Terry Westwood's passport offers
ample evidence that the manufac-
ture and supply of automotive
textiles is very much a global
business. With over 80 stamps from
Japan alone, it seems that some of
the world’s most exotic locations
are little more than ‘déja vu’ to him
these days. After nearly 20 years of
supplying fabrics to the car indus-
try, Terry is currently vice chairman
with Courtaulds Textiles
Automotives Products (CTAP),
although the by-line he uses to
promote himself — ‘have bag, will
travel, can solve problems’ - makes
him sound more like some kind of
technically-minded gypsy!

Terry began his career at the age of
17 as a laboratory assistant with
British Nylon Spinners in Ponty-
pool. He was still working for the
company when it became ICI Fibres
in 1966 and, as a senior technical
officer, contributed towards the
development of new types of yarns
and products. His association with
Courtaulds started in 1968 when he
became design and development
manager of its Northern Weaving
Division, a role that progressed
from product development to
include a marketing function in the
big store groups suchas M & 5,
BhS and Littlewoods.

During the 1970s he established a
new converting unit called
Westcourt Fabrics which manufac-
tured both fashion garments and
automotive textiles. Then, in 1978,
he consolidated the automotive
business into a second new com-
pany, Courtaulds Automotive
Products, which offered flat wovens
and warp knits to manufacturers
such as Ford, Leyland and Vaux-
hall. Throughout the 1980s Terry
concentrated his efforts on estab-
lishing CTAP as an international
business. This took him all over the
world and his work was rewarded
in 1983 when the company ob-
tained the Queen’s Award for
Exports.

When he speaks about the automo-
tive sector, Terry paints.a picture of

being at the sharp end of the textile
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industry. ‘Because of the global nature
of the car trade,” he explains, ‘manufac-
turers of automotive textiles are
operating in an extremely competitive
environment. As a result, the standards
that the rest of the textile industry is
coming to terms with today have been
incorporated in the automotive sector
for several years. Quality and perform-
ance to product specification is not a
debating point, it is assumed. Just-in-
time delivery when required is also
assumed.

Over the last decade, Terry explains,
market research conducted by the car
industry has highlighted a need for
more tightly edited segmentation
strategies, with a greater variety in
design and styling being one result. ‘In
the past, cars were generally marketed
according to one of four categories:
super-luxury, luxury, middle range and
basic. Similarly interior upholstery also
reflected this definition, with leather
and deep-pile velvet being used in the
huxury end of the market, and jaquard
fabrics, base fibres and PVC being used
in the bottom end. Today, however,
vertical segmentation is applied more
often and categories such as the ‘go-
faster’ look, ladies’ models and the
company car range have emerged. For
the supplier this means a greater
variety of colours and designs will be
required to meet more diverse and
fashion-oriented specifications.”

* Continuous development is of particu-
" lar importance to automotive fabric

suppliers because, due to the size and

global nature of car manufacturing,
cost-effective and zero-defect
production is now the order of the
day. “The motor car is probably the
most demanding application for the
textile and dyestuffs industries,’
Terry suggests. ‘The central consid-
eration of light fastness often
restricts possible solutions to other
problems. For example, work into
reducing static in upholstery has
centred on the use of additives,
metal threads and carbon fibres, but
fading has been a consequence of
many of the developments.’

Of particular interest is the work
that is being carried out into the
problem of soiling. Automotive
fabrics are rarely, if ever, washed,
and new design techniques have
been developed to confuse the eye
with cross-sectional shapes which
effectively hide dirt and stains.
Additionally, deodorising products
have become more widely used,
and microencapsulation technology
has been a main feature of the latest
developments.

Terry comments that the segregated
buyer/seller relationship which
formerly typified the car industry
has changed, with greater emphasis
now on partnership initiatives.
‘This development will prove
beneficial to both parties,” he adds,
‘but it has also resulted in increased
competition. Service in its broadest
sense will differentiate between the
survivors and the losers in the
automotive supply industry in the
1990s. At CTAF we have invested in
new computer-aided design
technology and information
technology which has led to our
lead time capability for flat wovens
being reduced from two years
down to a possible three weeks.’

Terry says that his ambitions for the
future are all centered on his career.
‘Over the last few years my respon-
sibility has been to assist CTAP to
move from an international selling
company based on UK manufac-
ture, to a global operation. Lhave a
natural interest in problem solving
and so my job has become like a
hobby to me.’ MRC
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