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from Coca-Cola Hellenic Nigeria who tells 

us why Nigeria is fast becoming the new 

test bed for talent. Mars Chocolate (page 

18) and Maersk Damco (page 12) also 

take the time to talk about some of the 

people initiatives talking pace across  

their organisations. 

Europe is fi nally out of recession, but for 

Spain the road to recovery is going to be a 

long one. Rioja Wines, (page 16) however, 

believe they have a way to help Spain’s 

trademark industries regain a foothold in 

Europe. On page 36 we also give our view 

on the outlook for Germany’s consumer 

industry, post recovery and election. 

Innovation is another big theme in this 

year’s magazine and in our cover story, 

(page 28) we hear from two Carlsberg 

executives about how the company is 

investing in new product development 

to combat falling beer sales in Europe. 

Consumer Goods & Retail 

Consultant Erwin de 

Spiegeleire (page 46) also 

tells us about achieving 

innovation excellence in 

the food industry and on 

page 34, you can fi nd out 

about our forthcoming report on innovation 

in the consumer industry. 

As ever, throughout this edition you can 

fi nd out all of the latest news from our teams 

across Europe and also take advantage of 

our up to date salary supplement. We hope 

you enjoy the latest edition of Consumer 

Focus Magazine and would welcome 

feedback on any of its content.

This is a special edition for Nigel Wright,  

as this year we’re celebrating our fi rst   

25 years in business; on page 49 you can 

read about our story so far as well as our 

future plans for growth. In this issue we   

also catch up with senior executives  

from some of the sector’s most dynamic 

brands and cover a range of themes 

including international growth, innovation 

and people development. 

We’re not the only ones celebrating this 

year; Boston Consulting Group is marking 

its fi ftieth anniversary and on page 24 gives 

us its latest thoughts on the imperative for 

consumer brands to capitalise on ‘big data’. 

Gü Puds turned ten in the summer and 

MD Mark Escolme (page 6) enlightens us 

as to how the iconic British dessert maker 

conquered France, and tells us about some 

of the other markets it is now looking to for 

future growth. 

French retailer Groupe Beaumanoir is also 

expanding, with its focus primarily being 

the lucrative Asian markets in the East, but 

on page 38 we fi nd out why France itself 

remains a major part of its future plans. 

Retail is on the agenda again on page 50 as 

Jan Hillesland from Norwegian consultants 

BigBlue & Company tells us what Neil 

Armstrong did in the grocery store, when he 

came back from the moon. 

In our emerging market feature this year we 

caught up with Matthieu Seguin (page 42) 

"This is a special edition for Nigel 
Wright, as this year we’re celebrating 
our fi rst 25 years in business"

Welcome to the latest edition of Consumer Focus 
Magazine, our dedicated annual publication for the 
global consumer industry. >>
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In the two and half 

years since you joined 

Gü Puds, the business 

has grown rapidly, 

here in the UK as well 

as overseas in France 

and the USA, what has driven this growth?

It’s been a combination of bringing new Gü 

products to the market, fi lling in distribution 

gaps in existing markets, opening up a number 

of new overseas markets and hiring really good 

people who have made a huge impact. In the 

UK, we now have a bigger presence in retailers 

like the Co-op, Morrisons and Asda. In France, 

our distribution has increased from 20 to 60 

percent over the last two and a half years and 

we’re now considered a truly national player in 

the French retail market. We have a presence in 

Germany, Austria, Holland, Scandinavia, USA, 

Australia and New Zealand, and half of our 

turnover now comes from overseas; whereas 

two and a half years ago, only fi ve percent was 

attributable outside of the UK. Finally, we’ve 

introduced new skills and knowledge into the 

organisation, hiring people from good quality 

companies in the UK and Europe. 

Breaking into the French market in 

particular must have been very satisfying. 

How did you sell chocolate souffl és to   

the French? 

It’s true that a lot of British food companies 

have really struggled in France, due to the 

different tastes and also the very aggressive 

grocery retail environment. In France you’ve 

got to build awareness, and we’ve successfully 

built awareness of our brand through TV and 

posters over the last two years, and that has 

been very important in establishing what the 

Gü brand is about in the French market. We 

started relatively small in the Paris area, really 

got to understand the consumers with some 

good sampling campaigns, and step by step, 

we expanded our distribution. We were very 

methodical and relatively patient about how 

we grew in France; but I think the reason why 

it’s done so well is ultimately the same reason 

why it has done so well in the UK – it’s unique 

to the market. Even though the French desserts 

market is 20 percent bigger than the UK’s, 

we’ve managed to take share from the three 

or four established premium dessert brands, 

and grow incrementally. This is because Gü has 

got a taste and a quality that no other product 

currently on the French market can deliver, 

and the French appetite has been very strong 

towards it. So far, so good! 

Gü has progressed from being a small to 

a medium sized business very quickly. 

What organisational challenges have 

you overcome so far and what further 

challenges do you anticipate facing, as Gü 

transitions into a global business? 

Firstly, the business has become a 24/7 

organisation, whereas previously it was a two 

shift, fi ve day week factory. Consequently, 

we’ve had to hire an enormous amount of 

people very rapidly and train them in the 

principles of Gü. That’s been really challenging. 

Gü Puds
The secrets behind ten years of success

Gü Puds is celebrating its ten year anniversary. The London 
based premium dessert maker has grown rapidly during that 
time and is now a recognised and celebrated brand in Europe 
and beyond. Nigel Wright caught up with MD Mark Escolme 
to talk about the secrets behind Gü’s success, as well as the 
business’s plans for future growth, outside of the UK. >>
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Secondly, we’ve improved our operational 

capabilities to facilitate international growth, 

such as developing our supply chain. That’s 

extremely important for a short shelf life 

product. Thirdly, we’ve had to adapt our 

structure to cope with the changes in how we 

operate. Although we continue to manufacture 

everything in the UK, we now ship to 30 or 40 

international retailers, in different parts of the 

world. That is also an area which continues to 

challenge our capabilities.

When you joined Gü in 2010 the old 

‘entrepreneurial’ team were exiting the 

business. How did you maintain the 

‘entrepreneurial’ culture of Gü during this 

initial period of transformation? What 

changes did you make? 

As you get bigger it becomes more expensive 

to fail, particularly at the later stages of new 

product development and the launch stage. In 

larger organisations, you’ve got to learn to fail 

very fast, and by that I mean you must have a 

rigorous process of innovation development 

in place, where failing products are identifi ed 

quickly and investment is stopped. You need 

to establish success criteria that will determine 

which products are launched, rather than simply 

giving favour to the ideas of one person – the 

original entrepreneur. That cannot happen in 

a larger organisation. At Gü, I believe we’ve 

managed to empower our people to be creative 

and come up with new ideas. They feel like 

they’re part of an entrepreneurial organisation; 

and by introducing more process, discipline and 

rigour to the innovation programme, it is now 

very clear what success and failure look like. We 

test every product before we bring it to market 

and have minimum success criteria, measured 

against a competitive independent benchmark. 

If a product falls below that benchmark then 

we don’t launch it; regardless of how many 

people internally might like the product. That’s 

a very diffi cult cultural change to make in an 

organisation but it’s a change which I hope is 

helping us to learn quickly, fail earlier and focus 

on fewer, bigger ideas.

How does a growing business maintain 

high standards of customer and 

employee satisfaction when chasing 

aggressive growth targets?

As a marketing organisation as 

well as a manufacturer, there are 

three measures that we do not 

compromise on. Number one 

is safety in our factories, and as 

much as we try to accommodate 

greater demand in our factories, we 

do not compromise on the safety of 

our employees. The second thing is 

quality. We’re a premium brand and 

our products typically cost more than 

our nearest competitors in all markets 

and if they don’t look or taste better than 

competitor products, then we wouldn’t 

have a business. So, we spend a lot of time 

doing taste panels and getting feedback from 

consumers, making sure that any 

issues are dealt with very 

quickly. The third area is 

customer service, and 

again we try hard 

to ensure that our 

products always 

reach customers at the right time, that the right 

quantities are delivered etc. That process is 

obviously very complex now, because we’re 

dealing with multiple international customers 

that have different requirements. Safety, quality 

and service are the three metrics that we 

measure everyday in the business. 

The food industry has taken some knocks 

this year, how do you see the sector 

evolving in light of the recent scandals? 

What impact would an increase in demand 

for fresh/chilled products have on Gü? 

I think it’s certainly impacted the protein market, 

but I haven’t seen an impact in our area as such. 

It is, however, something that we do need to 

be very conscious of. For example, a couple 

of years ago, to satisfy our critical consumer 

base and build trust in our brand, we made a 

big investment switching to free range eggs. 

It’s very important that we continue to be 

transparent about where we source ingredients 

and materials from and we spend a lot of time 

and energy making sure that we stay very close 

to our supply chain.

Prior to joining Gü, you worked for large 

blue chip businesses. How have you 

found the transition from working for 

‘big corporates’ to managing a private 

equity style business? What advice would 

you give to other people going through a 

similar career change? 

In larger matrix organisations, decision making 

is far more consensual, so when you move to 

a smaller, entrepreneurial business, you have 

to become more decisive and intuitive and less 

consensual. I’ve found this aspect incredibly 

refreshing and far more energising. Firstly, I 

would advise people to build strong external 

networks, outside of multinational ‘blue-chip’ 

businesses. I worked for a large multinational 

organisation and spent most of my time outside 

of the UK, in overseas markets. When the time 

came to start thinking about doing something 

different, I discovered very quickly that the 

world didn’t really exist beyond the company 

I was working for. My network was internal 

rather than external, and this greatly reduced 

my options when seeking new employment in 

different types of companies, doing different 
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jobs to the ones I had already done. I had to 

work very hard to establish an external network 

to help my career. Furthermore, private equity 

fi rms typically assume that big company 

executives require a small village of people 

to support them and that they will struggle 

in environments which require them to work 

with fewer resources and less market data. 

So initially, when engaging with businesses 

directly or via search fi rms, be prepared to 

pick out nuggets from your career which help 

demonstrate an ability to adapt your style, your 

working practices and your aptitude to manage 

resources in smaller environments.

Embedding digital capability continues 

to be a focus for many businesses. Even 

the food manufacturing sector is catching 

on, trying to capitalise on the ‘buy now’ 

culture, which is so pervasive in the UK 

today. What is Gü up to in this area?

I recognised early on that a typical Gü customer 

is very connected online and engages in 

dialogue about our brand and our products, as 

well as those of our competitors, on social media 

networks and other online forums. Therefore, 

we’ve made an enormous investment in digital 

in the UK and overseas with 20 percent of our 

total A&P budget now being spent in the digital 

area. We really believe that it has a huge role 

to play in building awareness of the brand and 

recruiting people to the brand. And it’s not 

necessarily us pushing the message out, but 

rather our customers talking about our products 

through community chat rooms or our Facebook 

page etc. Judging by the web content there 

is real passion for the Gü brand, we have a lot 

of brand ambassadors. We have a team that 

works 24/7, creating content or responding to 

dialogue all of the time, and they are very good 

at keeping people engaged with the business. 

Although we have a large number of social 

media followers and online advocates, we’re 

aware that there is a lot more we can do in this 

area. Specifi cally, we’re 

researching whether or 

not this online activity 

actually translates into 

a sale; that’s really 

important for us to 

know, because we don’t 

currently use online as 

a way to sell. We’re still 

reliant on traditional 

grocery channels, so 

we’re keen to learn more 

about how digital is impacting that model, and 

how we might seek to connect the two.

Brands seeking to gain signifi cant wins 

last year were able to be creative around 

the Olympics and the Jubilee celebrations. 

How did Gü fi ll the void left by these  

global events?

I think we’ve actually had a bigger and better 

innovation program this year, offering a series 

of new products. We’ve launched a Gü York 

Cheesecake, for example, and the reaction to 

that has been very positive. Last year we did an 

on-pack ‘win sixty diamonds’ campaign for the 

diamond jubilee, which was hugely successful, 

but this year we think we’ve done even better. 

Gü turned ten in the summer and we gave our 

customers the chance to come up with an idea 

for a ten year anniversary Gü Pud; the inventor 

also received a percentage of the profi ts made 

from sales of their creation. The reaction to that 

campaign was bigger than the response we had 

to the jubilee promotion. 

Did you do anything as a company to 

celebrate your anniversary? 

We’re organised a big company picnic, where 

our chef created puddings for everyone to try 

and we played games outdoors etc. We had 

Boris Johnson visit our factory in May to launch 

a fund for the London Enterprise Panel, and 

he used us as an example of one of London’s 

most successful businesses over the last 

decade, growing from London to become a 

multinational company, but still based in London 

and providing jobs for people living in London. 

We also have a number of other press events 

planned this year.   

What are the strategic focuses for Gü over 

the next months? 

Developing new market opportunities and 

hiring people with international experience who 

can help us get into new markets and fi nd us 

new opportunities beyond the UK. We want to 

continue building our distribution base in the 

USA; we launched into Canada and Denmark 

this summer, so those markets will become a  

big focus for us. I think innovation continues to 

be important. We’re a lifestyle product, so we 

need to keep coming up with new ideas that  

will keep customers engaged and keep us ahead 

of private label, as well as our other competitors. 

Finally, I think as we grow we want to try and 

become more effi cient and get more out of   

our manufacturing facility, making sure that 

we’re able to satisfy a greater demand in   

new countries.

"Developing new market opportunities 
and hiring people with international 
experience who can help us get 
into new markets and fi nd us new 
opportunities beyond the UK."

UK market update

In early October, it was confi rmed that 

during Q2, the UK economy had grown 

at its fastest rate in three years and 

consumer confi dence was at its highest 

in six years. These fi gures are obviously 

good news for the sector, especially 

with Christmas just round the corner. 

Consumer industry analysts Verdict Retail 

are predicting a £1.95 billion increase in 

Q4 spending compared to 2012, which 

would make it the best Christmas for UK 

retailers since 2007. Spending is likely to 

be focused on food and groceries, but 

homewares, furniture, and DIY may also 

experience growth after a prolonged 

period of decline. Companies remain 

cautious however, in the knowledge that 

prices are still rising faster than wages 

and, for many consumers, purse strings 

remain tight.

Talent acquisition, innovation and 

building digital capability remain 

strategic priorities for our clients seeking 

to capitalise on this long awaited, yet 

tentative growth in the UK.

>>



Nigel Wright uncovers current 
supply chain challenges in the 
Swedish consumer sector

Focus on Sweden >>
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The supply chain is 

increasingly seen as 

an important strategic 

asset that not only drives 

fi nancial performance 

but acts as a service 

differentiator between producers, distributors 

and retailers. Changing consumer behaviour 

is one factor that has brought the supply chain 

to the fore of corporate strategic planning 

and in the USA, supply chain specialists have 

identifi ed multi-channel shopping as being the 

key trend impacting the discipline in 2013. 

Multi-channel shopping means that the days 

of static product fl ow through the supply chain 

are over. Companies today need to manage 

multiple ‘virtual supply chains’ and create 

bespoke, fl exible strategies so that they can 

reduce inventories and be adaptable across 

different category segments. US companies, 

regardless of industry, are increasingly working 

closely with strategic partners to develop new 

process innovations to deal with behavioural 

changes in consumer shopping habits. 

After studying the US analysis, Nigel Wright 

Sweden was interested to fi nd out what 

trends were impacting the supply chain in 

the Swedish consumer sector and also where 

suppliers and retailers were focusing resources 

in 2013. Consultant Tobias Albrektsson led the 

research project and collected data from 35 

supply chain managers at leading retailers and 

suppliers including ICA, Axfood Bergendahl, 

Media Markt, Clas Ohlson, Adidas, Santa 

Maria, Pernod Ricard and Candy King. 

The research focused on the central 

question, ‘what is the biggest challenge 

facing your organisation in 2013?’ and the 

results highlighted that the growing use of 

multichannel shopping was indeed creating 

problems for all businesses. The companies 

surveyed all indicated they were working   

hard to deal with behavioural changes in 

customer shopping habits in the most cost 

effective way possible. The focus areas   

for improvement highlighted in the research 

were customer service, logistics, IT systems 

and skills development. 

To improve customer service, businesses are 

working primarily to make improvements 

with forecasting processes as well as trying 

to negotiate better 

solutions for storage and 

transport. Media Markt, 

for example, explained 

how it has centralised its 

purchasing organisation, 

enabling the enterprise 

to better control and 

optimise the fl ow of its 

supply. Pernod Ricard  

is also trying to maintain 

good service levels while making a number 

of signifi cant structural and product range 

changes, together with new logistics solutions. 

Other companies in the survey also highlighted 

internal and external logistics solutions as core 

focuses for effi ciency improvement. Lidl and 

Bergendahls, for example, are investing in 

new warehouses while Indiska have chosen 

to outsource warehouse operations to a 3PL 

provider. Candy King and Adidas on the other 

In this article, based on our own research within the Swedish 
consumer industry, we take at look at how businesses have 
tackled supply chain challenges this year. >>

"To improve customer service, 

businesses are working primarily to make 

improvements with forecasting processes 

as well as trying to negotiate better 

solutions for storage and transport."
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hand have both made substantial investments 

in centralising and reducing European 

warehouse operations, giving them the 

challenge of delivering on a daily basis, across 

borders, to a much greater extent than before. 

Again, it seems common that fi nding the most 

cost effective solutions goes hand in hand  

with meeting the variety of new   

customer demands.

For the majority of companies in the survey, 

improving IT systems and developing staff 

also remain high priorities. Businesses are 

starting to see the broad, tangible benefi ts 

of leveraging the vast amounts of supply 

chain data now available to them. Robust 

data makes it easier for companies to identify 

the underlying causes of supply chain issues 

quickly and this knowledge can then be used 

to drive signifi cant improvements across the 

organisation. Decisions now take place in 

real time and the importance of taking action 

immediately is also creating new styles of 

working. With the help of new technology, 

email, for example, has partly been replaced 

by mobile apps that enable supply chain 

professionals to track and solve irregularities 

that occur in the chain even faster. 

Although companies collaborate more across 

borders today and rely heavily on suppliers, 

Sweden market update

Retail sales growth across different 

categories in Q2 signalled the 

end of a diffi cult few months for 

Sweden’s consumer industry which 

had experienced a slowdown in 

consumer spending. October’s data 

highlighted that consumer confi dence 

had risen signifi cantly and domestic 

manufacturing orders had also gone 

up. Although employment is still falling, 

fewer businesses are anticipating 

further cutbacks as economic growth is 

almost certain to accelerate as we enter 

the New Year.

>>

at the same our survey highlighted that 

they are determined not to lose any internal 

capability. This is clearly an important issue 

for many businesses and focusing on internal 

skill development is perceived as essential 

to militate against any potential failings in 

supplier relationships. The ability to identify 

and develop robust skills in a changing world 

will be crucial, along with the ability to manage 

the increased pace of change and demands 

of constantly improving lead times and rising 

capital expenditure, both now and in   

the future. 

Nigel Wright’s extensive experience in supply 

chain recruitment has helped our brand 

become recognised as a leading supply chain 

specialist, in the international consumer sector. 

We look forward to further strengthening 

this position by continuing to help Swedish 

consumer companies improve supply chain 

capability through identifying and retaining top 

supply chain talent.
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Helena Darmell



Featured interview >>
helena darmell, impact programme manager at damco

Taking charge of the 
supply chain

...by getting closer to the customer

Damco, the logistics arm of A.P. Moller Maersk Group, 

manages over 2.7 million TEU (twenty-foot equivalent units) 

of ocean freight and supply chain management volumes 

annually, as well as over 210,000 tonnes of air freight. >>

The company has 11,300 

employees located in 90 

countries, with further 

representation in 30 

countries, worldwide. 

The business is involved 

in the management and facilitation of some 

of the most advanced supply chains in the 

world. With a relentless focus on simplifying 

complexity, Damco uncovers effi ciency 

improvements that enable customers to cut 

inventories, reduce operating costs and  

make signifi cant short-term savings for  

long-term competitiveness.

The company was formed as an independent 

division of the A.P. Moller Maersk group in 

2009 and its leadership team quickly identifi ed 

moving away from a traditional cost orientation 

model to a more customer centric focus as 

being critical to future growth. By deepening 

relationships with its most strategic customers 

and expanding its customer base, Damco 

aims to align its brand and culture with ‘a 

passion for customers, dedication to service 

quality, energised people and differentiation’. 

The IMPACT programme, launched in 2010, 

was intended to embed this culture across 

the business. Here Frederik Vind chats to 

programme manager Helena Darmell about 

the programme and how successful it has been 

to date. 

What is the IMPACT programme?

It’s a global commercial talent programme 

for employees in the mid-layers of our 

organisation focused on commercial leadership 

and learning to understand our customers. We 

are currently in the third year of IMPACT and 

have had an intake of around 40 participants 

each year. 

How was it conceived? 

The programme was developed with input 

from our customers. Planning for IMPACT 

began, appropriately, with interviews 

with some of our most demanding global 

customers, usually the head of supply chain. 

Questions explored their expectations, desired 
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capabilities that give them a competitive 

advantage, behavioural competencies 

and strengths they would like to see, and 

areas of improvement for customer facing 

professionals. Based on these discussions,  

we designed the programme activities   

and content.

How did your customers initially respond 

to the idea? 

Customer interviews were highly supportive 

of IMPACT and several supply chain heads 

have subsequently agreed to speak at our 

workshops. The feedback, offered in a frank 

and open manner, is a powerful addition to the 

programme experience. For example, as one 

senior supply chain executive put it bluntly 

during her talk with the group, ‘Do you know 

me, my company or why we hired you and 

not another fi rm? Do you know what keeps us 

working with you and what would cause us to 

leave you? If you don’t, you need to.’ Some 

customers have welcomed the fact that we 

are actually involving them in designing our 

internal programmes. The outside-in approach 

isn’t just ‘fancy talk’ but something we have 

taken seriously and embedded in the way 

IMPACT works. 

You describe IMPACT as a ‘commercial’ 

talent programme. What are the perceived 

commercial gains from adopting a more 

customer centric way of working? 

We want to enter relationships with our 

customers that are sustainable, strong and 

based on trust. When they see that we are 

adding real value to them, the basis for such 

relationships is being laid. We need to know 

our customers, feel their pain-points and also 

understand their customers’ needs in order to 

be successful. Furthermore, we do not want to 

be a rigid, inward looking company. We cannot 

force our customers to fi t into our business 

model and way of working. We need to work 

in a way which is both benefi cial to us and to 

our customers, and design our organisation 

and processes thereafter.

Are employees who qualify from the 

programme then tasked with training 

others in the principles of IMPACT? 
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"Our customers are like most people; 

they want to work with others who  

care about them and their priorities  

and who understand how to create  

win-win opportunities."

Yes, very much so. The programme 

participants are expected to be role models 

and take back learnings to their home 

organisation and spread the message. 

IMPACT is only partly a personal development 

programme. We also see it as a change vehicle 

for our organisation. IMPACT will only have  

a real impact if it reaches more people than  

the participants. 

What would you say have been the key 

learning points for Damco so far?

That collaboration is essential to our and our 

customers’ success. We are a global business 

and we need to work together to provide the 

best service for our customers. Sometimes it is 

easy to get caught up with your own priorities, 

but we need to lift our heads and see the big 

picture. It is important to be humble and to 

understand that we do not always have the 

right answer to things. Working closely with 

other people both internally within Damco, 

but also together with the customers and 

suppliers, will enable us to design the best 

possible solutions. 

You indicated that the ‘behavioural 

competencies’ of Damco employees is 

one area discussed with customers who 

take part in IMPACT. What are the desired 

‘behavioural competencies’ your customers 

typically expect to see? 

Our customers are like most people; they 

want to work with others who care about 

them and their priorities and who understand 

how to create win-win opportunities. In terms 

of mindsets, this requires an innovative, 

collaborative and engaged approach by our 

employees. We need to consistently deliver 

on our promises and show that we are willing 

to go that extra mile. Then we obviously need 

to understand the market and industry we 

operate in and always stay ahead of the game, 

to provide the best possible service. As subject 

matter experts, we should always be able to 

bring something new to the table. 

Other than the training 

provided through 

IMPACT, how else does 

Damco address skill 

shortages? 

We have two other 

global programmes: the 

Damco International 

Graduate Programme 

for recent graduates and our Global Talent 

Pool, for senior employees. Other than that, 

we design learning activities based on the 

individual needs of our staff vis-à-vis our 

organisation. It is done through extensive 

personal development planning. We are 

currently busy mapping organisational 

competencies to get an overview of the skills 

needed to support our customers. This should 

further assist managers and employees in the 

learning and development process.

Overall, what has the impact been of the 

programme to date? What signifi cant 

milestones have been achieved? 

The IMPACT programme has had an impact 

on both individual participants and on our 

organisation. I think that some of the most 

important achievements are related to the 

action learning projects that the participants 

are working on as part of their programme 

participation. While involved in the project, 

they are expected to start applying the 

learnings from the programme. But the 

projects are not closed learning labs - they are 

identifi ed as projects because they are of real 

strategic value to Damco and our customers. 

For instance, we have developed and tested a 

samples programme together with one of our 

key customers. The programme met a need 

of the customer in question and Damco can 

now roll this out across the organisation. A 

successful project thus has multiple benefi ts - 

to the individual participant, to Damco and to 

our customers.

Denmark market update

In Q2 the Danish economy emerged 

from recession faster than expected, 

in large part due to export growth and 

increased consumer spending. These are 

still tentative steps, however, towards 

real change. Like neighbouring Norway, 

Denmark has also cut its growth forecasts 

for the year and households remain 

pessimistic about the country’s current 

economic situation, actually more so than 

they did at this point last year, according 

to fi gures published in late October.

Consumer confi dence has also declined 

which has had an impact on retail sales 

and 12 months since ‘lukkenloven’, 

analysts are still unsure of the real impact 

the changes in shopping hours have 

ultimately had on the retail sector.

Many believe, ultimately, that Denmark’s 

traditionally robust economy is likely to 

continue growing as we move into  

next year. 

>>

Moving forward, how will the IMPACT 

programme develop? What do you 

anticipate yours and your customers future 

needs to be?

IMPACT will continue to develop along with 

our customer needs. Right now we have 

a strong focus on emerging markets. We 

already have a strong presence there, but this 

will continue to increase in the near future 

and we are looking to open new offi ces in 

new parts of the world. Our footprint will 

be further expanded and we need locally 

based employees who truly understand 

the environment we are working in. If we 

are based and rooted where the demand is 

growing, Damco will be in a strong position 

to support its customers. Through that, new 

challenges and opportunities will open up for 

Damco and IMPACT will continue to support 

our organisation and our customers to achieve 

further success.
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Spain needs
a rebrand
Exports may hold the key to Spain’s domestic recovery, but this is often 

something that large multinationals, rather than Spain itself, reap the benefi ts 
of. In this article, Ricardo Aguiriano from Rioja Wines tell us why ‘brand Spain’ 

needs a facelift and how Rioja Wines is leading by example to help re-establish 
Spain as a country that is attractive to international consumers. >>



A NEGATIVE IMAGE 

OF SPAIN

The international media 

has helped create an 

image of Spain which 

is alarming to those 

living outside of the country. This image is 

obviously linked to Spain’s economic situation, 

yet, although our economy is in a bad way, 

the Spanish self esteem is in tatters, in large 

part due to the negative perception that 

surrounds our country today. But we should 

not lose perspective. International consumers 

still consider Spain an attractive country; in 

particular they value our lifestyle, our natural 

landscape, our gastro culture and our tourism. 

The uniqueness of these qualities to Spain 

means that other countries can’t imitate us. For 

this reason, we need to start cultivating these 

qualities to help Spain regain its competitive 

zeal and improve international perceptions of 

our country.

THE WRONG KIND OF SOLUTION

The Spanish ‘brand’ is synonymous with 

Spanish ‘trademarks’ and therefore the 

two must go hand in hand; however most 

government backed international trade 

missions focus primarily on promoting IBEX 

35 companies to the wider world. True, the 

IBEX index represents an important part of 

Spanish GDP, but it doesn’t fairly represent the 

key industries that have the biggest emotional 

connection to consumers overseas; industries 

such as tourism, leisure and food. IBEX 35 

companies win big commercial contracts 

following government backed trade missions, 

generating huge profi ts for shareholders. Yet 

the benefi ts to the country and in particular 

‘brand Spain’ are small in comparison.

POINTS OF ACTION

To reverse the deterioration of the image of 

Spain we need an immediate strategic plan for 

communication at an international level. Here 

are some key points to consider:

• The Institute for Foreign Trade (ICEX), 

through its team in Spain and commercial 

offi ces in strategic countries, should take 

responsibility for boosting international trade 

for Spain’s ‘trademark’ industries. 

• Spain’s image overseas must be supported 

by the public, but privately managed by an 

institution that represents the commercial 

interests of Spanish sectors considered 

strategic.

• We should forget about localism and 

regionalism and instead focus on joint trade 

missions, giving an image of unity, like Italy 

and France.

• There must be a clear medium term strategy 

to establish tailored messages for the USA, 

Latin America, Europe and Asia, because 

currently, the way Spain is projected to 

the rest of the world does not consider the 

specifi c motivations and social and cultural 

habits of these regions.

• ’Internal’ communications targeting Spanish 

companies and individuals are needed, to 

remind people what our strengths are as a 

country. This will help stimulate ‘optimism’ 

and ‘positivism’ towards becoming 

internationally competitive. 

• We must make a bigger impact at 

international events focusing on gastronomy 

and tourism, promoting the simple and 

healthy aspects of the Mediterranean diet 

and our enviable lifestyle. 

• Take advantage of our famous ‘ambassadors’ 

from the world of art, sport…and food, 

such as Penelope Cruz, Antonio Banderas, 

Rafael Nadal, Fernando Alonso, Pau Gasol , 

Ferra Adria and Jose Andres, and get them 

involved in promoting Spain to the rest of 

the world. 

RIOJA’S IMPERATIVE 

At Rioja, we have always believed in the 

international potential of ‘brand Spain’. 

Ever since Rioja became the fi rst Spanish 

denominación in 1925, there has been a 

commitment to growing the Rioja brand 

overseas by highlighting its intimate 

relationship with Spanish food, lifestyle and 

tourism. This strategy has seen Rioja become 

established as one of the fl agships of ‘brand 

Spain’ and our wines are now available in over 

120 countries worldwide. 

In recent times, however, the pervasive 

negative image of Spain, projected by the 

international media, has led us to reassess 

our brand strategy. In collaboration with local 

media agencies in eight of our most strategic 

markets - USA, UK, Switzerland, Sweden, 

Germany, China and Spain - we have gathered 

feedback from journalists, importers, retailers 

and consumers about our wines but also 

signifi cantly, about the different perceptions 

there are today, of Spain. 

This information has been invaluable in helping 

us to recognise cultural trends in each country 

and also take stock of how the image of Spain 

may have changed. We have been able to 

then use this feedback to create new Rioja 

promotional campaigns, tailored for each 

country, in which we take the opportunity to 

remind people what is good about Spanish 

wine, but also everything that Spanish wine is 

associated with – food, lifestyle, tourism . 

As one of Spain’s key exports, we will continue 

to do our bit to improve the international 

perception of Spain among consumers and 

opinion leaders.

Spain market update

Spain is fi nally out of recession, 

unemployment has fallen and hiring 

intentions in the retail and wholesale 

sectors are on the rise. Exports have 

also increased, and now account for 

35% of domestic output, rising by 15% 

since before the economic crisis.

In October, the news of Santander’s 

decision to reengage with the 

domestic market through its 

acquisition of retailer El Corte Inglés’ 

fi nance arm, was also welcomed by 

analysts seeking tangible indications 

that the consumer industry is getting 

back on its feet.

While all of this is good news for the 

consumer sector, however, it important 

to still take stock of the magnitude of 

Spain problems – high unemployment, 

poor domestic demand and falling 

retail sales – and recognise that the 

recovery is still going to be very slow. 

>>
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The business is guided by 

fi ve principles – Quality, 

Responsibility, Mutuality, 

Effi ciency and Freedom 

– which have been at the 

heart of Mars since its inception. 

As part of its Quality and Effi ciency 

principles Mars strives to make continuous 

improvements in manufacturing practices, 

learning from other markets and making 

operations and ways of working standardised 

at a global level. Andy Owings is Global 

Director of Operational Excellence at Mars 

Chocolate and is responsible for driving global 

manufacturing excellence through Mars’s Ideal 

Plant Programme (IPP). We caught up with 

Andy to discuss his role as well as the ‘people 

and relationship’ improvements that have been 

taking place across the Mars business.

Tell us a bit about your current role 

and how you got involved in the global 

operational excellence programme at  

Mars Chocolate.

My role encompasses the Ideal Plant 

Programme, a series of lean transformations 

covering our 28 chocolate manufacturing sites 

around the world. The global aspect is fairly 

new as traditionally operational excellence had 

a regional focus at Mars. Since we achieved 

the initial targets of the Ideal Plant Programme, 

the role has broadened to include more holistic 

operational excellence. 

To this end, I work with the regions to set 

and achieve their continuous improvement 

targets each year and lead a group of 

senior manufacturing directors from each 

region to standardise our operating system 

globally and share best practices. I also take 

responsibility for representing operational 

excellence across Mars from a cross-segment 

perspective, sharing knowledge and expertise, 

standardising our cross-segment operating 

principles and developing training initiatives 

for Mars University.

What are the 

objectives of the Ideal 

Plant Programme (IPP) 

and how sustainable 

is it?

The overall objective, 

led by our principles, is 

to make our plants and 

systems more effi cient 

with high quality. Although year on year cost 

savings are of course important - this has never 

As part of our executive interview series, we caught up with 
Andy Owings from Mars Chocolate to discuss the ‘people 
and relationship’ improvements that have been taking 
place across the Mars business. Mars is a global company 
with more than 70,000 associates (how Mars refers to its 
employees) operating in 73 countries. >>

"To keep the programme sustainable, 
we’ve been very intentional about 
ensuring we engage associates and 
build organisational capabilities."

Executive interview >>
consumer focus – issue 6

Andy Owings
Director of Operational Excellence at Mars Chocolate1

1 Since this article was written, Andy Owings is now Factory Director for The Wrigley Company Limited in Plymouth.
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been just about that. To keep the programme 

sustainable, we’ve been very intentional about 

ensuring we engage associates and build 

organisational capabilities. We are seeing a 

change in ways of working as evidenced by 

the fact that there is an greater understanding 

and commitment to increased standardisation, 

more rigorous use of lean and problem solving 

as well as a change in leadership behaviours. 

It’s a great sign that we’re also seeing the 

methodology and tools being implemented  

in new ways and to different areas of   

the business!

Can you describe some of the IPP’s key 

achievements and what role you and your 

team have played in ensuring success? 

Operational excellence improvements and 

cost effi ciencies are core elements of the 

programme and we’ve had some phenomenal 

success on this including large increases in 

productivity, overall equipment effectiveness 

(OEE) and quality; waste reductions and new, 

streamlined function processes. For us though, 

great people are at the very heart of Mars, and 

from the very beginning, we focus on creating 

a team vision of ‘leveraging our global scale 

by driving operational excellence, connecting 

associates, and developing talent’. We’re really 

proud of our achievements in this realm. 

Tell us about some of those  

achievements? 

The programme has touched nearly every 

manufacturing associate, with over 500 

of those being involved full-time in the 

programme: attending training sessions, 

making improvements, communicating new 

ways of working to their fellow associates. 

We’ve seen a disproportionate number of 

associates involved in the programme being 

promoted and given increased responsibility – 

this is core to our Freedom and Responsibility 

principles which encourage personal and 

professional development. 

We’ve always had a challenge in ensuring 

that best practices are shared across sites to 

leverage all the great work happening in our 

different regions. Through this programme, 

we have really institutionalised the broader 

sharing of knowledge and practices and 

accelerated our standardisation of our 

operating system. 

I’m also particularly proud of the capabilities 

our global team has built to deploy 

transformational change programmes   

on several sites simultaneously,   

completely independently.

Prior to joining Mars two years ago, 

you spent fi ve years with McKinsey & 

Company. How have you found the 

transition from working as a management 

consultant to having an in-house  

strategic role? 

In terms of work there were many similarities, 

for example focus on change management, 

day-to-day interactions with shop fl oor 



"There’s a real focus on  
collaborative working, the power  
of relationships and ensuring that 
there are mutual benefi ts."
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operators, frequent travel between sites, etc. 

However the perspective is vastly different. 

Mars is a people business; it is a genuinely 

collaborative environment where we look to 

bring people on board at an early stage in the 

process. As a result, I’ve developed some 

great relationships with many remarkable 

people within Mars!

You’re a relatively young leader who has 

ascended very quickly into a senior role at 

a major brand; what aspects of your career 

to date have helped you to climb the 

ladder? What advice would you pass on to 

other young aspiring leaders? 

The advice that has helped me, and that I 

would pass on to others, is to keep challenging 

yourself and look for opportunities to stretch 

your role and learn. Autonomy in my career 

has also been key and something that is 

encouraged in all associates at Mars. Also 

something that I would always encourage my 

teams to keep in mind is family and personal 

priorities, which ultimately come before work. 

If you forget this it can lead to not feeling 

fulfi lled in either. Mars, perhaps because it is a 

family-owned business, is a company focused 

on associates as individuals with personal 

priorities. Mars encourages all associates   

to embrace these values and enjoy a  

work-life balance.

You have specialised in lean manufacturing 

for seven years - fi rst with McKinsey and 

now with Mars Chocolate - how has lean 

manufacturing evolved during that time? 

What are the latest trends internationally? 

Lean has always been about reducing 

waste, variability and infl exibility; however 

in consumer packaged goods, waste has 

typically been the focus because it’s easiest 

to understand and the benefi ts fl ow through 

quickly. In recent years, we have been seeing 

a greater focus on variability and infl exibility. 

For example, through Six Sigma for the 

development of robust, quality processes; 

levelled or pull scheduling; fl exible manpower 

systems, etc. Previously, manufacturing 

was viewed in isolation, with the ‘voice of 

the customer’ referring to the warehouse 

or distribution centre, rather than the actual 

customer. Now there’s much more integration 

with the rest of the supply chain. There has 

also been increased understanding that lean 

is more than just a collection of powerful 

tools - it’s about harnessing the power of great 

people by empowering them and giving them 

appropriate tools. 

Is there a global ‘Mars’ culture? How would 

you describe it? 

I think it’s amazing how global Mars’s culture 

really is. Regardless of the local culture, Mars 

is a people and relationship driven business. 

It’s also entrepreneurial, encouraging 

associates to discover solutions and take pride 

in developing themselves. The company has 

an amazing history and heritage which is 

refl ected in the culture. The fi ve principles run 

through the core of the business and everyone 

who works within it. 

What attracted you to the opportunity at 

Mars Chocolate? Why should other people 

consider joining the organisation?

There’s a real focus on collaborative working, 

the power of relationships and ensuring that 

there are mutual benefi ts. I also liked the idea 

of working for a private company, where it 

really allows a long-term focus on associate 

engagement, capability building, and talent 

development. I have been in several principle-

driven organisations, but Mars consistently 

impresses me with the way it truly lives its 

principles day-to-day.

At McKinsey, you worked across a  

broad range of industries including 

consumer packaged goods, telecoms   

and pulp & paper. Why did move into   

the food industry?

It’s almost a certainty that the world will 

continue to need more food! Some of the 

biggest challenges of the 21st century will 

revolve around how we handle this demand 

for food in a responsible way. Mars has  

already taken signifi cant steps to address 

some of the big issues, from a 15% saturated 

fat reduction and reformulation of its core 

chocolate brands in the UK, to committing 

to 100% sustainable cocoa by 2020, and its 

partnerships with Rainforest Alliance and the 

Fairtrade Foundation.

On a personal level, I think that food is very 

easy to relate to. Mars makes some of the most 

well known and best loved brands whether in 

chocolate with the likes of M&Ms, Snickers, 

Dove/Galaxy, Twix, 

Maltesers, Mars, and 

Bounty; in food with 

Uncle Ben’s, Dolmio 

and Seeds of Change; 

or for our pets including 

Whiskas, Pedigree, Cesar 

and Sheba. The brands 

are relevant to what you 

eat for dinner, how you 

snack, celebrate and gift, to what you feed 

your pet, and even the coffee or tea that   

you drink.

What are the ambitions for Mars 

Chocolate’s global operational excellence 

programme over the next 12 months? 

When we look at how we are developing our 

supply chain, fi ve years ago we were more 

inward focused. Now we are accelerating 

our journey to become more responsive to 

our customers, providing value that they 

individually want. Within manufacturing 

specifi cally, our strong growth has necessitated 

a focus on streamlining our processes and 

ensuring effi ciency to build new capacity 

more quickly and more effectively. We’ve also 

focused on building capabilities around the 

world to really drive continuous improvement 

day-to-day and developing the next generation 

of leaders. Of course we’re also working hard 

to become more socially and environmentally 

sustainable, in line with our pledge to become 

Sustainable in a Generation.
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Nigel Wright is committed to off ering outstanding customer 
service across all of its markets and we survey candidates 
and clients every month, to fi nd out how satisfi ed they are 
with various aspects of the service they have received. >>

Every ‘customer’ is 

asked to make an 

assessment of Nigel 

Wright, whether they 

are a candidate who has 

recently been placed in 

a new role, shortlisted 

and interviewed, or recently registered; or 

a client for whom we have (successfully or 

unsuccessfully) recruited. 

As well as gauging, for example, client 

perception of the quality of our shortlists, 

communication and market knowledge, or how 

candidates feel about consultant friendliness, 

availability and the quality of feedback they 

provided, we also ask all customers the 

question ‘Would you recommend Nigel Wright 

to a friend or a colleague?’ The percentage 

of people who reply ‘Yes’ to this question, 

provides us with a ‘NetPromoter’ score and 

gives us an indication of how well we are 

perceived by our customers, based on the 

service they have received during the previous 

month, and on average, during the course of 

the year. 

Collecting valuable customer data gives us 

strategic advantage in the marketplace by 

allowing us to identify 

any issues and then 

make immediate 

improvements, across 

all areas of our business. 

In June, at the end of 

our 2012/13 fi nancial 

year, we confi rmed a 3% year-on-year overall 

increase in our international consumer 

business NetPromoter score. Three percent 

might not seem a lot, but when you consider 

that it represents a change of 92% to 95%,  

we believe making incremental gains at an  

already outstanding high level of service   

is pretty impressive. 

The table below shows the NetPromoter 

scores for our main markets, as well as the 

overall score for the international consumer 

business. The latest results for 2013/14, which 

we published internally in September, show 

that the NetPromoter score for the whole 

business is currently stable at 95%. We are 

always looking for ways to improve scores, 

however, and in the next issue of Consumer 

Focus magazine in 2014, we hope to tell you 

that the NetPromoter score has risen again.

"Collecting valuable customer   
data gives us strategic advantage  
in the marketplace..."

service performance

Territory 2012/13 +/-

France 100 +5

Spain 98 -

Benelux 96 +10

UK 94 +7

Sweden 94 +1

Denmark 94 -5

Germany 93 -

Norway 88 -2

Overall 95 +3
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China

2
Brazil

4
USA

287
UK

3
Finland

134
Sweden

135
Denmark

55
Norway

96
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1
Lativa

34
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2
Bulgaria

50
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22
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15
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14
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1
Czech

Republic
1

Kazakhstan

1
Turkey

2
Iran

3
Poland

1
Russia

1
Cote d'Ivoire

our reach

In the last 12 months it has won retained work 

in four continents, across 18 international 

territories. Many of Nigel Wright’s 

international clients have planned for the 

future by seeking to achieve long term growth 

in emerging markets. As a result Nigel Wright 

has been instrumental in assisting clients build 

new business units in key strategic markets 

such as Asia, the Americas, Africa and the 

Middle East. Nigel Wright now has dedicated 

teams responsible for the EMEA, Asia-Pacifi c, 

US and Latin American regions.

Number of retained 
recruitment assignments

per country

#
Now in its 25th year, Nigel Wright regularly fulfi ls 
recruitment assignments for clients around the world. >>
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The Age of Digital Ecosystems:
Thriving in a World of Big Data

We believe that digital ecosystems will 

profoundly disrupt businesses in nearly every 

consumer-centric industry, including less 

obvious candidates such as energy. On the 

positive side, these ecosystems will tap into 

better connectivity and customer data to 

create major new products and services and, 

eventually, profi table markets that do not yet 

exist. As a result, competing successfully in  

the future will require a host of    

new and different capabilities. 

THE CONNECTED HOME GOES MOBILE

This stage in the evolution of consumer 

products and services isn’t a far-fetched 

dream. It’s already a reality. New devices and 

services—ranging from 

energy thermostats that 

can adjust the temperature 

in your home on the basis 

of your smartphone’s 

location to intelligent 

devices in cars that 

monitor performance and 

location—appear every 

day, and they operate together well beyond 

the confi nes of the home. (See “Feathering the 

Digital Nest,” right.) These ever more mobile 

devices are encouraging diverse industry 

players to work together and move into new 

markets. For instance, energy companies 

have the potential to partner with health care 

companies to offer a full spectrum of remote 

home-based monitoring services through 

smart devices.

Consumers will increasingly access, monitor, 

and control their connected digital products 

and services remotely over the Internet, 

using smartphones, tablets, laptops, desktop 

PCs, and other devices. Massive streams of 

complex, fast-moving “big data” from these 

digital devices will be stored as personal 

profi les in the cloud, along with related 

customer data.

Digital ecosystems are playing a key role 

in this transformation. An ecosystem is a 

network of companies, individual contributors, 

institutions, and customers that interact to 

create mutual value. In consumer-oriented 

digital markets, ecosystems are being enabled 

by standard technical platforms that allow 

devices, applications, data, products, and 

services to work together in new ways. For 

example, insurance companies can collaborate 

with telecommunications providers to create 

new pay-per-use insurance products based on 

shared data. 

We see three types of organisations 

collaborating in a digital ecosystem. At 

the center of interconnected devices and 

services are ecosystem platform owners—in 

many cases, Apple or Google. Platform 

owners create the standards-based technical 

foundation—comprising, for example, 

operating systems, devices, an app store—that 

allows the components of the ecosystem to 

collaborate and interconnect much more easily 

than if the individual products operated alone. 

In addition, providers of products and services 

from different industries collaborate and 

compete to create value for customers through 

applications, data, and new digital devices. 

And in many industries, data aggregators and 

custodians are emerging to manage the data 

created by devices and customers and to fi nd 

new ways of adding value. (See Exhibit 1.)

The everyday consumer world of 2020 will look radically diff erent 

from today’s. Many ordinary products and devices—heating 

systems, televisions, cars, watches, toys, light bulbs, sporting 

goods, home appliances—will have gone digital. They will no 

longer be islands unto themselves: they will be connected to the 

Internet and to each other in altogether new ways. >>

"This stage in the evolution of 
consumer products and services 
isn’t a far-fetched dream. It’s 
already a reality."
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out a niche in which they can add value. 

However, in the business-to-business market, 

although a small number of platforms will likely 

become dominant, it remains far from clear 

that these platforms will be universal across 

industries. More opportunities exist to become 

a platform owner.

THE EVOLUTION OF DIGITAL 

ECOSYSTEMS

We see fi ve consequences of the rise of digital 

ecosystems. Companies that master their 

complexities will thrive.

A Surge of Big Data. Devices and 

ecosystem apps generate huge amounts 

of fast-moving data in a variety of forms. 

Customers will expect to receive value from 

the use of their data. A company that is skilled 

in analytics and can convince customers 

that it will use the data well will outcompete 

those that don’t. (See “How to Get Started 

with Big Data,” BCG article, May 2013, and 

Rethinking Personal Data: Strengthening Trust, 

a World Economic Forum report produced 

in collaboration with BCG, May 2012.) 

Organisations that control and drive the most 

benefi t from the data will win. 

Blurred Boundaries. The lines separating 

industries such as automobiles, retail energy, 

consumer goods, insurance, digital media, and 

telecommunications will continue to dissolve 

as new entrants move into the adjacencies and 

niches created by digital ecosystems.

Connected Products and Services. 

Consumers will evaluate products on the basis 

of their ease of use anywhere and at any time. 

Products and services will no longer be judged 

only on their ability to function independently; 

they will also be judged on how they function 

as part of a digital ecosystem of other products 

and services.

The Emergence of New Industry Roles. 

Data custodians, such as organisations that 

offer customer loyalty cards that work across 

companies, manage data on behalf of an 

industry. Meanwhile, digital-data aggregators 

It will prove unlikely that a company in the 

business-to-consumer space will succeed 

at becoming a platform owner. The costs of 

building a sustainable platform and competing 

against the dominant owners are prohibitive. 

Still, some companies might be able to carve 

Feathering the digital nest

The future has already arrived in the 

form of products such as the sleek Nest 

Learning thermostat. The Nest learns 

your household’s energy-use patterns, 

turning down the heat when you go 

to work, warming things up when you 

get out of bed late on weekends, and 

turning the system off when you’re on 

vacation. It works much better than the 

previous generation of programmable 

thermostats, which few homeowners 

have the time or patience to set up and 

adjust regularly.

An app lets you use a mobile device 

to adjust your home’s thermostat from 

anywhere. It also helps you learn how 

to save energy. One estimate claims 

that the Nest can reduce household 

energy consumption by 20 to 30 

percent. The device connects through 

Wi-Fi to a range of Apple devices and  

is sold in Apple stores along   

with other products in the Apple  

digital ecosystem.

Platform owners such as Apple 

and Google are fuelling an intense 

acceleration of this trend. For an 

ecosystem to operate effi ciently, 

platform owners and operators must 

work with a host of others in the 

platform “stack.” Standardisation 

provides the glue that binds 

the ecosystem. Exhibit 2 shows 

the components and degree of 

standardisation in the business-to-

consumer platform stack.

>>
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>>Exhibit 1   − Standard Platforms Allow Digital Ecosystems to Form



insert themselves between the customer and 

the traditional product or service provider 

to add value—for example, services that 

allow customers to compare and apply for 

products from a range of competing fi nancial 

companies. Companies that are slow to react 

to the latest digital disruptions may fi nd 

themselves replaced by an ecosystem provider 

or may discover that an aggregator is standing 

between them and the customer.

The Rise of Ecosystem-Platform-

Endorsed Products. Ecosystem platform 

providers aim to generate additional revenues 

from their network. So they will increasingly 

give an advantage to “preferred” digital 

devices, such as those that feature proprietary 

embedded chips or are sold through their own 

networks of stores.

As products in the home, offi ce, stores, and 

streets become more connected, companies 

in a range of industries will fi nd that they are 

no longer in the business they once thought 

they were. For example, this is playing out 

today in the auto insurance industry, which 

is about to be dramatically restructured as 

telemetric and sensor devices in cars record 

data about driving behaviors and integrate 

the data with insurance pricing, product 

design, and claims management. (See “Big 

Data: The Next Big Thing for Insurers?” BCG 

article, March 2013.) But who will dominate 

the emerging space? Will it be insurance 

companies, car manufacturers, network 

providers, or new entrants that specialise in 

devices and analytics? Companies that stand 

still in the face of such change will not be deft 

enough to adapt. 

NEW CHALLENGES REQUIRE NEW 

CAPABILITIES

We believe that in order to succeed in the 

future, companies must develop   

new capabilities.

The fi rst capability involves partnering. 

Many traditional companies might choose to 

collaborate with “digital native” organisations 

rather than risk trying to build an ecosystem 

product or service themselves. But many 

of them will not be accustomed to the level 

of third-party integration necessary or the 

need for a collaboration model that is fast, 

responsive, and outcome oriented. At a basic 

level, these companies may not understand 

the ways digital-ecosystem players form 

partnerships and the common terms for   

their deals.

In the digital domain, product development 

and improvement cycles are also signifi cantly 

more accelerated than in traditional 

businesses. Rapidly moving companies strive 

to fail fast and move on. 

However, many traditional 

organisations are not 

used to operating in this 

faster lane of product and 

business model change: 

in many cases, product 

development processes, 

technology organisations, 

and company cultures 

lack the agility and 

responsiveness required.

For example, one leading European energy 

company that moved into the smart-home 

market found it diffi cult to make rapid progress 

within its existing structure, even though it 

had established separate teams to manage its 

new offering. The teams were hampered by 

their limited technology capabilities, the lack 

"Companies that are slow to react 

to the latest digital disruptions may 

fi nd themselves replaced by an 

ecosystem provider or may discover 

that an aggregator is standing 

between them and the customer."
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Content and
services

Digital devices

Data integration

Applications

Platform

Cloud or data
warehouse

Network

Component Role

Degree of

standardisation

Offer content or a physical service to consumers,
from, for example, a book publisher or bank

Connect to the platform and stream data; devices include,
for example, tablets and smart thermostats

Makes it easy to share data among systems and
companies, particularly in markets where platform 
standards have yet to emerge

Add functionality to devices or creative value from the 
data they generate

Provides technologies and standards that ensure 
compatibility and fuel the eco system

Stores data generated by applications and devices

Ensures that digital products are accessible from 
anywhere at any time 

Exhibit 2   − A Broad Range of Components Compose a Platform "Stack" >>
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"Many companies build a product 
and simply hope that customers will, 
somehow, fi nd it."

and where they can add real value to the 

ecosystem. For example, an energy company 

would more likely succeed in the smart-home 

market with energy-related products that 

improve on the gas, electricity, and energy 

management services it already provides.

Build the right organisation. Companies 

should decide whether their current 

organisation structure will support change 

at the pace required or 

whether a dedicated 

greenfi eld organisational 

unit is required.

Partner strategically. 

No company has the 

end-to-end capabilities 

internally to succeed in a digital ecosystem. 

Companies can save themselves an enormous 

amount of effort and considerable resources if 

they choose the right partners. Some partners 

excel at providing digital technologies, data 

analysis, or customer service. Others might 

provide complementary data, products, or 

services, perhaps from another industry. 

Forward-thinking companies intentionally 

select the criteria by which they will work with 

others, and they ensure that those partners will 

still be delivering value fi ve years from now.

Start small and scale up quickly. Many 

companies build a product and simply hope 

that customers will, somehow, fi nd it. In many 

cases, they spend hundreds of millions of 

dollars over many months and manage to 

sell only a few thousand units. Successful 

companies avoid making huge investments by 

taking small, quick steps and using test-and-

learn approaches until they fi nd demand. Only 

then do they rapidly scale up what works.

Standing still represents a high-risk option for 

any company whose products and services 

are capable of being connected to the shifting 

world of digital ecosystems. The business 

environment is changing, and organizations 

must be prepared to make the most agile 

moves on the chessboard.

of speed in decision making, and the need to 

train fi eld forces and telephone agents in how 

to use new products.

Finally, customers will demand new levels 

of experience and service. Customer 

expectations concerning interface design, 

functionality, 24-7 customer service, 

and always-on availability will be high. 

Organisations must, therefore, dramatically 

improve their ability to analyse customer 

needs and behaviour if they hope to compete 

for customers more effectively, especially as 

business is conducted over a wider range 

of channels and devices. Having the right 

technology, analytical skills, and data integrity 

in place will be critical.

FACING THE FUTURE

We believe that in the face of such dramatic 

change, CEOs must take fi ve key actions in 

order to prepare themselves to compete in the 

world of digital ecosystems.

Understand the economic opportunity. 

First, CEOs will need to understand how their 

existing products and services can add value 

in the ecosystem and how they can create 

new sources of value. Furthermore, they must 

understand the potential for new revenues 

and profi ts, as well as the second-order effects 

that can come from better cross-selling and 

up-selling of existing offerings. Market leaders 

should also assess the value at risk: What 

could happen in terms of customer churn or 

reduced market share as events unfold in this 

rapidly evolving space?

Let company strengths help prioritise 

offerings. Although some companies will 

succeed with totally new digital products 

and services, success will come most readily 

when companies can connect their offerings 

with what they are already good at doing 
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For major brewers like 

Carlsberg, however, the 

beer industry, particularly 

in Europe and North 

America, hasn’t been 

kind to them in recent 

times. With falling consumption in these 

markets, the race is now on to build a legacy 

in new emerging markets, while at the same 

time taking a lead in product innovation to 

create new brands and concepts that will get 

traditional customers reengaged in the   

beer category. 

In this article, Andrew Openshaw catches up 

with Carlsberg’s VP International Premium 

Brands, Massimo Do Dia, and VP production 

John Broadbridge, to fi nd out what’s currently 

driving the business from a commercial, 

operations and talent perspective. 

AN EXPECTED DECLINE 

Between 2008 and 2010, beer consumption 

in Western Europe declined by around 8%. 

The onset of recession was a major contributor 

to this trend but in Carlsberg’s view, market 

saturation, as well as a lack of innovation 

within the beer industry, meant a decline was 

inevitable regardless of consumers’  

growing economic constraints. Massimo   

Di Dia explained; 

“Consumers have a lot of choice today 

in beverages in general. We’re not only 

competing with beer but also CSDs 

(carbonated soft drinks) as well as water,  

wine and spirits." 

Although the decline has subsequently 

slowed in Europe – shrinking to between 

1-2% per year – it hasn’t stopped. According 

to Massimo: “In order to make it go back 

to growth, we need to signifi cantly change 

the fundamentals of the category through 

innovation and getting people excited about 

the beer category.”

THAT CALLS FOR A…CRAFT BEER

For Carlsberg, innovation in the beer category 

in recent times has been fairly promising. 

A closer look at

Carlsberg
Group 
Following its purchase of Scottish & Newcastle in 2008, 
Carlsberg became the 4th largest brewer in the world, 
employing over 40,000 people in Northern & Western 
Europe, Eastern Europe and Asia. In total, the business brews 
500+ brands, combining local as well as globally recognised 
beer brands, and specialist ciders. >>
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Grimbergen, a specialist craft beer, has 

enjoyed strong growth since Carlsberg 

acquired it as part of the Scottish and 

Newcastle deal in 2009. Focusing primarily 

on the struggling Western European market, 

Massimo sees Grimbergen as “…a 

super premium brand and our 

key weapon in the growing 

craft beer segment.”

In North America, craft beer 

has had a signifi cant impact 

on the country’s fl ailing 

beer industry. Beer, as an 

American consumer’s ‘drink 

of choice’, has declined 

by 20% during the last 17 

years; however, craft beer, 

through a burgeoning 

network of micro 

pubs and breweries 

is expecting annual 

growth of around 7% 

over the next fi ve 

years as people show 

a clear preference 

for authentic niche 

beers, over the  

big brands. 

Massimo noted 

that craft beer has 

certainly started 

to play a bigger 

role in Europe 

too and although 

it hasn’t helped 

overall beer 

volumes return 

to growth “…it 

has given beer 

a much needed 

boost in the mind 

of consumers”. 

With this in mind, 

craft beer continues 

to be a focus for 

innovation at Carlsberg 

as the business looks ahead to 

more success in the category. 

After the Scottish & Newcastle acquisition, 

Carlsberg inherited an R&D centre in 

Strasbourg, but the business has since 

centralised one part of R&D - innovation -  

as one core function, located in Copenhagen. 

Massimo explained that the new focus on 

innovation has helped Carlsberg identify key 

consumer trends which have led to various 

new propositions. 

Grimbergen has been joined by other 

craft beers such as Lawn Mower 

Amber Lager, an exclusive for the 

Swedish market. But beyond craft 

beer, Carlsberg has also championed 

the beer/juice concept; with the launch 

of Carlsberg Citrus, “…a low alcohol 

refreshing alternative to beer” and 

is also investing in different draught 

solutions, a move which Massimo 

described as part of Carlsberg’s 

aim to “…reinvent the way beer is 

consumed on premise”.  

A SURPRISING CIDER

Massimo explained that, 

primarily, Carlsberg is and will 

always be a manufacturer of 

beer. “At the end of the day, 

we have a responsibility to 

the beer category and want 

to make it exciting for all 

consumers; a key part of that 

is through working to improve 

the Carlsberg brands they 

already know and cherish.” 

Yet, as part of the businesses 

aim to provide consumers 

with “new experiences” such 

as craft and citrus beers, 

in recent years Carlsberg 

has also explored offering 

people an entirely new 

Carlsberg product. As 

Massimo explains, “The most 

successful innovation to come 

out of Carlsberg over the last 

few years has been  

Somersby cider”. 

With a distinctive positioning and 

contemporary packaging, Somersby cider was 

launched in Denmark in 2008 and was quickly 

rolled out to the rest of Scandinavia; today 

it is available in 35 markets, worldwide. “It’s 

a tremendous success story; Somersby has 

literally taken the world by storm and is the 

actually the fastest growing international cider 

brand in the world today.” 

Massimo admits that the business is still 

surprised by the success of the cider; “…it has 

actually become our key weapon to counteract 

the decline in beer in Western Europe. It’s 

actually very close to our core in terms of 

who to market to and therefore we have been 

successful in recruiting non-beer drinkers 

into our company franchise. This has helped 

increase our revenue with incremental  

revenue streams.”

Carlsberg is currently reassessing how it might 

approach the cider market in the future, and 

possibly roll Somersby out even further. 

CARLSBERG SUPPLY COMPANY (CSC)

As well as focusing on looking for new pockets 

of growth in saturated European markets 

Carlsberg has been busy restructuring its 

supply chain functions into one central 

business unit. 

Carlsberg Supply Company, based near 

Zurich, was set up in 2012 and tasked with 

optimising the European Supply Chain with 

local markets focusing primarily on customers 

and consumers. John Broadbridge joined   

CSC shortly after it was established to manage 

all production sites in Western Europe.  

John explained; 

“In the period before 2008, the company had 

grown mainly through acquisitions. There was 

a heavy reliance on capital investment to drive 

improvement and the fact that the business 

has been driven by multi-country decision 

making contributed to an over-investment  

in breweries.”

Furthermore, in John’s view, “Carlsberg relies 

heavily on our brewers and master brewers 

to deliver perfect products to consumers but 

we are adding a different dimension to the 

organisation to think more about managing 

assets and end to end supply chain”.

The formation of CSC, and the roll-out of 

the Business Standardisation Programme 

(BSP1) means that the operating model is 

changing. Production Directors in the markets 
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now report into John and the CSC executive 

team, providing much better opportunities 

to work cross borders. “People getting used 

to the new operating structure, with targets 

and performance appraisals etc being done 

somewhere else, has been one of our  

biggest challenges.”

The contribution of CSC so far, as John 

explains, is that Carlsberg has been able to 

implement extremely stretching operational 

improvements and the fi nancial targets for 

the forthcoming year are no less demanding. 

“We’ve delivered some pretty fast changes 

that have had an immediate impact. In the end, 

both CSC and the local commercial companies 

all have the same 

objective – delivering 

the best quality and 

service to customers and 

consumers. This should 

ensure that we deliver 

even more value from 

our brands.”

THE ‘ENGINE RUNNING THE BOAT’ 

While product development, consolidating 

assets and driving effi ciency dominate the 

agenda in Europe, emerging markets remain 

the major focus for Carlsberg’s future growth. 

As Massimo Di Dia explained: 

“Emerging markets are basically the engine 

running the boat for global beer brands. 

Right across Africa, Asia and Latin America, 

per capita alcohol consumption continues to 

increase, especially as disposable incomes 

increases. Consumers are also trading up from 

spirits to professionally-brewed beer.”

Carlsberg has chosen to focus its growth 

strategy mainly in Asia where it already has  

a number of strategic partnerships. It is also in 

the process of developing its presence  

further in China and India. Tuborg is the  

brand Carlsberg is using to lead the charge  

in these markets: 

“Tuborg is the youngest brand in the Carlsberg 

premium portfolio and there has been a 

strong push to make it our most successful 

international brand in 'emerging' markets such 

as China, India and Russia. We’ve already 

done that in Russia and India and now we are 

trying to replicate that success in China.” 
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"The most successful innovation to 
come of Carlsberg over the last few 
years has been Somersby cider."
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Carlsberg only launched Tuborg in China 

last year but it is already the fastest growing 

international brand in the market. A big 

challenge for international premium brands 

is that because of their price premium, many 

consumers can’t afford them and they remain 

a niche product on the market. However, 

according to Massimo:

“Tuborg’s success, in large part, is due to 

the fact that it’s typically the most affordable 

international brand; just a little bit more 

expensive than national mainstream brands.” 

Moving forward, Massimo noted that more 

markets will inevitably be added to the  

Tuborg brand strategy, with emerging  

markets continuing to play a big part in its 

overall success. 

Carlsberg is looking to accelerate its growth 

through further mergers and acquisitions in 

Asia. John Broadbridge noted that, “CSC’s role 

is to ensure that all standards and policies are 

ultimately deployed globally”.

PROFESSIONALISATION 

Massimo contends that if Carlsberg wants to 

continue to grow in Asia as well as stay ahead 

of its competition in developed markets, then 

it needs to focus on “continuously improving” 

the “professional” capabilities of the business: 

“That’s why creating and driving a high-

performance culture, developing leadership 

competencies and supporting transformation 

and change are now central to Carlsberg’s 

global strategy.”

Carlsberg is cognisant of the fact that it is 

perhaps “…lagging behind leading blue chip 

companies” in this respect, but, as Massimo 

argues, "we are determined to become 

uniquely different rather than simply copying 

the standards of others." 

According to John and Massimo, part of 

this is through introducing “…new blood 

from outside of the industry. The speed that 

we’re trying to move is really demanding, 

but the picture of the future we are painting 

is also different, so we have to introduce 

some different views; something that is 

contemporary and not grounded solely in the 

brewing industry.”

Using external benchmarks and comparing 

Carlsberg to other brewers as well as different 

types of businesses has helped provide some 

vision for its targets in the future.The key thing 

though, according to John, is making sure that 

through the transformation “…we don't lose 

pride in the product. Beer is the priority. We 

have to set high standards and guarantee the 

quality of all of our products.”

Why join Carlsberg?

Both John and Massimo agree that a big 

attraction for them in joining Carlsberg 

Group was the opportunity to apply a lot 

of the things they had learnt in blue chip 

companies and actually have an impact on 

“shaping the business”. 

Both VPs highlighted that the type of 

people who would typically be attracted 

to careers in Carlsberg would be those 

with an “…entrepreneurial fl air” who enjoy 

complexity as “…you need to be able to 

handle three different channels; off trade, 

on trade and wholesalers”.

Massimo, who has been with Carlsberg for 

11 years, highlighted that the business is 

still “hungry to get best in class profi ts” and 

as such remains an “exciting place to work”. 

He says “We’re still on a growth journey, 

striving to become better and better 

every day and we believe that there’s still 

signifi cant growth ahead.”

If you’re interested in fi nding 

out more about opportunities at 

Carlsberg, please visit   

www.carlsberggroup.com/careers

>>
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Renewed business and 

consumer spending in the 

USA, France and Germany 

has brought long awaited 

signs of a real, tangible 

recovery in the global market. 

The perceived risk of a major fi nancial disaster 

has largely disappeared and in the long term, 

although growth will continue to be slow, 

industry leaders are more optimistic about 

current conditions as well as the prospects 

for business over the next few months. 

Throughout the last two years the consumer 

industry has continued to move forward 

amidst the enduring burden of austerity 

and high levels of debt and unemployment 

by responding to these challenges in the 

same way it always has: through innovation. 

Whether it's individual products, product 

portfolios or market-entry and supply chain 

strategies, innovation is increasingly seen as 

the key ingredient that will guarantee success.

Consumer companies now invest signifi cant 

amounts into formulating new products and 

cultivating new ideas which will enable them 

to gain advantage in the market. In many ways 

this zeal for new ideas and brands is driven 

by consumer demand itself, and companies 

are constantly striving to be the fi rst to tap 

into the creative minds of their customer 

base, in search of the next ‘zeitgeist’. Those 

responsible for leading innovation teams look 

to creature a culture of disruptive thinking, 

taking great care to ensure their teams 

intimately know their customers and are skilled 

at always being one step ahead of competitors. 

The businesses that are most successful are 

usually the ones that have made innovation 

a standard practice, where the notions 

of ‘thinking differently’ and ‘challenging 

everything’, pervade the whole organisation. 

Marketing innovation has also become a key 

differentiating factor in the battles between 

rival brands. Creating an air of mystery 

about ‘the next big idea’, for example, is now 

considered best practice, as brands try to 

leverage as much value as possible from the 

innovation process. Developing products 

which are adaptable is another trend and also 

a great way to build anticipation, which in 

turn drives engagement and sales. Changing 

shopping habits have also led consumer 

brands to diversify more into multi-channel 

distribution, online customer engagement and 

advertising. Consumers now expect to engage 

with products in a more intimate and personal 

way and online has increased the opportunities 

for brands to be innovative in this area. Even 

in the context of the traditional retail format, 

the emergence of the ‘showroom’ model 

sets the scene for an interesting period of 

transformation in   

the sector.

Whether it's product 

development taking 

place within ‘top secret’ 

Nike performance 

centres, or Tesco and 

P&G pop-up stores 

being beamed onto the 

walls of the Seoul and 

Prague undergrounds, 

innovation will continue to evolve ideas 

which beguile consumers and ensure brand 

adoration and loyalty. But innovation is not just 

about new product development and retail 

transformation. The inconsistencies evident 

in procurement and supply chain practice 

which led to the high profi le ‘horsemeat’ 

scandal in the food sector, for example, has 

led to innovation in process; through a greater 

Innovating to succeed:

In a forthcoming research 

project, Nigel Wright 

will seek to answer these 

questions. The research 

will involve interviews with 

senior executives from 

major consumer brands 

as well as data gathered 

through a survey sent to 

decision makers across  

the industry.

Other areas that will be 

considered include: what are 

the barriers to getting results 

from innovation? What are 

the most important factors 

to developing an innovation 

culture? What could 

companies do diff erently to 

improve innovation success? 

The results will be published 

as a report later this year.

>>

emphasis on traceability and changes in the 

way food is sourced, processed, tracked 

and labelled. In particular, a streamlining of 

the supply chain is currently underway, with 

companies expressing a wish to establish more 

‘collaborative’ ‘long term’ relationships, with 

fewer suppliers. 

To remain competitive 

and facilitate growth, 

businesses today must 

innovate in all areas; 

but how important do 

businesses across the 

consumer sector perceive 

innovation to be? How many businesses really 

value innovation as an integral part of their 

overall strategy? 

"Marketing innovation has also become 

a key diff erentiating factor in the battles 

between rival brands."

"Consumer companies now invest 

signifi cant amounts into formulating 

new products and cultivating new 

ideas which will enable them to gain 

advantage in the market."



of the vote, consumer confi dence, measured 

in the monthly GfK consumer index, rose to 

its highest level in six years. It would seem 

that Germany’s ‘underwhelmed’ pre-election 

spenders were perhaps reacting to the puffery 

of election promises and analyst forecasts 

suspiciously, securitising how meaningful this 

new era of growth really was and perhaps 

giving the impression that defi nitive change, 

as far as they were concerned, was still going 

to take some time. But, once some clarity 

had been brought to the proceedings (at the 

time of writing a CDU/ SPD coalition was 

still undecided), consumers appear to have 

taken a sigh of relief and 

confi rmed that yes, things 

might be looking better 

after all. 

Germany’s businesses, 

on the other hand, have, 

for months, given the 

impression that their 

satisfaction with the 

current business climate 

was growing. In the month before the 

election, the Ifo Business Climate Index, which 

measures business satisfaction in Germany, 

reached a 16 month high and in September, a 

day after the election was called, it rose again, 

for the fi fth month in a row. Certainly, if we 

look at the performance of some of Germany’s 

leading consumer companies, we can see that 

their fortunes have turned a corner since the 

beginning of the year. 

Henkel, for example, Germany’s biggest 

consumer products manufacturer, expressed 

Election year in Germany 

has brought a lot of 

tensions to the fore 

concerning the country’s 

role in Europe. In this article 

we give an overview of the German consumer 

industry, pre and post election, and discuss 

what could be done to help reaffi rm the role of 

German industry in European markets.

In the month leading up to the German 

election on 22nd September it was confi rmed 

that in Q2, the German economy grew at its 

strongest rate in more than a year and this 

faster than expected growth also helped 

ease the Euro zone out of an 18 month 

recession. Moving into election month, 

spurred on by this positive news and the 

imminent prospect of, perhaps not a new 

government, but certainly a symbolic new start 

for Merkel and the CDU, many anticipated 

German consumer confi dence to continue 

growing, as it had so far this year. But no. 

The GfK Consumer Confi dence indicator for 

Germany unexpectedly declined from the 

previous month’s six year high and the general 

economic outlook expressed by those who 

participated in the survey was less optimistic. 

This was a sobering reminder that although the 

German economy appears more robust than its 

European peers, even signs of a tangible Euro-

wide recovery, or indeed a general election, 

wasn’t enough to persuade consumers that 

the future, certainly in the short term, may 

appear brighter. The reality is that the average 

price for grocery and household products has 

risen by around 4% this year in Germany and 

the anticipation of further price increases, 

particularly within the discount market, 

seemed to have put an end to the upward 

trend of consumer sentiment in Germany, for 

the time being. Although German consumers 

recognised that the economy was improving, 

they remained slightly pessimistic about 

their overall purchasing power amidst price 

hikes and the prevailing uncertain conditions, 

regarding household income. 

However, following the news in September 

that Angela Merkel and the CDU had won an 

historic third term in government, taking 41.5% 

The future appears brighter for German fi rms and Europe in 

general but a tangible recovery in the Euro zone will require 

German companies to rebuild broken trade ties in the region. >>

"Although German consumers 
recognised that the economy was 
improving, they remained slightly 
pessimistic about their overall 
purchasing power..."

For German companies, recovery 
in the Euro zone means rethinking 
European market strategy 

Focus on Germany >>
consumer focus – issue 6
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concerns in March that its European business, 

where a high proportion of its sales exist, as 

well as its Latin American operations, were 

underperforming. And again, in June, it 

conceded that overall ‘top-line growth’, was 

disappointing. Henkel had its ‘most successful 

year’ in 2012, but 2013 was proving to be 

tougher than expected. However, resurgence 

in demand for washing powder and other 

cleaning products gave a much needed boost 

to domestic and European profi ts and by 

July the business confi rmed it was seeking 

to capitalise on this growth through market 

acquisitions. At home, Henkel has responded 

to increasingly price-sensitive German 

consumers by introducing, for example, 

simpler product packages such as a basic 

bottle of detergent, designed to meet the 

needs of Germany’s rising population of single 

person households. In Q2 Henkel’s profi ts 

surged and in August the business confi rmed 

that ‘all regions’ had now returned to growth. 

For German sports brand Adidas, things have 

been a little tougher but the business remains 

set to end the year in fairly good shape. After 

reporting a loss in the last quarter of 2012, due 

in large part to the disappointing performance 

of its Reebok brand, its share price rallied in 

January as the business outlined its post-

Olympic global brand strategy, ‘Boost’. By 

May although Q1 sales were down, profi ts 

had actually increased across the Group, as 

consumers demonstrated a willingness to buy 

higher priced Adidas goods. Adidas contend 

that without the Olympic Games or Euro 

2012, the market is certainly sluggish; but its 

renewed focus on innovation, particularly in 

the yoga, dance and fi tness training categories, 

led analysts in Q2 to agree the business will 

likely deliver strong annual revenues. 

Similarly, some German retailers have followed 

the incremental growth trend experienced by 

companies in the consumer products industry. 

This time last year, in the fi fth edition of 

Consumer Focus Magazine, we reported how 

ecommerce growth gave a relatively positive 

spin to an otherwise contracting German retail 

sector, with online shopping experiencing a 

13% increase in volume sales during the fi rst 

half of 2012. Turnover in the sector again 

rose in Q1 2013 by 37% and annual growth 

from now until 2017 is expected to be around 

21% with around half of Germans saying they 

intend to increase online spending in the 

future. Complementing this enduring positive 

news for Germany’s ecommerce industry is 

the fact that traditional German bricks and 

mortar operators are beginning to show signs 

of returning to healthier times. 

Despite a shaky start to the year for Germany’s 

largest retailer, Metro, which fell out of the 

Dax Index of leading German companies in 

March, things gradually started to pick up by 

Q2. In January, the retailer announced plans 

to withdraw its electronics stores from China 

and focus instead on developing its profi table 

cash and carry business. A new CEO was 

installed to help rejuvenate the cash and carry 

operation and the knock-on effect of this 

restructure was apparent almost straight away, 

as Metro’s domestic stores unexpectedly 

improved in May. Subsequently, its share price 

also grew again in August, as the business 

continued with plans to streamline operations. 

Analysts are now confi dent that incremental 

sales growth from Metro as well its peers in 

the German retail sector will help bring further 

stability to the German economy. The Ifo data 

for September, for example, highlighted how 

German retailers’ satisfaction with the current 

business situation had reached its highest level 

in almost two years. 

It’s important to note, however, that the 

assumption ‘if German companies are 

performing well, then so is the rest of Europe’ 

no longer rings true in today’s global economy. 

Certainly, during its previous two terms, 

Angela Merkel’s CDU government has backed 

German companies to seek markets outside of 

the Euro zone to sell their wares, as part of a 

conscientious effort to promote German global 

prowess. As a result, traditional European 

trade ties have been weakened and there has 

been a growing lag between the performance 

of German industry and the prospects of 

neighbouring countries in the region. The 

fact is though that the Euro zone’s economic 

future and particularly, the consumer goods 

sector in Europe, is still dependant on German 

involvement. Many hope that, with consumer 

confi dence returning with a vengeance after its 

pre-election slump, healthy domestic spending 

could certainly persuade some of Germany’s 

adventurous companies to look back to Europe 

for further growth opportunities.
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As with many European businesses during the last few years, 
Groupe Beaumanoir has looked to Asia for new growth 
opportunities to counteract the weak domestic economy. In 
this article, however, we learn how France still plays a major 
strategic role in the businesses quest for dominance in the 
global fashion industry. >>

Within ten years of 

its inception in 1981, 

Groupe Beaumanoir, the 

international distributor 

of ready-to-wear apparel 

brands, had already 

surpassed many ‘one brand, one hundred 

store’ French SMEs. Its meteoric rise meant 

that its founder, French entrepreneur Roland 

Beaumanoir, had to turn his back on the motto 

he once clung to - ‘Pour vivre heureux, vivons 

cachés’ (for a happy life, live hidden) - and 

come out of the shadows and into the global 

world of fashion. 

Today, Groupe Beaumanoir is a global player. 

It consists of six fashion brands (Cache Cache, 

Breal, Bonobo, Scottage, Morgan and the 

City), more than 2,500 outlets in around 

40 countries and competes directly with 

international giants such as H&M and Inditex. 

But despite reaching a turnover of more 

than EUR 1 billion, Roland is still very much 

focused on further developing the Beaumanoir 

business around the world, applying the same 

recipe for success which has underpinned his 

conquest of the fashion industry for 30 years. 

Key to Groupe Beaumanoir’s ambition 

to expand overseas is sticking to its 

‘fundamentals’, namely developing strong 

networks and partnerships in France, where 

the business still generates 80% of its turnover. 

These partnerships are central to the Group’s 

operations both in France and abroad and 

in recent times have been exploited to great 

effect in China, which has been one of 

Beaumanoir’s biggest success stories in recent 

times. Groupe Beaumanoir entered China   

in 2005 and on 30th June 2009, celebrated  

the opening of its 200th Cache Cache  

store (the 1,500th across the Group) and   

700th Beaumanoir store, in total,   

in the Chinese market. 

As recognition of this success, on 25th 

October 2012 the business won its fi rst 

‘Trophées Français de l'Entreprise’, an 

annual award presented by OC&C Strategy 

Consultants in collaboration with la Chambre 

de Commerce et d’Industrie de Paris (CCIP), 

la Chambre de Commerce et d’Industrie 

Française en Chine (CCIFC) and le Think 

Tank Premier Cercle. Groupe Beaumanoir is 

also hoping to win the ‘Trophee de l'audace’ 

Groupe 
Beaumanoir: 

A French success story on an international scale
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this year – an award which recognises 

fi nancial risk taking, local market adaptation, 

decentralisation and establishing local 

management capability - alongside Groupe 

SEB and L'Occitane en Provence.

The Group has a ‘high-performance’ business 

model that focuses on introducing attractive 

and complementary textile products from 

its six brands to the Chinese market, always 

ensuring that ‘the right product is the right 

price, in the right place at the right time’. 

Beaumanoir believes there are three key 

elements that are central to being successful 

in China; fi rstly, relocating to the market is 

important because it enables you ‘get into the 

rhythm of the country’; secondly, making sure 

you adapt to the market and meet the needs 

of the consumers; and fi nally, being strong in 

your dealings with the Chinese, because they 

will respect you more. 

Groupe Beaumanoir prides itself on delivering 

products to the market quickly, and relies 

heavily on high speed logistics and the latest 

technology, to help it achieve this. Some of the 

core aspects of its supply chain include: 

• Testing products in real time with 

consumers; refi ning orders based on 

successful testing and ordering large 

quantities, immediately, to meet demand.

• Orders are made based on information 

collected and promptly delivered. 

• Daily deliveries of small qualities (100s, 

1000s) are made to replenish stock that  

is sold. 

The textile supply chain has become 

increasingly complex due to various factors 

currently impacting the industry, such as rising 

cotton and oil prices, rising labour costs in 

emerging markets and the increasing need to 

build ‘sustainable’ supply chain practises. The 

environmental demands, in particular, have 

led Groupe Beaumanoir to recently review its 

supply chain and build increased specialisation 

in certain areas: 

• In addition to having expertise in ready-to-

wear (fashion design; developing products 

for the European market) purchasing 

teams now specialise in upstream sourcing 

(building long term partnerships with 

‘high volume’ manufacturers and ‘creative’ 

suppliers, as well as fl ow management 

specialists within warehouses and stores.)

• Supply chain teams, in addition to logistics, 

now also provide expertise in transport 

(upstream and downstream), textile grade 

and sustainable development.

The Groupe Beaumanoir now has an internal 

supply chain team responsible for coordinating 

transformation projects, such as setting 

up supply platforms and integrating new 

information systems and other technology).

According to Benjamin Amice, Director of 

Human Resources; “Beaumanoir’s ambition 

to expand its international operations means 

it requires people to lead development 

projects for its brands, and the business 

is currently recruiting from its network of 

talent, individuals who can be developed 

into future leaders to help Beaumanoir grow 

and succeed in new international territories. 

The type of people Beaumanoir seeks to hire 

includes those with entrepreneurial fl air, a 

trade background and a passion for the fashion 

industry. In a family owned business, qualities 

such as simplicity, humility, loyalty and 

generosity are also essential."

France market update

Unexpected growth in France and 

Germany helped raise the Euro Zone 

out of an 18 month recession, back in 

August. French consumers also appear 

more positive as we approach the 

end of the year. The Insee consumer 

confi dence index experienced 

incremental growth in late September, 

showing that French households are 

looking towards what they perceive to 

be a brighter future. French consumers 

are also saving more than they have 

previously in the year, in preparation 

perhaps for a Christmas spending 

spree. There could, therefore, be  

some short term wins for consumer 

brands, on the back of this growth  

and optimism.

>>

Benjamin Amice, Director of Human Resources − Groupe Beaumanoir
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Earlier this year Nigel Wright collaborated with students 
from Newcastle University Business School to assess future 
international locations for the business. >>

Since its inception the Foundation has given 

over £85,000 to charitable causes. During 

the last fi ve years the Foundation has also 

established partnerships with other community 

groups, providing donations to local charities. 

Recent matched employees' fund raising 

efforts have included Great North Runs, 

Movember and Children in Need. In 2012 

the Foundation decided to focus its efforts on 

supporting two specifi c charities chosen by 

the committee - Keyfund and Over The Wall. 

Keyfund works predominantly with young 

people with leaning diffi culties helping them 

to build their confi dence and develop skills 

to enable them to play a positive role in their 

communities. Over the Wall is a children’s 

charity that organises ‘life changing’ camping 

trips for children aged between 8 and 17 

who are affected by serious illness and their 

families. Both charities have since received 

£7,500 donations. Since the last edition of 

Consumer Focus magazine, over £5,000   

has also been donated to other charities   

and organisations.

Nigel Wright selected in 

Børsen’s ‘Gazelle 2013’ list

Nigel Wright has been selected in Børsen’s 

‘Gazelle 2013’ list. The Danish daily business 

newspaper publishes its Gazelle list every 

year to showcase Denmark’s best performing 

companies. To qualify, a business must have 

experienced 100% growth over four years. 

Nordic Director Lars Herrem commented, 

“This is great news for our Danish team.

Following our ‘top ten’ position in Økonomisk 

Ugebrev’s 2011 analysis of the Danish search 

industry, this recognition from Børsen confi rms 

that our business has continued to perform 

strongly amidst diffi cult economic conditions, 

during the last two years.”

Located in Copenhagen, Nigel Wright 

Denmark works with leading consumer brands 

in the Nordic Region to identify senior level 

executives. Some of its most notable clients 

include Carlsberg, Danone, Red Bull,  

Samsung and Mars.

Nigel Wright 
Foundation 
update

Students taking the 

International Marketing 

module as part of the 

Advanced International 

Business Management 

Dual Award MA/MSc 

are encouraged to complete a marketing plan 

for a ‘live’ case study company or product. 

This year Nigel Wright submitted a brief asking 

for assistance in identifying new international 

markets to expand into, and was delighted 

when 70 students completed in-depth reports, 

following a three month research process. Ian 

Scott Bell, Group Head of Marketing at Nigel 

Wright commented; ‘The reports produced 

were insightful and addressed the academic 

principles of business development in a 

real-life context. I was particularly impressed 

with the quality and rigour of the research 

and am thankful to the students who agreed 

to formally present their work at the end of 

the project, which they did in a thoroughly 

professional way. I felt the process was 

straightforward and I will defi nitely incorporate 

the fi ndings in our business planning 

processes. It was very interesting to see how 

the process was split into cultural risk (or fi t) 

and economic risk (or opportunity); some 

unexpected markets were well argued and we 

also gained new insights into markets we have 

already been considering.’

The Nigel Wright 
Foundation was formed in 
2006 and currently consists 
of a committee made up of 
Nigel Wright Employees. >>

"This month, Movember is 
once again a big focus for the 
Foundation and already Nigel 
Wright staff  across Europe 
have some pretty impressive 
moustaches to show for their 
fundraising eff orts!"



In this article, Andrew 

Openshaw caught up 

with Africa veteran, 

Frenchman Matthieu 

Seguin from the Nigerian 

Bottling Company (a 

member of Coca-Cola Hellenic Group), who 

gives his insights into the opportunities and 

challenges for big brands like Coca-Cola 

seeking to capitalise on Africa’s phenomenal 

growth. He also shares his views on why 

people should cast aside their perceptions 

of Africa, and consider the hugely rewarding 

career opportunities it has to offer executives 

from the developed world. 

You’ve been with Coca-Cola Hellenic 

since 2009. What initially attracted you to 

the business? What have you achieved in 

the four years since you joined?

I was attracted to Coca-Cola for two reasons: 

the brand and the people. People are very 

accessible at Coca-Cola. Despite being a big 

international business, you have direct access, 

for example, to the CEO and the executive 

team; perhaps more so than you would in 

other similar sized organisations. There is a real 

sense of fraternity here, and the people are 

also very capable and add a lot of credibility to 

the organisation. It was also a company where 

I believed I could learn a lot and develop 

professionally, which I think I have. In terms of 

achievements, in my previous role as Group 

International Customers Director, I set up the 

multi-functional group customer team and 

created greater value for our customers in 

Europe; namely the big retailers. In Nigeria, 

my role has been focused entirely on business 

turnaround. When I came here in 2011, we 

were not performing at the level we should 

have been, but now Nigeria is one of Hellenic’s 

fastest growing territories. It’s been hard work 

and a fantastic experience and I’m glad to say 

it’s a completely different organisation now 

than it was back then. And the best is yet   

to come!

Around 9% of Coca-Cola Hellenic’s 

global business exists in Nigeria. That’s 

quite a large investment. What are the 

businesses hopes for growth in Nigeria? 

Nigeria is a country with huge potential. It has 

a young and growing population, currently 

around 170 million people. Its GDP is growing 

With around 600 million consumers, two thirds of the total 
population of the continent, Africa is widely considered to 
be the emerging consumer market with the most potential 
today; and that number is expected to almost double over 
the next two decades, as living standards continue to rise. >>

Emerging Market Interview >>
matthieu seguin, country commercial director nigeria – coca-cola hellenic

Africa’s
phenomenal growth
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Matthieu Seguin



and a greater number of the population are 

earning more and climbing the social ladder 

as a result. There is an abundance of new 

businesses here today; new construction 

projects are taking place in the cities and 

signifi cant improvements have been made 

to the country’s infrastructure. Per capita 

consumption of our product portfolio in 

Nigeria is also really low compared to Europe, 

for example, so it’s a huge market for us to 

grow in. Life is still very challenging, however, 

for the tens of millions of people who live on 

one dollar a day. So for 

Coca-Cola, our challenge 

is trying to create a 

diverse product portfolio 

which meets the needs 

of the very diverse 

consumer base you have 

in the country. 

Corruption is commonly cited as a 

hindrance to doing business in Nigeria. 

This alongside other factors such as 

food infl ation, the recent removal of 

fuel subsidies and the growing terrorist 

threat in northern Nigeria, must have had 

an impact on consumer demand. How is 

Coca-Cola Hellenic dealing with this?

Everybody talks about these issues, but all we 

can do is focus on trying to do things right, 

which isn’t easy. We’ve been operating in this 

country for over 60 years and we’ve always 

been very clear about our values and also how 

we conduct our business. We are certain that 

by doing the right thing, we can ultimately 

sustain our business in Nigeria. I also believe 

that these are challenges common to most 

emerging economies and when the situation 

improves, we are certain to reap the benefi ts 

44 Consumer Focus

"We’ve been operating in this country 
for over 60 years and we’ve always 
been very clear about our values and 
also how we conduct our business."

Taken at Coca-Cola sponsored Sailing Regatta in Lagos, 2013. 
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for our good behaviour. If you want to be 

successful in Nigeria, you need to focus on a 

few key priorities and stick to them. Every day 

there is a good event and a bad event but if 

you spend all your time fi re fi ghting, you will 

fail. It’s not rocket science. As I’ve said, there 

are also lots of opportunities here, particularly 

in the North, which is the fastest growing 

region, so you need to be fi rm and clear about 

what your priorities are – agree to a plan and 

stick to it. We are very proud of our 62 year 

presence in Nigeria and for me it stills feels  

like the right place to be from a   

professional standpoint.

Terrorism must be a worry though? I 

know earlier this year Nestlé was forced 

to evacuate some of its staff due to 

the threat from Boko Haram. What 

precautions does Coca-Cola Hellenic 

have in place to protect its staff  

from terrorists? 

Terrorism has become a global challenge and 

Nigeria is one of many countries in recent 

times that has been affected by it. As both 

local and international security institutions 

continue to effectively combat these ‘faceless 

networks’ businesses and communities, as 

well as individuals, must remain vigilant and 

always bring to the fore issues concerning 

security. As a business we operate in 70 

locations across Nigeria and we are proud 

of our local presence. We continue to work 

hard at ensuring the safety of our people. 

On a personal note, I will admit, when I fi rst 

came here I perhaps got too comfortable and 

as a result, I once got myself into an unsafe 

situation; nothing major. I learnt my lesson 

though, and I’m always careful now. 

Do any of the prevailing issues I’ve 

discussed impact Coca-Cola’s ability to 

attract talent to Nigeria? 

Attracting talent to Nigeria isn’t a problem. 

This is mainly due to the fact that there is an 

increasing number of Nigerians returning 

home after working overseas. These people, in 

the main, are looking to work for multinational 

companies like Coca-Cola and have the 

right kind of skills that we’re looking for. 

So, we’ve always got highly capable people 

knocking on our door looking for work, and 

we’re increasingly able to offer these people 

a diverse range of opportunities within our 

business. I have a fantastic team here already 

but I’m also aware that we need to develop 

our capability. So, when it comes to talent 

acquisition, we’re focused on creating a 

positive state of mind within the business, 

which makes people outside of the business 

want to come and work here. I have a huge 

amount of respect for Nigerians; everybody 

here wants to help you and there is a positive 

energy that runs throughout the country. At 

Coca-Cola we want to try and capitalise on 

that state of mind by bringing people into the 

organisation with the right kind of attitude 

who can help grow our business, but also help 

attract others here as well. Organising events 

such as the sailing regatta is helpful because, 

on the one hand, it’s an opportunity for 

employees to get together and have some fun 

while at the same time people outside of the 

business get an indication of what it might be 

like to live in Nigeria and work at Coca-Cola. 

So, are expats like you no longer a vital 

source of expertise for global brands like 

Coca-Cola in Africa? 

I’m actually one of only three expats currently 

working in the business’ commercial team 

and I would defi nitely say we’re relying 

more and more on local talent. My focus is 

really on training and getting everyone in the 

organisation up to the same level in terms of 

skills and capabilities. It's local people who 

will shape this business in the future and what 

we’re trying to do now is actually send more 

Nigerians to Europe; we believe Nigeria is a 

good platform from which to develop people 

before sending them out across the group. 

This is certainly something we expect to see 

more of in the future.

This is your second stint in Africa - 

following almost three years spent in 

Johannesburg with P&G - and you’ve lived 

on the continent now for almost six years 

altogether. What is it about Africa that 

has led you to settle there?

Africa gets in your blood and it becomes your 

life. I won’t lie though, doing business here is 

tough but it never gets boring, there is always 

something happening. 

The key to surviving 

in this environment as 

an expat, I think, is to 

be resilient as well as 

persistent. If you can get 

through your fi rst year, 

through a lot of pain 

and diffi culties, you’ll 

eventually start to make 

a difference and enjoy 

the ‘Africa experience’. 

Nigeria in particular is 

tough – expats often 

say Johannesburg is 

for beginners whereas 

Nigeria is for ‘old hands’. You have to be 

positive, and show determination and 

leadership. The best piece of advice I could 

probably give to anyone would be, make sure 

you go out and connect with, listen to and be 

close to African people; if you don’t do that, 

then you have no chance. 

What do you enjoy doing outside of work? 

I really like sailing in the lagoons and lakes; 

it’s a great way to ease the stress. When I was 

based in Athens, I developed an interest in 

marathon running and I continue to run here  

in Nigeria. Other than that, I enjoy spending 

as much time as possible with my family   

and friends.

"Organising events such as the sailing 
regatta is helpful because, on the one 
hand, it’s an opportunity for employees 
to get together and have some fun 
while at the same time people outside 
of the business get an indication of 
what it might be like to live in Nigeria 
and work at Coca-Cola."
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A successful food & beverage company of the future, say in 2025, will have dealt with a core 
set of challenges in a much better way than its competitors. >>

This will include 

relentlessly nurturing 

a growing number of 

happy consumers, 

providing a higher 

perceived relevance and purpose to its entire 

business eco-system (employees, suppliers, 

consumers, communities…), generating 

not only more profi ts but “sustainable” 

profi ts, contributing to better lives of staff 

and consumers alike, taking radical steps to 

adapt their organisational structures, and 

constantly adapting their business models and 

relationships with consumers (touch points, 

proximity, real-time and continuously-open 

conversation channels).

And just when you thought this was enough 

of a challenge in itself, shareholders also have 

to be educated and convinced that sustainable 

value creation does not come from quarterly 

earnings reporting but from deeply-embedded 

ways of working and higher happiness levels 

of their total workforce.

INNOVATION VERSUS 

SUSTAINABILITY? 

Should you make your company sustainably 

innovative or innovatively sustainable? Don’t 

choose. Embrace both and run with it. What 

really matters is enabling your organisation to 

anticipate changing consumer “need states”. 

Not just of those consumers who already buy 

from you, but of those consumers who buy 

from your competitors. Herein lays untapped 

business potential: shifting more resources  

to understand why consumers don’t buy   

your brand. 

CHANGING FOOD SUPPLY  

CHAINS MODELS 

The food value chain will come under pressure 

due to the demographic burst (9 to 10 billion 

humans will inhabit our planet around 2050, 

and 15 billion by 2080 if nothing changes). 

But it must! Anticipating the scarcity of water, 

(probably the key ingredient of all food and 

beverage ingredients) means re-evaluating 

not only your current factory footprint, but the 

entire supply chain model as well.

Will you be able to grow or source the 

ingredients you currently do 15 years from 

now? Will there be enough water in that 

region? Can you drastically reduce your 

factory’s water consumption by then? 

Crossroads
(again)
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WATER IS NOT THE ONLY PROBLEM 

Sourcing all your food or beverage ingredients 

from sustainable sources is rapidly becoming 

enforced by shifting requirements from global 

retailers. Good for the planet, good for the 

consumer, but it’s less sure how good it is for 

profi ts unless companies decide to act now. 

The question is how to keep raw materials 

costs down under scarcity, at least until 

growers have integrated new sustainability 

requirements into their business model and 

become better able to keep prices at  

current levels. 

THE NEW NORMAL FOR THE  

FOOD INDUSTRY 

Nothing will be ever normal in the food 

industry. Stable sourcing, world-class 

manufacturing, state-of-the-art supply chains, 

innovation excellence and talent management 

are moving targets. Once you think you 

have the best factory output in the world, a 

new technology comes along, meaning new 

machines, new processes, and new  

learning curves.

Once you think your organisational structure is 

fi t-for-purpose and you have the best person 

in each position, people switch jobs, move 

laterally, get frustrated, and ultimately disrupt 

your carefully-built “winner's mentality”. Or 

your competitor is just smarter or more agile 

and redesigns the entire category of products 

resulting in innovative success . 

At best, the “New Normal” state for the food 

industry may be reached in the short term 

when consumer attitudes towards meat and 

Erwin De Spiegeleire:

Founder and CEO of 
Stratadvice Consulting

Erwin De Spiegeleire has 20 years' 

experience in the Consumer Goods 

& Retail industry across General 

management, Marketing, Strategy, M&A 

and Operational Excellence. He has 

led multiple ‘sustainable’ change and 

multi-site transformation programmes 

covering Europe, North America and Asia 

Pacifi c. Stratadvice Consulting provides 

companies in the Consumer Goods & 

Retail industry with thought leadership 

and cutting edge insights.

>>
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fi sh have shifted radically and simultaneously. 

And when technological advances are of 

such a nature and magnitude that the new 

food pyramid, (and thus food consumption 

patterns), will force food growers and 

manufacturers to market products exclusively 

with minimal environmental impact. 

IN PURSUIT OF INNOVATION 

EXCELLENCE AND OPERATIONAL 

EXCELLENCE 

The recipe for success is to achieve both 

simultaneously. Why does this matter? People 

are at the centre of the equation in both states 

of excellence. Even the smartest computers on 

earth, (and they get smarter every day) do not 

innovate. People are innovators, not machines. 

For operational excellence, it’s the same thing. 

You may disagree. The common belief is that 

operational improvement comes from focusing 

on seamless end-to-end processes which is 

true but misses one crucial point: people make 

the difference, also in achieving best-in-class 

operational performance. 

SO DOES EXCELLENCE MEAN 

PROFITABILITY? 

The good news is that the answer may be quite 

simple after all. By producing new stuff that 

is better than your competitors, you have a 

double competitive edge. All it really takes is 

driving your innovation efforts and continuous 

improvement efforts more aggressively and 

in full sync with each other so that it brings 

you closer to a recurrent profi table change 

management loop. Simply put, all you need 

to master is the Innovation Repeat Loop ©, 

represented in the graphic.

BUT WHAT ABOUT TRUE HAPPINESS? 

Companies that will be around and successful 

ten years from now are those that decide 

now to rank happiness higher than earnings 

per share. To reach this state of nirvana, a 

new generation of CEOs is required. CEOs 

genuinely obsessed by making the correlation 

between happiness and profi ts. They will 

break the rules, educate their boards, and eat 

happiness for breakfast.

Many Asian companies have already 

understood this, and are acting upon it right 

now. European food industry leaders need 

to adopt a much stronger stance towards this 

profi tability lever, as it does make people smile 

instead of generating real conversations on 

how to achieve it. 

If you haven’t started the process in your 

business, or don’t see the point, let’s have  

a conversation.

How it comes together >>

Innovation 
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The Innovation Repeat Loop © >>
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25 years in business
On 29th July 2013, Nigel Wright Recruitment celebrated its 
fi rst 25 years in business. >>
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Founded in 1988 by 

Nigel, a chartered 

accountant, our 

company has gone 

from being a small, 

regional fi nance 

recruiter in the 

UK, to become a recognised specialist 

recruitment brand in Europe and beyond, 

employing over 100 consultants across ten 

international offi ces. We currently have 

offi ces in Newcastle, Copenhagen, London, 

Paris, Stockholm, Amsterdam, Oslo, Madrid, 

Brussels, Dusseldorf and Geneva. 

In the late '90s, following a period of strong 

year on year growth, we developed a national 

and then international recruitment proposition, 

from our home in the North East of England. 

With a history of doing business with locally 

based multinational consumer companies, we 

opted to pursue a niche, specialist approach 

in that sector. Today the company is the 

preferred talent partner for many of the 

world’s leading consumer products, utilities 

and services groups, at a local and global level.

Our discipline expertise has also evolved 

signifi cantly since 1988. Although the core 

fi nance team, on which the business was 

originally established, still exists - recruiting 

top fi nance and accountancy professionals into 

a wide range of businesses and organisations 

- we now offer clients teams of consultants 

specialising in Executive Search, Marketing, 

Sales, HR, IT, Supply Chain, Manufacturing 

and Engineering disciplines. 

Our success couldn’t have been achieved 

without the specialist model we have 

established and continue to evolve. By 

retaining a strong presence in the countries in 

which we currently operate, working alongside 

global consumer businesses to support them 

in the selection and development of talent, 

Nigel Wright has created a strong foundation 

from which to develop its business elsewhere. 

Emerging markets, for example, continue to be 

a focus for many of our clients and in line with 

global demand, we have been instrumental 

in building client capability in Africa, Asia, the 

Americas and the Middle East in recent years. 

During the latter stages of Nigel Wright’s 

rapid phase of growth, the decision was 

made to involve a private equity fi rm in our 

growth plans and in October 2010, Baird 

Capital partners came on board. This saw a 

minor reorganisation of the business and the 

development of strong plans to continue with 

our international expansion. In 2012 the Nigel 

Wright Board outlined our new BHAG (Big 

Hairy Audacious Goal) stating a clear ambition 

to become a globally recognised leader in 

recruitment over the next ten years.

Our knowledge and expertise of the 

consumer sector and the countries in which 

we operate continues to make us a credible 

service provider to our customers. It also 

allows us to be innovative and creative in 

our approach to the market - this strategy 

has been instrumental in building the Nigel 

Wright brand since the very beginning. We 

look forward to continuing to support all of 

our customers worldwide, and sharing in their 

success over the next 25 years.

On 29th July 2013, Nigel Wright Recruitment 

celebrated its fi rst 25 years in business. 

Newcastle based staff were joined by their 

London and European colleagues – fl own 

in especially for the occasion – to Alnwick 

Castle in Northumberland for an evening of 

entertainment including a three course meal, 

live music and a céilidh.
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Jan Hillesland from strategic marketing consultancy
BigBlue & Company, based in Oslo, tells us why retailers need to embrace 

new technology if they want to create real change in the sector. >>

Rocket science
in the retail industry:

not yet, but we’re getting there…
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In 1916 in Memphis, 

Tennessee, entrepreneur 

Clarence Saunders 

launched Piggly Wiggly, 

the fi rst self-service 

grocery store.

Fast forward 53 years to 1969; Neil Armstrong 

became the fi rst man to walk on the moon after 

taking ‘one small step’ from Apollo 11.

What is unbelievable about this (brief)  

history lesson?

The grocery stores Neil Armstrong would have 

visited when he returned to Earth weren’t any 

different to Clarence’s original Piggly Wiggly 

concept. And what’s even more unbelievable 

is that the average modern day grocery store 

isn’t that different either – the same layouts, 

shelf standards, POS, products and categories, 

checkouts, baskets and labour intensive 

processes still dominate grocery stores today, 

just as they did in 1916 and 1969. 

Whereas Neil and his buddies at NASA had 

the ambition to put a man on the moon, 

retailers – whom we rely on every day to meet 

our needs for comfort and nourishment, and 

who preceded the moon landing by over   

50 years - have never shared that level   

of ambition. 

Basically, for almost 100 years, during 

which time mankind has made phenomenal 

advancements in space travel, medicine, 

communication and business, very little has 

changed in the world of retail.

Some facts and fi gures

In most countries today you'll fi nd the 

following trends and statistics in the  

grocery sector: 

Every year, despite the fact that shoppers keep 

buying the same small number of products; 

product innovations and SKUs increase. 

• Ten percent of grocery products account for 

70% of all turnover.

• Five percent of grocery products account 

for 50% of all turnover.

• A discounter has between 1,000 and 4,000 

different SKUs on its shelves.

• A normal supermarket has between 5,000 

and 25,000 different SKUs on its books.

• There are between 4,000 and 6,000 new 

product launches annually. Most of these 

fail and burden retailers with huge extra 

annual costs.

• New product launches account for between 

one and two percent of annual turnover; 

close to nothing.

• 65% of all shopping baskets contain fi ve 

products or less.

• A normal household buys between 200 and 

300 different SKUs per year; 150 of those 

SKUs account for 85% of the total worth. 

A small number of in store locations account 

for a major proportion of sales. Shoppers 

actually notice very few products in store and 

basically only buy what they see.

• Five percent of the best sales locations in a 

store account for 25-30% of total turnover.

• Most shoppers (45-65%) follow one main 

pathway through the store

• Shoppers notice less than one percent of 

the products in any given store and only 

between one and three products on a  

given shelf.

• Shoppers use 80% of their time in store 

searching for products.

The biggest employer in the world doesn’t 

take very good care of its people.

• The retail industry has the largest number of 

employees, globally.

• Retail is also the sector with the highest rate 

of staff turnover, especially for personnel 

working on the shop fl oor. 

• It's not unusual to fi nd staff turnover as high 

as 20-40%.

Some basic thoughts on how to use 

these facts to grow a business

Based on the numbers above, it's not 

unreasonable to assume that most retailers 

would come to the following conclusions.

1. Place the best selling products at 

the best selling locations in the store.

Where to start?

• Let's fi nd out which products are the most 

important (worth 5% of sales). If we can 

increase the sales of these key products  

by just 10%, our total turnover will go up  

by 5%. 

• Let's fi nd the best sales locations in the store 

(e.g. along the outer walls, end gondolas 

and pallet squares).

• The combination of the best selling spots 

and the best selling products should 

(obviously) be a winner.

FACT: Most retailers do not act like this. 

Half of the time, the best sales locations are 

fi lled up with new products nobody buys. 

Furthermore, although decision makers may 

have an idea where the best sales locations 

are, they rarely have exact fi gures to back up 

their assumptions. 

2. When shoppers see the best selling 

products they will buy them.

Where to start?

• Let's continuously work to optimise shelves 

with regards to range (number of products 

in the shelf), planograms, categorisation, 

merchandising principles and price points 

to see what works best.



FACT: Store shelves today are akin to a ‘stamp 

collection’ - it's diffi cult to pick out a product 

in the midst of so much noise. Not even the 

bestsellers can be seen. When it comes to 

shelving, the only work that's done is to fi nd 

out which products can be removed/delisted 

to make room for a new product. Decision 

makers don't know how an optimised or best 

selling shelf should look.

3. Most innovations or new product 

launches fail.

Where to start?

• Test new products in a real world context 

- in a retail environment, on a shelf - and 

see if it sells. It is not enough to see if 

the product sells over one lunch period. 

The packaging design could be excellent 

compared to the other products on the 

same shelf, so shoppers will pick it up and 

take it home. If shoppers continue to buy 

the product (for a second time), you can 

conclude that it's fulfi lling a consumer want 

or need. Once this happens, it's time to give 

the product a full launch.

• Make it a requirement that any new product 

be tested in a pilot store and fulfi l certain 

criteria before it can be launched.

FACT: Yes, most products are tested 

before launch, but in completely the wrong 

environment. Most NPDs today are tested 

through shopper panels or in focus groups. 

Respondents are sitting in an offi ce or meeting 

room and then asked what they think about 

a given product and product designs. We've 

all been to school. When an authority fi gure 

asks you a question, you'll try to give them the 

correct answer. This is the reason why most 

new product launches fail. There is virtually no 

one doing this kind of research today.

4. Employees who are shown what to 

do and made to understand why they 

do it, are less likely to leave.

• Currently, most employees on the shop 

fl oor are expected to carry out a variety 

of important tasks such as moving 

merchandise, fi lling shelves, pricing 

products and looking after customers. 

FACT: However, most employees on the 

shop fl oor (department managers included) 

don´t know what’s selling and what isn’t. 

Occasionally they'll know a previous month's 

sales results, but this is too late – employees 

need to know what's happening now, so that 

they can act immediately.

How to land the retail industry on 

the moon

I don't know how to open a supermarket, let 

alone how to land anything on the moon (and 

I doubt there would be much demand for 

the latter). In any case, a while ago I started 

to wonder why the majority of retailers and 

manufacturers are still seeking answers to 

some of the questions that have plagued them 

for years, such as: 

• What does the perfect price sign look like? 

• Which promotions work best?

• What does the perfect shelf look like?

• How to decide the layout of a supermarket.

• Where are the best selling spots in any 

given store?

In the past, trying to fi nd cost effective, 

reliable and proven solutions to answer 

these questions was virtually impossible: the 

available technology was too expensive and 

extremely time consuming to use. But that’s no 

longer the case, and retailers should be able to 

solve the problems that have bugged them for 

decades easily today. 
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The availability of new technology  

in retail 

During the past three to fi ve years, a plethora 

of new, reliable and low cost technology has 

emerged in the retail industry. Whether it’s 

off the shelf or bespoke solutions, retailers 

fi nally have access to tools that give them 

answers that they have craved to some of 

the key questions about their store and their 

customers. Yet the situation isn’t perfect, and 

there are still a few, what I like to call ‘luxury 

problems’, that exist:

• A key issue is that software solutions that 

allow retailers and manufacturers to act 

on fi ndings quickly and simply are still 

underdeveloped. 

• And signifi cantly, most software 

development is done by people with   

no retail experience! 

A lack of involvement from retailers 

and manufacturers

The process of fi ne tuning new technology 

would move a lot faster if retailers and 

manufacturers got more involved in the 

development process. Instead, they are 

still focused on price promotions, coupons, 

TV commercials, payment for shelf space, 

lowering prices, reducing labour costs and 

reducing waste. Many have also “developed” a 

bureaucracy, wherein new and smart initiatives 

are killed at the outset by internal politics. 

If retailers today have a ‘moon landing’ 

ambition to change the industry for ever, they 

should start by integrating new technology 

into the day-to-day management of their 

stores, while at the same time engage 

themselves in the further development of   

new solutions.

‘Rocket science’ tools on the  

market today

Below is my analysis of three tech-

solutions available today, for retailers and 

manufacturers. 

1. BlueBox

• Measures the sales of individual products 

generated from key in-store locations.

• Sends sales reports, updated every minute, 

to staff cell phones.

• Reports compare sales across different 

stores, as well as versus the previous year. 

• Employees can follow sales visually, via a 

digital store map.

• Provides suggested improvements for  

 the next sales period (daily, weekly,  

monthly etc).
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Benefi ts

• Visual, simple to use and intuitive; makes 

daily work fun for staff. 

• Helps staff determine where to place 

products to optimise sales.

• Encourages competition between different 

shops in a chain.

• Gives autonomy to shop fl oor staff. 

• Head offi ce can monitor performance of 

every store, simultaneously. 

Development

• Shelf performance integration. 

• Gaming program to further stimulate 

competition. 

2. Shelf optimization 

• Similar to Microsoft Kinect, uses 3D sensors 

to detect customer interactions with 

individual shelves. 

Benefi ts

• Analyses location in store, dwelling times, 

decision making times and ‘Hot/Cold’ 

positions on shelves. 

• Can be used to optimise merchandising, 

pricing, NPD potential, product ranges. 

Development

• Targeted and contextualised messages   

(like Digital Signage information) to  

nudge customers. 

3. Shopper fl ow and fl oor/category 

optimisation

• There are various new and sophisticated 

camera and registration devices for 

measuring shopper fl ow and fl oor/ 

category optimisation. 

Benefi ts

• This form of customer analysis is now  

faster and less expensive because of   

new technology.

• Installing it is easy. 

• Piloting this technology means you can 

measure the results before and after, to see 

if it works. 

• Web integration makes remote  

analysis easy. 

Development

• Sophisticated systems can now determine  

a shopper's age and sex. 

• These more complex systems are still  

quite expensive. 

54 Consumer Focus

Norway market update

There have been a lot of positive 

signals from the Norwegian consumer 

sector recently. Spending is up, 

marketing budgets have increased 

and there has been an incremental 

increase in retail sales. Yet, although 

Norway was Europe’s best performing 

economy last year, its growth forecasts 

for this year have recently been cut.

Consumer confi dence also declined 

in Q3, possibly linked to the fact that 

the housing market is slowing faster 

than expected. However, many see the 

housing market decline as a positive 

sign that greater stability will follow.

The new government’s commitment to 

investing the country’s ‘oil wealth’ into 

boosting private enterprise should also 

lead to job creation and a reduction 

in unemployment, which has risen 

slightly so far this year.

>>
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News from  

A round up of news and developments from four of Nigel Wright Group’s international 
offi  ces: Paris, Dusseldorf, Madrid and London. >>

FRANCE 

Following its move 

into larger premises 

last year, Nigel Wright 

France has recently 

expanded its team 

with the addition of senior consultant Thomas 

Doucende. According to Associate Director 

Yann Fessard de Foucault who runs the Paris 

offi ce, “Thomas’s appointment signals our 

intention to continue developing senior 

relationships within the French consumer 

sector”. Nigel Wright already has a number 

of high profi le clients in the French market 

including The Coca-Cola Company, L’Oreal, 

Mars and Kraft. “His seven years' management 

level experience with a global recruitment 

provider means he can quickly get to grips 

with our business and lead the development 

of new accounts and strategic relationships.” 

Thomas is also a certifi ed executive coach 

and prior to joining the recruitment industry, 

worked as a management consultant at 

Mckinsey and Co. 

GERMANY

Nigel Wright Germany has doubled in size 

during the last 12 months. The business, which 

is located in Dusseldorf, has made a number 

of new hires as it plans to further expand into 

the German consumer market. Managing 

Consultant David Feldman commented, 

“Germany is the largest consumer market in 

Europe and has always been a major strategic 

priority for Nigel Wright. Adding more fee 

earners to our team this year has meant we 

have made some signifi cant gains in the 

country and strengthened our capabilities in 

the consumer market.” One of the new faces, 

Senior Consultant Roel Kruijtzer, who brings 

over six years' recruitment experience within 

the German FMCG industry said of Nigel 

Wright, “This is an exciting time to join the 

business. Nigel Wright has a clear strategic 

vision to serve the global consumer industry 

through its network of offi ces in Europe; it is 

well placed to do this.” 

SPAIN

After moving into a new offi ce in Madrid last 

year, Nigel Wright Spain has continued to 

grow amidst very diffi cult trading conditions 

in the Spanish Consumer Sector. The team in 

Madrid, led by Managing Consultant Miriam 

Cruz, has completed multiple successful 

search and selection assignments for major 

domestic and international brands during the 

last 12 months. Some of its notable clients 

include L’Oreal, Rentokil, Grupo Siro and 

Abadia Retuerta. According to Miriam Cruz 

“We’re obviously delighted with our progress 

so far and as we move to in 2014, we’re hoping 

to further expand our team.”

UK

Earlier this year, Shikha Sethi joined Nigel 

Wright’s Executive Search practice in London 

as a Consultant. Shikha recently moved to 

the UK having previously spent seven years 

working in senior HR roles for The Coca-Cola 

Company in India. Associate Director Oliver 

Reed commented, 

“Shikha certainly has a 

unique understanding 

of the global FMCG 

industry. Her experience 

gained from working in 

the high growth Indian 

consumer market has 

equipped her with 

in-depth knowledge 

of Asian culture and 

emerging market 

dynamics and in joining 

Nigel Wright she will use this knowledge, as 

well as her experience in senior level talent 

acquisition, to help develop opportunities for 

us in international markets, outside of Europe.” 

Nigel Wright has continued to expand its 

Executive Search team this year, with Leedna 

Mohanty joining the London offi ce as a 

Consultant in October. Experienced consumer 

industry recruiter Richard Ash has also re-

joined the business as Managing Consultant 

for Customer Development. “Richard is based 

out of the Newcastle offi ce and is responsible 

for supporting the whole Consumer UK team, 

in this new role.” 

"Nigel Wright Germany has doubled 
in size during the last 12 months. 
The business, which is located in 
Dusseldorf, has made a number of 
new hires as it plans to further expand 
into the German consumer market."
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