Issue 16 — April 2015
FreeFlow aims to share information and
market intelligence to help our customers in
the MMA industry grow and prosper.
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News in brief
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Peter Snodgrass
Sales Director
Monomers EMEA
First, I’m delighted to introduce this
newly designed issue of FreeFlow. It
seems incredible that we are sharing our
sixteenth edition; our journey began in
2007 with FreeFlow as an experiment.
Thanks to your support and willingness
to collaborate with articles and ideas
for features, it has gone from strength
to strength and we are proud of the
progress we’ve made together.
Acknowledging the difficulties that
we’ve experienced at Cassel in the
recent past I’d like to say a few words to
reaffirm our commitment to you as our
customers and supply partners. While
industry experience, technical ability,
agility and flexibility are important for us,
achieving sustainable partnerships in
business comes down to having a clear
vision and mutual trust in one another’s
sincere commitment to deliver promises.
I’d like to extend a warm thank you to
our enduring partners for your patience
and understanding. Our dedication to
continuous improvement remains a
strong priority.
Looking to the future brings some
exciting prospects. Our parent company,
MRC, remains committed to invest in
Cassel. As the largest MMA production
asset in the Group, it will remain a
strategic site that will operate alongside
the 250kte Alpha II plant when it comes
on stream in 2017 in Saudi Arabia.
We hope you enjoy this new
style FreeFlow with its richer mix of
content that we trust will stimulate new
conversations. As ever, we’d love to hear
your views and ideas for making it even
better next time.
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Technology

03

2025

Business

Alpha II underway
in Kingdom of Saudi
Arabia.

Family businesses
growing in emerging
economies.

MRC and SABIC have begun work
on the second plant to feature Alpha
technology. Alpha was developed and
patented by LI and is the technology
used for MMA at its production site in
Singapore.

We came across an interesting article
all about the family factor in business –
and in particular, how they are growing
in size and influence in emerging
economies. Agility, easy decision
making, passion, entrepreneurialism
and deep relationships are all
characteristics, which help make family
and founder-run businesses fit for the
future. Read more on page 14.

More: goo.gl/wNYQyj
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Design

25 years of working
with Lucite® acrylic.
We congratulate our LI colleagues in
the US as they sponsored Alexis Bittar’s
25 year anniversary of working with
our LuciteLux® branded acrylic during
New York Fashion Week 2015. Bittar is
jewellery designer to celebrities such as
Michelle Obama and Cameron Diaz. The
amazing event was a riot of LuciteLux®
used in his Fall jewellery collection, for
the event staging and for the prestigious
invitations which were sent out to guest
in advance of the reception.
The event on Pinterest: goo.gl/al6HQD
Bittar on Lucite®: goo.gl/8vSfJS
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Award

Celebrating
Manufacturing
Sustainability Award.
Employees at Cassel, LI’s methacrylates
production facility in EMEA, celebrated
an award given by North East Process
Industry Cluster (NEPIC) for the
progress made on site in Manufacturing
Sustainability. The £1000 prize was
donated to our local junior school, High
Clarence Primary, to buy additional
library books to support local children
with their studies.
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Exhibitions

Our team is visiting
the European Coatings
Show (ECS) 2015.
Once again, we will be visiting the ECS
in Nuremberg, Germany from 21-23
April to support our customers exhibiting
there and to find out what’s new in
the industry. We’re hoping to meet as
many of our partners while we are at
the show – please let us know if you will
be there, or if you’d like us to follow up
with any thoughts post show. Email lyn.
hatch@lucite.com, or any of the EMEA
Monomers team - for contact details
see: goo.gl/Fyjtym.

Monomers Team

Technical training
for commercial team
Front cover: Craig Mason, Cenk Turkay
and Judith Centeno learn more about
optimising quality delivery of materials
as part of the EMEA Monomer’s team
meeting in the UK last month.
More: blog.methacrylatemonomers.com

More about the show: goo.gl/7ih8OD
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Creativity

We are all creatives;
find the creative in you!
Our colleagues at LI in China turned
their long-standing Acrylic Design
Competition (ADC) into an internal affair
to see what members of the team across
all departments could come up with to
stretch the world of acrylics …see their
ideas on page 12.

Safety

2.5m man-hours
without a lost time
incident at Cassel.
The Concord Alliance partners who
support LI at Cassel have achieved a
2.5m man-hours incident free landmark,
which represents over eight years of
safe working on site. The Concord team
has averaged 160 people but peaked
at 450 during the site-wide overhaul,
where programmes of work included:
Electrical & Instrument related activities,
mechanical fitting, fabrication,
scaffolding, civils, insulation and
coatings.

Sustainability

PMMA Life Cycle
Assessment (LCA)
number published.
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We are delighted to announce the
publication of the PMMA Environmental
Product Declaration (EPD). The European
LCA, which forms part of the EPD
for PMMA, has now been officially
published, which is a big step forward in
providing publically accessible, accurate
environmental impact information.
Life Cycle Assessment (LCA) is one way
of building a picture of what happens
throughout the life of a product, from
obtaining the raw materials to create
it, right through to when the product is
either recycled or disposed of.
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Monomers Team

Welcome to two
new CSRs.
The EMEA Monomers team gets a boost
from two new recruits, who are joining
the busy Customer Service office based
in Cassel. Stuart Heap (left) and Paul
Cleasby (right) started in January and
March 2015 respectively and bring a
wealth of chemical industry experience
plus a passion for serving customers
with them. We welcome Stuart and Paul
and feel sure you will get to know them
soon.

Read the full article: goo.gl/5aXY80
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Industry Leader
Lucite International Monomers

Taking a closer look at
The Markets

Malcolm Kidd
Business Director
Monomers EMEA

The methacrylate monomers team
is passionate about delivering
added value to our merchant
market customers and partners.
To be effective requires us to
invest in understanding the
marketplace and its dynamics.
Here are our current thoughts,
which we’d welcome discussing
with you.

Volatile world
There has been significant change in the
world over the last six months, which has
impacted the chemical and petrochemical
industry in general and methacrylates market
in particular. The decline in crude oil prices
resulted in the dramatic re-valuation of
some major commodities chemicals and
the pendulum of supply/demand balance
has swung several times in response
to seasonal buying trends and planned
and unplanned production outages. As I
write, Brent Crude has rebounded to $60/
bbl +/- and has already resulted in some
significant correction in derivatives pricing.
The weakening of the Euro by more than
30% against the US Dollar since mid-2014
has resulted in US Dollar-based producers
having to continually re-assess the viability
of exporting goods to the European market,
and for many, the conclusion that it is not.
Demand continues to be good
MMA demand at the end of Q4 experienced
04
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the normal seasonal tail-off, but this year
the effect was undoubtedly increased by the
uncertainty caused by the falling prices. It is
now clear that this was a transient effect and
demand in Q1 2015 has been good (indeed
some demand just postponed to a more
stable pricing period) and the outlook for the
first half of the year continues to be quite
positive.
MMA demand in the EMEA region in
2014 increased by 1% on the previous year
due to the ongoing recovery of the stronger
European economies and to the higher
growth markets in Turkey, South Africa and
Middle East. In addition, we continue to hear
of new investment in EMEA in traditional
and new products that are built around
methacrylate monomers.
Trade flows have altered
The Euro/US Dollar exchange rate has
had a significant impact on the dynamics
of the global MMA and pMMA markets.
As well as MMA importers having had to
re-assess the attractiveness of the European
market, we have seen pMMA imports into
Europe decline progressively through 2014.
Statistics show that they are significantly
lower compared to this time last year. This
has also contributed to an increase in the
level of MMA demand in the region and
a change to the inter-regional trade flows
balances.
MRC/LI continues to invest for the future
The Cassel site saw a significant level of
investment in 2014. It has resumed normal
operation after its major overhaul in Q4 2014
and the period of disruption in Q1 2015. In
the past few months, the uprate of LI’s plant
in China has been completed and MRC/
LI continue to invest heavily to introduce

new MMA capacity. Work has started on
the project to build the world’s largest MMA
plant in Saudi Arabia (due online in 2017).
And there is significant ongoing investment
into the development of a sustainable
bio-based route for the manufacture of
methacrylate products.
Outlook
I would like to say thank you to our
customers for your ongoing support during
the recent difficult period. After experiencing
volatility on a number of fronts over the last
few months, we are striving for the return of
greater predictability and certainty, and with
that the confidence to invest further in the
growth of our industry.

At a glance
Oil price: 2014 oil price volatility
resulted in dramatic re-evaluation of
major commodity chemicals
Demand for MMA: grew around 1% in
2014
Outlook: Positive outlook for MMA
demand H1 2015
Exchange rates: significantly
impacting level of MMA and pMMA
imports
Investment: Continued significant
investment by LI in increased MMA
capacity for the market

Downstream
Snap-Shot
Our MMA was used for
Perspex® cast acrylic used to
create Eleven’s award-winning
stand at Salon International,
London.

FreeFlow — April 2015

05

Going Further for Customers
Lucite International Monomers

ONE TEAM
dedicated to serving
customers
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Lucite International (LI) lives by a set of core values,
which help ensure that whoever we work with and
wherever they are in the world, they receive the
same consistently high levels of care and attention
to product and service delivery. Our Monomers sales
team members are based all over the EMEA region,
giving us an important multi-cultural business
perspective as well as the ability to offer a ‘local
feel’ service to customers. In this issue of FreeFlow
we meet some of our existing team and introduce
you to two new members who are passionate about
delivering excellence for customers.

Name

Jörg Rödig

Amanda Clapham

Saleem Khan

Role

Sales Manager, Nordic Countries,
Mid Europe, Central & Eastern
Europe

Customer Service Manager

Business and Sales Development
Manager, Middle East

Joined

September 2012

September 2011

February 2004

Enjoy most at LI

Different cultures; particularly as I
am responsible for a large region

I’m passionate about building strong
relationships and delivering excellent
customer service and take great
satisfaction in hearing what our
customers think about the service we
provide

Serving customers and thus helping
them use acrylic to stimulate growth
ahead of Alpha II coming on stream
in 2017

Biggest
challenges

Optimising the opportunities for new Leading a Customer Service team
applications
with extensive knowledge and
experience and driving continuous
improvement

Working to assimilate Alpha II into
the EMEA supply chain; we will have
to work differently to maintain and
grow our share of the MMA market

How do you feel
LI delivers service
excellence to
customers?

Through close communications with
customers and through on time, in
full delivery

Developing strong relationships so
we can really understand their needs

Always trying to honour our
commitments; offering sustainable
pricing, excellent logistics support
from the team in Cassel, quality of
product and technical support

Four words to
define a strong
supplier/customer
relationship

Partnership, Long-term, Solution,
Trust

Dedication, Service, Understanding,
Communication

Trust, Delivery, Partnership,
Long-term vision

Free time

Family time, cooking, playing music
(trumpet, bass guitar), gardening

Family time and planning as many
holidays as possible, reading,
walking, keeping-fit, socialising,
photography, learning about
nutrition, cooking....

I have two boys of 10 and 11 years
who keep me occupied, I also enjoy
tennis and reading

Where in the
world

California – I’ve been so many
times; it’s just amazing.

China or Japan are at the top of my
list; exploring their cultures would
be an exciting and memorable
experience.

I miss Pakistan, which I believe is
one of the most beautiful countries in
the world. North America and the Far
East are also quite interesting.
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Two new faces
join the team

Paul Cleasby
Customer Service Representative

NEW

Nevenka Emert
Sales Support, Central & Eastern
Europe
November 1994
I enjoy the positive feedback from
customers regarding good customer
service and am really happy when we
win new business

Paul joined the EMEA Monomers team in March 2015 as
CSR for sales in the Benelux region. Prior to joining LI, he
worked for Tetley Tea, part of the TATA global beverages
group, and before that, he spent 21 years in the chemical
industry with ICI. He has spent much of his career working
in export, so understands the business of serving customers
all over the world. We asked him how he was settling into
his new role. Paul said: “I’m getting a great insight into the
range of products that are manufactured and sold all around
the EMEA region. It’s really exciting to be learning and having
to absorb all the information that will help me to serve our
customers efficiently.” In his spare time, Paul is a keen runner
and cyclist.

Stuart Heap
Customer Service Representative

NEW
To maintain the same valued
relationships, even during
challenging times.
We always try to provide great
service, and we need to continue to
work hard to do so no matter what
challenges we meet along the way
Trust, Reliability, Understanding,
Flexibility

Bike riding, Pilates, walking and
spending time with my family

Anywhere with beautiful nature mountains, lakes, rivers, sea.

Stuart has worked in the chemical industry for many years,
previously for ICI, DuPont and Huntsman so he is well
accustomed to the nature of our business at LI. He joined
as a CSR in January this year and already feels quite at
home on site at Cassel, where he has met up with some of
his old work colleagues from ICI days. He told us: “I enjoy
personal interaction with customers and always prefer to
pick up the phone and speak direct and then follow up by
email because it allows me to build a personal relationship.
I’m a firm believer in communication and teamwork, whether
it be with our customers, colleagues or suppliers – good
communication can mostly stop small issues becoming major
problems all round.”

We are always ready to hear from our customers and partners as to how
you think we are performing. If you have any feedback, or ideas for us to
consider to improve your experience of working with us, then please get in
touch: lyn.hatch@lucite.com
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Sustainable Development
Lucite International Monomers

Sustainability
Cassel site update

Fig. 01
Energy Planning Process Concept Diagram
Planning Inputs

Energy Review

Past and present
energy uses

Analyse energy use
and consumption

Planning Outputs

Energy baseline
Relevant variables
affecting significant
energy use
Performance

EnPI’s
Identify areas of
significant energy
use and
consumption

Future energy
requirements

Legal or other
requirements

In the last issue of FreeFlow
we shared an outline of Lucite
International’s (LI) approach to
sustainable business development
and how we put environmental,
economic, social and cultural
considerations at the heart of our
operations. In this issue, we share
progress of our sustainability
journey – in particular, looking at
energy. We also look to the future
potential for bio-routes to MMA.

Cassel site certified to brand
new ISO50001
In January 2015, Cassel site was delighted
to gain certification to the International
Energy Management System Standard
ISO50001. This relatively new standard is
a practical means of helping companies
incorporate energy management into
everyday working practices that can make
a real difference. In line with the standard’s
framework, the Cassel site has an energy
improvement plan in place to enable
the site to meet LI’s wider sustainability
improvement targets, which are set to
reduce energy and CO2 emissions by 20%
by 2020 from a 2010 baseline.
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Building on the benefits of achieving
ISO14001 certification
Cassel was certified to ISO14001, the
Environmental Management System
Standard, in December 2000 and has
benefited widely from working to this
standard ever since. Amanda Buck,
Environment, Energy and Sustainability
Manager for the Cassel site said: “Working
towards ISO50001 was a logical next
step. This management system standard
was introduced in June 2011 and
has a Plan-Do-Check-Act continuous
improvement framework that provides a
robust means of supporting progress. It has
been fundamental in helping the site teams
achieve their goals at Cassel.”
Understanding energy performance has
cumulative benefits
Amanda, who led the certification process
on site, continued: “First we needed an
energy baseline and a review process so
that we could track our performance and
identify improvement opportunities - see
Fig. 01. As well as considering the energy
performance of our existing equipment we
also put procedures in place to consider
the energy usage of new equipment at the
designing and procuring stages, as replacing
equipment and installing new projects

Objectives
Targets
Action plan
Predict future
energy
use/consumption

Identify
opportunities for
improving energy
performance

is a great opportunity to become more
energy efficient. Continuing to track our
performance and carrying out internal audits
is part of what we must do to maintain our
ISO50001 status and we’re confident that
it will continue to throw up ideas for further
improvement.” It seems that there was no
shortage of energy improvement ideas from
the Cassel team; initial sessions to generate
ideas have been followed through and
people are genuinely enthusiastic to be part
of this important piece of work.
Expert consultants will help ensure
ongoing success
LI engaged external consultants, AECOM
(formerly URS), to carry out an energy
audit at Cassel site in February 2014. The
first audit identified further improvement
opportunities and helped to better define
some of the ideas raised internally. AECOM
are continuing to audit LI’s other ACH-MMA
assets and the results from these reviews
will be a valuable source of learning as we
drive efficiency across the LI Group.
ISO50001 is already proving to be beneficial for our
business. If you are interested to discuss more about our
experiences then please contact: lyn.hatch@lucite.com

01 The inputs, outputs and
steps in the review are
shown in Fig. 01. Key
energy indicators are used
to measure performance.
02 Dr David Johnson, LI’s
Research Associate
and Technical Leader of
Biotechnology Process
Development.
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Looking to the future
Developing BIO routes to MMA
Do we develop biotechnological processes
or not? What factors need to be considered?
How does a chemical company select
the best manufacturing route once it has
entered the biotechnology arena? These are
some of the questions Dr David Johnson,
Research Associate and Technical Leader of
Biotechnology Process Development at LI
considered during his talk at The Industrial
Biotechnology Showcase in London earlier
this year. Here David Johnson shares
his views with us on the development of
bio-based products:
How do we see this environmental
aspect in every day requests as a
business?
DJ: Our customers are increasingly
conscious of their environmental footprint.
For example, the coatings industry is
focused on reducing carbon emissions and
obtaining feed stocks for paint based on
renewable resources.

What has LI discovered as a result of
entering the biotechnology field?
DJ: Anything is possible, but achieving a
tangible process is very difficult. A great deal
of learning is required as the science behind
biotechnology is very different from purely
chemical routes.
What does LI consider to be
‘renewable resources’ and where is
its work focused?
DJ: We have looked exclusively at
monomers as the building blocks for
methacrylate polymers (pMMA). pMMA is
a very high performance polymer with a
wide range of applications and we have
concluded that it would be difficult to
develop biopolymers (ie. where the polymer
is formed in a living organism) with adequate
properties for a significant number of
applications. In other words it would not
be viable to produce biopolymers directly
without first creating the bio monomers
as their basis. On a positive note, a
methacrylate from a renewable feedstock
is identical to a fossil based methacrylate,
so no new polymer formulations would be
required to use it once we develop the bio
monomers.

Is there a place for bio-route based
MMA either alongside or in place of fossil
fuel-based raw materials?
DJ: I believe we have demonstrated thus
far that the best routes could be at parity or
better than conventionally priced oil-based
routes. There is certainly scope for more
development work to be done on the
bio-routes to MMA and we are continuing
to work on these. However, there are still
many technical challenges to overcome and
a need to firmly establish a clear picture
of the economics so that we can compare
viabilities of the different options. Meanwhile,
the UK Government like many countries is
keen to see UK-based research developing
competitive products and has also
attempted to set up centres of excellence
within universities to help newcomers and
experienced companies alike. This is very
encouraging and I certainly hope that we can
continue to collaborate and learn from one
another so that we can achieve real progress
together.
If you are interested in finding out more about the
subjects covered in Dr David Johnson’s talk at The
Industrial Biotechnology Showcase, please get in touch:
lyn.hatch@lucite.com
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Industry Leader
Lucite International Monomers

Process Safety
Management (PSM)

01

The recent gas explosion, in
Kaohsiung City, Taiwan, in July
2014, which caused 31 fatalities
and left over 300 people injured,
is a stark reminder of what can
happen when things go wrong.
It highlights the need for all of
us at Lucite International (LI) to
be continually mindful of why
PSM is such a vitally important
part of what we do to protect
employees, contractors, and our
local communities from potential
harm. While developing a strong
PSM culture, we are also keen to
share progress and learnings with
our customers so that they have
an opportunity to benefit too.

In 2014 all LI site managers and supervisors
completed a PSM foundation course where
they learned about the important concept
of ‘barriers’ or ‘layers of protection’, which
can be put in place to prevent, control and
mitigate worst-case consequences. Gordon
Bruce, who is leading the Asset Integrity
element of LI’s PSM improvement work,
said: “No single barrier on its own is likely
to be enough to ensure the prevention of

10
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major incidents. It is really important that
there are sufficient barriers in place, of
suitable integrity, to protect people from the
consequences of a major accident. These
barriers are all about reducing risk, and our
goal continues to be the reduction of all risks
as far as is reasonably practicable.”
What do we mean by layers of protection
in practice?
Gordon continued: “For us, an example
might be a flammable gas reactor, where the
vessel is built with a corrosion monitoring
system, pressure control and interlocks,
and overpressure relief to prevent a loss of
containment. Should a leak occur, we have
gas detection and/or flame detection, water
deluge and, ultimately, emergency response
teams trained and ready to control and
mitigate the consequences of the incident.
All these are important layers of protection
against Major Accident Hazards.” A key
element of the improvement work we are
doing is to ensure that these important
barriers are checked and managed
rigorously by refreshing and improving
our global Safety Health and Environment
Standards.

PSM is being embedded among our
manufacturing teams
Work is now underway to share the PSM
training with production operators and
maintenance team members, who are at the
sharp end of our activities. 2015 will also
see the full deployment of LI’s new Process
Safety Performance Indicators (PSPIs),
which will provide a better view of how well
we are controlling our process safety risks
and where additional effort is needed. These
important indicators will also help to drive
compliance with the critical PSM activities.
What is there to help us?
As part of the training programme, LI
people are introduced to Asset Integrity
Management (AIM), which, in a process
safety context, is about ensuring that critical
equipment continues to provide robust
barriers against Major Accident Hazards
throughout its life. This means having well
trained and competent people with the
right management processes in order to:
(1) establish the barriers; (2) operate within
them; (3) maintain them. The Company’s
Asset Integrity Procedures (AIPs) define
mandatory processes to ensure that we
apply increased rigour in the areas of
greatest importance.

Prevent
HAZARD

Control
Mitigate
INCIDENT

Emergency Response

02
MAJOR
ACCIDENT

Plant
Process
01 Gordon Bruce, who leads
the Asset Integrity part of
LI’s PSM improvement
programme.
02 The ‘barrier model’
showing how the
effectiveness of barriers
based on combination of
engineered plant, work
processes and people
is intended to safeguard
against Major Accident
consequences.

Working together to deliver our promises
Gordon concluded: “A global network of the
Company’s engineering experts have formed
AIP panels led by an overall Asset Integrity
Leadership Team. The AIP panels have
been working together to refresh the AIPs to
ensure a more consistent global approach
to AIM and sharing of good practice.
These specialist engineers will continue
to help sites through implementation
and by providing support and on-going
development of global systems. Linked
to this, a new process of Asset Criticality
Ranking (ACR) has been developed to
enable the local site team to determine
what equipment is critical to preventing a
major incident. Through the assessment
process, the team is able to develop a
good understanding of what can go wrong,
what the consequences could be and what
equipment is essential to prevention. These
developments are all part of our continous
improvement approach to PSM and we look
forward to sharing news of progress in the
future.”
If you are interested in learning more about PSM
and how it could help your business achieve a safer
working environment, Gordon Bruce or Ian Ruddle
would be happy to talk to you: gordon.bruce@lucite.com,
ian.ruddle@lucite.com

People

What our people say

David Wu, Senior Project
Manager, LISPL, and part of the new
Asset Integrity Leadership team:
“With the support of the AIP panels, we
recently held some regional meetings
for a number of engineers here in
Asia covering Pressure Systems and
Safety Instrumented Systems (SIS).
The regional teams were able to
discuss the new requirements, share
experiences and to suggest further
areas for improvement. This was a
very powerful forum for ensuring we
had good understanding, buy-in and
alignment in the region. To deliver
the benefits of the new processes will
require a high level of commitment from
site teams to support the engineers
who are responsible for developing the
new procedures and practice at site
level. In Asia we have built some good
foundations in the past, and we shall

continue the current cross learning to
further strengthen the new AIP platform
in the region and extend it to be part of
the global network.”
Kate Green, Process Safety
Manager, Cassel
“Everyone has a responsibility to stay
mindful about process safety and
‘what could go wrong’. This in itself
will help ensure the layers of protection
remain in place and intact. Here at
Cassel we are working to ensure every
individual understands what the layers
of protection are, their own role in
maintaining those layers, and how they
can help to improve them.”
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Promoters of Methacrylate Systems
Lucite International Monomers

Tomorrow’s
Edge

01

Everyday products that we
depend upon to make our lives
simpler come and go as societies
progress and our needs change.
Reinvention through creative
evolution has always been a driver
for new product development. And
it’s just the same for acrylic.

In our quest to build an ever more
sustainable business and to help our
customers and partners do the same, we
continually look for ways to encourage
the use of acrylic in new products that
solve everyday challenges. Now the
Lucite International China team (LICC) has
introduced ‘iADC’ – internal Acrylic Design
Competition - a fast-track initiative that puts
the spotlight on our internal team (made up
of people from all departments) as creatives*
to see what ideas it can come up with to
grow the world of acrylics. We talk to Chris
Cowell, General Manager of LICC about his
vision for the competition.
Chris began: “For the past seven years
we’ve been running our Acrylic Design
Competition (ADC) with the top art and
design universities in China and Taiwan.
12
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It’s been very successful at stimulating
new ideas and we plan to continue with
this work of inspiring future designers’ use
of acrylic. To continue to grow, LICC must
help evolve acrylic products to today’s
markets and opportunities; connecting to
trends, understanding what works, tapping
in to what consumers want. Since we’re all
consumers, it is what we want too. Often,
however, we do not know what we want until
we see what we want. Catch 22 for product
development.”
iADC has tried to crack this problem by
bringing together passionate acrylic people
at LICC, who are also avid consumers. The
result: a stunning range of over 60 ideas
all focused on bringing out the functional
beauty of acrylic in everyday use. The
hardest part was judging one idea against
another; distilling 60 down to 17, and then
to five for prototyping. Chris said: “We had a
simple brief, ‘giving smart people appealing
products that brighten their lives’, with an
even simpler request to imagine making
something both beautiful and useful too. Of
course, we also wanted relevance, difference
and desire …all aimed at appealing to
customers (us) with the potential for scale
and sale.”
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Giving smart
people appealing
products that
brighten their
lives.
The first round winners ranged from
photo-chromic screens, to self-powered
street lighting, modular wardrobes, seats,
skateboards, sound barriers, shelters, walk
in shower cubicles and more. There were
so many diverse ideas that it was almost
impossible to choose five for prototyping;
a challenge solved by sketching each of
the first round winning idea in context and
posting them on walls across our offices in
Shanghai, Beijing, GuangZhou, and at the
Caojing site. This was followed by a simple
request for LICC people to vote for the

04

*If you’re alive
and thinking, you’re
creative.

03

At a glance
The final five products were chosen for
being interestingly different, with real
potential for scale and sale as generic
designs.
1 Sheltered Lounger: designers Janne
Wang and Violet Shen
2 Decorated Sound Barrier: designers
Joey Zhu and Gordon Chen
3 Walk-in Shower Cubicle: designer
Toni Bingley
4 Lit Coat Stand and Seat: designer
Grace Shen
5 Photochromic Screens: designer
Angela Yang

product they would most like to see in their
everyday lives; a natural progression for
team involvement, which was an essential
part of the competition throughout.
Chris continued: “We are all capable of
contributing to our future at LI through our
experience of acrylic, and through our own
likes and dislikes as consumers. We have
a tendency to believe that acrylic products
are conceived, developed, and delivered
by others; that we are the monomer, sheet,
and polymer engine for other people’s
ideas. The LICC team has no special
insight into acrylic products – far from it.
We make and sell monomer for others to
convert to sheet and polymer and it goes
on from there to others to convert to end
products - we are mostly detached from the
user end of the market. The 60 ideas came
from engineers, accountants, HR people,
CSRs, admin assistants, technicians,
purchasing supervisors and managers. No
‘real’ designers in that line up, but many
real people, who know what they like, have
found a way of seeing what they want, and
get the opportunity to turn their ideas into
real products with the potential for scale and
sale.

05

“The question is should we be leaving the
discovery of the next big acrylic product
to others, encouraging them by improving
our processes and building newer and
larger MMA plants? Or, should we be taking
responsibility for our own destiny by using
the power of our own people to create
tomorrow’s edge? iADC is a simple concept,
but one that just might unlock our future and
that of our customers and partners too.”
If you are interested in learning more about the various
ways in which LI promotes methacrylates through the design
community across EMEA, the USA and Asia visit: lucitelux.
com/just-imagine-awards or http://goo.gl/SRoOSH or email:
lyn.hatch@lucite.com
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The

FamilyFactor

As a dedicated supplier of
methacrylates to the merchant
market in EMEA we know that
there’s always something new to
learn, which is why we are always
interested when we see something
that we think is worth sharing! As
many of our valued customers
in the region are family-based
businesses, when we came across
a McKinsey Quarterly* article, ‘The
family-business factor in emerging
markets’, we decided to include
an excerpt here. The piece states
that family-owned businesses
are a large and growing force
and organisations that want
to collaborate with them must
first understand them. We were
also keen to get our customers’
perspectives on the ‘family factor’.
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The McKinsey Quarterly article reads:
“The industrial titans of the Gilded Age
were largely family businesses. But today,
in most developed nations – particularly
the USA, UK and Japan, industry-leading
companies are typically held by a broad
mix of shareholders. Less than one-third
of the companies in the S&P 500 for
example remain founder- and family-owned
businesses.
“So far, the picture is quite different in
emerging economies. In 2010, founders or
families owned approximately 60% of their
private-sector companies with revenues
of $1bn or more. And there are good
reasons to suspect that these companies
will remain a more significant part of their
national economies. As brisk growth propels
emerging regions and their family-owned
businesses forward, analysis suggests that
an additional 4000 of them could hit $1bn
sales between 2010-2025. If this is how
things shake out then such companies will
represent nearly 40% of the world’s large
enterprises in 2025, up from roughly 15%
in 2010. Developing an understanding of
them, therefore, is becoming a priority – not
only for global companies active in emerging
markets, but also for would-be investors that

must ultimately decide whether and how to
support this fast-growing segment of the
economy.
Why past may not be prologue
“The starting point for many family
-controlled local companies is a
demonstrable ‘home-field’ advantage; they
have a deep understanding of their countries
and industries, as well as considerable
influence on regulators. They derive all this
from years of personal relationships with
stakeholders across the value chain. Many
have proved resilient through times of
economic crisis. Where the conventions of
commercial law and corporate identity are
less developed, doing business on behalf
of a family can signal greater accountability
– the family’s reputation is at stake – and
a stronger commitment. Often a personal
commitment from the owner of a family
business can be as powerful as a signed
contract.
“Local philanthropic efforts reinforce
this signalling. In the Philippines, the Ayala
Foundation – a non-profit branch of the
Ayala Corporation, the country’s largest
conglomerate and a family-owned business
states its mission as ‘improving the quality

Emerging-market
family-owned businesss

Other emerging-market
companies

Companies with ≥$1 billion in revenue
Number of companies

All developed-market
companies

Share of large companies that are
family owned2 %

15,003

5,608

7,941

Southeast Asia

80-90

Latin America

70-80

India

70-80

Eastern Europe

60-70

Middle East

60-70

China

35-45

1,338

1,286
858
8,057
5,797

Africa
2010

30-40

1 Projection based on city GDP forecasts
2 As of 2013 or closest available year,
captured at headquarters location.
(Source: McKinsey & Company).

20251

As brisk growth
propels emerging
regions and their
family-owned
businesses
forward, analysis
suggests that an
additional 4000
of them could hit
$1bn sales between
2010-2025.

* This McKinsey Quarterly article was written by
Åsa Björnberg, Heinz-Peter Elstrodt and Vivek Pandit:
goo.gl/Y8lAUh

of life for all Filipinos by eradicating poverty’.
Similarly in India, the GMR Varalakshmi
Foundation, an arm of the market-leading
GMR Group, strives to ‘develop social
infrastructure and enhance the quality of
life of communities’ throughout the country.
Companies such as these work within and
for their communities.
“They can also work fast. As one
executive at such a company said: “All the
world is trying to make managers think
like owners. If we put in one of the owners
to manage, we don’t need to solve this
problem.” An owner-manager can move
much more rapidly than an executive hired
from outside. There’s no need to pass
decision up a chain of command or to put
them in front of an uncooperative board.
Family-owned businesses can therefore
place big bets quickly, though of course
there’s no guarantee that they will pay off.
Still, manager–owners are largely relieved
of the quarterly benchmarks that can define
and distort performance in Western public
companies, so they’re freer to make the hard
choices necessary to create long-term value.
“Indeed the owners’ long-term horizons
and sense of mission often suffuse the
whole organisation. A McKinsey survey of
businesses owned by families and founders
showed that 90% of board members and

top managers (family members and not)
said that family values were present in
the organisation; 70% said that they were
part of its day-to-day operations. For the
past 10 years, McKinsey has measured
and tracked organisational health in
hundreds of companies around the world.
When businesses owned by families and
founders in emerging markets are isolated
– nearly 60 leading companies in Asia,
Central America and South America with
over 100,000 survey respondents - health
outcomes are better than or comparable
to those of other companies in the same
markets. In Asia, these companies are
stronger than their non-family counterparts
on several specific management practices,
including shared vision, strategic clarity,
employee involvement and creativity, and
entrepreneurship.
“For all these reasons there may be
little need for companies to jettison family
oriented governance to attract investment.
In a world where free-flowing capital seeks
out success, the emerging market’s strong
performing publicly traded family businesses
will probably be rewarded. Market leading
ones can expect to be sought out by
potential investors and venture partners
alike - for success is a magnet.”
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Family owned businesses can deliver better service
and more innovative products because each senior
executive is an owner rather than a manager …

We asked what you think about
The Family Factor?

In what ways can a family
business compete more successfully
for sustainable growth than a
corporately-owned venture?
BAS: This comes down to an entrepreneurial
nature, which drives family businesses
to pursue opportunities regardless of the
resources currently within control of the
company. Instead they tend to look at all
growth opportunities, defining the required
strategic resources (human as well as
other capabilities) and how to use these
resources creatively in order to exploit the
opportunities. Achieving sustainable revenue
and profit growth is the main objective of
a family owned business. Most successful
family businesses do not exhibit the political
in-fighting that can hamper growth of
corporate ventures. Sustainable growth is
more possible in family owned businesses
because in a family context it is relatively
easier to maintain a culture and philosophy
that values growth. Successful family

businesses value responsibility rather than
position within the hierarchy.
Jowat: Being more entrepreneurial and
quicker decision makers.
What key benefits can a family owned
business deliver to customers versus a
corporate competitor?
BAS: Family owned businesses can
deliver better service and more innovative
products because each senior executive is,
in effect, an owner rather than a manager
to whom certain responsibilities have been
delegated. Senior ‘owner’ executives are
more responsive to customer needs in terms
of the service and products they expect.
After all they know that their pay cheques
and dividends depend on satisfied, happy
customers.
Jowat: We follow a long-term business
strategy focused on sustainable growth. We
drive innovation and have developed strong
personal ties with customers, suppliers and
employees; there’s a lot of trust loyalty and
commitment, which helps us to resist the
effects of economical and political turmoil.
What are the significant disadvantages
of a family owned business?
BAS: The challenge of management
succession. Sometimes a family business
does not attract the owner’s children putting
the long-term survival of the company at
risk. It is therefore very important for the
owners to think long and hard about a plan
of leadership succession.

We value your opinion
We would very much like to know what you think of FreeFlow. If you have a particular
area of interest or would like to see a particular issue covered next time, please do let us
know by emailing comments to: lyn.hatch@lucite.com
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Jowat: Acquiring outside capital may be
more difficult. The family owner has a strong
influence on the company’s development;
conflict management is key to effective
families and family businesses.
What key challenges do you anticipate
over the next two years?
BAS: Successful management of
liquidity, especially in the face of currency
devaluations.
Jowat: Having good availability of raw
materials at the right price. Achieving
customer satisfaction in an ever changing
environment.
What benefits do employees enjoy
as a result of being part of a family run
business?
BAS: They know that they will be rewarded
based on the value they add to the firm,
rather than the position they hold.
Jowat: Safe places to work. Good salaries.
Job satisfaction and team working. Feeling
part of a big family!
What is the biggest driver for your
business?
BAS: Winning new customers, and retaining
satisfied customers. Operating within the
regulatory environment imposed by the
authorities is also an important driver.
Jowat: Satisfied customers. Profitable
growth.

All information or advice provided in this Magazine is intended to be general in nature and you should not rely on it in
connection with the making of any decisions. Mitsubishi Rayon Lucite Group Limited and the companies within the
Mitsubishi Rayon Lucite Group Limited group of companies try to ensure that all information provided in this Magazine
is correct at the time of inclusion but does not guarantee the accuracy of such information.Mitsubishi Rayon Lucite
Group Limited and the companies within the Mitsubishi Rayon Lucite Group Limited group of companies are not liable
for any action you may take as a result of relying on the information or advice within the Magazine nor for any loss or
damage suffered by you arising therefrom.
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Two of our valued customers shared their
thinking: Mr Vitali Mesulam, CEO and
part owner of Birlesik Akrilik (BAS), a cast
acrylic sheet manufacturing company
established in 1985 based in Istanbul and
now one of the leading players in the Turkish
market. We also heard from a representative
at Jowat. Headquartered in Germany, Jowat
manufactures a wide range of adhesives
worldwide for application areas such as
industrial, furniture, graphics, automotive
and textiles.

