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Welcome to the new 
edition of Nigel Wright’s 
UK Consumer Update

During the last five years in the UK, since the start of the global financial crisis, we 
have focused on developing existing client relationships and establishing new client 
relationships in the broad consumer industry.

As such, today we can truly say that we have fantastic relationships 
with a variety of great UK companies, both large and small, from 
across the different categories. 

We’ve also, during that time, listened carefully to our customers and 
ultimately worked hard to better align ourselves with their needs, 
making it easier for them to work with us. We’re more discipline 
focused today, which means that our expertise, rather than being 
diluted across different geographies, is actually concentrated on 
offering clients and candidates in-depth advice about their  
specialist areas. 

This has given us the ability to move very quickly and share the 
strongest candidates between our discipline experts – whether 
they’re sales, marketing, manufacturing or supply chain focused. 
While we may have multiple contacts within a particular company, we 
can offer clients more specific expertise, depending on the role or the 
team we are recruiting for; this ultimately makes us a more credible 
and effective search provider. 

With strong and sustainable client relationships in place, we have 
begun to re-focus on candidates. The UK economy has returned to 
growth and businesses are looking to hire again as confidence had 
grown. The market today, therefore, is very much candidate driven. 
Consequently, we are currently focused on growing our presence 
in the candidate space. We’re doing so by investing in advertising, 
to raise the profile of our brand in the market; as well as people, so 
that we have greater capability to manage the number of candidates 
approaching us, as well as clients enquiring about our services. 

Companies have tended to be quite lean over the last few years, 
relying on their employees to fulfil duel or multiple roles, rather than 
bringing new people in. Now though, those people are increasingly 
discovering that opportunities are available that appear more 
attractive, from a work-life balance perspective. This has helped 
create momentum in the market, as candidates begin to feel more 

empowered to look elsewhere. Educating the market about your 
employer brand is, therefore, vitally important as an employer today. 

Within sales, the recession created a skill gap at the National Account 
Manager (NAM) end of the market as many companies stopped 
hiring and developing graduates. Now, we find that lots of businesses 
are looking for really good, young NAMs. This is generally across the 
board too – with all categories looking to add numbers to their sales 
teams to capitalise on market growth. 

In the marketing arena, innovation is the in-demand area. Whether its 
pack sizes, flavours or new technology, new product ideas to boosts 
sales are paramount. The UK is the most competitive and advanced 
retail market in the world and as competition increases, particularly 
with the rise of a multitude of small entrepreneurial business on the 
scene, retailers and manufactures are challenging themselves and 
each other, to get ahead of the game. 

Digital also continues to be a skill in demand; especially within retail, 
where companies are trying to engage better with customers who 
are shopping for and researching products more online. E-tailers 
are really keen to hire data insight people who can ascertain what is 
driving customer behaviours online. Category management is another 
sought-after skill area, again, because brands want to increase the 
share of category sales in what is a very competitive market. 

At Nigel Wright, we have strong industry relationships, an ever 
growing database of the best in demand candidates and a great and 
growing team of consultants, all of whom have a long tenure and 
great experience, working within the UK consumer market. Although 
our business is international, we pride ourselves on our ability to 
be effective at the local level, within the countries we operate. We 
have an intimate understanding of the trends that are impacting the 
consumer industries and our experienced consultants can advise 
clients on key strategic areas that go beyond the hiring process.
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To support our international growth, we have been working on developing our brand 
identity to more accurately reflect our expanding business. As part of this process, in 
May, we launched our new Group website.

The website now encompasses the four divisional areas of the 
Nigel Wright Group: Consumer, Energy, Recruitment and Executive 
Search; each with its own unique website and brand identity.

If before, customers were directed to a website targeting the 
consumer sector exclusively, the new homepage now features a 
general Group landing page, where you can access the particular 
division most relevant to you. Once one of the four options is 
selected, you are taken to a full website entirely dedicated to the 
services and expertise offered by that division:

Consumer: This site is dedicated to our UK and International 
Consumer practice.

Energy: This is a new site which includes information specifically 
about the services and expertise offered by our Energy industry team. 

Executive Search: A new site which covers information about the 
services and expertise offered by the Executive Search teams and 
consultants operating across our business. 

Recruitment: A new site structured specifically around the  
services and expertise offered by our generalist recruitment practice 
in the UK.

We hope that the new structure will make us more accessible to you, 
and will help you source the information you need from us in a quick 
and straightforward way. 

Nigel Wright launches 
updated website

Do you have any comments on how we can improve your navigation experience? Please contact us at   
creative@nigelwright.com with your feedback and suggestions.



Kevin Brennan
CEO at Quorn Foods

Quorn Foods celebrated its most successful year in 2013, almost thirty years since its 
products first appeared on our supermarket shelves. We caught up with Quorn CEO 
Kevin Brennan who tells about the key factors behind the brand’s meteoric rise, as well 
as his thoughts on the big trends emerging in the food industry and why traditional 
advertising is still the driving force behind successful FMCG brands.

The business has grown rapidly during the last three 
years, both here in the UK as well as overseas, and it 
celebrated its most successful year in 2013. What has 
driven this growth? 

The growth has been mainly driven by the investment that has gone 
into the business since 2011, when Quorn Foods became a private 
company. That investment has essentially enabled us to increase our 
global marketing spend from virtually nothing to £15 million, during 
that time. Furthermore, we have been able to establish more effective 
sales and marketing teams in the UK, as well as strengthen our 
distributor models overseas by developing better, more sustainable 
relationships with suppliers and partners in big markets, such as 
Australia. Obviously, these actions, which were initially rolled out 
in 2011, took a couple of years to really make an impact. The rapid 
growth we experienced last year, and since, was the result of all 
of those factors finally coming together and making a difference. 
Admittedly, ‘horse-gate’ also helped a little by essentially raising 
awareness of the complications and inconsistencies present in the 
meat supply chain, caused by the fact that we’re eating too much  
of it. 

Will consumers ultimately return to eating meat products 
as trust in meat improves?

I don’t think that people stopped trusting meat in general, but 
rather, they stopped trusting specific meat products such as mince, 
sausages and burgers and ready meals containing those ingredients. 

Unfortunately, it’s always going to be difficult to be completely sure 
what is in those products and consequently, people’s nervousness 
about eating them, from both a health and quality point of view, 
probably won’t ever go away. This has certainly helped introduce 
more people to Quorn; but significantly, we don’t tend to lose 
customers once we gain them. So in terms of our business, the whole 
horsegate scandal created some momentum for us which we will 
continue to build on. It’s not an issue which will simply go away.

Quorn is expanding overseas. How is the business 
currently approaching overseas markets?

When entering a new territory we try to do two things. Firstly, we 
find the best local representation for our brand by securing a big 
local distribution partner. We’ve started to use this partnership-
type approach in every new market and it’s certainly helped. We’re 
experiencing double digit growth in the Nordic region through our 
relationship there with Findus and similarly, our partnership with 
Simplot in Australia is helping us make significant progress there too. 
Secondly, we invest in making sure our products meet the needs of 
local consumers. This has included changing the ingredients of dishes 
like lasagne in Belgium; altering our chicken nuggets in the USA so 
they look better once they’ve been cooked in a microwave, as well 
as creating products which are popular in specific markets, such as 
Kung Pao, again in the USA. There are lots of examples. Once we’ve 
got these two factors right, we invest heavily in marketing the brand, 
relying mainly on traditional mediums such as TV, which has worked 
really well. 
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What organisational challenges have you overcome so far, 
as Quorn further transitions into a global business? 

We try to run a world class business wherever we are in the world 
and getting the best talent on board is critical to achieving that aim. 
Since 2011 we’ve hired two thirds of our current UK sales team and 
replaced virtually all of the international team, because we needed 
people with much greater commercial capability. It’s been a hugely 
challenging process, especially with our fairly remote location in 
North Yorkshire, but it’s had a massive impact on our business. 

Are consumers in traditional culinary markets like France, 
Spain and Italy starting to change their habits and become 
more open to meat-free alternatives, as they have done in 
the UK?

We’re pretty certain that in many countries there has been a 
significant shift towards a greater consumption of meat free 
alternatives during the last ten years. We actually conducted a study 
two years ago across eighty countries, which sought to identify the 
number of meat free alternative products in supermarkets around the 
world. We used local researchers and in certain countries - namely 
France, Poland and Brazil - there was a great deal of scepticism 
about the project actually delivering any information that would be 
beneficial to Quorn. In the end though, French, Brazilian and Polish 
researchers, rather sheepishly, reported back to us with data backed 
up with images showing supermarket fridges literary full of a range of 
meat alternatives. I was in France last week and you can pretty much 
buy at least one meat alternative product in every store; even the 
small ones. That certainly wouldn’t have been the case five years ago. 

It’s a similar situation now in Italy and Spain. In fact, we estimate that 
there are over forty countries in the world where you are guaranteed 
to find alternative meat products in any supermarket. This trend is 
certainly driven by consumer demand for healthier food; but because 
meat is such a huge category in most countries, people don’t want 
to suddenly become vegetarians. Instead, they seek out things like 
Quorn. This trend is not going to reverse and I think the road ahead is 
very exciting from an international perspective. 

Innovation is obviously a key factor to get right in the 
food industry. In your view, what are the barriers you 
need to overcome to succeed at innovation? What is the 
innovation process like at Quorn? 

You need clarity of purpose at the start and while you want creativity 
in the NPD process, a systematic stage gate system is essential, 
to enable you to evaluate ideas and then decide if they’re worth 
progressing. In the food industry you do have the luxury of being 
able to progress ideas for much longer, than say the automotive 
industry, because the initial costs are relatively low. But, without a 
proper system in place, you will end up burning money very quickly. 
At Quorn, the innovation process needed improving and we have 
done that by tightening up what was a particularly loose stage-gate 
system. Furthermore, the senior management team now have a 
greater involvement in the NPD process, making sure everything 
is aligned and that things actually get done rather than being 
unnecessarily stalled. Better ideas rather than the ‘easiest’ ideas tend 
to emerge as a result of this. 
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What food trends is Quorn currently monitoring? 

Veganism is an increasingly big focus area for us. There’s a sense 
that the numbers of Vegans are growing, particularly in the USA. A 
catalyst for this is probably the number of high profile people like Bill 
Clinton, Al Gore and Bill Gates choosing to become Vegan during 
the last few years. Their decision to do so is based on a combination 
of the perceived health benefits as well as the wider ethical and 
sustainable factors associated with not consuming animal products. 
Consequently, I can see this becoming a really big social trend, 
globally. Another area is additive or gluten free food. It’s a big trend 
here and it is becoming bigger elsewhere too. This is partly because 
more and more people actually believe themselves to be allergic to 
gluten, even when they’re not; and also because people want to eat 
less processed food. Both of these trends are challenging, however, 
because making the food is actually quite difficult, which also makes 
the innovation process tougher.  

You’re a marketer by trade; what particular marketing 
trends do you anticipate dominating consumer product 
marketing over the next decade?

Digital will likely continue to dominate the marketing agenda within 
FMCG; however, I believe that the most successful FMCG brands 
over the next ten years will be those that invest, instead, in traditional 
advertising, as that is still the most effective way to drive penetration. 
New research suggests that, when it comes to brands, people don’t 
make as many rational decisions as they like to think they do; but 
rather, they are influenced significantly by subliminal messages 
transferred through advertising. Even if they think they’re avoiding 
advertising, it will influence their decisions anyway. At Quorn, we 
believe that in order to convert large numbers of consumers we need 
to be on TV; and consequently we currently spend around ninety 
percent of our marketing budget on TV advertising around the world. 
It really works too; we have industry leading ROI and our market 
penetration continues to grow. There’s definitely a need for digital 
marketing, but the companies that choose not to over invest in it over 
the next few years, will be the ones that ultimately stand out. 

Mo Farrah recently joined other high profile sports stars 
including Ryan Giggs, Will Carling and Sally Gunnell in 
endorsing Quorn. Is this a theme you intend to continue 
in your advertising? Why? 

Yes, we certainly want to continue reminding people that Quorn is 
a healthy protein rather than something that just looks like meat, 
but isn’t. There is already a strong association between consuming 
healthy protein and being fit and trying to get fit, and we want to 
firmly position ourselves in the mindset of consumers as being 
synonymous with health and fitness. Quorn has done this fairly well 
over the years I think. Take the Ryan Giggs adverts from the 1990s for 
example. His association with Quorn has stuck with him throughout 
his whole career since then, and has certainly made a big difference 
to the Quorn brand. Like Giggs, Mo Farah is exactly the right kind 
of person we want to endorse our brand and it helps that he is a 
customer anyway and eats Quorn as part of his training programme. 

Which brands do you look to for inspiration? 

When I was at Kellogg’s, I was part of the team responsible for turning 
Special K into a market leading cereal. All we did, however, was 

essentially mimic what all great brands do. We invested heavily in TV 
advertising, created consistent messages and increased distribution 
and visibility in stores. These may sound like basic principles, but they 
are guaranteed to make a huge difference to a brand. Quorn is similar 
to special K in some respects because it’s a relatively small brand 
which people don’t necessarily go and shop for on a weekly basis. It’s 
really important, therefore, that we try to make Quorn ‘top of mind’ 
through advertising and also easy to find within stores. This worked 
really well with Special K and if you go further back, it was also the 
strategy behind Lucozade’s phenomenal success. So, it’s not so much 
about being inspired by other brands, but rather just following how 
other similar brands have become successful. 

You’ve spent almost 30 years working in the consumer 
products industry across alcoholic drinks, fashion and 
hygienic products but the last fifteen years have seen you 
focus your career within food manufacturing. What is it 
about the food industry that has made you devote your 
career to it?

I don’t think it was a conscious decision to focus on food; but rather, 
I wanted to work for businesses where I would be involved in 
building really strong brands. Prior to joining Kellogg’s, I worked at 
PZ Cussons and was given the opportunity to develop the Imperial 
Leather and Carex brands, which were both iconic. The attraction to 
then join Kellogg’s was the chance it offered me to continue working 
with iconic brands. I found the Kellogg’s belief in investing in the 
marketing of brands very exciting and that is the same reason why 
I was attracted to Quorn. It’s a really fantastic brand with loads of 
potential, and to actually see the impact of my management on the 
brand, continues to be very rewarding.

There is a noticeable skills gap in the UK food and Drink 
industry and by 2020 the Government want to see the 
sector grow by 20% with an estimated 170,000 new 
recruits required to sustain this growth. Is finding and 
attracting talent difficult in the sector? 

It all depends on the company, I think. A company like Kellogg’s or 
Mars, for example, doesn’t find it difficult to hire because people 
don’t think of it as working for a food company per se, but rather as 
working for an iconic brand, which is very attractive from a career 
perspective. Conversely, at Quorn, we did struggle to hire at first 
because I think people perceived us as being a bit odd. We worked 
hard to change that perception though and have subsequently been 

At Quorn, we believe that in 
order to convert large numbers of 
consumers we need to be on TV; 
and consequently we currently 
spend around ninety percent 
of our marketing budget on TV 
advertising around the world.
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Reviewing customer service performance

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 with whom we have (successfully or 
unsuccessfully) recruited for. 

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 May, at the end of our 2013/14 financial year, 
we confirmed a 1% year-on-year overall increase in our 
international consumer business NetPromoter score. One 
percent might not seem a lot, but when you consider that 

it represents a change of 95% to 96%, 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. We are always looking for ways to improve 
scores, however, and in the next issue of Consumer Focus 
magazine which will be published later this year, we hope to tell 
you that the NetPromoter score has risen again.

Territory 2013/14 (%) +/-

Spain 99 +1

France 96 -4

Germany 96 +3

Norway 96 +8

Sweden 95 +1

Denmark 95 +1

UK 93 -1

Overall 96 +1

Nigel Wright is committed to offering outstanding customer service across all of 
its markets and we survey candidates and clients every month, to find out how 
satisfied they are with various aspects of the service they have received.

very successful at attracting talent. Personally, I think the real issues of 
finding and attracting talent exist specifically within the food retailing 
sector. That’s a very tough sector to make a living in at the moment. 

What skills does Quorn currently desire the most? Why 
should people consider joining Quorn? 

Regardless of the discipline, the most important thing for us is finding 
people who fit into our business. The type of people who succeed 
here are those that like to work in fast paced environments, who 
are not motivated by status and who don’t need a big infrastructure 
supporting them. Once they’re in the business we know we can offer 
them a really rewarding and exciting environment because we’re 
relatively small, we make quick decisions and we’re also growing 
rapidly. When people Join Quorn they stay, because it’s a great place 
to work. 

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 looking to 
make a similar career move? 

It’s been great. The owners backed our plan for growth and have 
been very supportive about what we have achieved so far. My 
background at Kellogg’s actually prepared me well for the transition. 

Kellogg’s is a decentralised organisation and as such you were able 
to just get on and do things. So I was quite used to quickly making 
decisions and then executing them without having to get upward 
approval first. When moving into this type of environment though it’s 
important to be aware what you’re getting yourself into. It’s a bit like 
managing a football team in the sense that if you do it well, it’s great; 
but if you don’t it can be unpleasant and there’s nowhere to hide. 

What keeps you busy outside of work?

I have three teenage children which keep me busy. I also play a lot 
of tennis and enjoy running. I still play the guitar and occasionally 
perform with a covers band. So I’m never short of something to do.

Regardless of the discipline, the 
most important thing for us is 
finding people who fit into our 
business.
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Mind the gap:
what can be done to solve the skills gap in 

the UK food and drink industry?

The Food and Drink industry is the largest manufacturing sector in the UK, with a 
turnover of £92bn. The industry offers attractive and exciting career opportunities with 
typical earnings, across all levels, remaining above national averages. Despite this, 
the industry is plagued by a number of skill gaps; especially in science, technology and 
engineering related roles.

The UK Food and Drink industry share a vision with the Government 
to see the sector grow by 20%. It is estimated that over 170,000 new 
recruits will be required to sustain this growth; including over 41,000 
management and other professional occupations. This can only be 
achieved with a revolutionary approach to reducing the skill gap.

Specialising in the recruitment of technical professionals in the food 
and drink sector has given me a strong insight into how deeply 
pervasive this skills gap is becoming. It is a daily challenge to identify 
strong senior Technical and Quality professionals across all food 
sectors. This poses a serious threat to the UK’s standing as the fourth 
largest food and drink manufacturing industry in the world.

So WHAT?

A lack of continuity, a limitation on our capability to drive change 
and innovate, an increased work load, reduced output and sub-
optimal sustainability are just some of the problems rooted in the 
industry’s skills gap. These are all issues that have a financial impact 
and ultimately hold the sector back. To address the issue of an 
inadequately experienced and skilled Technical workforce food 
manufacturers increasingly rely on Interim Technical Support.

This means, of course, encountering the cost of interim day rates 
in order to provide a quick fix for the pressing issue of the day; be 
that customer complaints, hygiene issues, a lack of consistency or 
a lengthy and fruitless recruitment process. This may work well in 
the short term (as well as providing a fertile work place for the elite 
Interim Technical professionals) but what is the long term cure?

HoW DID WE GET HERE?

In order to plug the skills gap it is necessary to establish how it 
emerged in the first place. One of the biggest causes is undoubtedly 
the attitudes of those entering the workforce. For many people, 
the food industry is an unknown entity and there is a pervading 
perception of the industry as being an ‘unsexy’ and ‘outdated’ career 
choice and therefore an unsuitable path for qualified graduates. Some 
also believe it to be a poorly paid industry.

These attitudes are closely entwined with our education system. The 
UK education system does not lend itself to equipping youngsters 
with the skills, technical and commercial acumen or impetus to 
pursue a career in any manufacturing role. For too long, securing 
a place at university and achieving a 2:1 in a traditionally academic 
subject been seen as the pinnacle of achievement. Our pool of 
unemployed graduates is testament to the fact that this is not working 
for the UK’s workforce.

WHAT CAn bE DonE AboUT IT?

In a bid to ensure a skilled and suitably qualified workforce, the Food 
and Drink Federation (FDF) is at the forefront of efforts to engage 
young people. They have launched initiatives such as ‘Taste Success’ 
with the aim of showing young people that the food and drink 
industry can offer a rewarding career.

Although asking young people to rate foods on their level of 
‘sexiness’ on the home page of the ‘Taste Success’ website is perhaps 

Heather Spain
Consultant

heather.spain@nigelwright.com
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slightly baffling, events such as the ‘Big Bang Fair 2014’ supported by 
big names such as Coca-Cola Enterprises, Mars Chocolate, Mondelez 
International, Nestle and PepsiCo UK set the tone for things to come.

Other initiatives are also in place to develop young people’s 
employability through practical training and exposure to the food 
industry. A clear example of this is the IGD’s ‘Feeding Britain’s Future’ 
programmes and the vocational training delivered by the Prince’s 
Trust. The Graduate Excellence partnership consisting of the FDF, 
National Skills Academy for Food and Drink and Sheffield Hallam  
are also investing in our future workforce with the UK’s first   
MEng Food Engineering degree course welcoming its first entrants  
in September 2014.

Radical apprenticeship reform is also central to addressing the skills 
gap and this is well under way. The FDF and its ‘trailblazer’ food 
and drink companies are leading this reform of apprenticeships for 
specific occupations that require sustained and substantial training. 
Real success of these schemes also demands a cultural change that 
raises the prestige of apprenticeships so they are at least as respected 
as traditional degrees.

These efforts need to be supported by every sector of the food 
industry. It is the responsibility of all of those involved in the food 
industry to help develop a secure pipeline of future talent. These 
initiatives are an opportunity for food manufacturers to take control 
of their future and ensure a sufficient flow of qualified and talented 
individuals into the industry. As the education and Skills Minister 
Matthew Hancock stated, “Either going to university or choosing an 
apprenticeship needs to become the new norm for school and college 
leavers.” The food industry needs to ensure it positions itself as an 
aspirational career choice.

bUT WHAT CAn bE DonE noW?

Plans to nurture a future pipeline of talent are all well and good but 
what can be achieved in the more immediate future? The answer is to 

develop your workforce by providing timely and adequate training, 
address skill deficiencies and up skill your current workforce.

An all too common complaint from employees is that they feel their 
personal development is ignored; that they aren’t provided with 
the training required to grow and develop. In a busy manufacturing 
environment training often falls to the bottom of the priority list. 
Clients and candidates cite a lack of time, lack of resources and 
pressure to drive down costs as core reasons behind the neglect 
of training. Clients often find themselves in the middle of a costly 
rescue plan that could have been averted at a much earlier stage with 
a correctly trained workforce. Investing in training and other forms 
of personal development is crucial and will lead to improved quality 
standards, improved productivity and a strong succession plan.

One of the UK’s largest food manufacturers has identified these 
issues and as a result has created a new ‘lead trainer’ role. I’m 
currently in the process of helping this business find an individual 
with the ideal combination of production and training experience 
who can manage and coordinate the training needs of their quality 
and technical workforce. This is a long term, cost efficient solution to 
improve consistency in standards, increase employee engagement 
and bridge any skills gaps.

THE FUTURE

The food industry needs a skilled and qualified workforce that will 
drive innovation, growth and future success. We must firstly nurture 
our current workforce. By working with and developing the talent 
we have we can ensure their commitment and engagement with the 
industry. Next, the food industry must be rebranded to help change 
the negative perceptions of it as a career choice.

Future generations must be equipped with the skills and impetus 
to pursue a long and productive career in the food industry. It is the 
responsibility of all involved in food production to protect an industry 
crucial to the UK’s manufacturing might.



Heather Spain
Consultant

heather.spain@nigelwright.com
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Q&A with Jon Poole, CEO of the 
institute of Food Science & Technology
I caught up with Jon Poole, CEO at the institute of Food Science & Technology, to chat 
about some of the issues I raised in the ‘Mind the gap’ article’. 

Why is there a skill gap in the food and drink industry? 

This is a very complex issue and out of the many contributing 
factors there are perhaps two that are most prominent. Firstly, 
there is an aging population in the UK, and as with most industry 
sectors, we are facing up to the fact that a significant number of our 
most experienced people will retire over the next five to ten years. 
Secondly, the food sector has and continues to find it difficult to 
attract good talent. There are many reasons for this. They include a 
pervading perception of the industry as not being particularly hi-tech 
(even though it actually is) and the fact that the sector also consists 
of mainly smaller companies; meaning typical career paths are not  
as prominent as they are in the aerospace or automotive sectors,  
for example. 

Where have pervading perceptions of the industry as not 
being high-tech come from?

Clearly, there are jobs within the food sector that are not high-tech; 
factory shift work being the obvious example. The perception also 
stems from the growth in demand for natural or ‘unprocessed’ food 
and the belief that perhaps the manufacturing process involved in 
supplying that food isn’t particularly ‘high tech’. The fact is, however, 
that there are a great deal of exciting, highly technical roles within the 
sector and this is because in order to produce high volumes of food, 
with the level of consistency and safety expected by consumers, 
you require sophisticated engineering, technology, science, project 
management and logistical planning skills and expertise. The people 
who work in the food industry represent some of the best minds and 
leaders available.

It is estimated that over 170,000 new recruits including 
over 41,000 management and other professional 
occupations are needed to help the industry grow by 20% 
by 2020. Is this a realistic target?

Relying too much on these figures is problematic. We know there is 
a need for more people and the scale suggests that significantly more 
needs to be done, at a strategic level, to attract them. The reality 
is, however, that the issue is often subjective. Some employers, for 
example, have no problem in attracting and hiring the right talent 
while others are constantly struggling to fill vacancies. Focusing on 
the macro-level of the skills gap issue is important for organisations 
like FDF, NSA, and IFST in order to encourage support for large cross 
sector projects from the government, but these large numbers mean 
little to employers in the sector. 

Initiatives such as Taste Success, Feeding britain’s 
Future, The Chilled Food Association’s Chilled Education 
programme and your own FoodStart initiative have   
been launched to try and address the skill gaps. How 
valuable are they? What more, in your opinion, can/needs 
be done? 

These initiatives are very important and there are even more beyond 
that list which is very encouraging. The downside of having all 
these initiatives, however, is that they can appear fragmented or are 
indeed generally unknown by the outside world, and in particular 
young people looking for jobs. Each of these initiatives needs to be 
accessible from a single platform, which promotes all of the positive 
aspects of working in the industry as well as all of the different types 
of opportunities available. To establish such as platform, we would 
first need all of the contributing organisations to work much more 
closely together. 

What training is already available for those currently 
in the workforce? How can we create stronger middle 
managers such as Technical Managers?

Formalised training is available at all levels within the sector, from 
basic skills training through to apprenticeships and graduate entry 
programmes. In addition, the food sector now has Advanced Training 
Partnerships, which were set up around two years by the BBSRC. 
These are essentially part funded training programmes ran, in 
collaboration, by academic institutions and businesses. They were 
created specifically to develop up and coming leaders in the food 
industry, encouraging them to increase their technical capabilities 
by studying towards postgraduate qualifications at Masters and 
PhD level. Furthermore, IFST provides professional recognition 
at technician level as well as registered scientist and chartered 
scientist levels. These are nationally recognised qualifications and 
require professional registrants to maintain continuing professional 
development. This is critical as it will ensure that technical people in 
the food sector remain up-to-date professionally and technically.

What does the food industry in the UK look like in   
5 years time? 

I only entered the food industry in 2010 having previously worked 
in a variety of sectors during my career, and I can honestly say that 
it’s already an exciting industry to work in. In five years’ time it will 
be even more so. Technology will have undoubtedly moved on and 
from a skills perspective, I genuinely believe we will have found a way 
better promote the opportunities available as well as developed a 
more coherent approach to promote the sector, in general.
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DIY Sector Update 
Nigel Wright Consumer is a leading provider of search and selection recruitment 
solutions to a range of clients, operating within the DIY and home improvement sector.

Category Leader, David Lovenbury, has been managing this specialist 
division within Nigel Wright Consumer, since its inception in 2001. 
In this article, David talks to Steve Collinge from market analysis 
consultancy, Insight DIY. They discuss the much-heralded (and 
much needed) positivity currently surrounding the DIY and home 
improvement industries, following what has been a particularly harsh 
few years for the sector.

Could you tell us a bit about your background in the DIY 
industry as well as Insight DIY?

My entire career has been spent in the home improvement industry. I 
joined Harris Paint Brushes as a sales and marketing assistant in 1988 
and subsequently went on to work in senior commercial roles, in 
the UK and South Africa, with Cuprinol, ICI Paints and Akzo Nobel. 

David Lovenbury
DIY Category Leader

david.lovenbury@nigelwright.com
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When I returned to the UK in 2010, I was disappointed by the lack 
of quality retail market intelligence for suppliers and manufacturers 
in the home improvement sector. This led me to establish Insight 
Retail Group Ltd. and the Insight DIY website. The sole purpose of 
the website is to provide breaking news, market intelligence and 
insight, for companies operating within the industry. During the last 
two years, Insight Retail Group Ltd. has expanded its offering to now 
include three independent price comparison websites: kitchen-
compare.com, bathroomcompare.com and bedroom-compare.com. 
These are the first ever independent price comparison sites dedicated 
to the home improvement sector. 

How do you explain the recent upturn in the home 
improvement sector? Is it purely down to the recovering 
housing market?

There is, of course, a correlation between the fortunes of the housing 
market and our industry. Within the first six months of moving into 
a new home, a person will spend anywhere between £500 to over 
£10,000 on home improvement projects. I don’t think the housing 
market recovery is the only reason behind the upturn in the home 
improvement sector though. A lot of industries have experienced 
pent-up demand during the last five years, as people have been 
cautious with their expenditure. Now that confidence is returning to 
the economy, in general, consumers are beginning to invest in their 
homes again, regardless of whether they’re moving home or not. This 
has also contributed to the recent growth that we have seen.

What’s your assessment of the DIY retail landscape? Are 
traditional retailers facing tougher conditions given the 
rise of the discounter? 

The retail landscape is changing rapidly; as soon as a retailer comes 
to terms with a new competitive threat, another one appears. Ten 
years ago, DIY Multiples were wary of the significant threat posed 
by general merchandise retailers such as Tesco, Asda and Wilkinson. 
Today, it is the discounters and pure-play retailers such as Amazon, 
Ironmongery Direct and the growing number of online bathroom 
retailers, lead by Victoria Plumb, that are disrupting the home 
improvement market. Businesses are trying to come to terms with 
the seismic shifts that are currently taking place, and this is one of the 
main reasons why there has been a major change in the boardrooms 
of the largest retailers in our industry. 

What are the key challenges facing retailers and suppliers 
within the home improvement industry, over the next  
12-18 months?

ABOUT INSIGHT DIY

Founded in 2005, Insight Retail Group (IRG) was created with a 
single purpose, to provide outstanding competitive advantage 
to retailers, manufacturers, suppliers, distributors, agencies 
and the media operating within the UK Home Improvement, 
Housewares and Garden Industries.

We achieve this in two ways, firstly, through this website,  
www.insightdiy.co.uk, a totally independent, information based 
site that offers not only the latest breaking news in the industry, 
but also relevant market information, 1000’s of images updated 
daily, in-depth analysis, insight and commentary.   
The information is gathered from many different sources, 
including direct links into many of the key retailers, as well as 
from industry insiders and people currently operating at senior 
levels within our industry who have access to the very latest 
market developments.

Secondly, through Insight Consultancy, where our team of 
experts is on-hand to work closely with clients on specific 
projects relating to the profitable growth of their businesses. 
Recent projects include commercial strategy development, 
the evaluation of innovation, specific category projects with 
the leading retailers and the introduction of robust internal 
processes to support effective decision making. We offer a 
highly cost effective and transparent service to an expanding 
client base including International PLC’s and a growing number 
of well known UK brands.

Steve Collinge

The retail landscape is  
changing rapidly; as soon as a 
retailer comes to terms with a 
new competitive threat, another 
one appears.
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For retailers, the next 12-18 months will be a period of buoyant 
sales, with strong like-for-like growth, across all key categories. It is 
important to note, however, that this growth will mask weaknesses in 
business profitability. Companies will have to fight harder to compete 
on price with competitors with lower cost bases and rapidly growing 
volumes. Price transparency will also become a major challenge, as 
consumers can now quickly search and compare prices both online 
and in-store. For suppliers, the much-needed growth in volumes will 
be a huge relief. However, after managing supply chains and stock 
levels so efficiently in recent years, meeting the uplift in volumes may 
be difficult for many suppliers. Finally, renewed price pressure from 
large retail customers will make things more difficult. As retailers 
reduce prices to be more competitive, suppliers will also be met 
with demands for lower prices, increased commercial support and 
extended terms. We have already seen growing evidence of this from 
at least three retailers in the first five months of this year.

What is behind the success of the successful suppliers  
in the industry? Is it about innovation or price, or a bit  
of both?

Having worked closely alongside a growing number of suppliers to 
the industry in the last four years, I believe success can be tied down 
to three specific areas - brands, innovation and flexibility. A good 
brand is your single point of difference in a market full of competitors, 
and once this is combined with innovation, not just in terms of new 
products, but in all areas - services, point of sale, packaging, logistics 
etc. - then you have a powerful proposition. If this innovation can 
then be tailored to the individual needs of the major customers, (who 
are all desperate to differentiate themselves from their competitors) 
then you have a winning formula. From a supplier’s perspective, price 
is unlikely to deliver a sustainable point of difference, as there will 
always be another company, somewhere, looking to undercut you.

Fast forward to 2020; what does the home improvement 
industry look like in your opinion? 

By 2020, store consolidation will have played a major role in changing 
the face of the industry. It’s now a commonly held belief within 
the boardrooms of the major retailers that a national spread of no 
more than 120 stores, coupled with a very effective omni-channel 
approach, is the correct model for the future. Consolidation is also 
likely to pick up pace, as the larger retailers realise that they can’t  
see off the new breed of online competitors, and decide to acquire 
them for brands, logistics expertise and more importantly,  
customer databases.

What do you enjoy most about working in the home 
improvement sector? 

Right at this moment in time, every business in the sector, whether it’s 
a supplier or retailer, is facing extremely complex strategic challenges, 
which makes it an incredibly dynamic, rewarding and interesting 
industry to work in. It’s also true, that many people, like myself, 
have been involved in the industry for a number of years, and that 
combination of experience, expertise and long standing relationships, 
also makes the sector particularly special.

Nigel Wright’s Charity of choice

We are proud to announce that Cancer Research is 
our UK charity of choice for 2014/2015. 

Our fundraising target for this year is £15,000, a large part 
of which we actually raised during the Nigel Wright National 
Three Peaks Challenge, which took place in July. 

This involved walking the highest mountains in Scotland, 
England and Wales, all in the space of 24 hours. Seventeen 
members of staff from our UK and international offices signed 
up for this challenge, which is considered to be the toughest 
endurance event for non-professional athletes, and they all 
completed the course. 

In totally, the team raised an extraordinary £12,467 for Cancer 
Research UK!

Throughout the year, we will also be organising a number of 
other fundraising events such as sporting challenges, wine 
tastings, networking presentations, and cake/bake sales.

If you would like to contribute to any of our other fundraising 
initiatives, please visit our company’s JustGiving page at  
www.justgiving.com/company/NWC

AboUT CAnCER RESEARCH UK

Cancer Research is the world’s leading charity dedicated to 
beating cancer through research. They have saved millions of 
lives by discovering new ways to prevent, diagnose and treat 
cancer, and survival has doubled over the past 40 years. Every 
day in the UK there are more than 400 people diagnosed with 
cancer that will survive the disease for more than 10 years 
thanks to research.

Having worked closely alongside 
a growing number of suppliers 
to the industry in the last four 
years, I believe success can  
be tied down to three specific  
areas - brands, innovation   
and flexibility.



Salary Survey

Job Title MIN. MAX. AVG. 

CEO 160,000 500,000 230,000

Managing Director 100,000 300,000 180,000

Commercial Director 90,000 220,000 140,000

Marketing Director 80,000 180,000 120,000

Sales Director 80,000 180,000 120,000

Operations Director 90,000 160,000 110,000

Supply Chain Director 90,000 160,000 100,000

Procurement Director 90,000 160,000 100,000

National Account Director 70,000 120,000 100,000

Engineering Director 80,000 150,000 90,000

Technical Director 90,000 150,000 90,000

Job Title MIN. MAX. AVG. 

Marketing Controller 60,000 80,000 70,000

Senior Marketing Manager 40,000 90,000 60,000

Marketing Manager 30,000 70,000 50,000

Category Manager 30,000 60,000 50,000

Trade Marketing Manager 30,000 70,000 45,000

Senior Brand Manager 30,000 60,000 46,000

Senior Product Manager 30,000 50,000 45,000

Brand Manager 30,000 50,000 40,000

Product Manager 30,000 50,000 40,000

Digital Marketing Manager 30,000 50,000 41,000

Assistant Brand Manager 30,000 40,000 32,000

Assistant Product Manager 25,000 35,000 30,000

Executive (£GBP)

Job Title MIN. MAX. AVG. 

National Account Controller 55,000 80,000 68,000

Senior Sales Manager 40,000 90,000 64,000

Senior National Account Manager 50,000 70,000 60,000

Sales Manager 30,000 80,000 50,000

Business Development Manager 40,000 70,000 50,000

Regional Sales Manager 30,000 70,000 42,000

National Account Manager 30,000 60,000 52,000

Key Account Manager 30,000 50,000 40,000

Field Sales Manager 30,000 50,000 42,000

Area Sales Manager 30,000 40,000 35,000

Ecommerce Manager 30,000 40,000 36,000

Account Manager 30,000 40,000 33,000

Junior Account Manager 20,000 35,000 30,000

Job Title MIN. MAX. AVG. 

Factory General Manager 70,000 110,000 90,000

Operations Manager 50,000 90,000 70,000

Engineering Manager   50,000 80,000  70,000

Production Manager 40,000 60,000 55,000

Supply Chain Manager 40,000 60,000 50,000

Technical Manager 40,000 70,000 55,000

Maintenance Manager 40,000 60,000 45,000

Logistics Manager 30,000 50,000 45,000

Shift Manager 35,000 50,000 40,000

Buyer 40,000  60,000  50,000

Sales  (£GBP) Marketing (£GBP)

Operations (£GBP)
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Those employed in the UK consumer sector are also more optimistic 
about the rate of increase they will receive in their next review, or 
indeed if they were to move jobs, as competition for the best   
talent increases. 

The Nigel Wright Consumer industry salary review is based on 
the details we hold on our database and is supplemented with the 
information that we have collected as part of our annual salary and 
benefits survey.

Whilst we make every possible attempt to ensure the data we provide 
are accurate it should be noted that salary levels can vary depending 
on company size, industry sector and the availability of candidates in a 
specific discipline.

To download the full European Salary Survey please visit 
www.nigelwright.com/downloads. For specific salary 
advice please speak to one of our consultants.

A noticeable increase in hiring, alongside a significant improvement in market 
confidence, has seen salaries in the UK consumer sector, according to our 2014 salary 
survey, increase slightly this year. 



How transparency 
is driving the 

sustainability agenda
Toby Pickard explores how transparency and technology are steering the sustainability 
agenda for many companies in the food and consumer goods industry. 

Increasing numbers of food and consumer goods companies are 
focusing on how they can operate more sustainably. Many of them 
now publish Corporate Social Responsibility (CSR) reports that 
document the progress they have made, and their future plans.

This growth in CSR reporting is a positive move as it demonstrates 
the industry’s commitment to the environment and society, and also 
increases transparency. However, it is important to note that if a 
business has a CSR strategy, this does not necessarily mean that it has 
a sustainable business strategy.

In the past, CSR strategies have been a separate entity to a  
company’s financial and commercial strategy. But as demand for 
global resources continues to increase and the business case for 
greater efficiency becomes more apparent, food and consumer goods 
companies are beginning to understand the link between CSR and 
business continuity.

THE bUSInESS CASE FoR SUSTAInAbIlITY

In 2011, Sainsbury’s announced it would become the first retailer 
to combine details of its corporate responsibility programme and 
financial performance in its annual report. Sainsbury’s had recognised 
the significant cost savings that result from saving energy and 
becoming more resource efficient. A more integrated approach to 
corporate responsibility and financial performance is now inextricably 
linked to the long-term sustainability of its business.

In January 2007, Marks & Spencer (M&S) launched Plan A, a five-year 
CSR programme to tackle key challenges in the areas of:

•	 climate change

•	 waste

•	 sustainability of raw materials

•	 fair partnerships and

•	 health

It was thought Plan A would cost £200m to implement, but in fact 
it generated a net benefit of £185m in its first five years. Due to its 
success, in March 2010 M&S extended Plan A further to encourage 
all of its customers and employees to start living ‘greener lifestyles’. 
One of the elements of this was inviting them to bring unwanted 
clothing back to M&S stores, so that the clothes could be donated to 
charity or recycled into new garments.

The retailer also committed to embed sustainability into the way it 
does business. The original 100 Plan A commitments have since been 
extended to 180. M&S has said it hopes to become the world’s most 
sustainable retailer by 2015.

no lonGER bUSInESS AS USUAl

The food and consumer goods industry is proactively looking for 
solutions that will help it to become more sustainable. It recognises 
that a ‘business as usual’ viewpoint is not appropriate and that 
companies must keep changing the way they operate to face the 
unprecedented challenges that lie ahead.

Making processes more sustainable can improve businesses’ bottom 
line by driving down costs, opening up new markets through 
innovation and enhancing reputations and brand value. Businesses 

Toby Pickard

Senior Sustainability  
Analyst − IGD
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that do not use resources more efficiently many miss out on 
commercial opportunities and come under increasing pressure as 
prices for scarce commodities rise.

TECHnoloGY EnAblES TRAnSPAREnCY AnD TRUST

Technology is one of the key enablers for the industry to become 
more transparent and efficient. Online platforms have emerged for 
retailers and suppliers to communicate and share best practice to 
improve their systems and increase transparency.

In the UK, Tesco has announced that it will introduce a new website 
to allow consumers to see what happens within its supply chain. The 
ultimate aim is to help build consumer trust by allowing them to view 
Tesco’s farms and factories, seeing where products come from and 
how they are produced.

Asda has already introduced video cameras at a number of its 
factories and even within its head office. The live webcams can be 
viewed on its corporate website. This initiative is just one way that 
Asda is demonstrating its commitment to being as open as possible in 
the way it operates. This may also encourage its suppliers to become 
more transparent.

Retailers are also becoming increasingly focused on ensuring their 
suppliers’ supply chains are best-in-class, having identified that 
significant environmental impact of food production sits outside of 
their direct control.

ConSUMERS ExPECT A lEvEl oF TRAnSPAREnCY

As more companies and products ‘open their doors’ to consumers 
through websites and smartphone technology to create greater trust 
and loyalty, consumer expectations is likely to increase.

Companies that don’t embrace this emerging trend could be left 
behind as their competitors engage with consumers and use trust to 
their competitive advantage.

Recently we have seen examples of technology increasing 
transparency for consumers at the point of purchase. QR (Quick 
Response) codes have emerged on a number of products. Nestlé has 
added QR codes to its Kit Kat chocolate bars with access to nutritional 
information and environmental and social impacts of the product.

Sushi chain Moshi Moshi has taken QR codes one step further and 
created an edible code made from rice paper and squid ink. When 
consumers scan the code with a smartphone, it will take them to the 

www.eatmsc.org website where they can read about where the fish 
comes from and how it was caught.

CollAboRATE To CoMPETE

The drive for more transparency will also bring the whole supply 
chain closer together. No one part of the supply chain operates in 
isolation, and no single company will be able to address the mounting 
challenges that the industry faces. Through working more closely 
together the industry will create a more secure and resilient supply 
chain, helping protect companies against sourcing issues and crucially 
providing better quality, better service and more transparency   
for shoppers.

About IGD

IGD is a research and training charity that helps the food and 
consumer goods industry deliver the needs of the public

If you would like to read more about our research and 
sustainability related insights please visit:    
www.igd.com/sustainability

Or if you would like contact us about something specific please 
email us on askigd@igd.com 

Toby Pickard, Senior Sustainability Analyst

Toby is IGD’s specialist on developments in sustainability and 
sustainable strategies in the industry. He manages IGD’s on-line 
sustainability information service which helps food and grocery 
companies understand and meet the challenges posed by 
the evolving sustainability agenda. Toby also manages IGD’s 
Industry Sustainability Group and delivers bespoke projects and 
workshops on sustainability.

Toby P
ickard

In the UK, Tesco has announced 
that it will introduce a new 
website to allow consumers to 
see what happens within its 
supply chain.
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Innovating
to succeed
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What has been apparent during the last few years is that businesses 
in the consumer products industry that have moved forward 
amidst the enduring burden of austerity have been those that have 
developed successful innovation programs. Whether its individual 
products or product portfolios, innovation is now seen as the key 
ingredient that will guarantee success. 

Despite this, many companies in the sector still fail to cultivate new 
ideas and products which will enable them to gain an advantage 
in the market; even those that invest heavily in innovation still 
fall behind. In our latest research report ‘Innovating to Succeed: 
overcoming the barriers that stifle innovation in the consumer 
products industry’ we identified four key areas that businesses 
consistently fail to get right, leading to a lack of success in  
product innovation.

1. Definition and Process

2. Marketing, Research and Communication 

3. Leadership and Organisational Structure

4. People and Culture

During our research, we considered each of these four areas 
separately and looked at how businesses might seek to change the 
way they operate to achieve innovation success. We interviewed five 
leading innovation practitioners from the global consumer products 
sector, and collected data from a survey sent out in October 2013 
which gathered responses on a range of questions relating to product 
innovation, from over 100 senior innovation decision makers across 
the industry. 

After analysing the data, we were able to identify a number of 
operational changes businesses could make to achieve innovation 
success. In summary, we learnt that:

•	 An adequate definition for innovation could help realign 
investment and time into focusing on true innovation, rather   
than ‘renovation’. 

•	 Creating a strategic process that facilitated incremental product 
development will also lead to a greater focus on meeting consumer 
needs, and a recognition of the importance of potentially ‘game 
changing’ technology. 

•	 Market forces have perhaps led to a climate of ‘rushing to 
commoditise’, yet this ‘short-termism can be overcome by building 
capability in market insight and making sure that all innovation is 
insight driven. 

•	 Products are one aspect, but the essence of successful innovation 
also lies in good internal and external communication. 

•	 The most successful innovators are companies where innovation is 
driven from the top by a ‘risk takers’ who are ‘champions’ of new 
ideas and new ways of thinking. 

•	 A key part of their role is to also to embed an inclusive operating 
structure around innovation, where everyone is given the 
autonomy to get involved and influence the innovation process. 

•	 Crucially, there must be equal contributions from commercial and 
technical people to ensure projects move swiftly and effectively.

•	 Building capability also means hiring and retaining those that  
offer a healthy balance of commercial and technical qualities to  
the business. 

•	 Culturally, there must be an acceptance of failure and employees 
must not be afraid to try out new ideas. Rather, different ways of 
thinking should be rewarded.

In the report’s conclusion, we acknowledge that for many companies, 
cost and affordability, more so than anything else, can be a detriment 
to the priority innovation is given. Yet, at the same time, our research 
highlighted that there is a common tendency, when it comes 
to product development, for business to try and do too much. 
Therefore, simply by focusing on fewer things, being evangelical 
about them and making sure they are executed excellently, can lead 
to ‘wins’ for struggling companies. 

Now that a market recovery is underway, however, many people 
we spoke to and surveyed during the project believed that the 
‘innovation climate’ would also improve imminently. In particular, 
many felt the prospect of living in a ‘post-austerity’ world would lead 
to new thinking in product innovation as companies begin to discover 
how recessionary times have changed consumers’ values. 

Furthermore, the pace at which technology is advancing means 
that, increasingly, organisations who want to be at the forefront of 
innovation will have to adapt quickly to meet these new consumer 
needs. Ultimately, the future will belong to those organisations 
that can adapt, engage and innovate to gain early wins, while 
building consistency over the long term. Innovation, flexibility and 
engagement must therefore be supported by forward thinking 
organisational design alongside an organisational sense of mission.

You can download and read the full report at:  
www.nigelwright.com/downloads

Renewed business and consumer spending has brought long awaited signs of a real, 
tangible recovery in the global market. The perceived risk of a major financial 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. 

Products are one aspect, but the 
essence of successful innovation 
also lies in good internal and 
external communication.
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Boris Auguste
VP General Manager Europe and International 

Marketing, NBTY International

The vitamins and nutritional supplements market is experiencing rapid growth around 
the world. At the forefront of this dynamic sector is the American manufacturer NBTY, 
that owns a a variety of key brands including Solgar Vitamin and Herb, Nature’s 
Bounty and Sundown Naturals. We caught up with NBTY International’s European VP 
Boris Auguste to talk about how the business is seeking to capitalise on the growing 
consumer demands for its products outside of the UK and USA.

You recently joined nbTY International. Why were you 
attracted to the opportunity? 

NBTY International is a global leader, with sales in excess of three 
billion, operating in a fantastic market. The vitamins, minerals, 
supplements and sports nutrition categories are rapidly growing 
on a global scale and there are literally countless opportunities for 
expansion on every continent. We have an excellent supply chain 
in place and the people who work here are some of the best I’ve 
come across. In fact, a key factor behind me ultimately joining NBTY 
was the positive interaction I had with the people I met during the 
interview process. I really enjoyed being able to pair my classically 
trained skills that I obtained while working at larger organizations, 
with the entrepreneurial fast based culture at NBTY. Current growth 
strategies are creating a real sense of team spirit and mutual respect 
across the organisation. I believe that’s what makes the company  
very successful.

Solgar is a premium brand but the Sports nutrition brands 
in the nbTY portfolio are more mass market. Where’s 
your focus at the moment? 

My main focus, for now, is Solgar as this product range is the central 
pillar of our business and our growth. Solgar strives for excellence 
and manufactures exceptionally high quality products, whose purity 
and potency are consistent from bottle to bottle, around the globe. 
The premium quality nutritional supplements are produced in Solgar’s 
own manufacturing facility, using natural ingredients whenever 

possible, with a guarantee that purity and potency are consistent. I 
was previously employed in the pharmaceutical industry and know 
that Solgar products match the high quality standards in that sector. 

With regards to selling nutritional supplements, is the 
approach different in the UK than it is in Europe? How is 
the business currently approaching overseas markets?

Solgar’s top priority is the health and wellness of its customers. In the 
US, UK and across the globe, Solgar is sold in specialist outlets, such 
as fine health food stores, natural groceries, and select independent 
pharmacies. This specialty market offers a valuable resource — 
educated retailers who understand how nutritional supplements 
work, helping customers to make an informed decision about their 
wellness. As well as being sold in specialist outlets, NBTY works with 
committed, distributor partners that are experts in their own countries 
and follow the same specialist strategies of NBTY. 

Are nutritional supplements like Solgar as popular in the 
UK and Europe now as they are in the USA or are those 
markets still relatively underdeveloped? What are your 
main target markets at the moment?

The USA certainly has a far more developed market than the rest 
of the world, but the UK is catching it up. Then, particularly the 
further East and South you go, you find more underdeveloped 
markets where there are more opportunities to raise the profile of our 
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brands. Our main target markets at the moment are our established 
businesses in Western Europe and high growth markets across   
the globe.

What in your opinion is the key to building brand value in 
the nutritional market?

Understanding the different consumer needs that exist in this huge 
market, having a clear picture of who you’re targeting and then 
educating the market about the benefits of your brands. As with 
any other sector, the development of a global positioning platform 
resonates with future consumers and helps to grow sales in both 
existing and new markets.

What nutritional trends is nbTY currently monitoring? 

NBTY has recently invested heavily in its consumer insights team, 
offering invaluable information on global product trends. This is for 
both food and VMHS, supporting the development of innovations to 
drive the future growth of NBTY.

Carlyle Group is the biggest Private Equity Company in 
the world; what is your experience of working in that 
environment compared to the places you’ve worked 
elsewhere in your career?

I don’t see any difference, because when you work for a big 
company, aspirationally, you need to deliver profitable growth and 
give the best return to the shareholder. It doesn’t matter whether the 
shareholder is an individual or a group; it’s basically the same. You 
need to balance the short-term return and the long-term growth of 
the company. Having Carlyle as the owner has actually made these 
objectives simpler, because, based on my previous experience, the 
ability to get investment for profitable projects and generally ‘make 
things happen’, is much easier than in a public company; so I enjoy it 
very much.

What advice would you give to other senior leaders 
considering moving into Private Equity backed 
environments? 

If you’re someone who likes the challenge of growth, then just do 
it. I’ve worked in private, public, semi-public and private equity 
companies and, for me, the latter is the best if you’re looking for 
challenge, growth and reward.

What sort of skills are you currently seeking to introduce 
to the business?

Technical skills are always in demand. We’re also looking for people 
with very strong commercial drive, who work well in teams, are 
accountable and can be proactive and agile. I also believe, as this 
company grows and becomes more successful over the next few 
years, that the people we introduce to the business must demonstrate 
humility. There are a lot of employees who have been with this 
organisation for many years and have worked hard to get it to where 
it is today. We do need to introduce new ideas and ways of thinking 
though, so those joining the business need to have the ability to bring 
new ideas to the table in a smart and respectful way. 

outside of work, how do you keep yourself busy? 

I’m married and have three daughters and being surrounded by four 
super-women keeps me very busy!

The USA certainly has a far  
more developed market than  
the rest of the world, but the   
UK is catching it up.



Employer branding: 
More important today 
than ever before
In an increasingly competitive global marketplace, attracting and retaining the right kind 
of talent is central to a company’s ability to grow.

A strong employer brand can be a powerful business tool that can 
connect an organisation’s values, people strategy and HR policies 
to the corporate brand. If in previous years, employer brand 
development was synonymous with recruitment advertising, today 
over 59% of employers say that employer branding represents one of 
the key components of the organisation’s overall HR strategy. 

There are many definitions for employer branding but they all 
essentially seek to explain a company’s ability to differentiate itself 
from competitors through a unique Employee Value Proposition 
(EVP). A strong EVP will communicate the company values in a way 
that highlights what makes that workplace unique and attractive to 
individuals sharing the same values. As employer brands are based 
on intangible factors such as image, identity, and perception, being 
able to discover what it is about a brand that creates an emotional 
inclination and a sense of identification with the company, can prove 
invaluable to employers. 

The best place to start exploring what motivates people to join a 
particular organisation, why they stay and why they leave is internal 
feedback. Existing data from employee feedback, employee 
engagement and culture surveys, focus groups, employee forums, 
new hire surveys or exit interviews can often paint a good picture of 
the prospective and existing employees’ experiences.

According to one industry report, the number of companies 
measuring, analysing and developing strategies based on ‘brand 
attractiveness’ is on the rise; as many as 39% of businesses are 
expected to increase investment in employment branding strategy 
this year. 

In 2008, Nigel Wright teamed up with researchers from Durham 
Business School to find out what attracted talented managerial 
and professional employees to particular organisations, and what 
elements of an employer brand are important to them. To read the full 
report, please visit www.nigelwright.com/downloads

CURREnT TREnDS AnD bEST PRACTICE

Candidate equals customer

In order to attract the right people, employers today need to create 
a positive ‘customer’ experience for candidates throughout the 

recruitment process. If candidates are treated in a way that makes 
them feel valued, the employer will benefit in a number of ways. For 
instance, candidates often spread the word about their experience to 
their peer group, and the quality of their experience and the opinion 
they form of an employer will determine whether or not they will 
recommend a company further. 

building a talent community

Often, candidates who apply for certain roles and are unsuccessful 
might prove suitable for future positions, which is why it is crucial 
for employers to build and maintain a talent community. By creating 
a good impression and maintaining relationships following the 
recruitment process, businesses can keep a talent bench active, 
which can only constitute an advantage.

Social and visual revolution

Social media has had a profound effect on employer branding, 
revolutionising the way we search and apply for jobs, assess our 
prospective employers, and communicate in the workplace. 

If in the past, companies’ claims would rarely get publicly contested, 
social media now offers a platform for current and prospective 
employees to voice their own views and paint a more realistic picture 
of the workplace. Channels such as Facebook, Glassdoor, and 
Payscale in particular are now useful tools for candidates to research 
and assess an employer’s offering, and organisations must therefore 
ensure that recruitment messages align with employee perceptions.

For employers, social media has made it possible to build and 
maintain a large talent pool faster than ever before. LinkedIn 
remains recruiters’ preferred social channel for finding, contacting 
and keeping track of candidates (94%), while Facebook (65%) and 
Twitter (55%) are used by businesses to showcase the employer 
brand. However, platforms such as YouTube, Pinterest and 
Instagram are gaining increased popularity with employers, who 
now use them to share easily consumable video and infographics 
and create engagement with candidates. From global giants such 
as Apple, Google and Intel, to smaller companies such as Innocent 
and Hubspot, videos are becoming increasingly powerful tools for 
communicating companies’ organisational culture and the main things 
they look for in prospective employees. 
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Furthermore, although social media also has the potential to facilitate 
internal brand communication, the emphasis on this aspect (building 
employee engagement, searching for brand ambassadors on social 
media) is still fairly limited amongst employers.

According to PiB and CRFi, almost a third of employers are now 
planning to work less with recruitment companies and focus more on 
social media recruitment. However, although it is important to build 
a strong digital presence, it is impossible to build an entire employer 
brand online as undoubtedly, the quality of individual relationships 
and the value of specialist industry knowledge are still key factors 
in attracting the best talent. To read our report on social media 
recruitment, please visit www.nigelwright.com/downloads 

Planning for change

Having an adaptable employer branding strategy is becoming 
increasingly important in today’s competitive landscape. Changing 
employment trends mean that companies need to stay agile and more 
aware of the social environment than ever before. As the number of 
temporary workers has increased dramatically over the past decade, 
HR teams face the challenge of building a common culture across 
companies, creating a sense of belonging for all employees.

Furthermore, rapidly evolving technology is constantly reinventing 
the world of recruitment. With 20% of all recruitment searches now 
made using a mobile device, investment in responsive design and 
mobile marketing has increased considerably.

HoW WE CAn HElP

When an assignment merits a creative search solution, our in house 
marketing and design team will manage the whole process for you. 

This includes developing campaigns and designing content, through 
to media planning and mailing out or placing advertisements. We also 
regularly create candidate packs and client microsites for our clients. 
These are intended to highlight career opportunities and provide 
greater insight into what it’s like working for our clients.

Advertising

To ensure that the candidate attraction process is effectively executed 
it’s really important that information concerning financial packages, 
job specifications, pension arrangements and relocation requirements 
are communicated clearly. Our in-house team can ensure that this 
side of your recruitment project is taken care of through producing 
first-rate clear and concise messages, tailored to your needs. 

Candidate Packs

Typically these contain detailed information about the company, 
its place in the market, its culture, the role, location, package and 
much more. These packs are tangible items which create a point of 
difference in the marketplace and have proved to be highly effective 
for large, high value recruitment assignments.

Client Microsites

In addition to or to compliment a candidate pack we also offer our 
clients a detailed microsite, hosted on our own website. This follows a 
proven template to ensure that potential candidates are able to get a 
full picture of the role and the company.

For more information about our marketing services 
contact the nigel Wright marketing team at 
marketingdept@nigelwright.com
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About Nigel 
Wright Group
Since its formation, Nigel Wright Group has become a leading 
specialist consumer industry search firm. We have extensive 
experience of bringing together high-calibre candidates and  
world-class organisations. Our consultants are committed to 
delivering a quality service, to clients and candidates alike.

OUR CAPABILITY

GlobAl DATAbASE oF TAlEnT

We can find the best candidates from anywhere in the developed world. 
If you require a pan European or a global search, we have the candidates 
and contacts in your markets to get the results you need.

loCAl DATAbASE oF TAlEnT

We have native consultants present in each of our key territories. They 
all have strategic relationships with managements up to board level 
executives that extend over a number of years. This gives us an in-depth 
knowledge of your national talent pool.

ConSUMER InDUSTRY SPECIAlISTS

We are the largest specialist recruiter for the Consumer sector. We have 
over 100 international consultants communicating to the market on a daily 
basis; building a powerful network of clients and candidates.

lInGUISTIC CAPAbIlITY

A multi-linguistic capability is essential in today’s global businesses 

environment. We cover 25 languages including all European through to 
Arabic and Japanese.

All FoRMS oF RECRUITMEnT

We offer our clients executive search and selection, headhunting, 
professional networking, database searching and press and online  
web advertising.

SAlARY lEvEl

We recruit at two levels on a permanent and interim basis: management 
and executive. All projects would be managed by a senior consultant, 
Manager or Director, where applicable.

DISCIPlInE

We recruit across various disciplines ranging from Finance, HR, 
Operations / Supply Chain, Commercial / Marketing & General 
Management.

www.nigelwright.com
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