










































































































































































































































































3) In a structured interview the respondent is obliged to answer the
questions in their order format; otherwise, respondents can read the
whole questionnaire before starting to answer the first question, so
that answers to early questions may be influenced by their
knowledge of the later ones; perhaps making answers more
consistent than they would otherwise be.

4) The researcher can never be certain who has answered a self-
administered questionnaire. If a questionnaire is sent to the general
manager of a firm, for example, it is difficult to know whether the
person to whom it was sent has answered it.

5) A structured interview allows for a combination and utilization of full
range of responses from all interviews, allowing for a reduction in
individual bias, due to personal influences such as attitudes,

perceptions, and values. Control could be exercised in ensuring that
all the questions are fully answered*'.

Two sets data are collected in this research from different people in
different positions. One set is gathered from ceramic factory managers and
shareholders as an attempt to assess the Syrian ceramic industry as a whole;
the other set is gathered from ceramic traders to assess Al Reef Ceramic Co.
products and management strategies. Therefore, interviews can be done with
anyone of the previously mentioned respondents depending on his relation to

the Syrian ceramic industry or the Syrian ceramic trade.

3.3. Sample Selection.

This research is concerned with the assesément of the Syrian ceramic

industry and the assessment of Al Reef Ceramic co.Hence, all of the seven
Syrian ceramic factories are used to form the first sample in this research; and

a total of ten ceramic traders are used to form the second sample.

“'Houda Z, Wanna, The Process of Strategy Formation by Major Lebanese Firms in the Furniture
Industry, Masters Thesis (Beirut: BUC, June 1994), PP.50-51.
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Furthermore, for the second sample to be more representative, the
traders are chosen to have different business trade sizes ranging from 5000
m? tiles to 30000 m? tiles per month. Also the traders are chosen from the

different Syrian Mohafazat.

3.4. Questionnaires’ Structure.

The first structured questionnaire used in the survey is composed of five
main parts, totaling 50 questions, presented in Appendix V. These five parts
include:

Part (A) Demographic questions: These constitute the first six
questions and deal with six demographic characteristics of the factories in our
selected sample. Such characteristics are the nature of work and position,
age, level of education of the respondent, in addition to the name of the
ceramic factory involved and years of experience of the respondent in the
ceramic industry field.

Part (B) Questions concerning the characteristics of the Syrian
ceramic industry from the respondent’s point of view. This part in turn deals
with the following issues:

Estimation of the local demand on tiles concerning quantity, choice, size,
design and color.

The selling strategy used by the factory.

The respondent’s evaluation of major issues such as, the private
investment rules, relations with the government, the Syrian infrastructure, the
Syrian banking system, the Syrian manpower. Related questions start from 7
till 27.

Part (C) Questions about the concerned factory’s capacity, capital,
- personnel, monthly costs and expansion plans. Related questions start from
27 till 41.
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Part (D) Questions about the product of the factory concerned.The
questions are numbered from 42 through 48. They question the following
issues: The products size, color and price, the market's reaction to the
difficulties facing the product in the near future.

Part (E) General questions, number 49 and 50, questioning the
expectations of the respondent about the future of the ceramic industry in
Syria.

The second structured questionnaire used in this survey is composed of
five main parts, totaling 33 questions in total, presented in Appendix VI. These
five parts include:

Part (A) Demographic questions: These constitute the first six
questions and deal with six demographic characteristics of the ceramic trader
in our selected sample. Such characteristics are the nature of work and
position, age, level of education of the respondent, in addition to the name
and address of the trading company involved and the years of experience of
the trade in selling ceramic tiles.

Part (B) Questions concerning Al Reef's product evaluation from
the trader’s point of view. Related questions start from 7 till 19.

Part (C) Questions about the trader's market volume kind of
demand concerning choice, size, design and color. And the trader’s evaluation
of the governments trading rules. Related questions start from 20 till 27.

Part (D) Questions about the traders assessment of Al Reef's
marketing and sales strategies. These questions are numbered from 28 till 32.

Part (E) General questions, numbered 33 and 34, questioning the

expectations of the respondent about the future of the ceramic industry and

trade in Syria.
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3.5. Methodology in Data Analysis.

In order to answer the research questions, Descriptive Analysis will be
used. Descriptive Analysis summarizes raw data through rearranging,
ordering, or manipulating data into a form that will make it easy to understand

and interprit.
The most common form of summarizing data is by calculating the

“averages, frequency distributions, and percentage distributions®.

The following, Chapter IV, will. provide the reader with the findings of

every aspect in the ceramic industry encountered in Chapter Il.

4272kkieh A. Sabra. Assessment of the Lebanese Management View about Robotics Application in
the Industrial Sector, Master Thesis (Beirut: BUC, June 1994), P.57.




CHAPTER IV
FINDINGS AND RESULTS OF
THE STUDY

4.1. Introduction.

This chapter has two main parts. The first one examines the outlooks of a
sample of ten ceramic factory managers and shareholders in the existing
seven Syrian ceramic factories concerning the future of ceramic industry in
Syria. This sample will be called the first sample.

The second part examines the assessment of Al Reef ceramic products
from the point of view of a sample of ten ceramic traders in Syria. This sample
will be called the second sample.

The gathered information in the first part will be arranged into four sub-
subjects concerning ceramic industry in Syria, factory information, product,
and general outlook. In addition to the demographic type of results.

The gathered information in the second part will be arranged into four
sub-subjects concerning product ihformation, market information, assessment
of Reefs management, and general outlook. in addition to the demographic
type of results.

All the questions are dealt with individually to reflect best intended
objectives and to provide beneficial and constructive comments.

The researcher will start with the first part of chapter IV examining the

assessment of the ceramic managers and shareholders sample.



4.2 1. Major Demographic Characteristics of the First Selected Sample.
This section presents the demographic analysis of the sample ceramic

factories. The associated questions are the first six questions, starting from

number 1 through 6, in our first structured questionnaire. These questions deal
with data of the respondents nature of work, age, level of education, name of

the ceramic factory concerned and if any, the years of experience in the

ceramic field.
Each demographic question will be dealt with separately.

Q1: Nature of work and position.

10

10 20

30 50

20 70
3 30 100
10 100

Table 4.1. Respondents nature of work
Table 4.1. shows that the interviews were made with one general
manager, one shareholder, three sales managers, two production managers
and the three excavation managers. As it can be seen, the researcher

concentrated on interviewing top management personnel.

Q2: Age of the respondent.

Age: a. 30-40 b. 40-50
C. 50-60 d. 60 and above.

on



50%

Percentage

30-40 40-50 50-60 60 and
above

Chart 4.1. Age of Respondent
The chart shows that 10% of the respondents age 30-40 years, 50% age
between 40-50 years, 30% age between 50 and 60 years and only 10% age
above 60 years. It can be noticed that the highest percentage of age of

respondents is between 40 to 50 years, which is the age capable of handling

the responsibilities of such an industry.

Q3: Level of education:

a. Elementary. b. Intermediate.
c. Secondary. d. University.
e. Post graduates.

50%

Aeyuawa|3
ajeipaua|
Aiepuoosg
Ayssomun
ainpe.d 1sod

Chart 4.2. Level of education of respondent
Chart 4.2. shows that 50% of the respondents are university graduates,

only 10% are post graduates, 10% have secondary certificates, 30% have
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intermediate certificates and 10% have elementary certificates. The ceramic
industry is a new field in Syria, no post graduate have yet been made in this
field. Thus, the companies are depending on experience rather than education
until the emergence of new students who are specialized in this field. The
elementary, intermediate and secondary certificate holders are in fact a

shareholder and sales or excavation managers .

Q4: Name of the ceramic factory you work in:

The researcher made interviews with four representatives of Al Reef
Ceramic Co., one representative from each of Cham Ceramics, Granada
Ceramics, Syceco, Mili-House, Syrian Libyan and the Syrian Company for

Porcelain and Sanitary Wear, respectively.

Q5: Do you have previous experience in the ceramic industry?.

No
50%

Yes
50%

Figure 4.1. Experience in the ceramic industry

Figure 4.1. shows that 50% of the respondents have previous experience
in the ceramic field, while the other 50% do not have previous experience in
this industry. In fact, of the five respondents who have previous experience in
this industry, three are working for the government owned factories, one
resigned from a government owned factory and is now working for a private
owned factory, and only one respondent who is the general manager and
major shareholder of a private owned factory have an experience of twenty

three years in this industry. he already participated in four ceramic factories.



4.2.2 The Syrian Ceramic Industry and Ceramic Demand Characteristics.

This section presents the industrial and product analysis of the sample
ceramic factories. It includes questions from number 7 through 27. These
questions deal with information about the type of rules encouraging private
investments that the factories were licensed by, the volume of daily demand
of tiles in Syria, the kind of wall and floor tiles demanded, the selling activity
that has been used so far, the type of relations with government offices,

evaluation of the Syrian infrastructure, banking system and manpower.

Q7: On what decree/ law is the factory licensed?. And why?.
a. Decree 10. b. Decree 103.
c. None. d. Others.

None
30%

Figure 4.2. The decree/ law that the factory is licensed by.

The figure shows that 70% of the respondents chose decree 103 and
30% chose none. Actually, the 30% depict the representatives of the three
government owned factories. The other private owned factories were licensed
by decree 103 since it was the only one acceptable by the Higher Council of

Investment in Syria.

Q8: How much do you estimate is the level of local demand for ceramic

floor and wall tiles per day is in Syria?.



50%

50%
45%
40%
35%
30%
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20%

15%
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Chart 4.3. Level of daily demand on Ceramic tile in Syria

The chart shows that 50% of the respondents estimated the daily
consumption of ceramic floor and wall tiles to be 15000 to 20000 m?, while
20% estimated the demand to be between 5000 and 10000 m? 20%
estimated the demand to be 10000 m? to 15000 m? and the last 10% had high
estimation of the daily demand over 20000 m?. It is to be noted that the daily
consumption is higher in summer and spring seasons than in winter fall
seasons that is due to weather difficulties in the building environment. The

estimation of the respondents are considered as an average.

Q 9: How do you describe the kind of demand on wall and floor tiles
concerning choice, size, design and color.
All the charts and figures of the analysis of this question are done by the

researcher based on his analysis to the respondent’s answers to this question.
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Figure 4.3. Choice distribution of wall tiles demand.

2nd
32.3%

3rd
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. 0

Figure 4.4. Choice distribution of floor tiles demand.

From figures 4.3. and 4.4, the first choice demand of wall tiles is only
15.5% and of floor tiles is 33.3%, the second choice demand of wall tile
25.7% and 32.3% for wall tiles. The third choice demand is respectively 39%
for wall tiles and 23.6% for floor tiles. And finally, the 4th or scrap choice
demand for wall tiles respondents 19.8% of the total demand on wall tiles, and
10.8% of the total demand on floor tiles. There exist two interpretations for this
result. The first is that demand on 2nd, 3rd and 4th choice are relatively high
because of their respective low prices in comparison with the 1st choice. The
second interpretation is that 2nd and 3rd choice can substitute the 1st choice
wall tiles but not 1st choice floor tiles. That is because any difference in size,

color, shape is more easily detectable on floor tiles than on wall tiles.
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Chart 4.4. Size distribution of wall tile demand
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Chart 4.5. Size distribution of floor tile demand

The size distribution of wall tile demand as presented in chart 4.4. shows
50.9% demand preference to size 20x20 to 40x40, and next 25% to size
40x40 to 50x50, less than size 20x20 had only 19.1% and a 5% to sizes more
than 50x50.

The size distribution for floor tile demand as presented in chart 4.5. gives
70% to size 20x20 to 40x40, 19.4% to size 40x40 to 50x50 and only 6% to
less than size 20x20 and 4.6% to sizes more than 50x50.

| can only say that while the trend in the world of ceramic tiles is to
manufacture big sizes, it is being faced by the demand of the small
apartments whose kitchens and bathrooms are relatively small in size, thus it
is unlikely to have wall tiles more than 40x40 in a (3x2)m? bathroom, or to
have more than 50x50 floor tiles in a (4x3)m? kitchen. The trend of



manufacturing large sized ceramic tiles is an attempt to substitute marble
used in salons, stores and building lining. This trend is already being used in

Europe, it is still a new application in Syria.
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Chart 4.6. Design distribution of wall tile
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Chart 4.7. Design distribution of floor tile

The design distribution charts show a preferability for producing marble
one color design for both wall and floor tiles. The percentages show 49.7% for
wall tiles and 50.0% for floor tiles. Next comes the marble two color, 20.2%
for wall tiles and 20.4% for floor tiles, plane one color had 15.6% for wall tiles
10.2% for floor tiles, reflexive design had 10.0% and 8.9% for wall and floor
tiles, relief had only 4.2% and 5.2% and sandy had only 0.3% and 5.3%.

The reason behind the high demand for marble designs is that these
designs are bought from Italy by he Syrian factories, and they are made by

FaYal



computers and reflect the design of true marble stones. And since importing
foreign marble is forbidden in Syria, the market is substituting real marble by
«“ceramic marble”. Plane one color floor tiles are used for swimming pools,
plane one color wall tiles is a classical design which can not be outmoded.
The reflexive design or ‘maraya” which was first introduced by Cham
ceramics could have gained more demand if the price was decreased. The
relief sandy designs will score high demands when their production
techniques improve, since they require difficult glaze applications.

Type of glaze

Matte

56.6%
112

Transperant
20.3%

Transperant
23.1%

Figure 4.5. Wall tiles type of glaze

Transperant Matte
1720% > 16.88%

172

Transperant
66.08%

Figure 4.6. Floor tiles type of glaze

The figures show that transparent glaze (56.6%) for wall tile is more
preferable than matte (23.1%) and 1/2 transparent (20.3%). While 1/2



transparent floor tiles have a percentage of 66% transparent has 17.3% and

matte has 16.8%.

One color

Beige
8.8%
Blue
2.5%

Gray
12.2%

Black
3.0%
White
73.5%

Figure 4.7. Wall tile one color

Gray

45.0% Beige

41.5%

Black Blue White
40% 1.5% 7.0%

Figure 4.8. Floor tile one color
The figures show a 73.5% percentage for white wall tiles, 46%
percentage for gray floor tiles, and 41.5% for beige floor tiles. The other
percentages and colors for wall tiles are 2.5% blue, 8.8% beige, 12.2% gray
and 3% black, the other percentages for floor tile colors are, 7% white, 1.5%
blue and 4% black.

Two colors




50%

Percentage

% 1% 1% 1%
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w: White, p: Pink, bl: Blue, bg: Beige, gy: Grey,
y: Yellow, gn: Green, b: Black.
Chart 4.8. Wall tiles two colors
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Chart 4.9. Floor tiles two colors
These two charts show that the color combinations having percentages
more than 5% are: white + gray (30% wall, 32% floor) pink + gray (50% wall,
48% floor) blue + gray (10% wall, 9% floor) beige + gray (5% wall, 6% floor).

Q10: Do you sell directly your product to the consumer or you have
distributors in the Syrian Mohafazat?.

All the respondents chose distributors as the selling force for the
products. Except for two respondents who sell directly to the consumer in

special cases and after a decision taker by top management.



Q11: If you have distributors, how many are they and in what Mohafazat

do they distribute?.
All the respondents have distributors in all the Syrian Mohafazat, no

specific numbers were given to the researcher.

Q12: Do you sell your products outside Syria?.

Yes

70%
30%

Figure 4.9. Selling products outside Syria
70% of the respondents of five factories said that they did not sell
products outside Syria. 30% of the respondents who represent two

government factories and one private factory did sell outside Syria.

Q13: If answer of previous question is Yes, then in what countries?.
If answer of previous question is no, then specify the reason
Till the end of 1996, a private factory marketed in KSA, Yemen and
Somalia and two government factories marketed in Gulf countries and the

Soviet Union.
The reasons that the other private factories did not sell outside Syria yet

is that their products are still under experiments or they still did not form an
export marketing department. The third government factory does not have the

production capacity that could allow it to market outside Syria.

Q14: The rules for encouraging private investments in Syria

are......coeeeeeene for ceramic industry investors.



a. Convenient. b. Some how convenient.

Not convenient.
Need adjustments to be convenient.

no answer
30%

d. c.
40% 10%

Figure 4.1.0. Conviniency of private investment encouraging rules
The figure shows that 40% of the respondents are convinced that the
rules need adjustments, 10% find the existing rules convenient, 10% find it

somehow convenient, 10% find it not convenient and the other 30% have no

answer to question #14.

Q15: If the answer of previous question is (d), then state the
adjustments that you suggest.

The 40% of the respondents who chose (d) as an answer to question #14
suggest the following adjustments to the rules of encouraging private
investments in Syria. |

- Exempt all the taxes on the value of 25% of the exports FOB price
(Syrian ports) in order to encourage exports and help in decreasing the price
of the product so that it may compete in other markets.

- The Higher council of Investment in Syria should give licenses to
factories in a rational way taking into consideration the size of the local
market.

- Cancel the decrees relating to the “export currency accounts” and set

free the procedures for importing raw materials necessary for the industry.



- Waiting for the application of a free market, cancel the bureaucratic
paper processing in the customs, the Central Bank and the offices concerned

with the conformation on importing the raw materials necessary for the

industry.
- These rules had to be applied when there was an economic boom in

the Gulf area, to benefit from exporting to these countries.

Q.16: who are the government ministries and offices that your factory

has relations with?.

The following government ministries and offices have relations with the
ceramic factories: Ministry of Industry, Ministry of Oil and Iron, Ministry of
Internal Trade, Central Bank, Excavation Administration, Customs Offices,

Ministry of Finance and Ministry of Agriculture.

Q.17: Do you face any difficulty in your relation with the government

offices?.
a. All of the time. b. Very often.
c. Often. d. Sometimes.

e. Hardly ever.

30% 30%

30%
25%
20%
15%
10%

5%

0%

Percentage

Chart 4.10. Difficulty in relation with government offices
The chart shows that 30% of the respondents very often face difficulties
in dealing with the government, 30% often face difficulties and 20%

sometimes face difficulties, the other 20% hardly ever face any difficulties.



Q.18: In case you face difficulties, state their kind and the ways to
overcome them?.

The 60% of respondents who very often and often face difficulties in
dealing with the government suffer from the following issues:

« Difficulties in importing the necessary spare parts and raw materials,
especially that they need to be presentin a short time. Imported raw materials
often differ in their kind since the local raw materials change and thus a new
licensee agreement should be singed each time.

o The conformation of import papers in our embassies abroad takes 25
to 40 days, this makes us pay extra costs for the containers in the ports.

» Many custom clearance difficulties.

« The routine in paper processing in almost all government ministries

and offices takes a lot of time.

Q.19: Specify the quality that you give for the following kinds of Syrian

infrastructure.

Roads Good Ports

Excellent
20%

Very
Good
50%

Very
Good
40%




Electricity

Air Freight Good
50%

Ecellent
Y, 10%
Good Gic?::
70%
° 30%
Poor Fairly
20% Good
20%
Fairly Telephone Rail Roads
Good
20%
Good Fairly
50% Good

80% Poor

40%

Very
Good
30%

Figure 4.11. Infrastructure evaluation

Examining figure 4.11., the reader can see that telephone, electricity and
rail roads need to be improved by 20%, 40% and 100% respectively

according to the “fairly good” and “poor” evaluations of the respondents.

Q.20: Is there any shortage in the public services that your factory

needs?.
a. Yes. b. No.

No
10%

Yes
90%

Figure 4.12. Existance of shortage in public services



The figure shows that 90% of the respondents face shortage in the public

services needed for their factories, and only 10% do not face any shortage.

Q.21: In case there is shortage, state its kind and the importance of
satisfying it.

The 90% respondents whose factories face shortage in public services,
summarized the following points:

e Sudden decrease in electrical voltage.

e Cut down in the electrical supply every now and then.

o Difficulty in finding the necessary quantities of industrial water in
summer seasons.

» Some problems in the telephone network.

e Rail road service is a very old and poor means of transportation in
Syria, it needs to be renovated to decrease the pressure on roads for
transporting goods. It can be very useful transferring local raw materials to the
ceramic factories knowing that they consume high quantities per day.

o Modern ceramic factories are highly sophisticated, automised and
computerized. The stability of the electric power is important for the well being
of the machines. This industry highly consumes industrial water and filtering

systems are not used yet.

Q 22: The Syrian banking system is .............. for the needs of your
factory.

a. Convenient.

b. Some how convenient.

C. Not convenient.

d. Needs adjustments to be convenient.



50% a

c 30%

20%

Figure 4.13. Conviniency of the existing banking system
The figure shows that only 10% of the respondents find the existing
Syrian banking system convenient for their factories’ needs. While 50%
suggested adjustments for conveniency, 20% find it not convenient and 30%

find it some how convenient.

Q 23: If the answer of the previous question is (d), then state the
adjustments that you suggest.

The 50% respondents who chose (d) as an answer for question #22 have
the following ideas for adjustments:

« Replacing the “export currency account’ by a current foreign currency
account which guarantees free transfer of foreign currency and opening letters
of credit without any difficulty.

« Giving credit facilities in foreign currency for the customer.

o Improving the services for the client regarding time savings and
opening more branches.

« Achieving money transfer within the branches inside Syria.

Q 24: Are you with or against the idea of opening private banks in Syria,
and why?.
| a. With. b. Against.



70%

b.
30%

Figure 4.14. The idea of opening private banks
Figure 4.14. shows that 70% of the respondents are with the idea of
opening private banks in Syria, and 30% are against this idea.
The reason behind the choice of opening private banks are:
« Create competence with the existing government owned banks.
 Almost all the import letters of credit are opened from a abroad banks.
« Improves the banking services to the customers.
o Is a step to open a stock market.

e Encourage immigrant capitals to be invested in Syria.

Q 25: Specify the quality assessment of the Syrian manpower in terms

of:




Level of education Very Working Skills

Good

0
Fairly 10%
C;g;d Excellent
Good 0 10%

70% Good

60%

Very .
Fairly

Good Good

10% 20%

Ability to learn the ceramic
technology

Good
80%

Very
Good
20%

Figure 4.15. Assessment of the Syrian manpower
The results shown in figure 4.15. show an average of good (more than
50%) assessment of the Syrian manpower’s level of education, working skills
and ability to learn the ceramic technology. But, the study shows a 20% fairly
good assessment for both level of education and working skills. And only a
10% very good for level of education and 10% excellent for working skills.

Q 26: State, if any, the kinds of problems you are facing with your
engineers and technicians so far?.

The problems that are facing the ceramic industrials are:

« No experience in the ceramic industry at the moment.

e Lack for sense of responsibility for new graduates.

« Foreign language knowledge.

e Training courses must be made by institutes, specially the Geologic

Studies Institution.

« The problem of maintaining skilled technicians in a factory.



Q.27: Do you have intentions to hire foreign manpower in the factory,

and why?.

No
20%

Yes
80%

Figure 16.1. Intentions to hire foreign manpower
The figure shows that 80% of the respondents intent to hire foreign
manpower and only 20% are against this idea. The reason is mainly to

acquire the necessary experience and new technologies used in the ceramic

industry.

4.2.3. Factory Information.

This section presents information of the ceramic factories concerning the
date the production started, the capital and production capacity, data
concerning the personnel, costs per month, local and imported raw materials,

pay back period and expansion plans. The associated questions are from #28

till 41.
In this section the researcher has questioned confidential issues

concerning factory information. He thus expects not to have answers for some

questions.

Q.28: What was behind the decision of building a ceramic factory in
Syria?.

The reason behind building ceramic factories are the following according
to the respondent’s opinions:

 Earning acceptable profits.

« Expanding the Syrian industry and employing more Syrian manpower.



o Investing immigrants capitals and manpower.

« Satisfying the market's demands with Syrian ceramic tiles.

« Using the existing economic resources.

« Benefiting from the rules of encouraging private investments.

« Application of the five year plan strategies.

Q.29: When did the factory start production, and how long was the

building and machine erection time?.
The start updates are summarized in the following table:

1- Syrian Company for Porcelain. | 1975

2- Military House est. 1984

3- Syrian Libyan. 1991

4- Cham Ceramics. August 1995

5- Granada. November 1995
6- Syececo. April 1996

7- Reef. September 1996

Table 4.2. Start up dates.

The building and machine erection period ranged from 18 months to 30

months according to the respondents.

Q.30: How much is the capital of the factory:
a. Less than 5 million $.

b. 5to 6 million $.

c. 6 to 7 million §$.

d. 7 to 8 million $.

e. 8 to 10 million $.

f. More than 10 million $.



Unfortunately 30% of the respondent did not answer this question, they
respondent the three government owned factories. The other four private
owned factories have a capital investment not less than $7 million and

reaching $16 million.

Q.31: What is the origin of the factory machines?.
The origin of all the existing factories machinery in Syria is italy.

Q.32: How much is the maximum production capacity/ day?.

Syrian Company for Porcelain.
Military House est. 9700
Syrian Libyan. 800
Cham Ceramics. 4500
Granada. 3000
Syececo. 4000
Reef. 4500
28800

Table 4.3. Maximum production capacities

The production capacity per day of the existing factories is 28800 m?/
day. Another private owned factory is planning to start producing 6000m? day
in summer 1997 making the Syrian ceramic and porcelain tile production

reach 34800 maximum square meters per day.

Q.33: Fill the blanks with the correct personnel quantity and salary per

month.




The researcher summarized the answer in the following table.

1 16| 15-20 17 8-15 37 6-9 91 4-5
2 12| 10-20 10| 10-12 30 5.5-8 83 3-5
3 15| 10-18 15 10 40 5.5-8 80 3.5-5
4 25| 15-20 20 9-16 55 6-9 70| 3.5-5.5
5 30| 5.5-10 60 5.5-7 701 455 140 | 3-45
6 50 5-9 100 | 5.5-6 117 | 4-5.2 233 | 2.7-4.3
7 16 5-7 10 5-6 43 4-5 22 3-4
Total 163 232 391 719

% 10.83 16.42 25.98 47.77

Table 4.4. Personnel distribution

d

. a
47.77%

10.83%

b.
15.42%

C.
25.98%

Figure 4.17. Personnel Distribution



Figure 4.17. shows that the personnel distribution in the ceramic factories
is: 47.77% workers, 25.98% technicians, 15.42% engineers and 10.83%

management.
Referring to factories #1,2,3 and 4 as the private owned factories, and #

56 and 7 as the government owned factories. The reader can notice the

following:

ry agement in S.L. 10000 | 20000 7000 | 10000
Salary of engineers in S.L. 9000 | 15000 5000 7000
Salary of technicians in S.L. 5500 9000 4000 5500
Salary of workers in S.L. 3000 5500 2700 4500

Table 4.5. Personnel salary rates
The results of this analysis show that the government owned factories
must think of ways to keep employing their experienced staff by giving them

incentives of different kinds.

Q.34: How many hours per day and days per week does the factory
work?.

All the factories are equipped with the necessary manpower and
resources to work 24 hours/ day and 7 days/ week. But this issue is decided
by top the management’s view of the market and stock levels in hand in case

no technical probiems occur.

Q.35: What is the quality and cost per month of:

i ppp—



Unfortunately only one respondent answered this question, he represents

a factory whose capacity is 4500 m?/ day. The quantities and cost per month

are summarized in the following table.

170500 Lt 1.040.050
120 Tons 1.770.000
25000 KWA ---
-— 1.500.000
4.310.050

Table 4.6. Fuel, gaz, electricity and miscellaneous costs per month
The cost of electricity is not included in the table because no receipts
were issued from the ministry of electricity yet. The miscellaneous costs

include the salaries paid.

Q.36: How much percentage of your raw materials are local and

imported. And how much is the approximate cost per month?.

Also, only one respondent representing a 4500 m?/ day factory answered

this question. The following table summarizes the percentage and costs

gathered.

4.500.000

20% 14.000.000
Total: S.L. 18.500.000
=% 370.000

Table 4.7. Local and imported raw materials cost per month
The 20% imported raw materials represent the glaze, color and design
application on the face of the tile. They constitute 75.7% of the total cost of




raw materials. While the other 80% local raw materials represent the body of
the tile and constitute only 24.3% of the total cost of raw materials!.

The researcher will accept these approximations presented in Q.35 and
Q.36 for generalizing and calculating the cost of production per m? in chapter
V. Since all the costs per meter are same for all the factories concerning fuel,
gaz, electricity and raw materials. Note that the same ltalian supplier of glaze

is selling all the private owned ceramic factories.

Q.37: Define the difficulties, if facing any in finding the correct local raw
materials.

The difficulties facing the industrials are:

« The necessary chemical analysis of local raw materials which should
be done abroad, mainly ltaly, to find the correct body composition.

« Getting the necessary licenses, for the materials, from the related
government administrations.

 Researches and analysis must be done by the Ministry of Industry in
collaboration with the Syrian geological Administration or any fofeign
academic or industrial organization to help the industrials find new sources for

raw materials.

Q.38: Do you think that the existing local raw materials are enough for
the continuity of the ceramic factories in Syria and for how many years?.

All the respondents agreed on the availability of local raw materials
necessary for the continuity of all the ceramic factories for a period of at least

50 years.

Q.39: How long will the pay back period be:
a. Less than six months.
b. Six months to one year.

c. One to two years.



d. Two to three years.
e. Three to four years.
f. More than four years.
The researcher, unfortunately, was able to get reliable answers to this

question from only seven respondents representing the private owned

factories.

57%

f
14%
Figure 4.18. Payback period
The pay back period figure shows that 57% (4/7) respondents expect the
pay back period to be three to four years, 29% (2/7) expect it to be two to

three years and 14% (1/7) expect it to be more than four years.

Q.40: Do you have any expansion plans?. If yes specify.
a. Yes. b. No.

No
30%

Figure 4.19. Existance of expansion plans
As the figure shows, 70% of the respondents representing the four
private owned factories have expansion plans, the three government owned

factories have no intentions of any expansion plans.



The researcher couldn’'t gather any information from the interviewees

regarding the kind of expansion plans they bear in mind.

Q.41: If you had the chance of building the factory in another place or
country, where would you choose?. And why?.
The researcher will consider the answers of six respondents to this
question. These respondents are in fact shareholders in the ceramic factories.
Four respondents have no choice in mind other than Syria, the other two
chose the Gulf countries as the other site for the establishment of a ceramic

factory.

4.2.4. Product.
In this section, the respondent gives us information concerning the

product's size, color and price, the markets satisfaction dealing with the
product, the time needed for the product to be strong in the market, the

respondents’ actions if foreign products entered the local market. Questions

#42 till 48 constitute this section.

Q.42: What are the products sizes and colors that you have produced?.
The seven ceramic factories have produced the following sizes according

to the respondent’s answer to Q.42:
Wall tiles:  15x15, 30x26, 40x26, 30x21, 35x25, 35x20, 40x25, 30x20.

Floor tiles: 33x33, 35x35.
The colors are the following: white, pink, gray, blue, beige, yellow, green,

black, red, rose, ivory and dark brown.
The tiles are produced with one color or a mixture of two or three colors.

Q.43: What is the price quotation for your respective products, and the

distributor discount?.



The following table summarizes the price quotations and discounts (if

any) of the respective products according to the results of the questionnaire.

15x15 250
20x30 425 340 250 5%10%
25x20 425 340 250 5%-10%
22.5x156.5 425 340 250 5%-10%
30x15 425 340 250 5%-10%
20x20 425 340 250 5%-10%
40x30 250 170 —
26x30 250 170 -~
20x30 250 170 -
40x25 530 460 300 10%
Maraya 550 450 350 10%
40x25
30x20 380 340 280 10%
30x21 395 340 240 10%
35x25 395 340 240 : 10%
30x26 370 340 280 8%
40x26 500 430 300 8%
33x33 500 400 330 8%
35x35 540 440 340 10%
35x20 540 440 340 10%
20x20 540 440 340 10%

Table 4.8. Ceramic tiles price in SL/ m?
Note that the distributor’s discount vary according to supply and demand

in the market.

Q.44: How was the market's first impression upon dealing with your

product?. And why?.
a. Very satisfied.




b. Somewhat satisfied.

c. Neither satisfied nor dissatisfied.
d. Somewhat dissatisfied.

e. Very dissatisfied.

50% 50%

50% -
45% -
40% -

o 35% -
£30% -
5 25% A
£ 20%
0 15% -
10% -
5%
0% -

a. b.

Chart 4.11. Market’s satisfaction
The chart shows that 50% of the respondents chose very satisfied, and
50% chose somewhat satisfied. The respondent who chose somewhat
satisfied represent two private and one government owned factories. Actually,
the satisfaction of the market is governed by the timing of the  product’s

release and the existence competing product’s in the market.

Q.45: How much time will it take your product to prove itself in the
Syrian and offshore market, and why?. |

Svyrian market:

a. Six months.
b. Six months to one year.
C. One to two years.

d. More than two years.

Offshore market:

a. Six months.
b. Six months to one year.

C. One to two years.



d. More than two years.

Syrian Market Offshorespharket

100% —20% 50%
40%

30%
20%
10% A
0% -

Chart 4.12. Time needed for product to prove itself

Chart 4.12. shows high optimism for the new factories representatives
since 90% of the respondents picked six months as enough period for their
products to prove their quality inthe market, only 10% picked six months to
one year. In the offshore market all the respondents were rational when 50%
chose one to two years, 40% choose more than two years and only 10%
chose six months to one year. The respondents know exactly the quality of
their products compared to foreign products. They are all making experiments
in the Syrian market to improve the quality and then they all should focus on

the foreign markets, at least the new factories.

Q.46: What are the difficulties that your product is facing?.

The researcher will summarize the respondents answers to this question
into two groups referring to the private sector and the government sector. The
private sector respondents stated the following difficulties:

e The product is still under experiments, stability in the raw material mix
must be maintained.

« Improving the quality to be able to compete in the export markets.

« Difficulties concerning importing the necessary raw materials and

spare parts.
The government sector respondents are all focusing on competing the

private sector’s products in the domestic market.



Q.47: If the government removed the block on imported foreign tiles,
what would be the effect on your factory and what are the necessary
steps that should be done?.

30% of the respondents do not expect that such thing might happen. The
other 70% expect severe damage to the industry at least in its initial period.
The necessary steps on behalf of the factories is to improve the quality of their
products and give credit facilities to the distributors. The government has to
help the industry by putting high import taxes and demand that the importer

trade with a large quantity of the national product before giving him the import

license.

Q.48: How would you describe the competition between your factory
and the existing factories concerning the quality, size and price?.

All the respondents agree that there is competition and it will be stronger
when new private sector factory, whose capacity is 6000 m? day, will start
production. At the moment the price is exerting the strongest competitive role.
in the near future the customers will found their choice according to the quality

and durability of the product regardless of its price.

4.2.5. General Questions.
This is the final section of the first questionnaire directed fo the first

sample of ceramic factory managers and shareholders. It is constituted of two
questions numbered 49 and 50, questioning the future expectations of the
ceramic industry in Syria. The final question is left free for the respondent to

add anything he wants.

Q.49: Do you expect a future growth and prosperity for the ceramic

industry in Syria, and why?.



All the respondents have great optimistic expectations for the success of
this industry in Syria because the world consumption for ceramic ftiles is

expanding rapidly. And a major part of the raw materials exist locally.

Q.50: Do you want to add anything?.
All the respondents agreed on one thing, the success of this industry is a

success to the country and its economy and thus so much efforts must be

exerted in collaboration with government.

The researcher will move to the second part of chapter IV examining the

assessment of the ceramic traders sample to Al Reef ceramic products.

4.3.1. Major Demographic Characteristics of the Second Selected

Sample.
This section presents the demographic analysis of the sample ceramic

traders. The associated questions are the first six questions, starting from
number 1 through 6, in our second structured questionnaire. These questions
deal with data of the respondents nature work, age, level of edﬁcation, name
of the ceramic company concerned and if any, years of experience in selling

ceramic tiles.

Q.1: Nature of work and position.

100%

Figure 4.20. Nature of work



The figure shows that all of the respondents are ceramic and sanitary

wear traders.

Q.2: Age of the respondent:
a. 20-30 b. 30-40
c. 40-50 d. 50 and above.

60%

30-40 40-50 50 and above
Age of respondent

Chart 4.13. Age of respondent
The chart shows that 60% of the respondents age between 30 and 40

years, 30% age between 40 and 50 years while only 10% age above 50
years. The reader can notice that young and dynamic respondents represent
the ceramic traders sample.
Q.3: Level of education:

a. Elementary. b. Intermediate.

C. Secondary. d. University.

e. Post graduate studies.

60%

Percentage

Intermediate Secondary University

Level of education of respondent

Chart 4.14. Level of education of respondent



The chart shows that 60% of the respondents have a secondary level of
education, 30% are university graduates and the other 10% have an
intermediate level of education. We can say that all the respondents are

learned.

Q.4: Name of the company you work in:

Q.5: Address of the company.
The following table represent the answers of questions 4 and 5.

Name of Company Address of Company
1- Hakim Stores. Damascus, Yarmouk.
2- Hakim Brothers s.r.l. Damascus, Baghdad st.
3- Mamoun mawed est. Damascus, Yarmouk-Bab mousallah.
4- Ahmed Haidar Sons co. Aleppo, Jamilieh.
5- Mawed Brothers est. Aleppo, Iskendarun st.
6- Atallah trading co. Homs.

7- Haitham commercial show room. Hama.

8- Yassin Deri Sons stores. Daraa branch, Malki st.

Sweida branch.

9- Mashie est. Latakieh.
10- Ziad Nemah est. Tartous.

Table 4.9. Company’s name and address

Q.6: How many years of experience do you have in selling ceramic
tiles?.

Less than 5 years.

5 to 10 years.

10 to 15 years.

g 0o o o

More than 15 years.

A A



30% 30%

Percentage

0-5 5-10 10-15 More
years years years than

15
Years of experience

Chart 4.15. Years of experience
Chart 4.15. shows that 40% of the respondents have experience in
selling ceramic tiles less than 10 years out of which 20% have experience
less than 5 years, while 30% of the respondents have an experience of 10 to

15 years and the other 30% have an experience of more than 15 years.

4.3.2. Product Information From the Second Selécted Sample.

In this section we know whether the respondent is a whole seller or a

retailer, a distributor of reef ceramics or not, information concerning the
demand on other tiles compared to Reef tiles, comparison between Reef,
European tiles and other Syrian tiles. Questions from number 7 through 19

constitute this section.

Q.7: Are you a whole seller, a retailer or both?.

80%

80%
70%
60%
50%
40%
30%
20%
10%

0%

Percentage

20%

-

T T
Whole seller Whole seller
retailer

Chart 4.16. Kind of business
The chart shows that 80% of the respondents are whole sellers and

retailers while the other 20% are exclusively whole sellers.



Q.8: Are you a distributor for Reef Ceramics?.

a. Yes. b. No.
Answer | Frequency | Percentage | Cumulative %
a 10 100 100
b - - _—

As the table shows, all the respondents constituting the sample ceramic

traders are in fact official distributors for Reef ceramic products.

Q.9: If the answer of previous question is No, do you trade in Reef

ceramic tiles?.
Since all the respondents answered yes for Q.8, no analysis will be

made for Q.9.

Q.10: If answer of Q.8 is Yes, in what region do you distribute the Reef

products and how much square meters have you bought from Al Reef
ceramic co. from 1/10/1996 till 31/12/19967.

1 Damascus 45.000

2 Damascus 22.500

3 Damascus 42.000 56.60 56.60
4 Aleppo 18.000

5 Aleppo 30.000 24.80 81.40
6 Homs 9.000 4.65 86.05
7 Hama 7.500 3.87 89.92
8 Daraa& Sweida 1.500 0.80 90.72
9 Latakia 10.500 5.41 96.13
10 Tartous 3.87 100.00

Table 4.10. Sales of Reef Co. from 1/10/96 till 31/12/96




Table 4.10. shows that 193,500 m? were the sales to the official
distributors as of October 1, 1996 till December 31, 1996 sales to Damascus
marked 56.6% of the total sales per month of Al Reef Ceramic co.,AIeppo
had 24.8%, Homs 4.65%, Hama 3.87%, Latakieh 5.41%, Tartous 3.87% and

Daraa only 0.8%.

Q.11: Have you ever traded with imported tiles?.
a. Yes. b. No.

No
20%

Yes
80%

Figure 4.21. Trading with imported tiles
The figure shows that 80% of the respondents have traded with imported

tiles while 20% of them have not.

Q.12: If answer of previous question is Yes, do you prefer trading with

local or imported tiles and why?.

Imported
50%

local
50%

Figure 4.22. Prefability in tiles trade




The figure shows that 50% (4/8) of the respondents who have traded with
imported tiles prefer trading with local tiles, while the other 50% (4/8) of them

prefer trading with imported tiles.
The researcher wants to note that “smuggled” is what is meant by

“imported’, since the government has prohibited importing tiles to Syria since

1982.
The 50% local tiles preference traders mentioned the following reasons:

« Direct relations with the producer.
o Less risk than trading with “smuggled” tiles.
« Encouragement of national industry.

The 50% imported tiles preference traders have the following reasons:

o More profitability.
« Better quality and existence for demand on luxurious foreign tiles.
¢ Less competence.
Q.13: What was the effect of the availability of Reef tiles on the demand
for other local tiles?.
The demand for other tiles was:
a. Highly affected.

b. Somewhat affected.
c. Neither affected nor not affected.
d. Somewhat not affected.
e. Not affected at all.
Highly

50%

Somewhat
Neither 40%
10%

Figure 4.23. Effect on local tiles demand




The figure shows that 50% (5/10) of the respondents found that Reef tiles
“highly affected” the demand on other local tiles, 40% rated a “Somewhat

affected”, while the rest 10% found a neutral effect.

Q.14: What was the effect of the availability of Reef tiles on the demand

for imported or smuggled in tiles?.

The demand for imported tiles was:

® 2 0 T

Highly affected.

Somewhat affected.

Neither affected nor not affected.
Somewhat not affected.

Not affected at all.

Highly
50%

Somewhat
20%

Neither
10%

Not effected
20%

Figure 4.24. Effect on imported tiles demand

The figure shows that 50% (5/10) of the respondents realized that Reef

tiles highly affect the demand on foreign tiles, 20% rated a “Somewhat” effect,

20% didn't find any effect and the other 10% found a neutral effect.

Q.15: Can Reef tiles be a substitute of European tiles in terms of design,

quality and price, and why?




H No
HYes

Design Quality Price

Chart 4.17. Reef tiles substitute to European tiles
The chart shows that 90% of the respondents are sure that Reef tiles can
substitute European tiles in terms of design and quality, but 40% say that
price cannot enable Reef tiles to compete European tiles. The interpretations

given by the respondents are:
o New ltalian designs and new ltalian machines are being used to

produce Reef tiles.

« The quality still needs some time to be the same as European quality
if not better.

« Although in the meantime Reef tiles’ price is higher than the price of
European tiles outside Syria, the former can go down to 40%. But European
prices can still compete their price is more flexible to changes in supply and
demand and they have “economies of scale” because of their huge
production.

Q.16: Do you think that Reef tiles can be sold outside Syria, and why?.
a. Yes. b. No.

No
40%

Yes
60%

Figure 4.25. Reef tiles sell outside Syria



The figure shows that 60% of the respondents say that Reef tiles can be

sold outside Syria on condition that:
o Prices go down to a maximum of $5/m?.

 Produce new designs and colors.
The other 40% say that Reef tiles cannot be sold outside Syria because:

e Europe’s high supply and low price market.
« Until now there are problems with the selection of production into

choices at Reef co.

Q.17: If the answer of previous question is No, then what changes do

you suggest should be done?.
The four respondents who answered “No” for Q.16 suggest the following
changes:
« Adjust the price to be competent in the near by markets.
« Improve the selection criteria of tiles into the three choices.
« Cooperation with the distributors by all means.
« Produce new designs and new colors.

« Use the help of foreign experts since it's a new industry.

Q.18: Will you be ready to sell Reef titles abroad, and in what countries?.

a. Ready. b. Not ready.

Not Ready
40%

Ready
60%

Figure 4.26. Selling Reef tiles abroad
As it is shown in figure 4.26., 60% of the respondents are ready to sell

reef ceramic tiles abroad while 40% are not. The distributors are ready to sell



in Jordan, Lebanon, Yemen, United Arab Emirates, Libya, Kingdom of Saudi

Arabia and the Guif countries.

Q.19: What is your assessment of Reef ceramic tiles concerning quality,
color, design, strength and packing compared to Cham, Syceco,

Granada, Mili-House, Syrian Libyan and Hama tiles?.

Give a rate from -10 to +10:

""" +70| +80| +10.0| +10.0
+05 - 70| +80| +80| +90
40| +25 $50| +7.0| +7.0| +100
+20| +5.0 750| +80| +7.0| +10.0

- - ¥70| +100| +100| +10.0

| +30 750| +9.0| +7.0| +10.0

~ +20 ¥50| +7.0| +7.0] +100
1.0 - +40| +80| +50| +90
10|  +30| +100| +80| +100| +10.0
1.0 - ¥50| +7.0| +80| +10.0
35| 195 59.0| 800| 790]| 980
+0.3 +1.9 +5.9 +8.0 +7.9 +9.8

Table 4.11. Quality Comparison




+7.0 +7.0 +8.0 +10.0

-2.0 +5.0 +7.0 +8.0 +7.0 +9.0
- +1.0 +1.0 +2.0 +2.0 +3.0
-2.0 +3.0 +4.0 +9.0 +10.0 +10.0
-3.0 +2.0 +5.0 +8.0 +9.0 +9.0
- +3.0 +5.0 +8.0 +7.0 +10.0

-- +3.0 +5.0 +8.0 +10.0 +10.0

- - +2.5 +7.0 +2.5 +10.0
-2.0 +8.0 +8.0 +7.0 +8.0 +8.0
-2.0 +3.0 +5.0 +6.0 +9.0 +10.0
-14.0 +30.0 +49.5 +70.0 +72.5 +89.0
-1.4 +3.0 +4.9 +7.0 +7.2 +8.9

Table 4.12. Color Comparison.

+4.0 +7.0 +8.0 +10.0

+7.0 +6.0 +7.0 +10.0

+3.0 +4.0 +9.0 +9.0

+3.0 +7.0 +10.0 +10.0

+4.0 +6.0 +8.0 +10.0

+3.0 +5.0 +6.0 +10.0

-- +2.0 +5.0 +7.0 +10.0 +10.0

- - +3.0 +5.0 +3.0 +8.0
-2.0 +3.0 +8.0 +4.0 +8.0 +10.0
-1.0 +1.0 +7.0 +4.0 +9.0 +9.0
-14.0 +12.0 +47.0 +55.0 +79.0 +96.0
-1.4 +1.2 +4.7 +5.5 +7.9 +9.6

Table 4.13. Design Comparison.



+4.0 +6.0 +6.0 +9.0 +10.0
+2.0 +7.0 +7.0 +7.0 +8.0
“+1.0 +2.0 +2.0 +1.0 +6.0
+2.5 +3.0 +4.0 +5.0 +7.0
- +3.0 +4.0 +4.0 +7.0
+2.0 +4.0 +5.0 +3.0 +5.0
-- +3.0 +4.0 +5.0 +8.0
+2.0 +5.0 +5.0 +5.0 +6.0
- +3.0 +4.0 +5.0 +6.0
+2.0 +7.0 +7.0 +7.0 +8.0
+10.5 +43.0 +48.0 +51.0 +71.0
+1.05 +4.3 +4.8 +5.1 +7.1

Table 4.14. Strength Comparison.

+6.0 +7.0 +8.0 +10.0

- +2.0 +5.0 +5.0 +5.0 +8.0

- - +1.0 +3.0 +5.0 +10.0

- -- +4.0 +5.0 +7.0 +8.0

-- +1.0 +4.0 +4.0 +8.0 +10.0

- -- +2.0 +3.0 +10.0 +10.0

- +2.0 +2.0 +5.0 +10.0 +10.0

- - +6.0 +5.0 +7.0 +9.0
+2.0 +5.0 +7.0 +7.0 +8.0 +10.0
- +2.0 +5.0 +5.0 +5.0 +10.0
+2.0 +13.0 +42.0 +49.0 +73.0 +95.0
+0.2 +1.3 +4.2 +4.9 +7.3 +9.5

Table 4.15. Packing Comparison.
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Chart 4.18. Reef’s comparison Grade
Chart 4.18. shows, that Reef's only competent concerning quality, color,
design, strength and packing is Cham ceramics wall tiles since the following
average rates were given by the respondents.
Reef compared to Cham in:  quality grade=+ 3.5%
color grade= -14.0%
strength grade= +10.0%
design grade= -14.0%
packing grade=+ 2.0%
Avg. -12.5%
The average grade is -12.5%, Reef has to work hard on improving the
color and the design of its wall tiles.
Concerning floor tiles, Reef is in the first grade. Syceco follows

examining into the following average rates:




Reef compared to Syceco in:  quality grade= +19.5%
color grade= +30.0%

strength grade= +10.5%
design grade= +12.0%
packing grade= +13.0%

Reef has to improve its strength, design and packing to remain in the first

grade.

4.3.3. Market Information.
This section presents important information concerning the profit margins

of the respondents’, volume of the market demand, the respondents’
estimation of the demand of tiles per day in Syria, the kind of wall and floor
tiles demanded concerning choice, size, design and color, and an evaluation

of Syrian’s trading rules.
The questions included are numbers 20 through 27.

Q.20: What is your profit margin in trading ceramic tiles?.
a. Less than 5%.
b 5% tot 7%.
c. 7% to 10%.
d More than 10%.

§%-7%
40%

Less than
5%
60%

Figure 4.27. Traders profit margins




trading with ceramic tiles, the other

Figure 4.27. shows that 60% of the respondents earn profits up to 5% in

result since 80% of the respondents are whole sellers.

40% earn 5% to 7%. This is a normal

Q.21: How much is the volume of demand in your region for ceramic wall

and floor tiles per month (min.-max.)?.

1 Damascus | 15000-35000
2 TDamascus | 20000-30000 | 15000-20000
3 Damascus | 10000-20000 7000-10000
4 Aleppo 10000-15000 7000-10000
5 Aleppo 10000-15000 7000-10000
6 Homs 3000-5000 1000-3000
7 Hama 5000-7000 1000-3000
8 Daraa 3000-5000 1000-3000
9 Latakieh 7000-10000 1000-4000
10 Tartous 5000-7000 1000-3000
88000-149000 | 53000-86000

Table 4.16. Monthly demand per region

The table shows four estimations for the demand

in the distributor's

regions for wall and floor tiles of different origins:

The minimum aggregate wall tile demand = 88000 m?
The minimum aggregate floor tile demand = 53000 m?
The minimum aggregate wall and floor tile demand = 98000 m?
The maximum aggregate wall tile demand = 149000 m?
The maximum aggregate floor tile demand = 86000 m?
The maximum aggregate wall and floor tile demand = 235000 m?




Comparing the results of Q.10 presented in table 4.10. with the results of

Q.21, we can determine the percentage coverage of demand per region as

follows.

1 15000

2 Damascus 22500 7500 50000 | 15%
3 Damascus 42000 14000 30000 | 48.3%
4 Aleppo 18000 6000 25000 | 24%
5 Aleppo 30000 10000 25000 | 40%
6 Homs 9000 | 3000 12000 | 25%
7 Hama 7500 2500 10000 | 25%
8 Daraa 1500 500 8000 [ 6.25%
9 Latakieh 10500 3500 14000 | 25%
10 Tartous 7500 3500 10000 | 25%

(* According to traders estimations)

Table 4.17. Demand coverage

Table 4.17. compares the avarage. Quantities purchased per month over
a period of three months (1/10 — 31/12) by each distributor with the
distributor's estimation for the maximum tiles demanded in their regions. The
results show that distributor #3 and #5 are the most active distributors since
they cover respectively 48.3% and 40% of the demand in their regions,
distributor #1 comes in the second active rank with 27.3%, the distributor #6,
#9 and #10 with 25%. Both distributor #2 and #8 have to work hard on
covering the demand in their regions.

Note that these results are based on only three months sales data which
is a short period that is not enough to generalize a precise evaluation, it can

only give an initial conceptual evaluation.




Q.22: What is your estimation of the quantity of wall and floor tiles
demanded per day in Syria?.

a. Less than 5000 mz.
b. 5000 to 10000 m".

c. 10000 to 15000 m".
4. 15000 to 20000 m’.

e. More than 20000 mz.

40%

20%

0%

0% ' T 1
0-5000 5000-10000 10000-15000 15000-20000 More than 20000

Chart 4.19. Level of daily demand on ceramic tiles in Syria
The chart shows that 40% of the respondents estimate the daily ceramic
tiles demand in Syria as between 10000 m? to 15000 m?, 30% estimate it to
be between 5000 m? to 10000 m?, 20% between 15000 m? to 20000 m” and
the final10% estimation is 0 to 5000 m”.

Q.23: How do you describe the kind of demand on wall and floor tiles

concerning the choice, size, design and color.
All the charts and figures of the analysis of these questions are done by

the researcher based on his analysis of the respondents answers to this

question.




3rd 3rd , ath
30.3% 23.4% 11.0%

1st
34.1%

2nd
31.5%

Figure 4.28. Figure 4.29.
Choice distribution of wall Choice distribution of floor
tiles demand tiles demand

The figures show that the first choice demand for wall and floor tiles is
16.2% and 34.1% respectively, the second choice demand is 26.3% and
31.5% respectively, the third choice demand is 39.3% and 23.4%
respectively, and finally the fourth choice demand for wall and floor tiles is
18.2% and 11% respectively.

The reasons behind these results are that the first choice price is high
compared to third and fourth choice prices, and the market is looking for
cheap prices making sales of third choice wall tiles more than sales for first
choice by 2.42 times. In case of floor tiles the market cannot substitute the

first choice because second and third choice’s defects are more obvious than

in the case of wall tiles.

M
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Chart 4.20. Chart 4.21.
Size distribution of Size distribution of
wall tiles demand floor tiles demand

The size distribution charts show a 51.1% preference to size 20x20 to
40x40 wall tiles a 71.3% preference to size 20x20 to 40x40 floor tiles. The
other preferences for wall tiles are: 20.2% (size less than 20x20), 24.8% (size
40x40 to 50x50) and 3.9% (size more than 50x50). The other preferences for
floor tiles are: 4.4% (size less than 20x20), 19.1% (size 40x40 to 50x50) and
5.2% (size more than 50x50).

The market is still not used to selling sizes more than 40x40 because of
their high price concerning indoor uses, and because of irrelevancy of using
ceramic tiles for buildings covering. Time has to be allowed for the marketing
of big size ceramic tiles to flourish in Syria.

49.5%

50%
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40%
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Chart 4.22. Design distribution of wall tiles
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Chart 4.23. Design distribution of floor tiles

The charts show a market preferability for the marble one color and
marble two color designs. Marble one color wall and floor tile percentages are
49.5% and 50.2% respectively, the marble two color percentages are 20.2%
for both wall and floor tiles, the plane one color 16.1% and 10%, reflexive has
9.8% and 9%, relief has 4.0% and 5.3% and sandy has 0.6% and 5.3%
respectively for wall and floor tiles.

The market has high preference for marble designs as a substitute for
real imported marble stones, the relief and sandy designs need to be

produced with delicate production techniques to score high demand in the

market.

172
Transper
ant
17.5%

Matte
15%

: Matte
ant 22.0%

60.5% Transpera
nt
18%
Figure 4.30. Figure 4.31.
Wall tiles type of glaze Floor tiles type of glaze

The figures show a 60.5% preference to transparent wall tiles and a 67%
preference to 1/2 transparent floor tiles, matte and 1/2 transparent wall tiles,



has 22% and 17.5% respectively, transparent and matte floor tiles have 18%

and 15% respectively.

Black
2.3%
Blue
Gray 2\04ite
12.4% 6.0%
White
781% .
Beige Black
8.9% 5.0%
Blue
2.3%
Figure 4.32. Figure 4.33.
Wall tile one color Floor tile one color

The figures show that the wall tile one color preferences are: 74.1%
white, 12.4% gray, 8.9% beige, 2.3% black and 2.3% blue.
The floor »tile one color preferences are: 48% gray, 39% beige, 6% white, 5%
black and 2% blue.

60%

51%

2% 1% 1% 1%

w+gy  ptgy  birgy  bgtgy Wbl p+bl  bltbg  bg+gn

w: white, p: pink, bl: blue, bg: beige, gy: gray, y: yellow, gn: green.
Chart 4.24. Wall tiles two colors
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Chart 4.25. Floor tiles two colors
From these two charts, the color combinations which have percentages
more than 5% are: white + gray (32% wall,28% floor), pink + gray (51% wall,
50% floor), beige + gray (3% wall, 6% floor), white + blue (2% wall, 1% floor).

Q.24: The government’s rules concerning taxes, pricing, quotations
import producers are................. for ceramic traders.

a. convenient.

b Some how convenient.
c. Not convenient.
d

Needs adjustments to be convenient.

40%

Figure 4.34. Government’s rules conviniency
The figure shows that 40% of the respondents demand adjustments for
the government trading rules, 30% find these rules not convenient, 20% find it

convenient and the other 10% find it somehow convenient.

AND



Q.25: If the answer of the previous question is -d-, state the adjustments

that you suggest.
The four respondents who answered (d) for question #24 have the

following suggestions for the rules to be convenient:
« Income taxes evaluation adjustments.

o Profit taxes adjustments.
« Setting, gradually, the foundations of a free market without import
constraints to get rid of trading with smuggled-in products in addition to

protecting the national industry.

Q.26: Are you with or against raising the block on importing floor and

wall tiles, and why?.

100% A
90% -
80% -
70% -
60%

RWith
E Against

50% -
40%
30%

4004
Y

Figure 4.35 Raising the block on imported tile
The figure shows that 40% of the respondents are against raising the
block on importing ceramic tiles because it is more easy to deal with the
Syrian ceramic factory than trading with a foreign one, and to support the

national production.
The other 60% are with introducing foreign ceramic tiles to the Syrian

market on condition that import taxes be less than 75% as it was before 1982.

They gave the following reasons:
 There would be competition with the Syrian manufacturer, thus forcing

him to decrease prices and improve production.

490



o More profits will be earned by the ceramic traders dealing with
imported tiles.
e The customer will have a variety of choices where he can buya

particular design making his home or shop exceptional.

Q.27: What is the effect on the Syrian ceramic industry in case the block
on importing tiles is raised, and why?.

a. Highly effected.

b Some what effected.

c. Neither effected nor infected.

d

Infected at all.

30%
M Highly effected
B Somewhat

70%

Figure 4.36. Effect of imported tiles on the industry
The figure shows that 70% of the respondents see that the Syrian
ceramic industry will be highly effected by importing tiles to the market,
because: |

« Foreign tiles are still better in quality and design and will extract a high
portion of the market's demand, even if its price is higher.

e In case the import taxes are 75%, as they were before 1982, a $5/m?
ex-factory price of ceramic tiles will cost $8.75 plus $ 0.25 shipping the cost in
Syria would be approximately $9 which equals S.L. 450, still a price which
threatens the prices of Syrian tiles’ manufacturers, not to forget the former’s
superiority in quality.

The other 30% of respondents see a some what effect because:

AAN



e In the long run, Syrian manufacturers have to improve their products

enabling them to enter the export markets.
« With high import taxes, the Syrian manufacturer can still compete in

price because of his low production costs.

4.3 .4, Assessment of Reef's Management.
In this part, four questions numbers 28 through 31 are asked tothe

respondent to uncover his assessment of the marketing strategies and sales

division of Reef ceramic co., and to examine his suggestions.

Q.28: What is your assessment of Reef's ceramic marketing strategies
so far, in terms of its effectiveness in the market?.
a. Highly effective.
Some what effective.
Neither effective nor ineffective.

Some what ineffective.

» 2 0 T

Ineffective at all.

Neither
20%

Somewhat
60%

Inegfg;:ive
Figure 4.37. Marketing strategy effect
The figure shows that 60% of the respondents assess the marketing
done by Reefs management as “some what effective”, 20% of them see it
with a “null effect”, 10% feel it “ineffective” and only and 10% gave a “highly

effective” assessment.



Q.29: Do you have any suggestions for Reef’s marketing strategies?.
The suggestions given by the respondents who answered (b) or (c) or (d)

for Q.29 are:
« The advertisement strategies are still weak as if they do not exist.

« Distribute samples to all traders by the factory marketing department.

« Concentrate on all kinds of advertisement.

« Assign one distributor in each “Mohafazat”.

« Flexibility in dealing with the market concerning customer complaints
and price adjustments.

« Give prizes and bonuses to active distributors.

» Give credit facilities to distributors.

Q.30: What is your evaluation of Reef’s sales division?.

a. Excellent. b. Very Good.
C. Good. d. Fairly Good.
e. Poor. '

Fairly good
10%
Good
70%

Very good
20%

Figure 4.38. Sales division evaluation
The figure shows that 70% of the respondents evaluate Reef’s sales

division as “good”, 20% as “very good” and 10% as “fairly good”.

Q.31: Do you have any suggestions for Reef’s sales division from the
organization and management point of view?.

The different respondent’s suggestions can be summarized as:

44D



« Give the division the necessary authority to make decisions.

¢ Deal with all the distributors the same way without discriminations.

« Concentrate on organizing the division now that the factory has
finished the testing production period.

. Give exceptional discounts for whole sale deals to building
compounds.

« Sales on credit for a period not exceeding two weeks and for credits
no more than 2 million S.L.

« Stay in contact with distributor after selling.

« Necessary to have a show room in Damascus other thanthe one

present in the factory.

4.3.5. General Questions.
This is final section of the second questionnaire directed to the second

sample of ceramic traders. It is constituted of two questions numbered 32 and
33, questioning the expectations for the future of ceramic industry and trade in
Syria. The final question is left free for the respondent to add anything he

wants.
Q.32: Do you expect a future growth and prosperity for the Syrian

ceramic industry and ceramic traders, and why?.
All the respondents expect a prosperous future for the Syrian ceramic
industry and ceramic traders because:
o Competition will improve production and open export outlets.
« Existence of huge capabilities and active individuals.
Q.33: Do you want to add anything?.
Hopes for success were what was added by the respondents.

Next, chapter V will conclude this research project by presenting the

conclusion and recommendations.



CHAPTER V
CONCLUSION AND
RECOMMENDATIONS

This research project tries to assesé the ceramic industry in Syria
focusing on Al Reef ceramic company as a case study. |

The assessment includes the current performance of the industry so far
and its future prospects. Seven factories and ten trading firms have been
selected to form the studied samples. Different persons in different positions,
including shareholders, general managers, production managers, excavation
managers in addition to ceramic traders have been interviewed to collect the
needed data. Descriptive analysis has been used as an assessment tool in
analyzing this data.

The research purpose was achieved by focusing on the role of the
industrials, the government and the market advancing the industry into
prosperous future. The role exerted by the industry on the behalf of the
market's satisfaction with the help of the government’s rules and regulation
was thoroughly discussed in chapter IV. Moreover, extensive background
information concerning this issue were thoroughly explained in chapter Ii.

This chapter includes two sections. Section one advances a summary of
the findings discussed in chapter IV, while the second section introduces with

the suggested recommendations concerning the future of the ceramic industry

in Syria.



5.1. Summary of Major Findings.

A major private investment whose paid in capital amounts to 64 million $
was conceived in the last three years to constitute with the government
investments a basic ceramic industrial pillar in the Syrian economy. This
investment was triggered by a market of 14.6 million people and an
investment encouraging strategy which has been applied since 1989, and
which has succeeded in inviting 2 billion US dollars that same year and in
investing them in different economic industries in Syria. This along with the
ceramic industry investments are confronted by several obstacles set by
different beaurocratic “red tape” government mentalities who represent
different official posts including customs, ministries and banks.

Along a period of thirty years the government established an integrated
infrastructure all over Syria as a ground basis for an industrial boost in the
economy. Additional improvements have to be exerted on the behalf of
electric, telephone and industrial water sectors; in addition to a structural
renovation of the rail road system; for the sake of meeting the demands of the
ceramic industrial sector.

This investment is expected to be regained in a period of three to five
years. Seven ceramic factories, employing around 1500 workers, are now
being able to produce 28800 m? ceramic and porcelain tile using their
maximum capacity. An additional 6000 m? ceramic tiles will be added to the
aggregate national supply during 1997. The industry imports 20% of the raw
materials needed which cost 75.7% of the total cost of raw materials. The
other 80% are local raw materials found in huge quantities all over the Syrian
territory.  All of the private owned factories were licensed under decree 103 of
1952 rather than law # 10 of 1989 which could have given them better
incentive policies. The national ceramic industry is “exclusively” supplying the
local market since 1982 when a block on imported tiles was built by the

government. But that gave birth to a vital black market, selling smuggled tiles



from nearby countries, mainly Lebanon, priced 300% more than its normal
selling price, since the market's demand far exceeds the national supply. Yet,
towards the end of 1995 the black market began to dissolve when confronted
by an additional supply of national products from new factories, that scored
high satisfaction in the market.

Al Reef Ceramic Co. was one of the new factories which began to market
its products by the beginning of October 1996. The market’s demand for other
local tiles and imported tiles was, according to 50% of Reef distributors,
highly affected when Reef tiles were being marketed.

The 20 respondents’, representing the two sample studies of this

research, estimation for the daily Syrian demand for tiles is presented in table

5.1.

0-5000 1 1

5000-10000 3 2 5 25 30

10000-15000 4 2 6 30 60

15000-20000 2 5 7 35 95

more than 20000 1 1 5 100
20 100

Table 5.1. Daily demand on tiles
This shows that 65% of the respondents estimate the level to be between
10000 m? and 20000 m?. The researcher will consider 15000 m? of daily
domestic demand on wall and floor tiles for the purpose of establishing his

recommendations.
The 2nd, 3rd and 4th choice sums up to 84% and 66% of the total

demand on wall and floor tiles due to high price quotations of the 1st choice
which ranges from 550 S.L. (11$) to 370 S.L. (7.4%) per meter.

According to the analysis of 20 sample respondents; the size of 20x20 to
40x40 constitute 51% and 70.65% of the total demand on wall and floor tiles.

No production has been fashioned for sizes more than 35x35 whose expected




demand is 24.9% and 19.25% of the total demand on both wall and floor tiles.
The marble one and two color designs represent 69.8% of the total demand
on wall tiles and 70.4% of that on floor tiles since the market is substituting
ltalian real store marble by ltalian designed marble ceramic tiles noting that
imported foreign marble stone is forbidden.

The transparent glazed tiles compose 58.55% of the total demand and
the 1/2 transparent glazed tiles compose 66.5% of the demand on floor tiles.
The white gray and pink gray color combinations represent 81.5% and 79% of
the existing color combination production.

Reef products entered the market with 40x26 wall tiles competing with
the existing 40x25 Cham products by a 1stchoice price less by 4%, a 2nd
choice price less by 7% and 3rd grade choice price less by 7%. And then
produced 33x33 floor tiles competing with Syceco’s 35x35 floor tiles in a 6%
less in price of 1st choice, 8% and 1% less in price of 2nd and 3rd choice. In
order not to give discounts on sold quantities, Cham produced 30x20 wall tiles
whose price is 28%, 26% and 7% less than respective 40x25 1st, 2nd and 3rd
choice. But Reef then produced 30x26 wall tiles whose 1st choice price
equals the competing 30x20 Cham’s 1st choice, 2nd choice price is less by
2% and 3rd choice price is 2% more. But still, Cham’s 40x25 Maraya wall tiles
dominate the 1st choice market demand. Severe competition characterizes
the domestic market where price plays the strongest role. In the near future
durability of the product will force the market to set the prices. Concerning the

export, Cham ceramics was the first to export to KSA, Yemen and Sudan.
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5.2. Recommendations.

The recommendations presented in this part are addressed to the
government, the industrials and Reef Ceramic Co. to attain the expected
general objective of the industry investments and the specific success of Reef
Ceramic Co.

It is unquestionable that the success of the ceramic industry is a success
to the capital invested, the man power employed and the Syrian government’s
private investment encouragement policy. Major restructural modifications are
required from the government’s economic entities who have daily contacts
with the ceramic factories. Important issues concerning getting the necessary
import licenses of raw materials and spare parts, quick embassy conformation
of shipping documents, transfer of money from Syrian banks and custom
clearances must be solved. The government must help the inexperienced new
industrials, in this critical period, by organizing training courses for employed
geologists and by conducting the necessary geologic research and analysis to
allocate better local raw materials. Maintaining expert manpower in the
government ceramic factories is a major problem facing these factory officials.

For the sake of overcoming the missing data of actual production outputs
of the concerned ceramic factories that the researcher couldn’t get, he used
three possibilities to calculate the actual daily production outputs. The first
possibility is a 60%-80% percentage utility of government and private factory
maximum capacities respectively, the second is 10%-90% and the third is
40%-80% respective.

The following results were reached.
Expected daily demand = 15000 = 43.1%
Maximum daily production capacity 34800
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Expected daily demand

First daily expected production capacity 25280



Expected daily demand

Second daily expected production capacity

Expected daily demand

Third daily expected production capacity

= 15000 =

34800

= 15000 =

34800

60.19%

66%

These percentages were put according to the researcher’s collected data

in part 2.4.2. of chapter Il and on his experience and approximation gained in

working for ohﬂe of the factories.
Sustaining the import block on foreign ceramic tiles is. an essential

requirement since the Syrian demand is over satisfied by the national
production an excess of 56.9% to 34% production based on a 100% capacity

utilization of the industry or on a 40%, 80% capacity utilization of government

and private factories respectively. (Look at table 5.2.)

2300 1380
9700 5820 3880 3880
800 480 320 320
4500 3600 4050 3600
3000 2400 2700 2400
4000 3200 3600 3200
4500 3600 4050 3600
6000 4800 5400 4800
34800 25280 24920 22720

Table 5.2. Production capacities

The industry faces the fact that 34% to 56.9% of its production in excess

of the current local demand which has no way of being except through

exporting.




Al Reefs management must work seriously on finding export outlets by
sending sales representatives abroad. Already their assigned distributors
have connections with offshore markets in Lebanon, Jordan, Yemen, UAE and
KSA. Further markets must be exploited in Africa and the Russian federation.
It is good that 80% of Reef’s distributor’s already traded with imported and
smuggled tiles. But, venturing into export markets is coupled by competition;
thus, prices must go down to a maximum of $5 per m?, at least, regarding the
current level of production. Not to forget that the product needs a period of
minimum one to a maximum two years to earn good sales and profits in
offshore markets. |

Looking at the cost of producing 1m? of ceramic tiles, we find that it is
approximately $3.60 when 4500 m? tiles are being produced daily (table 5.3.).

Fuel, gas and miscellaneous costs. 4.310.050 SL
Local and imported raw materials costs. 18.500.000 SL
Electricity, maintenance and depreciation. 1.500.000 SL
24.310.050 SL
Table 5.3. Production cost per month of 4500 m* tiles
Cost of production of 1m? =24.310.050 =180 S.L.
4.500x30

which is approximately $3.60.
Note that the data of table 5.3. are from the results of the questionnaire

analysis in chapter IV, except for electricity, maintenance and depreciation

costs which are rough approximations done by the researcher.

The future strategies that Reef's management must adopt is to win the
competition in the domestic market and find export outlets only for unsold
production as long as the 1st choice production is selling more than 250 S.L.
per meter which makes selling in the domestic market more profitable. After

that high concentration must be exerted on the export market. In both cases,



major steps must be observed by Reefs management to overcome the
problems of it's initial production concerning management, marketing and
production.

The management assessments realized by Reef's distributors stresses
on the importance of authority delegation, hierarchical organization,
indiscrimination’ between distributors and flexibility in dealing with the market
concerning customer complaints and price adjustments. It is worth mentioning
that price is now competing in the market, but later durability will set the
standard. As for the marketing issues: Extensive advertisement campaigns
must be practiced. Active distributors must be praised and inactive ones
encouraged. New distributors must be assigned to cover the rest of the 14
Syrian “Mohafazat” which are lIdleb, Hasaka, Dier Ezzour, Raqqa and
Qunaitra. Credit sales to distributors must be applied in the near future to help
the product’s expansion all over Syria. Important is participation in
international fairs which are organized all over the year in the Middle East,
Gulf and Europe.

Concerning production, a product research and development department
must be established in coordination with the marketing department and the
laboratories in the company. The role of this department is to study future
plans for product development concerning quality, design and color through its
connections with European research centers and design suppliers. The
factory must work on finding new designs other then marble ones and enter
new colors to the market. Direct feedback from the marketing and sales
department is essential to reflect the latest market assessment of the product.
And collaboration with the laboratory department is essential to execute the
set plans.

Keeping in mind that as long as Reef and other factories buy the
necessary designs and colors from Europe, Syrian tiles can never compete
European tiles even if raw materials constituting the body were better. New
technologies which are applied in new series produced in Italy will not be sent

to emerging industrial markets before a period of at least 5 years.



Although it is an independent industrial unit importing only 20% of its raw
materials, Reef will remain a follower, at least until it has gained the required
experience. Thus, ceramic factories must hire experienced people from
Europe for a period not less than five years to acquire the ceramic technology
and to be able to translate the market's changing demands and production
fashions into selling tiles.

As for Reef's expansion plans; Mr. Mosleh Sinjab chairman of Reef's
Ceramic Co. board has studied producing floor granite tiles as Reef’s second
production line by 1998 in an attempt to enter the Syrian market as a
monopolist. Already ltalian and Spanish granite tiles are selling at 1000 S.L.
(20$) per meter as a minimum price.

The company has equipped itself with the necessary land and electric
power transformer as basis for a future sanitary wear factory which is Mr.
Mosleh’s project for the twenty first century. Yet, this is subject to the success

of the two line tile production in the present ceramic factory.
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Questionnaire

| am an MBS student at the Lebanese American University. The purpose
behind this survey is to assess the ceramic industry sector in Syria.

This questionnaire is designed in a way to study the outlooks of the
Syrian ceramic industry managers concerning the economic and social

aspects of the ceramic industry in Syria.

The data gathered by these questionnaires will be treated with complete
confidentiality. They will be used for analysis purposes, and will be
disposed after being put into the computer.

In answering the parts of the questionnaire, please try not to miss any

part.
Thank you for your time and effort.

Your coogonation co highly appreciated.

Lebanese American University
MBS candidate

Feras Siujal
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Part A. Demographics.

1.

Nature of work and position.

Age: a. 30-40 b. 40-50
C. 50-60 d. 60 and above.

Level of education:
a. Elementary. b. Intermediate.
C. Secondary. d.  University.
e. Post graduates.

Name of the ceramic factory you work in:

Do you have previous experience in the ceramic industry?.
a. Yes. b. No.
If the answer of previous question is Yes, what sort of experience

and for how many years?.

Part B. Ceramic industry in Syria.

7. On what decree/ law iszthe factory licensed?. And why?.

a. Decree 1_9’. b. Decree 103.
C. None. ' d. Others.

How much do you estimate is the level of local demand for ceramic
floor and wall tiles per day is in Syria?.

a. Lessthan 5,000 m”. N
b. 5000 to 10,000 m”. |
c. 10,000 to 15,000 m-.
d. 15,000 to 20,000 m".

e. More than 20,000 m2.
How do you describe the kind of demand on wall and floor tiles
concerning the choice, size, design and color.

a. Choice: Wall tiles Floor tiles
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Wall tiles

ge:

c. Design: Wall til

=)

Floor tiles

Floor tiles

d. One Color: Please fill in percentages.
Wall tiles

Ifloor tiles

One Color:

Wall tiles

Percentage

Color

White

Pink

Blue

Beige

Grey

Yellow

Green

Black

Others

100%

Total

Floor tiles

Percentage

Color

White

Pink

Blue

Beige

Grey

Yellow

Green

Black

Others

100%

Total




Two Colors: Wall tiles

Total

477



Two Colors: Floor tiles

Total

A7



10.

11.

12.

13.

14.

15.

16.

Do you sell directly your product to the consumer or you have
distributors in the Syrian Mohafazat?.

If you have distributors, how many are they and in what Mohafazat
do they distribute?.

Do you sell your products outside Syria?.
a. Yes. b. No.
If answer of previous question is Yes, then in what countries?.

If answer of previous question is No, then specify the reason?.

The rules for encouraging private investments in Syria
are.......ccceee for ceramic industry investors.

a Convenient.

b.  Some how convenient.

C. Not convenient.

d. Need adjustments to be convenient.
If the answer of previous question is (d), then state the adjustments

that you suggest.

Who are the government ministries and offices that your factory
have relations with?.
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17. Do you face any difficulty in your relation with the government

offices?.
a. Al of the time. b. Very often.
C. Often. d. Sometimes.

e. Hardly ever.
18. In case you face difficulties, state their kind and the ways to

overcome them?.

19. Specify the quality that you give for the following kinds of Syrian

20. Is there any shortage in the public services that your factory

needs?.
: a. Yes. b. No.
21. In case there is shortage, state its kind and the importance of
satisfying it.
22. The Syrian banking system is.............. for the needs of your factory.

a. Convenient.
b. Some how convenient.
C. Not convenient.
d. Needs adjustments to be convenient.
23. If the answer of previous question is (d), then state the adjustments

that you suggest.



24. Are you with or against the idea of opening private banks in Syria,

and why?.
a. With. b. Against.

Specify the quality assessment of the Syrian manpower in terms of:

26. State, if any, the kinds of problems you are facing with your
engineers and technicians so far?.

27. Do you have intentions to hire foreign manpower in the factory, and
why?.
a. Yes. b. No.

Part C. Factory information.

28. What was behind the decision of building a ceramic factory in
Syria?.

29. When did the factory start production, and how long was the
building and machine erection time?.




30. How much is the capital of the factory:
Less than 5 million $.

5 to 6 million $.

6 to 7 million $.

7 to 8 million $.

8 to 10 million $.

: More than 10 million $.

31. What is the origin of the factory machines?.

PoooTw

=h

32 How much is the maximum production capacity/ day?.

33. Fill the blanks with thé correct personnel quantity and salary per
month.

34. How many hours per day and days per week does the factory

work?.
Hours/ day: Days/ week:

35. What is the quality and cost per month of:
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36.

How much percentage of your raw materials are local and

imported. And how much is the approximate cost per month?.

37.

38.

39.

40.

41.

Define the difficulties, if facing any in finding the correct local raw
materials.

Do you think that the existing local raw materials are enough for the
continuity of the ceramic factories in Syria and for how many

years?.

How long will the pay back period be:
a. Less than six months.
b Six months to one year.
c One to two years.
d. Two to three years.
e Three to four years.
f. More than four years.
Do you have any expansion plans?. If yes specify.
a. Yes. b. No.

If you had the chance of building the factory in another place or
country, where would you choose?. And why?.

gy



Part D. Product.

42. What are the products sizes and colors that you have produced?.
Wall tiles:

Size (cm)
Color

AOA



Floor tiles:

Size (cm)
Color

A0




43. What is the price quotation for your respective products, and the

44,

45.

distributor d
Wall tiles:

Floor tiles:

iscount?.
Distributor discount:
Size (cm) Price (SL/m)
Distributor discount:
Size (cm) Price (SL/mz)

How was the market's first impression upon dealing with your
product?. And why?.

a.

b.

C.

d.

e.
How much

Very satisfied.

Somewhat satisfied.

Neither satisfied nor dissatisfied.

Somewhat dissatisfied.

Very dissatisfied.

time will it take your product to prove itself in the Syrian

and offshore market, and why?.
Syrian market:

a.
b.
C.

d.

Six months.

Six months to one year.
One to two years.

More than two years.

Offshore market:

o

b.
cC.
d.

Six months.

Six months to one year.
One to two years.

More than two years.
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46. What are the difficulties that your product is facing?.

47. If the government removed the block on imported foreign tiles, what
would be the effect on your factory and what are the necessary
steps that should be done?.

The effects:

The necesary steps:

48. How would you describe the competition between your factory and
the existing factories concerning the quality, size and price?.

Part E. General questions.

49. Do you expect a future growth and prosperity for the ceramic
industry in Syria, and why?.

50. Do you want to add anything?.




Appendix VI




Questionnaire

| am an MBS student at the Lebanese American University. The purpose
behind this survey is to evaluate Al Reef Co. ceramic products and

strategies.

This questionnaire is designed in a way to study the assessment of the
Syrian ceramic traders concerning Reef's products, marketing strategies

and sales department.

The data gathered by these questionnaires will be treated with complete
confidentiality. They will be used for analysis purposes, and will be
disposed after being put into the computer.

In answering the parts of the questionnaire, please try not to miss any

part.
Thank you for your time and effort.

Lebanese American University
MBS candidate

Finas Scujalb

A OSM



Part A. Demographics.

1.

Nature of work and position.

Age of the respondent:
a. 20-30 b. 30-40
C. 40-50 d. 50 and above.
Level of education:
a. Elementary. b. Intermediate.
C. Secondary. d. University.
e. Post graduate studies.
Name of the company you work in:

Address of the company.

How many years of experience do you have in selling ceramic
tiles?.

Less than 5 years.

5 to 10 years.

10 to 15 years.

More than 15 years.

aoop

Part B. Product information.

7.

10.

Are you a whole seller, a retailer or both?.

Are you a distributor for Reef Ceramics?.
a. Yes. b. No.
If the answer of previous question is No, do you trade in Reef

ceramic tiles?.

If answer of Q.8 is Yes, in what region do you distribute the Reef
products and how much square meters have you bought from Al
Reef ceramic co. from 1/10/1996 till 31/12/19967.

Name of region:

AN



11.

12.

13.

14.

15.

square meters:

Have you ever traded with imported tiles?.

a. Yes. b. No.
If answer of previous question is Yes, do you prefer trading with
local or imported tiles and why?.

What was the effect of the availability of Reef tiles on the demand
for other local tiles?.
The demand for other tiles was:

a. Highly affected.

b. Somewhat affected.

C. Neither affected nor not affected.

d. Somewhat not affected.

e. Not affected at all.
What was the effect of the availability of Reef tiles on the demand
for imported or smuggled in tiles?.
The demand for imported tiles was:

a. Highly affected.

b.  Somewhat affected.

cC. Neither affected nor not affected.

d. Somewhat not affected.

e.  Not affected at all.
Can Reef tiles be a substitute of European tiles in terms of design,
uality and price, and why?

16.

17.

18.

Do you think that Reef tiles can be sold outside Syria, and why?.
a. Yes. b. No.

If the answer of previous question is No, then what changes do you
suggest should be done?.

Will you be ready to sell Reef titles abroad, and in what countries?.
a. Ready. b.  Notready.
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19. What is your assessment of Reef ceramic tiles concerning quality,
color, design, strength and packing compared to Cham, Syceco,
Granada, Milli-House, Syrian Libean and Hama tiles?.

Give a rate from -10 to +10:

Part C. Market information.

20. What is your profit margin in trading ceramic tiles?.
a. Lessthan 5%.
b. 5% tot7%.
c. 7%to10%.
d. Morethan 10%.
21. How much is the volume of demand in your region for ceramic wall
and floor tiles per month (min-max)?.

22. What is your estimation of the quantity of wall and floor tiles
demanded per day in Syria?.
a. Less than 5000 m2.
b. 5000 to 10000 m".
c. 10000 to 15000 m”.
d. 15000 to 20000 m”,

e.  More than 20000 m-.
23. How do you describe the kind of demand on wall and floor tiles

AN



Floor tiles

Wall tiles
4

Wall tiles Floor tiles

d. One Color: Please fill in percentages.
Wall tiles Floor tiles

One Color:

Wall tiles Floor tiles

Percentage Color Percentage Color
White White
Pink Pink
Blue Blue
Beige Beige
Grey Grey
Yellow Yellow
Green Green
Black Black
Others Others

100% Total 100% Total

410Q2




Two Colors: Wall tiles

Total

194




Two Colors: Floor tiles

Total

410



24. The government's rules concerning taxes, pricing, quotations
import producers are................. for ceramic traders.
a. convenient.
b.  Some how convenient.
cC. Not convenient.
d. Needs adjustments to be convenient.
25. If the answer of the previous question is -d-, state the adjustments

that you suggest.

26. Are you with or against raising the block on importing floor and wall
tiles, and why?.

27. What is the effect on the Syrian ceramic industry in case the block
on importing tiles is raised, and why?.
a. Highly effected.
b. Some what effected.
C. Neither effected nor infected.
d. Infected at all.

Part D. Assessment for Reef’'s management.

28. What is your assessment of Reef’s ceramic marketing strategies so
far, in terms of its effectiveness in the market?.
a. Highly effective.
b. Some what effective.
C. Neither effective nor ineffective.
d. Some what ineffective.
e. Ineffective at all.
29. Do you have any suggestions for Reef’'s marketing strategies?.

A\



30. What is your evaluation of Reef's sales division, and why?.

a. Excellent. b. Very Good.
c. Good. d. Fairly Good.
e. Poor.

31. Do you have any suggestions for Reefs sales division from the
organization and management point of view?.

Part E. General questions.

32. Do you expect a future growth and prosperity for the Syrian ceramic
industry and ceramic traders, and why?.

33. Do you want to add anything?.
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