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New apprentices joining LI are gaining valuable learning and development 
opportunities at our three facilities in the northeast of England; all part  
of our commitment to supporting employment in the communities where 
we work.

Apprentices receive training for various roles including Mechanical 
Engineer, Instrument & Electrical Engineer and Business Administrator. 
Colin Stainsby, Shift Manager at Cassel site sees huge advantages in 
having apprentices as part of the workforce. He said: “Currently we 
have 22 apprentices on site and all have had a sound education, which 
enables them to apply fresh thinking to challenges here at Cassel. They 
work well with graduate recruits and those with years of experience to 
give us a healthy mix of competencies.” LI has taken the lead locally in 
retraining ex-Armed Forces personnel with transferable skills as Production 
Technicians. The first two ex-Forces apprentices completed their 
programme in July with two more starting in September.

Jenny Bone, Customer Service Representative based at Cassel site, 
keeps in touch with an old university friend Tamara, who is now 
living in Lesotho, South Africa after working there as a student 
volunteer. Tamara is now supporting the MIS orphanage in Maseru 
and sends out a newsletter, updating friends back in the UK about 
her activities. In one newsletter, Jenny read that the dormitory 
windows in the orphanage had been broken again and that Tamara 
was looking to replace them with Perspex® instead of glass. Jenny 
talked to EAME Sales Director, Peter Snodgrass, who organised for 
our local distributor, Perspex ZA, to provide Perspex® panels for the 
new windows. The boys at the orphanage are very happy with their 
draught-free home! 

Employees at LI’s Cassel site have been involved in community 
work for many years. Now some have joined in with ‘Right to Read’, 
a new project organised by the UK’s ‘Business in the Community’ 
initiative. The project aims to encourage the development of 
children’s reading skills while giving them an insight into the 
chemical industry and the job opportunities it provides. Business in 
the Community hopes our volunteers will become role models for 
local children, helping to raise aspirations in a community where 
high unemployment goes back for two or three generations. Our 
Cassel volunteers found the work tremendously rewarding and there 
are plans to extend links to other schools on a number of different 
projects. Image: LI volunteers, Suzanne Field, Trudy Morrice and 
Anna Garcia with children at High Clarence Primary School near  
the Cassel site.

Lucite International’s (LI) EAME monomers 
team, led by Business Director, Malcolm 
Kidd, was delighted to mark 40 years of 
working together with Kaneka at a special 
celebration held in Brussels. Malcolm said: 
“One of our core values at LI is to focus 
on satisfying the needs of our customers 
and I believe the successful working 
partnership we’ve had with Kaneka since 
1973 is testimony to that. They are a very 
valued customer and we’re looking forward 
to working on many more developments 
together in the coming years.” 

Kaneka Belgium is part of the global 
Kaneka group. It buys MMA from LI via 
Mitsui Belgium, an original investor and 
ongoing strategic partner. Kaneka uses MMA 
to produce a processing aid and modifier, 

which is added to plastics to increase impact 
resistance and processing efficiency. Kaneka 
expressed their appreciation of LI’s support, 
mentioning in particular the Company’s 
consistent reliability and security of supply, 
which has helped them to deliver their 
growth strategy.

Image [1] l-r: Katsutoshi Shichijo, General 
Manager Performance Polymer Division at 
Kaneka, Peter Snodgrass, Sales Director, 
LI, Masaaki Kimura, President of Kaneka 
Belgium, Phil Bailey, General Manager, 
LI EAME Region, Malcolm Kidd, Business 
Director, LI, Albert Bras, VP Purchasing at 
Mitsui and in front, Gerda Devos of Mitsui. 
Image [2]: Masaaki Kimura, President of 
Kaneka Belgium (left) receives a sporting 
trophy from Malcolm Kidd.
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It is great to be able to start my welcome to this issue of 
FreeFlow on a really positive note! After three years of 
continual challenge, and economic uncertainty, we are finally 
seeing signs of recovery, which is such good news for us all. 
Without doubt, working through the protracted recessionary 
period has given us valuable opportunities to learn and we will 
be stronger and wiser from the experience.

Here at Lucite International (LI), we are entering the final 
quarter of 2013 with real optimism and have a number of 
exciting developments to share with you.

First, in response to requests from our customers in the 
region, we are adding new products to complement our 
existing lower methacrylates offer. We have been supplying 
iBMA (iso Butyl Methacrylate) for some months now and are 
about to start importing HEMA (Hydroxy Ethyl Methacrylate) 
for onward sale.If you would like further information about 
these products, please get in touch.

We are also forging ahead with our social media strategy 
and, after one full year in her role as Marketing Manager, Lyn 
Hatch has made solid progress in helping us to boost the 
effectiveness of communications with our customers. The 
launch of our methacrylate monomers blog has been well 
received and each day brings new learnings.

In this issue of FreeFlow we celebrate 40 years of supply 
partnership with Kaneka. We thank Kaneka for their 
tremendous loyalty and look forward to building on all that we 
have achieved together. I would also like to thank Aktas for 
their loyal support; 20 years of partnership serving customers 
in Turkey! I hope you enjoy the profiles we are sharing with 
you on two of our long-term customers: Blanco in Germany 
and Akripol in Slovenia.

In closing, I’d like to thank all of our customers for their 
patience and understanding through the sales control we had 
to put in place this summer. We looking forward to meeting 
those of you who will be at EPCA for some interesting 
discussions about the future.

welcome 
to the September 2013 
edition oF FreeFlow 

Peter Snodgrass
Sales Director, Europe

celebrating 
40 yearS oF 
partnerShip with 
kaneka
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Image: Ex-Armed Forces apprentices, now full time at Cassel, 
are l-r: Mark Brown, Daniel Wilson, (pictured with Graham 
York, Manufacturing Manager, Melanie Jury, Site Director), 
Steve Lawther, Louise Townsend and Andy Murray.



GREEN SHOOTS?
Amid the almost constant reporting of 
political and economic turmoil in many 
countries and regions around the world, there 
is some more positive news for those who 
care to look.

The Eurozone is emerging from recession 
and grew by 0.3% in the second quarter 
of 2013, slightly ahead of forecast. 
Construction activity increased by 1%, the 
fastest rate in over two years, with Germany 
leading the way with 3.9%. Even Europe’s 
carmakers are reporting some green shoots of 
recovery. “The worst is over,” said Roelant de 
Waard, Head of European Sales at Ford. 

The weather has been kind too; for most of 
us at least!

While the statistics suggest that we have 
not yet recovered to pre-recession demand 
levels in many chemicals sectors, including 
MMA, there is a positive momentum 
emerging, which is bringing a more 
encouraging outlook. There is no doubt that 
recent news coming out of China is not so 
positive for all of us. However, I think we 
should be thankful for the regular stream 
of good news stories and real signs of 
improvement that are giving us grounds for 
some optimism here in EAME.  

EAME DEMAND BETTER THAN FORECAST
Market demand has exceeded forecasts and 
is maintaining an upward trend; and the 
bottom line is that it is not only due to the 

magnificent weather we’ve had across most 
of Europe this summer. After a slow start, the 
coatings season has progressed from strength 
to strength and is enjoying a prolonged 
period of good demand. The pMMA and cast 
sheet segments have also shown signs of a 
pickup in activity since the beginning of the 
year. Margins continue to be a challenge for 
all of us, but it is encouraging to see that 
volumes are returning to a healthier position.

LI SUPPLY 
The last two months have proven to be a 
testing time for LI and I would like to take 
this opportunity to thank all of our customers, 
suppliers and supply chain partners once 
again for working with us during this difficult 
period. Fortunately, we were able to draw 
on the capabilities of the wider LI and MRC 
group, and it was this combined strength 
that allowed us to maintain the performance 
level that we did. These particular issues are 
behind us now and we have worked to do 
everything required to return to our normal 
high level of service. 

COST BASE
Volatility remains the watch-word. With 
confidence low and tensions high, unrest in 
sensitive and strategically important parts 
of the world continue to have an immediate 
impact upon crude oil price and, inevitably, 
on major petrochemical derivatives. At the 
time of writing, even the contemplation of 

an armed response in Syria has resulted in 
a 10%+ increase on a barrel of Brent Crude 
and the naphtha / propylene chain is reacting 
swiftly. The relentless pressure on our cost 
base and the volatility of feedstock prices will 
continue to present a problem for us all, and 
is an impediment to growth.

OUTLOOK 
LI is continuing to invest in the industry, with 
the resumption of full rate operation at our 
Beaumont plant in Texas, USA expected later 
this year. There are also other new capacity 
projects under consideration globally. MRC is 
continuing with its methacrylates investment 
programme and the project to deliver the 
second Alpha technology plant in Saudi 
Arabia is making good progress.

This year’s general outlook for 
methacrylates continues to be one of modest 
but steady growth (recovery). We’ve been 
helped along by a prolonged, warm summer 
and higher levels of optimism, which in turn 
has meant a good season for coatings and 
other applications where acrylics deliver 
benefits.

“While the statistics suggest that We have not 
yet recovered to pre-recession demand levels in 
many chemicals sectors, including mma, there is 
a positive momentum emerging, Which is bringing 
a more encouraging outlook … i think We should 
be thankful for the regular stream of good neWs 
stories and real signs of improvement that are 
giving us grounds for some optimism here in eame.”
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taking a cloSer 
look at 
the marketS

Image: malcolm Kidd is lI’s Business 
Director for methacrylate monomers in the 
eAme region.

Focusing on customers and their needs

DOWNSTREAM MMA USE IN A MATURE MARKET

35%  Acrylic sheet for glazing, fabrication,  
 signs, lighting and sanitary ware
19%  Moulding/extrusion compounds
 automotive, medical and optical 
25%  Surface coatings, acrylic latex,   
 lacquers and enamels
9%  Emulsion polymers, adhesives 
 and polishes
7%  Impact modifiers and processing aids 
 for rigid PVC window and other  profiles
3%  Mineral filled sheet, Corian 
 (DuPont trade mark)
2%  Other polyesters and 
 transesterification

the methacrylate monomerS team, which ServeS the 
eame region, iS paSSionate about delivering added 
value to itS cuStomerS and induStry partnerS in 
the merchant market. to be eFFective in what we do 
requireS uS to continually inveSt time and energy into 
underStanding the marketplace and itS dynamicS. our 
local repreSentativeS in the Field together with our 
world-claSS buSineSS SyStemS mean we have the beSt 
poSSible acceSS to reliable inFormation to do juSt 
that. aS part oF our regular review, publiShed both 
online at www.luciteinternational.com/monomerS/
eame and here in FreeFlow, we Share with you the 
viewS oF malcolm kidd, commercial director For 
methacrylate monomerS in europe, middle eaSt  
and aFrica (eame).



0706 FreeFlow September 2013

Focusing on customers and their needs

going Social

LinkedIn is the top social network when it 
comes to B2B content marketing followed by 
Twitter, Facebook, YouTube and Google+. 
Looking at the social media activity of Lucite 
International’s (LI) top 20 customers for 
methacrylate monomers in EAME, we found 
that these figures also held true for the 
Monomers sector with 75% of our customers 
already using LinkedIn and just under half 
also using Facebook and Twitter. 

At LI we have recently started to 
incorporate social media into our corporate 
marketing, developing a range of diverse 
content and encouraging dialogue with 
our customers, employees and people 
in the global communities in which we 
work. We are now starting to build on this 
within the individual business units, so 
when we launched our new website for the 
methacrylate monomers business in EAME 
we made a commitment to provide regular 
news and comment on our blog. 

Over the past 5 months we have posted 
regular articles on the Monomers blog, 

covering topics ranging from business 
priorities such as sustainability and 
process safety management, to updates 
from customers such as Kaneka and 
DSM and details of our work supporting 
apprenticeships and our local community in 
the northeast of England. In addition, for the 
first time, we shared updates on our blog 
relating to production news at our Cassel site.

We are using a range of LI corporate social 
media channels to share these updates 
and highlight other news from across LI’s 
business and the wider chemical industry. 
Since we started we have attracted over 
1500 people and businesses to follow 
LI’s updates on social media, our content 
appeared 14,600 times in social media 
news feeds during August and we have now 
started to receive direct sales leads and 
general enquiries from potential customers 
through these channels as well. The levels of 
engagement we have seen shows that there 
is clearly a significant opportunity for us all to 
use social media to grow our businesses.

However above all else, we value the 
relationships we continue to build with our 
customers in the EAME region. Our website 
was a key part of that process but we believe 
that through social media we can take that 
relationship one step further. If you have  
not already done so, do take a look at our 
blog and sign up to receive details of new 
posts from the Monomers team by email 
http://blog.methacrylatemonomers.com. And 
why not follow LI on LinkedIn, Twitter and 
‘like’ us on Facebook to keep in regular touch 
with all that’s happening.

If you are currently considering your social 
media strategy or have already started to 
engage online and have news that you 
would like us to share then please get in 
touch with our Marketing Manager, Lyn 
Hatch, or of course, your can tag, tweet or 
contact us directly on any of the social media 
channels listed above. We look forward to 
continuing to strengthen relationships with 
our customers online.

Social media iS now eStabliShed aS a key marketing 
tool For many buSineSSeS. the lateSt reSearch 
From econSultancy Found that 50% oF buSineSSeS 
believe that it will oFFer the greateSt marketing 
opportunitieS during 2014. looking cloSer at the 
StatiSticS For the b2b market, Social media today 
recently reported that 91% oF b2b marketerS now uSe 
Social media aS a content tool acroSS an average oF 
Five Social diStribution channelS.

Image [1]: our monomers blog is now one of the 
ways in which we keep our customers regularly 
up to date with what’s happening in our 
business. You can sign up for automatic alerts 
at: http://blog.methacrylatemonomers.com/

Use of content marketing
% of B2B respondents

Use of social media to distribute content
% of B2B marketers

91%
use content 
marketing

9%
do not use content 
marketing

2013

2012

83

71

81

74

80
70

61
56

39

13

26

N/A
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Focusing on customers and their needs

FF: First of all, can you tell us what you  
use mmA for at Akripol?
JR: The MMA is used to produce cast acrylic 
sheets, which we brand Aglas. One of the 
main applications for Aglas is in sound 
barriers, but it is also used more widely in 
applications where high quality cast acrylic 
sheets provide an effective solution.

FF: You have had a long working partnership 
with lI. can you tell us why you think it has 
been so successful?
JR: If I had to answer simply, I would 
say that it’s because we get on together 
very well. I have been working with Zarko 
Fogec, LI’s Sales Director for Central and 
Eastern Europe and his colleague, Natasa 
Sabanovic, for many years and they are good 
people. Of course, besides our good personal 
relationship, there’s mutual understanding 
and respect of one another’s business 
priorities and we have always found LI to be 
a consistent, reliable supplier; always keen to 
support our ambitions to grow.

 FF: Sound barriers are an important 
application for Akripol, can you tell us what 
it is about acrylic that makes it so suited to 
this end use?
JR: While tempered glass is still used for 
sound barriers, it has now largely been 
replaced by cast acrylic sheets, which 
outperforms it in so many ways. Acrylic has 
exceptional light transmission and is lighter 
weight making transportation, handling, 
fitting and maintenance easier. It is highly 
transparent, which means that drivers feel 
seamlessly connected to the environment, 
rather than being cut off from it. It is highly 
resistant to weathering, which means it 
retains its good looks for longer. And, there 
are just so many aesthetics that can be 
achieved easily by custom designing and 
processing the acrylic sheets to suit any 
particular installation.

FF: You supplied sound barriers for the Vejle 
Fjord Broen project in Denmark earlier in 
2013. what enabled you to win and then 
deliver this prestigious project?
JR: Well, it was certainly a team effort; 
Sales, R&D, Quality Control, Production, 
Logistics, Project Management - we all had 

a part to play. Then it came down to our 
ability to meet all of the stringent technical 
requirements - particularly thicknesses and 
dimensional tolerances - for reinforced and 
non-reinforced cast acrylic sheets. We were 
also able to offer our edge polishing expertise 
and last, but certainly not least, we were able 
to commit to produce the total scheme in a 
very short time frame.

FF: Presumably the highways agency in 
Denmark was happy with the work?
JR: Yes! During the installation phase, 
the local road administration department 
(Vejdirektoratet) checked and passed all of 
the work and it was a very successful project.

FF: Do you think that sound barriers will be 
an increasing feature of our landscape?
JR: Absolutely. Higher volumes of traffic on 
our roads are creating more and more noise 
pollution, which means we need more control 
to protect the public. Noise is having an 
extremely detrimental affect on the population 
and the authorities have found that 
prevention is better and more cost effective 
than having to treat people for the health 
issues that are occurring after long exposure 

to noise. This means good news for those 
of us who are in the business of producing 
sound barriers and we are delighted to be 
able to offer the very highest performing 
solutions. The opportunity has also led us to 
develop a wider variety of protective options, 
such as sound barriers that protect birds 
(mostly sandblasted or silk screen printed) 
and anti-graffiti surface protection. 

FF: Innovation must be a very important 
part of your strategy to grow. How is it 
viewed at Akripol?
JR: Innovation is one of the most important 
values at Akripol and it’s the basis for 
sustainable development of our company. We 
have R&D programmes with many companies 
and institutions here in Slovenia and abroad. 
We are also proud to be a co-founder of the 
Center of Excellence PoliMaT, where top 
scientists are working on the development of 
new polymers and production technologies. 
We’ve been successful in registering several 
patents, and have received many awards 
for our work. Last year, we were immensely 
proud to present some of our work at 
‘Technology and Innovation for Global 
Development’, an international conference 

held at the Harvard Kennedy School in the 
US. Innovation really is a top priority for us.

FF: And what about translating innovation 
into ideas that deliver solutions for our world 
in a practical yet progressive way – how do 
you manage to do that?
JR: We’ve built deep knowledge and 
experience in the whole arena of acrylics. It 
really is an amazing material and there’s still 
so much to discover. And of course, we need 
partners in the field of architecture and design 
to do just that. We work with designers, 
such as the famous Slovenian, Oskar Kogoj 
and this year Akripol was actively involved 
in Trimo Urban Crash (TUC), a competition 
launched by our parent company, Trimo. TUC 
inspires young architects to include materials 
from Trimo and Akripol in their design work, 
which essentially looks at solutions for future 
societies. In 2013 there were 220 projects 
entered from 37 countries. As you can 
imagine, it is a rich source of ideas for us.

more about TUc
See the exciting new ideas to emerge from 
TUC 2013:
www.trimo-urbancrash.com/
www.trimo-urbancrash.com/project-gallery    

At a glance - Vejle Fjord Bridge project 
location: Near Vejle, Denmark
installation: Transparent sound and weather 
barriers
materials: Aglas SoundStop Premium 30 
(cast acrylic sheet reinforced with clear 
polyamide threads, Aglas SoundStop 
Standard (non reinforced cast acrylic sheet) 
height: 2m
thickness: 25mm
length: 1.7km both sides of bridge
colour: Float Green
treatments: Wax polished edges 
construction: February-May 2013
about: Screens protect more than 65,000 
vehicles daily
more: http://en.wikipedia.org/wiki/Vejle_
Fjord_Bridge

akripol, d.o.o. waS Formed in 1989 to produce and 
proceSS acrylic polymerS For marketS in europe. 
however, itS heritage goeS back to 1974 when novoleS 
Straža firSt began production of caSt acrylic Sheet 
in Slovenia. Since the early dayS akripol haS bought 
mma From lucite international (li) and haS grown 
year on year developing a comprehenSive product 
portFolio and a reputation For innovation and 
conSiStently high quality productS that add value. 
it iS alSo paSSionate about being a reSponSible 
partner For cuStomerS, employeeS and For the wider 
Social environment. FreeFlow (FF) talkS to mr joze 
rajer, akripol’S purchaSing manager, about the 
company’S 20-year working relationShip with li.

akripol
CHOOSES ACRYLIC

Image [1]: excellent optical clarity of 
the cast acrylic allows road users to feel 
connect while being protected from the 
environment. [2]: Akripol’s Aglas branded 
sound barriers meet the most stringent 
quality and performance specifications. 
They were installed at Vejle Fjord Broen 
in Denmark earlier in 2013. 
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working together to deliver our promises

talking 
teams
management conSultantS, buSineSS leaderS, the media, 
in Fact, almoSt anyone aSked what it iS that makeS a 
SucceSSFul enterpriSe would Say: ‘it’S down to people!’ 
but perhapS a more accurate obServation would be 
that it iS the work oF great teamS that createS theSe 
SucceSS StorieS. one oF lucite international’S (li) core 
valueS iS ‘working together to deliver our promiSeS.’ it 
iS a value that iS baSed on many yearS oF experience oF 
the progreSS that can be achieved when people pool 
their collective talentS and FocuS on a Shared goal. 
it’S a commitment that iS taken both SeriouSly and 
comeS naturally. in thiS iSSue oF FreeFlow, we Share 
with you Some ideaS that have got uS thinking about 
the potential oF great teamS.

THE MEANING OF ‘TEAM’
Author of ‘Authentic Business’ turned life 
coach and business advisor, Neil Crofts 
said in a recent blog post: “The term team 
is used a lot in many different contexts, but 
it is rarely used accurately. The reason it is 
rarely used accurately is that to understand 
what a team really is you have to experience 
it - and experiences of true teamwork are 
sufficiently rare that few us have had one!” 
He continues: “The difference between a 
group of people and a team is that a team is 
aligned in pursuit of a common goal that is 
more important to all of the individuals than 
any personal ambition. It’s not to say that 
personal ambition is erased (distinguishing a 
team from a cult), rather it is that personal 
and team ambition are the same. Team 
members require the humility to align their 
personal ambition with that of the team.”  

SO, HERE ARE SOME TEAM FACTS THAT 
HAVE GIVEN US FOOD FOR THOUGHT ...

➊ The presence of other people can boost 
your own performance
In 1920, a social psychologist, Floyd 
Allport found that a group of people working 
individually at the same table performed a 
whole range of tasks better even though they 
were not working together or competing. 
Subsequent studies have also confirmed that 
the energy of other people around us can act 
as a substitute team even if we’re working 
solo. Perhaps this helps explain why it is so 
common these days for those who are not 
office based to seek out a local café to catch 
up on a report or a batch of emails – a good 
cappuccino for refreshment and industrious 
strangers all around for the energy to get our 
work done.

➋ Being part of a familiar team is a bit like 
playing in your home stadium
Everyone knows that the home team is the 
favourite to win. But did you know that 
having familiar faces around you boosts 
performance? A 2006 Harvard study showed 

that the performance of heart surgeons 
improved over time when they were working 
at their usual hospital surrounded by the 
team they were used to. By working with the 
same people you get to know their strengths, 
weaknesses; you share experiences; you 
develop unspoken habits and rules that help 
you to understand and rely upon one another 
making positive progress faster and easier. 

➌ Virtual teams can out-perform  
face-to-face teams
While having other human beings around you 
has been shown to boost performance, Cisco 
found in a 2009 survey of its out-workers 
that 69% said they were more effective 
when working remotely and 83% said that 
communications with other team members 
was either unaffected or enhanced by being 
apart. In the same year, a research team 
led by Frank Siebdrat surveyed 80 software 
companies globally and found that dispersed 
teams often outperformed those that were 
co-located. They established that the critical 
success factors for high-performing remote 
teams were: having process in place to 
ensure each member could contribute fully, 

good support and communication and regular 
opportunities to build camaraderie informally.

➍ Having a healthy balance of  
extroverts and introverts
In any team dynamic, it is often the quiet 
people who are at first overlooked and 
thought to have less influence than their 
more forceful colleagues. However, while 
extroverts grab immediate attention and are 
keen to show off what they know and what 
they can do, it is worth investing time and 
energy to uncover the talents and capabilities 
of the quiet types. A balance of personalities 
is usually the most effective means of a team 
building relationships with those it touches 
and wants to influence outside. 

➎ Teams perform better when they include 
both men and women
In 2012, Credit Suisse established as part 
of a survey of 2400 international businesses 
that those with at least one woman on their 
boards tended to be the strongest performers. 
The benefits of having both men and women 
in controlling teams were especially apparent 
in tough operating conditions and were 

attributed to issues such as better team 
diversity and balance of leadership skills. 
Other experiments that have considered 
mixed-gender teams in operation point to 
stronger mutual-monitoring, determination 
that everyone pulls their weight, and the 
blend of different qualities as being part of 
what improves team performance.

➏ The best teams communicate outside  
of formal meetings
Researchers at MIT’s Human Dynamics 
Laboratory have found that conversations 
outside of formal meetings are the most 
important factor that contributes to team 
success. Their work showed that the 
energy and engagement of these informal 
interactions accounts for one third of the 
difference in productivity between groups. 
Taking this one step further, the most 
productive teams are those that find a 
balance between ‘exploration’ of ideas 
and thinking from outside the team and 
‘engagement’ around those ideas and shared 
thinking within the team.

ONE BIG EAME MONOMERS TEAM
The concept of team is a crucial part of the 
monomers business in EAME. It formed 
the foundation for they way in which we 
developed our brand and we used the idea 
of our strong team as the foundation for our 
website. It continues to be one of the things 
we are most proud of as a differentiator from 
our competitors. For those who do not know 
all of us, our team is made up of 13 women 
and 11 men and we are spread across the 
entire Europe, Middle East and Africa region. 
Yet in spite of the distances, we are well 
connected and feel a strong sense of unity. 
Great IT systems help with the practicalities 
of communication, while regular face-to-face 
sales, and wider team meetings ensure 
that we benefit from clear leadership, and 
opportunities to continually learn and improve 
from one another.

sources: 
- Neil Crofts, www.neilcrofts.com/authentic_business/ 
- Behance, Insights on making ideas happen, http://99u.com/  
- Dr Christian Jarrett, 9 Facts about collaborative teams,  
  www.psychologywriter.org.uk/Index/Welcome.html
- http://sloanreview.mit.edu/article/how-to-manage-virtual-teams/

All images: A recent sales meeting in Barcelona 
where there was time to learn about one another’s 
challenges and successes; time to explore future 
thinking; time to get to know one another outside 
of meetings - a great combination of productive 
business sessions and team building.

“the difference betWeen a group of people and a 
team is that a team is aligned in pursuit of a common 
goal that is more important to all of the individuals 
than any personal ambition.”

1 2
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a passion for Safety, health and environment

SUSTAINABIlITY 
at caSSel Site

aS part oF our commitment to the SuStainable 
development oF lucite international (li), 
each oF the company’S SiteS iS in the proceSS 
oF developing and implementing Strategic 
planS that will drive progreSS.  theSe 
action-oriented planS cover environmental, 
economic, Social and cultural aSpectS. 
Following on From the article in the laSt 
iSSue oF FreeFlow, we hear From amanda 
buck, environment, energy and SuStainability 
manager at caSSel to Find out about progreSS 
being made. 

Progressing towards ISo 50001
The new international Standard for Energy 
Management, ISO 500001, provides a great 
framework that is based on the PLAN / DO / 
CHECK / ACT system to help manufacturers 
work towards registration. Amanda said: 
“Here at Cassel, we see ‘Energy Management’ 
as the process that covers all of the variables 
affecting our energy performance. The aim is 
to qualify for registration by the end of 2013 
and we are on track to do just that. For any 
of our partner organisations considering this 
important standard, I am happy to offer help 
and guidance based on my experience of 
working towards registration.”

So, how do we approach energy Planning?
Amanda continues: “By continually reviewing 
and improving our understanding and 
monitoring of energy uses on site, we can 
identify improvement opportunities, set 
targets and produce action plans. The areas 
of planning unique to ISO 50001 are: 
• Energy Review 
• Energy Baseline 
• Energy Performance Indicators (EnPIs) 

Past and current energy use and consumption 
is evaluated and future consumption is 
estimated. Taking all of this information into 
account gives us a rich source of information 
to base our improvement work on.” (See 
diagram 1, right).

energy Performance Indicators (enPIs) – 
EnPIs have been established to measure 
energy performance at Cassel. Some EnPIs 
measure performance against a target; others 
compare performance to the 2012 baseline. 
Two areas where targets have been set and 
monitoring is in place are steam and CO2 
emissions. The graph opposite illustrates 
the downward trend of CO2 emissions per 
tonne of MMA and MAA manufacture. (See 
diagram 2, above right).

everyone has a part to play in saving energy
As is the spirit at LI, it’s about everyone 
going further together and working on our 
sustainability agenda is no exception. During 
Q3, an energy awareness programme was 
rolled out to more than 200 people at Cassel 
site giving every employee the information 

they need to play their part in minimising 
energy usage. The programme includes an 
explanation of IS0 150001 and practical 
advice as to how every individual can help 
make a difference. We will be reporting on 
achievements in the next issue of FF. 

Biodiversity moves up a gear at cassel
As part of its on-going relationship with 
the Cassel team, INCA (Industry Nature 
Conservation Association) has advised on a 
new area of the site, which became available 
for development. Amanda told us: “We’ve 
achieved so much on site over the years with 
the help of INCA and we knew they would be 
best placed to advise on the best treatment 
for the area. Wildflower seeds were sourced 
from the local area and sown in winter 2011 
and this summer, we’ve got a whole new 
resource for a range of wildlife including 
insects, butterflies, birds and mammals. 
We’re very proud to say that our ‘green 
screen’ is becoming a valuable component of 
Cassel’s biodiversity action plan.”

INcA continue to encourage 
Robert Woods, Conservation Officer at INCA 
said: “We’ve been working with LI at Cassel 
for around 10 years and during that time 
we have seen the wildlife interest of the 
site increase. This is partly due to habitat 
creation and enhancement works, which we 
have carried out with partners but is in no 
small part linked to the commitment that 
the Company has shown towards conserving 
wildlife on its site. Our work at INCA helps 
industry along the journey of sustainable 
development and LI’s Cassel site exemplify 
how industry and wildlife can successfully 
co-exist.”

cassel co2 emissions - % reduction

Image: Amanda Buck is lucite 
International’s dedicated environmental, 
energy and Sustainability manager based 
at cassel.

Image [1]: An area of cassel site,  
which became available for development 
into an area for wildlife during 2011. 
Image [2]: less than two years later the 
area has been transformed into a beautiful 
space for insects, butterflies, birds and 
small mammals to thrive. 

Cassel defines ‘significant energy use’ as a use greater than 50kw or greater than  
5% of an area’s total energy use.
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blanco iS one oF the world’S leading manuFacturerS oF premium 
quality compoSite, StainleSS Steel and ceramic SinkS. it iS the 
largeSt Sink producer in germany and haS been Sourcing 
mma From lucite international (li) For itS Silgranit® range oF 
SinkS For around 20 yearS. today, blanco iS recogniSed For 
itS Strong corporate valueS and award-winning approach to 
deSign, innovation and high quality production. we Find out 
more From the company’S manuFacturing baSe in SinSheim, 
baden-württemberg in germany.

FF: You use mmA from lI for SIlGrANIT® - 
can you describe what this is?
BLANCO: SILGRANIT® PuraDur® II is an 
extremely high-performing, stone-like material 
with unique qualities, which we have 
developed, patented and launched as a great 
alternative for contemporary interiors. We use 
it exclusively for creating our own beautifully 
designed and crafted kitchen sinks and see 
it very much as a product for now and the 
future.

FF: Tell us a bit more about the unique 
qualities of SIlGrANIT® PuraDur® II
BLANCO: The beauty of SILGRANIT® 
PuraDur® II is its unique blend of 
performance and aesthetic characteristics, 
which means we can create sinks that look 
good and stand up to the wear and tear of 
everyday use. Sinks made from SILGRANIT® 
PuraDur® II are durable, hygienic, easy to 
keep clean, resistant to staining, scratching, 
heat, and limescale while feeling silky smooth 
to touch and having the appearance of 
natural stone. And, we have a great range of 
colours to complement any kitchen design 
scheme. Using MMA in our formula helps us 
to achieve the high-performance and design 
qualities that consumers are looking.

FF: where are these products sold?
BLANCO: Our sinks are sold in around 100 
countries; including China, Russia, across 
Europe and more widely in Asia.  

FF: Sinks have a fundamental role to play in 
any kitchen. How does BlANco stay ahead 
in terms of innovation and design?
BLANCO: We are immensely proud of the fact 
that many of our innovations have been the 
inspirations for generations of products over 
our history, and even after many years we 
are still setting the standard in the market. 
We firmly believe that we must continue to 
develop and introduce new, market-relevant 
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Super SinkS
main image: Natural tones and ultra sleek 
lines create a statement look for this beautiful 
sink and surface made from BlANco’s high 
performing SIlGrANIT® PuraDur® II range 
of products. [1]: Small yet perfectly formed; 
this SIlGrANIT® PuraDur® II sink is ideal 
for smaller spaces and fits beautifully with a 
natural wood surface

1



innovations in order to delight our customers 
and, in turn, to continue to build our 
reputation. Design is a core part of our 
innovations process. It is certainly not just 
about how something looks on the surface, 
but how it performs in the harsh kitchen 
environment and ultimately how it brings 
pride and pleasure to the customer.

FF: Picking up on the design element 
– do you have a particular philosophy 
or approach that you believe has been 
fundamental to your success?
BLANCO: One significant factor in our 
success is the careful planning of each 
and every detail. Extensive analysis of the 
latest trends, studies of international home 
and living habits, and a constant dialogue 
with customers form the foundation for 
our successful design concepts. Exchanges 
between BLANCO’s design department and 
renowned international designers provide us 
with new inspiration. And our new product 
development people work seamlessly with 
our design team to create system solutions 
where ‘form follows function’; in other words, 
functionality, comfort and aesthetics have to 
work in harmony. This is how the modern 
design classics that help to shape BLANCO’s 
excellent reputation are created. Many 
international awards testify to our excellence 

in design. In 2012 and 2013 our awards 
have included: Interior Innovation Awards, 
IF Product Design Awards, reddot Design 
Awards – even a ‘best of the best’ Award and 
there are many more. 

FF: why do you choose to work with lI?
BLANCO: Trust and mutual respect are 
important values for us and these are at the 
foundation of our relationship with LI. We 
built a strong partnership based on trust and 
understanding with LI through our original 
Account Manager, Gerhard Gundlach, and 
we are now working with our new Account 
Manager, Marc Schaaf. We expect openness 
and honesty and we are always focused 
on the long-term view, which is where we 
believe great partnering delivers real benefits 
for us all. LI mirrors our values and equally 
dedicated to quality in all that they do so we 
have a good fit with one another.

FF: BlANco has a strong sense of values 
and corporate culture, which you sum up as 
the ‘BlANco spirit’ – can you tell us what 
this means?
BLANCO: We are still a family business at 
heart. When Heinrich Blanc founded our 
business back in 1925, he set out to be quite 
simply ‘the best’. Over the years, we have 
evolved and grown but today, we still pride 

ourselves on being the family-owned global 
leader in contemporary sink units. Having 
built this reputation over our long history, 
it is important for us to live by a strong set 
of values so that we continue to grow and 
succeed. We are fortunate to have a very well 
established and loyal workforce, where there 
is a high level of respect for one another and 
deep commitment to the company. Each 
individual approaches their work based on 
the strong values that we uphold, these guide 
their thinking and actions and make BLANCO 
who it is today. I guess this is what we call 
the ‘BLANCO spirit’. 

At a glance
founded: 1925
ownership: 69.3% E G O Blanc and Fischer 
Group (50% each Blanc and Fischer families) 
and 30.7% Heinz Blanc family 
location: Sinsheim, Baden-Württemberg, 
Germany
employees: 1250
turnover: €274m (2012)
market: 62% international / 48% domestic
more: www.blanco-germany.com
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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

FREEFLOW/13-V13All 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. 

Image [1]: BlANco’s facilities in Sinsheim, 
Baden-württemberg, Germany. [2] BlANco 
staff pride themselves in the highest quality 
workmanship; each product is individually 
checked before it is packed and shipped. 
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