incisions of primitive signs on
th e su rface. It ha s no identifiable figures an d
tries to find an austere type of beau ty in
geo me trical abstractions, its aim is to create
an " eco logical " look.

It ha s stone-like bases an d the colours it
presents are based on minerals, therefore it
uses dark tones th at go from graphite to iron
oxide and manganese and also clea r tones
based on calcareous stones. In this range, we
can also find ru stic wood bases with patterns
in relief and matt qu aliti es, which also have
sets of modular systems. It is normal to find
bases w ith tw o different tone s or colours
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combined together, creating such a rich selection of colours that seem to blend in with
nature.

9 STIMULUS OF NATU RE: this trend is insp ired in nature but does not aim to
simply cop y or reproduce it. It creates new scenarios . Wild or domestica ted nature turns

into a yearning for what is
disappearing and is seen as an
endea vour to create new
relation systems from a
perspective of con te mporary
reality and a perspective of the
near future. Instead of being our
enemy, technology becomes the
means for us to es tablish a
d ialogue.

The profile of thi s
cons ume r is simila r to the
ecolog ist on e. Someone w ho
assumes his own contra d ictions
without getting weaker,

someone who is aw are of the fact that a radi cal preservati on is antinatu ral and that it has
unknown consequences for the future. He trusts the law of nature more than he trusts
human ethics. He loves the wilde rness and natu re so mu ch that he wou ld wa nt to send
his own child ren to a nature schoo l and visit nature parks with them. When they come
hom e, they would bring back the memories of the colours, the light and scents which are
placed in corners and shelves of their home to remind them of the time they spe nt away
in the wild .

In response to this tendency, the ceramic sector combined technica l effor ts and
crea tivity together to create new intelligent products capable of tran smitting esse nce,
grace and the freshness of nature. In tile coverings we can find combina tions of
terracotta glazed with earthy colours and with laser insertions of pet animals, fru it from
the earth and ethnic signs . Additiona l
pieces are used as botanical pictures to
remind us of the lobe beauty. Wood
with ru stic qualities are enriched wit h
soft polychromes and simp le
geometry.

Floorings are embellished wi th
the design of a leaf which has blown
from a tree and blended in to the clay.
The new technologies (pressing machines,
mu lti -feeders, mi xers, lasers, double loadin g,
CAD-CAM), emula te nature to crea te a mix ture of
ma teri als, su rfaces and effects th at geography could
not, making stones in which the only skill used is the
shaping of them. Is th is not a simila r process to the on e followed in artificial
insemination?

10. MODERN AVANT-GARDE: close to the previous trend although without the
same ecolog ical militancy, we can find an attitude which descends from mo dernity and
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sees crea tivity as an effort to create a new spa ce, a new
di mension and a new relation system. With in this
desire to suggest a new interpretation of reality,
everything familia r is rejected, every th ing that
al ready exists is detached fro m wha t has already
been established .

This investigat ion is being carried out in a
ra tio na l w ay, w itho ut searching in va in for
inn ovations, for w ha t is free, unnecessary and
superfluous. It is carried out in the context that has
been set, from the combina tion of materials, from
conceptua lism, ex peri me nta tion, distortion,
marginality, recogn ition of teache rs, from an exercise of
maximum simplification.

There a re many di ffi cul ties for this concept to reach ou r sector. It is most defin itely
the most neglected tren d and therefore, the one that need s most atten tion of all. The use
of material and the characte ristics of the industry oblige us to avo id any risks, bu t we can
discover the work of an a rtist, his sense of humour, mythologisin g colours, the luxury of
emptiness, the intelligen ce of simplicity, the use of new materials, the suggestion of a new
disposition and the search for a new effect hidden am ongst the grea t artists or am ong the
pages of a sm all but pe rfect cata logue .

How many consumers is this trend aimed at? It is aim ed at a sma ll public, but it
exists, and that is enoug h to raise efforts so as to create new proposa ls and suggestions
that will be acknowled ged by consume rs who are anxiously awaiting new products.
Some large compa nies acknowledge the role th is trend is playin g in the ceramic sector
and always reserve a place for innovations .
Others have concentra ted on this market
and therefore enjoy the luxu ry of not
ha ving to compete with other compani es
of a large scale.

Even tod ay, innovation is value d
fro m a technical pers pective. Th e
technological ad vances( machinery,
raw materials, p rocessing) are th ose
which s timula te d ev elopment.
Progress is measured by the size and
capacity of the pieces. Ne vertheless, clas sicism,
history, nature and innovation are th e trends that
stimulate the ceramic products, the sea rch for effects, the dev elopment of machinery
and the materials required . Technology can lead to fashion in the sa me way as tile
cutting ha s made rose shaped de signs fashionable, although it is the need to
characte rise a spa ce and the technical and form al capacity to respond to thi s need
which defines a trend . Then, the intelli gence of the our marketing department
commu nicate thi s need and this product to the industry and the consume r will
naturally con solidate it.

For this reason, we have to be aw are of the rapid ad vances in consu mer needs,
in o rder to stim ula te new requirements, and apply technical responses to th ese
requirements and overa ll, to be abl e to co mmunica te to the cons umer that we ca n
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offer him wha t he need s, tha t we ha ve th e answer
to his d reams and are working on fu ture projects

to be abl e to provide him with what
he ha sn 't even yet im agined . Many
secto rs are aware of this and make a
great effort to reach th e consumer.
Sociologists and m arket analysts
advise us not to delegate ou r sales
ou tlets, as other in te rests can

destroy all the efforts that have
already been made. We must look
fo r new formulas fro m ev ery
poss ibl e means or inves tigate
new technologica l devel opments

w hich will a llow us to come closer to
the consumer.

For the moment, the future the industry will follow will remain close to the four
basic trends previously described. New intersections will be suggested, which will be,
once more, the result of technical advances in response to the need for both cons umers
and companies to look for innovations. Faced with a socia l environment which is known
to be unstable and agita ted, public and private spaces will have to provide the security
and comfort that trad ition, cult ure and nature transmit, and feed our desire of evasion
and adventure tha t livens the atmos phere. The ceram ic indust ry, mindful of the se needs,
should provide us with products that define our habitat.
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