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First of all, what is your role at Berghaus and what attracted you to the 
opportunity? 

My role here at Berghaus has changed over the years, but, 
fundamentally, I lead the global operations team, driving improvement 
in key processes and platforms, work with the Berghaus senior 
executive team to develop and deliver our short and longer term 
business plans, and develop the commercial areas of the business I 
have responsibility for. 

I’m also part of Pentland Brands plc (our parent group) Global Supply 
Chain team, which is focused on sharing best practice and achieving 
the group’s longer term ambitions. My attraction to the role was 
driven by my love of the outdoors and the opportunity to lead change 
through a geographically diverse team. My last boss described the 
opportunity as “like being handed the keys to the sweet shop”. It was 
a good analogy! 

You joined Berghaus with an agenda to improve end-to-end supply 
chain processes. What progress have you made in this area? 

We have made a lot of progress on several fronts, from simplification 
of who we work with and how we work with them and greater visibility 
of the value stream, to the reduction of non-value added activity and 
more effective management of our key measures. 

This was recognised when our largest UK customer awarded us with 
an operational excellence award at the end of a specific collaboration 
project that aimed to improve on shelf availability via a step change in 
delivery performance.

Berghaus has recently become the first British brand to join the 
bluesign® system. Can you tell us more about what that is? 

The bluesign® system is a globally renowned initiative which works 
with chemical suppliers, textile mills and component manufacturers 
to eliminate harmful substances from the supply chain, ensuring that 
products are safe for consumers, workers and the environment.
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Berghaus has worked with bluesign® and its supply chain to ensure 
that our products meet demanding requirements in terms of hazardous 
substances, worker safety and environmental protection. Ours is the 
first British clothing brand to join the bluesign® scheme and the move 
is part of a sustained programme that we’ve embarked on to reduce 
the environmental impact of our activities.   

What are the other big supply chain challenges for Berghaus this year? 

As well as our drive in corporate responsibility, there are four other key 
areas we are focusing on this year. The first is margin.  With increasing 
product costs, despite a major drop in oil pricing, maintaining our 
margins is an ongoing challenge. We work closely with our supplier 
base to identify ways of improving our margin without compromising 
what Berghaus is famous for, namely our innovation, product 
performance and quality. Inventory management is also important. 

By focusing on demand planning we ensure that availability of our core 
products remains above target and that we minimise obsolescence 
risks. We have been running a Total Quality Management (TQM) 
programme for the last three years that has delivered some impressive 
results and we are now looking at the next phase of this work. 

Finally, both from a supply chain perspective but also as a business, 
we need to look at everything that we do - empower the business to 
experiment with different ways of doing things, evolve our processes, 
capture the benefit and then share with other areas of the business and 
group. I work closely with our Continuous Improvement (CI) coaches 
and departmental champions to ensure that all ideas are captured and 
acted upon. 

You have P&L responsibility for developing the Berghaus business in 
the USA and Asia Pacific region. From an operations perspective, how 
do you see the business evolving to meet its growth targets in these 
regions? 

When we looked to launch in the US, we designed and developed 
the end to end process for a business that was selling a reasonable 
volume, before a single item was ordered. This was a departure for 
Berghaus, but has enabled us to offer greater service to our rapidly 
expanding customer base from day one. Our challenge will be to 
ensure that we keep listening to our customer needs and developing 
our operational activities accordingly. The challenges for Asia Pacific 
are more around simplified logistics direct from Asian suppliers and 
the seasonal product differences between northern and southern 
hemisphere. So we are working with our logistics partners to identify 
opportunities to add value to our operation. 

What further plans does the business have to expand in these regions 
and how will the supply chain support future growth?

We work with our partners in the Asia Pacific region to develop the 
brand awareness with target consumers and ensure our supply chain 
has capacity to meet future potential for these markets. For the US, 
despite being a relatively new brand in the market, we are seeing our 
customer base expand swiftly. As it is the largest outdoor market in 
the world, we are constantly monitoring business performance against 
the specific strategy we are working to. We have capability to expand 
quickly if needed, and our relationship with key suppliers allows us to 
update them on progress.

Our challenge will be to 
ensure that we keep listening 
to our customer needs and 
developing our operational 
activities accordingly.
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How are you developing the supply base in emerging markets? What 
is Berghaus doing to plan for potential supply chain disruption in this 
environment of greater complexity?  

We currently source predominantly from China, Thailand, Vietnam and 
Indonesia, but we also monitor what capability is being developed in 
other markets. Due to the performance requirement of our products, 
we look for skill set and technical capability in our suppliers, among 
over 20 other factors. 

Souring from Asia means that we have to plan for disruption, and 
our approach to this means that we already have the flexibility to 
absorb some limited disruption. Our sourcing strategy ensures that 
we manage our risk, monitoring suppliers and, where it is required, 
moving our operations to minimise that risk. What technology improvements is Berghaus seeking to make to its 

supply chain? 

We have recently gone live with a new product line management 
(PLM) system that will help our supply chain in a number of areas, 
specifically with simplified technical specifications that the supply 
base can see and comment on much more swiftly. It also supports 
our CR strategy and offers product developers a better view of our 
current material and trim selections. We have also implemented a 
new warehouse management system that will allow for improved 
export capability as it offers a duty management system that has been 
particularly helpful for our Nordics business. 

How does Berghaus address skill shortages in its supply chain?

We try, wherever possible, to develop internal talent, both in 
Berghaus and across Pentland, through succession planning and talent 
development. We do need to bring certain skills into the business on 
occasion, an example of which has been our Corporate Sustainability 
Officer who was recruited from Melbourne. 

You indicated that there is a big focus at Berghaus on how to engage 
with millennials. What does that mean for you and your team? 

Our insight work has identified that millennials do shop very 
differently. They do more online, usually on a mobile device, and 
want very swift service and expect brands to behave in a responsible 
manner. They will also share their experience on review platforms. For 
Berghaus, this has meant significant investment in our websites and, 
more specifically for my team, movement of our e-comm distribution 
facility earlier this year to drive better availability of our range online. 

Berghaus has recently invested in new innovation labs and sample 
rooms. Could you give us an insight into how these will be used?

Yes, we upgraded both facilities as part of our ongoing building 
refurbishment. Both the lab and sample room are used as proof of 
performance for any of our new innovations, such as the idea of ‘body 
mapping’ that is used in a number of our products, and they allow us 
to bring new ideas to market more effectively. The second key purpose 
is as part of our TQM programme where we use them to test materials 
and trims to ensure that they meet our standards.

Our insight work has identified 
that millennials do shop very 
differently. They do more 
online...  and expect brands to 
behave in a responsible manner.

Our sourcing strategy ensures 
that we manage our risk, 
monitoring suppliers and, 
where it is required, moving 
our operations to minimise 
that risk.

Berghaus Chief Operating Officer : James Harris
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What role does manufacturing play in the innovation process? How 
does it link up with the commercial teams? 

Manufacturing plays a big part in our innovation process, as we need 
to ensure that new ideas that work in the lab or sample room can be 
mass produced. If the innovation requires investment by a supplier, 
e.g. laser cutting or ultrasonic welding, then we have to identify 
these suppliers and capitalise on the investment. The link with the 
commercial team starts early in the process, where initial ideas are 
shared as part of a longer term plan so we can then start to identify 
suitable suppliers who will work with the development team to finalise 
the technical specification. 

Marketing and sales then become involved later as we identify the 
most effective way of communicating the innovations to the customer 
and consumer. Our award winning ECO Wovens range is a good 
example as it uses innovative yarn production techniques that reduce 
water usage by 89% and chemical usage by 63%. Our marketing team 
have created some great labelling and point of sale assets to support 
consumer education.   

The Berghaus business has evolved significantly over the last few 
years to counteract new challenges. What are they? 

Berghaus started life in the back room of a single shop in Newcastle 
upon Tyne nearly 50 years ago and now employs 140+ staff in the 
UK and many more around the world. The growth of the company 
itself has brought with it many challenges, and we have certainly had 
to adapt to thrive. In recent years, globalisation has meant that the 
competitiveness of the whole outdoor market has increased massively, 
particularly now that the sector is more attractive to brands that 
haven’t traditionally operated in it. 

Within that mix, Berghaus has had to work hard to maintain its brand 
and business position. Looking ahead, the biggest challenge is one 
that everyone in our industry faces. Although we all know the huge 
benefits that outdoor activities brings to those who participate, there’s 
a real inactivity crisis developing as more young people fill their leisure 
time without leaving their home (or even the sofa). We all need to 
inspire more youngsters to make some of the same choices as the 
people who created such a success out of Berghaus and the other 
brands in our sector. 

How has the business met these challenges?  

It’s our people who make that possible, at every level of the business. 
We have a fantastic blend of experience and youth at Berghaus and 
everyone is completely committed to making sure that this company 
continues to be a leader in the outdoor sector and a successful, 
profitable business. 

You have specialised in lean manufacturing for many years, how has 
lean manufacturing evolved during that time? What are the latest 
trends internationally? 

I have seen lean manufacturing develop during my career from JIT, 
basic Kanban systems, through six sigma and on to the current lean 
system thinking. Our suppliers deploy lean manufacturing / lean 
systems to varying degrees of success. Those that fully embrace it 
across the total business have been very successful. The future is 
all about continuously reviewing the value stream, not just in the 
manufacturing arena, but throughout the end to end supply chain, 
solving the next set of problems and removing as much waste as 
possible. 

The key for me at Berghaus has been to be able to give the team the 
tools to identify the value streams and then empower them to identify 
solutions that lead to step change in all areas of the business. To use a 
climbing term, this is the crux of our CI  programme.

Berghaus started life in the 
back room of a single shop in 
Newcastle upon Tyne nearly 
50 years ago and now employs 
140+ staff in the UK and many 
more around the world.
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You’ve dedicated your whole career to the consumer industry. What 
attracted you to it in the first place and why should others consider a 
career in the sector? 

The attraction of the consumer sector for me is the pace of change. 
Throughout my career, one thing has been constant - change. 
Businesses need to embrace change to keep up with consumers’ ever 
changing needs. Look at consumer behaviour in the last 20 years and 
then consider what the next 20 years could bring - what could be more 
interesting? 

What kind of leader are you? How do you get the most out of your 
teams? 

I think my team would describe me as being an empowering upbeat 
leader; one who is open to their views, listens and is approachable. 

I also like to have fun with them while giving clear direction, so our 
team meetings always involve some laughter. To get the most out 
of them I try to provide as much clarity as to why we need to do 
something, give team members the reason to buy into a decision, then 
empower them to find solutions. 

They will make mistakes from time to time, but always learn from 
them, and I support them through that process. The challenge for me 
is making sure that teams from the UK, around Asia and in the US are 
all aligned in the same direction. It is amazing how much can get lost in 
translation, so simple and clear objectives are key.

Outside of work, how do you challenge yourself? 

Challenges outside of work are, unsurprisingly, outdoor ones. I have 
been rowing for over 30 years, and now run the Masters squad (for 
those over 27!) at my local club. My challenge is to get a gold medal at 
the Masters National Championships. I have to balance training needs 
with the needs of family and work, so this is a tough one. Our squad is 
strong, but we all travel too much and have families who want to see 
us occasionally too! We are getting better each year, but the gold is still 
elusive.

I’m also raising some money for charity later in the summer by 
completing two cycle challenges, the Manchester 100 mile ride and a 
coast to coast ride. Non sporting challenges revolve around the work I 
do as a trustee for the Great North Air Ambulance, helping them with 
strategic and operational planning, as well as parenting two children.

Throughout my career, one 
thing has been constant - 
change. Businesses need to 
embrace change to keep up 
with consumers’ ever 
changing needs.


