
Nigel Wright celebrates
25 years of business 

News & Events

inside
CBI − Exports future
2013 has been a milestone year for the  
North East in defining its path for future 
economic growth.

The Natural Home for the   
Modern Economy
NewcastleGateshead Initiative was facing 
a major challenge in 2012 when it secured 
the help of seasoned brand alignment  
consultants, Brand Vista.

Mike Parker, Director − Orange Bus
Andrew Openshaw caught up with Director 
Mike Parker to talk about the new service, as 
well as what life is like at the North East agency.

Powering the future of the region...
A closer look at the North East’s new and 
renewable energy potential.

issue eleven 2013



Key Contacts
Group Executive Director
Mark Simpson
t: +44 (0)191 269 0720

Executive & Finance
Peter Neal
t: +44 (0)191 269 0706

Operations & Commercial
Alistair Moore
t: +44 (0)191 269 0770

IT & HR
Sue Ormerod
t: +44 (0)191 269 0722

Editorial
Andrew Openshaw
t: +44 (0)191 269 0771

Design
Richard Turnbull
t: +44 (0)191 269 0699

Richard Smith
t: +44 (0)191 269 0695

Contents

06 Market update
The latest company news from Nigel Wright as well as the 
wider recruitment industry.

3

Contents

imagine

News & Events

12 CBI − Exports future
2013 has been a milestone year for the North East in defining 
its path for future economic growth.

36 The Natural Home for the   
Modern Economy
NewcastleGateshead Initiative was facing a major challenge 
in 2012 when it secured the help of seasoned brand 
alignment consultants, Brand Vista.

52 Get Smarter: Gateshead’s £150m  
town centre
If you’ve driven over the Tyne Bridge into Gateshead 
recently, you can’t fail to have noticed the dramatic changes 
to the town centre’s skyline.

Analysis

36

18

14

32

www.nigelwright.com

NIGEL WRIGHT RECRUITMENT, BRINGING TOGETHER HIGH-CALIBRE

CANDIDATES AND WORLD-CLASS ORGANISATIONS.

26 Powering the future of the region...
A closer look at the North East’s new and renewable  
energy potential.

Energy sector review

14 Scott Stevenson, General Manager − 
JCT600 Porsche
Ian Scott Bell catches up with Scott Stevenson, General 
Manager JCT600 Porsche and Centre Principal at Porsche 
Centre Newcastle.

18 Mike Parker, Director − Orange Bus
Andrew Openshaw caught up with Director Mike Parker to 
talk about the new service, as well as what life is like at the 
North East agency.

Interviews

issue eleven 2013



5

Welcome

imagine

Welcome to the eleventh edition of Imagine, 
Nigel Wright’s annual in-house magazine for 
the North East market. In this issue you can read 
in-depth analysis of some of the region’s most 
important sectors as well as contributions from, 
and interviews with, a number of influential local 
business leaders.

This is a special edition for us, as last month we 
celebrated our first 25 years as a business. We’ve 
come a long way during that time; starting in 
Newcastle in 1988 supporting the local finance 
sector, to today, where we are now a brand leader 
in the region across multiple industries, with over 
40 professional consultants in our Newcastle 
office. We’ve also grown outside of the North 
East, nationally as well as in Europe, where we are 
recognised as the largest specialist consumer sector 
recruiter, with nine international offices. 

One of the things that I find most rewarding is 
the fact that the ambition that was intrinsic to the 
organisation from the very start still exists today. I 
presented our ten year BHAG (Big Hairy Audacious 
Goal) recently, where, on behalf of the Nigel Wright 
board, I outlined our objective to become a globally 
recognised leader in recruitment over the next ten 
years. And we’re already making real progress  
with this objective, in the consumer sector as  
well as in the energy sector, where the business  
is in the process of establishing a UK wide and  
European presence. 

Underpinning this success has always been an 
emphasis on service delivery as well as hiring 
and retaining the best people and creating an 
environment for them to develop and succeed in. 
We’re now an employer of choice in the North East 
market, and we’ve achieved this by creating career 
opportunities for our ambitious consultants to move 
up in our organisation into management roles here 
in the UK and overseas.

We also continue to support the North East through 
our involvement with organisations such as the 
CIPD, local charities where Nigel Wright staff 
act as trustees, and through the support we give 
organisations via the Nigel Wright Foundation. As 
one of a group of current employees who have had 
the pleasure of working at Nigel Wright for the last 
13 years, I would contend that people continue to 
stay here because it’s a business that they can be 
proud of. 

The last 12 months have continued to be tough 
in the region, slightly tougher in fact, than the 
previous 12. But I think many feel that the outlook 
for 2013 is starting to appear healthier than it did 
back in January. The European debt crisis has 
begun to stabilise and the perceived risk of another 
major financial disaster has largely disappeared. 
Although growth will continue to be hard-won, 
we’re optimistic about current conditions as  
well as the prospects for business over the next  
12 months.

I want to take this opportunity to thank our 
customers, who have allowed us to share in their 
success over the last two and a half decades, as 
well as our employees, past and present, who have 
been instrumental in helping Nigel Wright become 
the established and successful business it is today. 

I hope you enjoy reading the latest edition of 
Imagine magazine and as ever, we welcome any 
feedback on any of the content.

Mark SiMpSon
GROUP ExECUTIVE DIRECTOR

CONTaCT US

Nigel Wright Recruitment
Lloyds Court
78 Grey Street 
Newcastle upon Tyne
NE1 6AF
United Kingdom

t: 0191 222 0770
f: 0191 222 1786
info@nigelwright.com
www.nigelwright.com

FEEDBaCk

We would be delighted to hear 
your comments on this edition   
of imagine.

Alternatively if you would like to 
contribute to the next edition, 
please contact us on 
0191 222 0770.

Welcome

Nigel Wright 
capability matrix

Welcome

We have a unique, single North East focused recruitment team, recruiting at 
salaries from £18,000 to £250,000 across the private, public and third sectors.
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Seventy heads are    
better than one

Students taking the International Marketing module as part of the 
Advanced International Business Management Dual Award MA/MSc are 
encouraged to complete a marketing plan for a ‘live’ case study company 
or product. Businesses can submit project briefs to course leaders 
and students can select which companies they wish to research. This 
year Nigel Wright submitted a brief asking for assistance in identifying 
new international markets to expand into, and was delighted when 70 
students completed in-depth reports, following a three month  
research process.

Ian Scott Bell, Group Head of Marketing at Nigel Wright commented 
‘The reports produced were insightful and addressed the academic 
principles of business development in a real-life context. I was 
particularly impressed with the quality and rigour of the research and 
am thankful to the students who agreed to formally present their work at 
the end of the project, which they did in a thoroughly professional way. 
I felt the process was straightforward and I will definitely incorporate the 
findings in our business planning processes.’

The students used recognised evaluation methods to assess risk and 
opportunity for Nigel Wright in new international markets. Ian Scott 
Bell noted, ‘It was very interesting to see how the process was split into 
cultural risk (or fit) and economic risk (or opportunity); some  
unexpected markets were well argued and we also gained new insights 
into markets we have already been considering. I would happily 
recommend the process to any business with an international  
expansion project like ours.’

According to Joanna Berry, Newcastle University Business School 
Director of Engagement, ‘The University is a valuable resource for local 
industry. Collaboration projects such as this one can assist in the wider 
development and understanding of our region and students can gain 
significant hands-on experience through applying their learning on real 
life case studies and industry projects.’ Module leader Caroline Barras 
added, ‘Newcastle University Business School is always keen to work 
with companies in this context. In the past we have worked alongside a 
range of businesses, including advertising and PR agencies, providing 
them with research to inform marketing strategy.’
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Nigel Wright collaborates with students from Newcastle University Business 
School, as it plans its next international move.

New innovation project  
launched at University 

Many factors drive innovation within businesses; including competitive 
pressures, changing customer and employee expectations and the 
opportunities provided by new technologies. Innovation comes from 
many sources and can lead to many changes that affect products, 
services, ways of working and business models. Part of the research 
phase will involve collecting data from Nigel Wright contacts by way 
of a short quantitative survey which will seek to learn, primarily, how 
organisations are tackling innovation. 

The business school is keen for the research to be informed by ‘real-
world experiences’ and the results to be beneficial to the businesses 
that take part in the study. The survey data will be complemented 

by information gathered from interviews with 200 top regional 
organisations, to get different perspectives on innovation and its 
associated challenges. The project also coincides with the launch of 
the business school’s ‘Innovation Studio’; the first events took place 
in July. The objective behind ‘Innovation Studio’ is to provide a forum 
for individuals and organisations seeking to develop their capability for 
innovation. It involves a series of seminars and workshops. 

For more information about the research project or to 
enquire about joining the Innovation Studio, please  
contact colin.ashurst@ncl.ac.uk at Newcastle University 
Business School.

Nigel Wright Recruitment is assisting Newcastle University Business School 
in a major new piece of research on innovation and how it drives company 
performance and transforms the bottom line.

IT Research
Project

Do you work in a senior role for an organisation 
in the North East? Newcastle University Business 
School needs 15 minutes of your time.

The Business School is starting a major new 
piece of research on innovation and how it drives 
company performance and transforms the   
bottom line.

We want this research project to be both led by 
and of benefit to your real-world experiences. We 
would therefore be very grateful if you could fill in 
the survey (link below), or pass it on to a colleague 
who leads on innovation. You will not only be 
helping to shape a major piece of innovation 
research, and receive a copy of the findings, but 
you will also be entered into a prize draw, as a thank 
you for your invaluable assistance. If you have any 
questions about the project, or NUBS’ work in the 
field of innovation, please contact Steve Erdalat 
(steve.erdal@ncl.ac.uk) 

https://www.surveymonkey.com/s/9S9FPKV

Calling Senior Managers: 
Assist with Business 
School Research and  
win £100 in Eldon  
Square Vouchers. 

SUE ORMEROD, ASSOCIATE DIRECTOR − IT & HR



Newcastle-based staff were joined by their London 
and European colleagues – flown in especially 
for the occasion – at the venue for an evening of 
entertainment including a three course meal, live 
music and a céilidh. 

The celebrations began at Nigel Wright’s Grey 
Street office in Newcastle, which has been the 
businesses headquarters since 2003. From there 
coaches took over 100 staff to the castle where 
festivities began at 6pm with drinks on the  
gun terrace. 

The anniversary is actually the 29th July; the day 
Nigel officially launched Nigel Wright in 1988. 

Since then the company has gone from being 
a small, local finance recruiter, to become a 
recognised specialist recruitment brand in Europe 
and beyond, with ten international offices.

Group Managing Director Jon McNeish said on 
the night that it was an opportunity for everyone to 
‘recognise the achievements the business has made 
over the last two and a half decades, as well as look 
forward to another 25 years of building success.’ 

To mark the occasion the 7th June 2013 was 
declared a company holiday to ‘give thanks to 
everyone’s ongoing hard work and commitment.’
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“The anniversary 
is actually the 
29th July; the day 
Nigel officially 
launched Nigel 
Wright in 1988.”

On 6th June all Nigel Wright employees attended a party 
at Alnwick Castle in Northumberland, to celebrate the 
business’ 25th anniversary.

Celebrating

  in style...
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Nigel Wright 
represents 
local Woman 
In Property 
network

WIP is a national organisation that seeks to enhance 
the profile of women in the property sector as 
well as encourage and nurture aspiring talent. The 
association celebrated its 25 year anniversary last 
year and now has over 1,000 members across 12 
branches in the UK. 

Beth manages the Built Environment team at Nigel 
Wright Recruitment, specialising in the supply of 
contract and permanent technical staff across the 
North East in the Architecture, Building Surveying, 
General Practice Surveying, Facilities Management, 
Building Services Engineering, Civil Engineering, 
Quantity Surveying and Construction professions. 
She began recruiting into the Construction & 
Property sectors during her placement year at 
university and now has seven years’ experience 
supporting key businesses in those industries. 

“I really enjoy the diversity of my role - from 
account management, networking and business 
development, to placing excellent people into 
exciting new jobs. I find it particularly rewarding to 
see candidates progress and develop during their 
careers. I became Chair of WIP Newcastle last year 
and with the help of the North East committee, 
organise and facilitate regular networking 
events. We are passionate about the broad Built 
Environment sector and always ensure our events 
have themes and guest speakers that will be of 
interest to everyone who attends.” 

Anyone interested in building networks 
within the Construction and Property 
sector or attending a WIP event should 
contact Beth on +44 (0)191 269 0678  
or email her at     
beth.brierley-jones@nigelwright.com

Nigel Wright Consultant  
Beth Brierley-Jones was 
appointed Chairman of 
the North East branch of 
the Association of Women 
in Property (WIP) in 2012.

Salary Survey

Our large data-set allows us to understand 
the average salary and benefits packages 
people receive within the North East. 
Other factors covered include the benefits 
regarded as important in a remuneration 
package, the reasons why people move 
jobs internally or externally, as well as the 
methods utilised to search for a new job. 
Some of the highlights of the survey are 
detailed below. 

Job satisfaction 

The results show a fairly satisfied 
workforce in the region. Although there 
are variations between the strength 
of respondents’ satisfaction, over 70% 
of respondents at each level of their 
organisations rated themselves as being 
between satisfied and very satisfied. 
Those working at the executive level 
were the most satisfied. There was little 
difference in the level of satisfaction 
across the disciplines below executive 
level. Those working in commercial roles, 
however, are slightly (2-3%) less satisfied 
that those working in either operations or 
support services. 

Changing jobs

Respondents were asked to select the top 
three factors that would motivate them 
to change jobs, both within their current 
company (internally) and to another 
organisation (externally). It is perhaps 
no surprise that the three most popular 
influencing factors are quite closely linked 
– one leading to the other in most cases. 
These were increased remuneration, new 
challenges and promotion. 

Job search methods 

Respondents were asked to select 
all methods that they would utilise 
when looking for a new role. As the 
respondents surveyed were mainly 

people already known to Nigel Wright 
Recruitment, it is no surprise that within 
the top three methods were our website 
and using a recruitment consultancy. 
Social networking is also an increasingly 
important method for job seekers. Using 
social networking sites to identify job 
opportunities now surpasses the use of 
traditional media such as newspapers  
and magazines. 

Salary increase 

As part of their last salary review 
respondents received, on average, a 
2.8% increase. Overall, respondents 
were expecting slightly less in their next 
salary review, with the average increase 
expected at 2.6%. Those at the executive 
level were more likely to be anticipating 
a raise next year whereas other roles 
such as Consultants are expecting their 
value to decrease. The majority (56%) of 
respondents received between 1% and 
5% in their last review and 60% expect to 
receive between 1% and 5% in their  
next review.

In February 2013 we published our annual North 

East salary survey. The report was complied from 

over 1,000 respondents, across different industry 

sectors, who completed our online survey between 

the beginning of December 2012 and the end of 

January 2013. The survey is timely, as the beginning 

of the year is when pay reviews get announced.

Visit www.nigelwright.com 
to view the full report or request 

a printed copy by emailing 
creative@nigelwright.com
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Collecting valuable data helps us to refine our processes as well as 
develop adequate training programs for our teams. This in turn gives 
us a strategic advantage in the marketplace by allowing us to review 
issues and then make immediate improvements across all areas of  
our business. 

The North East Market is an essential part of our UK operations. 
For 25 years we have worked alongside firms across a wide range 
of sectors in the region - encompassing consumer, industrial and 
manufacturing, professional services and IT and digital - supporting 
them in the selection and development of talent across all disciplines. 
In 2012 our North East Business NetPromoter Score, over four 
quarters, was 93%. That means that 93% of customers would 
recommend our services to others. This is particularly high for   
any growing business and we believe it positions us ahead of   
our competitors. 

Each month we survey clients and candidates to find out how they 
perceive our services. As well as the NetPromoter score we also ask 
customers to rate different aspects of our service on a scale of one-
five (five being excellent and one poor). Below is a table representing 
data from over 350 client/candidate responses over the last four 
quarters. An overall percentage has been calculated for each  
service category.

As you can see our relationship building, professional knowledge, 
service and quality are all rated between 80-100% (Very good   
to Excellent). 

If we delve into the detail, the chart below outlines 14 of the key 
factors central to the candidate engagement process. All categories 
are rated above three (Good) and over half are rated four (Very Good) 
and above by NE based candidates served in 2012.

Similarly, clients are also content with the overall service they 

received. Out of 23 customer service factors, none fall below a rating 

of three (Good). Some key areas central to our business ethos such 

as sector specialism, professionalism and communication are all rated 

above four (Very Good).

In any aspect of performance measurement the objective is to analyse 

results and look for ways to improve scores. This is what we have 

endeavoured to do over the last 12 months and the outcome has 

been very positive. The latest results of 2013, which we published 

internally in May, show that the NetPromoter score for our North 

East business has risen to 97%, while at the same time there has been 

incremental improvement across all areas of both the candidate and 

client engagement process.

Tracking our service performance

NE Candidate Ratings 2012
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Nigel Wright is committed to offering outstanding customer service across all of 
its markets and part of that is seeking regular feedback from customers so that 
we can continually improve our service.

The Nigel Wright Foundation

During the last five years the Foundation has also 
established partnerships with other community 
groups, providing donations to local charities. Recent 
matched employee fund raising efforts have included 
Great North Runs, Movember and Children in Need. 

In 2012 the Foundation decided to focus its efforts on 
supporting two specific local charities chosen by the 
committee. They are Keyfund and Over The Wall. 
Keyfund works predominantly with young people 
with learning difficulties helping them to build their 
confidence and develop skills to enable them to play 
a positive role in their communities. Over the Wall 
is a children’s charity that organises ‘life changing’ 
camping trips for children aged between eight and 
17, who are affected by serious illness and their 
families. Both charities have since received   
£7,500 donations. 

Since the last edition of Imagine magazine other 
charities and organisations have also benefited from 
the foundation. They are: 

•	 Aquila Way, Gateshead - £1,500 towards training 
activities for homeless families

•	 Skills for People, Newcastle - £442 for quilt 
making materials, cookery ingredients and to hire 

the community kitchen facilities for its group for 
mums with learning disabilities

•	 Gateway into the Community, Northumberland 
- £672 rent for a rural youth group for young 
people with learning disabilities

•	 Viability Youth Group - £680 for four tents as 
part of the request for equipment for Duke of 
Edinburgh Awards expeditions

•	 Groundwork South Tyneside and Newcastle: 
Awarded £500 as a contribution towards 
introductory taster sessions in vocational skills to 
young people

•	 Tynemouth Volunteer Life Brigade: Awarded 
£491 as a contribution towards renewing and 
upgrading its rescue and personal protection 
equipment 

•	 SNIPS (Special Needs Integrated Play Scheme): 
Awarded £500 for children’s meals and a disco as 
part of the group’s Christmas celebrations 

•	 British Wireless for the Blind Fund: Awarded £406 
for five Duet 2 radios

The Nigel Wright Foundation is currently planning 
fundraising events to take place over the summer 
for its chosen charities, one of which is an employee 
Coast to Coast bike ride. 

The Nigel Wright Foundation was formed in 2006 and currently consists of 
a committee made up of Nigel Wright Employees. Since its inception the 
Foundation has given over £85,000 to charitable causes.

Intern initiative

The intern initiative is part of the BA 
(Hons) Business Leadership and Corporate 
Management degree at Northumbria 
University, which they are currently studying 
towards. This degree programme is the 
flagship programme of Newcastle Business 
School and it is specifically designed to 
develop skills and equip graduates for 
early career progression. The degree is 
delivered over three years with the second 
and third years spent in periods of full time 
employment alongside study blocks at  
the University. 

For 12 months Sian and Katie have been 
supporting Nigel Wright’s North East 

business across the IT, HR, Scientific, Energy, 
Operations and Commercial teams. Their 
day to day responsibilities include resourcing 
candidates, initial telephone interviews, 
arranging meetings and interviews as well as 
ad hoc administrational tasks for the wider 
office; including organising events and 
reporting on data integrity, candidate activity 
and the effectiveness of paid-for external 
resources, to Senior Managers. 

According to Sian, ‘After only one year at 
Nigel Wright I feel like a completely different 
person. The learning curve has been very 
steep but I can honestly say that it has all 
been worth it. The exposure to a professional 

organisation has taught me many lessons in 
work ethic, professionalism, time keeping, 
attitude, office relations and understanding 
people; which no ordinary graduate could 
hope to get by just studying at University. 
I have a better idea of what motivates me, 
what I want I my career to look like and how 
I need to develop my skills further to get to 
where I want to be’. 

Senior Manger Alistair Moore commented, 
‘Sian and Katie have had a big impact in the 
business, as a result we’re hoping to continue 
our relationship with Newcastle Business 
School and hire more high calibre interns in 
the future’. 

Last summer Sian Wakefield and Katie Newton, two students from Newcastle 
Business School at Northumbria University joined Nigel Wright as interns, 
working in the Newcastle office.

“In 2012 the 
Foundation decided 
to focus its efforts 
on supporting 
two specific local 
charities chosen 
by the committee. 
They are Keyfund 
and Over The Wall.”



Lord Adonis’ North East Independent Economic 
Review, published in April, outlined increasing 
productivity, facilitating international export growth 
and embedding a sustainable skills base as key 
priorities for the region.

At the heart of the Adonis review is a plan to 
focus on a small number of key sectors where the 
North East has the capacity to become ‘world-
class’. These include bio-pharma and life sciences, 
advanced manufacturing, oil and gas and digital. 
Underpinning this focus will be an industrial 
strategy, which will see investment steered towards 
businesses within those sectors, where real growth 
potential has been identified. Capitalising on the 
region’s export growth, in particular, will be a major 
area of focus. The North East is the only region with 
a positive balance of exports and this is therefore an 
obvious area to give further support to. 

The CBI, the UK’s leading business organisation, 
has been quick to get behind the findings of the 
Adonis review. In its North East Commission 
response, it notes how the time is ripe for the 
region’s economic potential to finally be unleashed. 
Due to a range of factors such as rich natural 
resources, as well as engineering and export 
strength, the CBI contends that the North East 
should be playing a more central role in national 
economic growth. One of CBI’s key policy plan 
themes for 2013 is ‘encouraging high-growth 
export champions’ and the organisation has been 
working hard to showcase the region’s export 
success, to date. 

In The only way is exports: Renewing the UK’s role 
as a trading nation, published in April, it is noted 
how the UK has persistently run a trade deficit over 
the past 15 years. Furthermore, although exports to 
Brazil, Russia, India, China (BRICs) have increased, 
the current rate of growth leaves the UK trailing 
behind its international peers. However, the report 
contains three case studies of North East based 
businesses that have achieved exceptional export 
success in recent years; Ryder Architecture, Nissan 
and Soil Machine Dynamics (SMD). 

•	 In 2011, Ryder Architecture announced it had 
won a major contract in China, supporting 
the emerging healthcare market through the 
development of a large hospital complex. It was 
the onset of the recession in the UK that proved 
to be the catalyst for the firm looking overseas 
for clients. Now, international markets will be a 
major part of Ryder’s future growth. High profile 
international contract wins have also helped the 
business further establish and secure its position 
in the UK. 

M-Clubs was set up as part of the CBI ‘future 
champions’ campaign to provide a forum for MSBs 
to connect and share knowledge of international 
markets. Research carried out by CBI highlighted 
that MSBs in Germany, for example, add 
significantly more value to their domestic economy. 
If UK MSBs could achieve more overseas in line 
with their European peers, they could add around 
£20bn to the value of the UK economy by 2020. 

One North East firm that is taking advantage of 
M-Clubs to boost international sales is Miller 
International, which sells earth-moving equipment 
to the United States, Europe, India, Australia and 
China. Its turnover is currently around £25m and 
it is using insight gained from CBI / M-Clubs to 
leverage more opportunities overseas. Millar 
International MD Jacqui Millar has praised the 
‘terrific’ support offered by CBI. 

Another area which Lord Adonis and the CBI 
both agree needs improvement is transport 
‘infrastructure’. One key area in this regard, 
addressed in Lord Adonis’ review and the 2013 
CBI report Trading places: unlocking export 
opportunities through better links to new markets, 
is international flights. The CBI report notes the 
significant impact the daily Emirates flight from 

Newcastle to Dubai has had on international trade 
since its launch in 2007. with trade between the 
North East and Australasia growing from less than 
£150m a year to more than £275m a year. In the 
Adonis review, the authors suggest that the next 
geographical target for air travel expansion should, 
be the USA, with the establishment of a new direct 
flight to a major North American air hub. CBI North 
East is working alongside other key partners in the 
region to support Newcastle International Airport in 
helping this flight to become a reality.

The CBI believes that a fresh focus on international 
trade development will help define the region over 
the next few years. Whilst the region has proud 
exporting credentials, more needs to be done to 
embed the idea of exporting in more businesses, 
particularly in the SME and MSB communities. 
If the region can establish the kind of support 
and focus on international trade envisaged in 
the Adonis Review, there is the opportunity to 
deliver a real step change in performance. North 
East businesses have the opportunity to exploit 
real opportunities overseas in traditional markets 
such as Europe and North America but also,  
increasingly, in emerging markets too, helping 
them to become truly international players in their 
respective markets.

•	 Nissan in Sunderland, which is now the UK’s 
most productive car manufacturer, exports 85% 
of its vehicles to Europe and in 2012 reached 
record production figures. The business is now 
seeking to build on this success by realigning its 
export strategy to take advantage of emerging 
market growth. 

•	 SMD in Wallsend, which manufactures robotics 
equipment for the subsea oil and gas sector, 
has achieved impressive export growth since it 
received private equity backing in 2008. A lot of 
the ground work in establishing its international 
customer base was done by CEO Andrew 
Hodgson, who spent two years travelling 
the world, gathering intelligence and making 
connections in the industry. Overseas sales have 
increased by 30% over the last five years as  
a result.

In order to get more North East businesses ‘on 
the global map’ the CBI and Lord Adonis contend 
that there is still work to be done, particularly with 
regard to helping the high number of medium 
sized businesses (£10-100m turnover) in the region 
succeed overseas. The CBI considers MSBs as 
‘sleeping giants’ and is seeking to provide more 
support to them through its M-Clubs initiative. 

“Nissan in 
Sunderland, 
which is now 
the UK’s most 
productive car 
manufacturer, 
exports 85% 
of its vehicles 
to Europe 
and in 2012 
reached record 
production 
figures.”

“The CBI 
believes that a 
fresh focus on 
international trade 
development will 
help define the 
region over the 
next few years.”
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2013 has been a milestone year for the 
North East in defining its path for future 
economic growth.



What is the history of JCT600 Porsche and Porsche 
Centre Newcastle? 

The Newcastle dealership is part of the JCT600 
Group, which was founded in Bradford in 1946 
by Jack Tordoff. The company is now run by his 
grandson, John. Porsche has been in Newcastle 
since 1989 when JCT600 first ventured outside 
Yorkshire. It now has 19 franchises operating 
across 47 retail outlets in Yorkshire, Derbyshire, 
Lincolnshire and the North East, with an annual 
turnover in excess of £850 million. JCT600 was 
the personalised number plate for Jack Tordoff’s 
Porsche 911, in which he won the International 
Circuit of Ireland in 1973.

How has Porsche evolved following the global 
recession in 2008?

The recession certainly put a lot of strain on 
the specialist car market but the success of the 
Porsche Boxster, prior to the recession, allowed the 
business to invest in broadening its product range 
and widen the appeal of the brand. The Porsche 
Cayenne in particular helped Porsche weather 
the storm. Since then we’ve produced a series of 
improved 911s, the Porsche Panamera, released 
the Porsche Cayman, launched a new version of 
the Boxster and most recently a new version of the 
Cayman. So, it’s been quite a journey!

Has the buyer profile for specialist cars changed in 
recent years?

Yes it has. Contrary to popular belief specialist cars 
don’t have what you would call a ‘typical’ buyer 
anymore; they are bought for lots of different 
reasons, by lots of different people. There is a lot 
of choice for buyers in the specialist car market 
today and as a consequence we see a broad range 
of customer walk through our doors. Customers at 
the Newcastle branch also demonstrate a greater 
sense of individuality and confidence in their 
choice of ‘brave’ colours, which I believe is a good 
metaphor for the region as a whole. 

Ian Scott Bell catches up
with Scott Stevenson,
General Manager JCT600 Porsche and Centre 
Principal at Porsche Centre Newcastle.
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How have you adjusted your customer service 
techniques to meet the needs of today’s buyer?

We use the phrase ‘Zero Moment of Truth’. Today, 
you are guaranteed that buyers have done most 
if not all of their research before walking into a 
dealership. They know as much about the cars 
as the sales representatives, so we focus instead 
on providing a ‘hassle free’ service, by making 
the buying cycle as simple as possible. We like to 
deliver what we call a ‘celebrity service’ to anyone 
who walks into our showroom and use all forms  
of new media to connect and stay in touch with  
our customers. 

Is the future electric?

Product development for two of Porsche’s new 
cars has focused on energy efficiency and the 
development of alternative fuels. The Panamera 
S e-hybrid is a plug-in electric hybrid, with 
technology that enables charging from the grid. 
In this model the electric motor supplements the 
supercharged V6, but gives the car low emissions 
and increased fuel consumption. The 918 Spyder 
on the other hand is a hybrid powered by a 4.6 
litre V8 engine, achieving 580 horsepower, but 
with two electric motors delivering an additional 
243 horsepower. This allows for heart stopping 
performance, but the car can still return 90mpg. 
It’s a true Hyper Car. The 918 Spyder is not cheap 
however and will retail at over £600k. We’ve 
recently taken a number of trusted clients to see 
the car in the flesh. 

How did you get to where you are today?

I actually started my career in media, working 
in the reprography department of a regional 

newspaper business in Norfolk. After a couple of 
moves I found myself working in the advertising 
sales department at NCJ Media here in the North 
East. From there, still very young, I began working 
for a specialist used car dealership; this led to 
subsequent jobs at Citroen, BMW and MINI before 
I finally joined Porsche. I achieved a great deal of 
success at BMW and MINI and enjoyed building 
strong relationships with the manufacturers; we 
were able to get the best out of each other.

Is it hard to sell Porsches?

Attitude is the key ingredient to be a successful 
Porsche salesperson. Our customers know what 
they want but also know that at the click of a 
button, they can buy through a dealership outside 
the area. We have a fantastic product to sell, a 
holistic marketing programme and best in class 
customer service, but ultimately, people still buy 
from people. Myself and my team can do product 
training and teach our salespeople about the 
support we provide to new customers etc. but 
training ‘attitude’ is always difficult. When we hire 
new customer facing staff therefore, we’re always 
interested in their attitude and less concerned 
about their product knowledge, as that can  
be taught.

Finally, which one of the current range of Porsches 
would you take home?

I’m always taking different Porsches out on test-
drives for customers, and seeing the cars on the 
road is a guaranteed way of generating interest in 
them and increasing footfall into our showroom. 
I like to take all of them home from time to time, 
the entire range is fantastic and people are always 
surprised at how affordable they are. 

“Attitude is the 
key ingredient to 
be a successful 
Porsche 
salesperson. Our 
customers know 
what they want 
but also know 
that at the click 
of a button, they 
can buy through 
a dealership 
outside the area.”

NEDknot: 
a Collaboration of Non Executive Directors

NEDKnot (The Non Executive Director Knot) exists 
for executives who either are or want to be a Non 
Executive Director (NED), have the necessary 
personal and professional attributes, and who  
want to:

•	 Champion the value of NEDs

•	 Advocate rigorous NED selection 

•	 Learn more about being a NED

•	 Meet other NEDs

•	 Develop their networking contacts

In addition, the sponsors will proactively encourage 
the participation of Business Owners, Investors 
and CEOs who are considering or planning the 
appointment of a NED to their board.

The NEDKnot’s focus will be on the small and mid 
cap companies, SMEs, public and third sector 
organisations based in the region. For those 
who are active NEDs or seriously seeking NED 

appointments in this target area, NEDKnot should 
be of value.

Each Knot will congregate in the early evening at an 
appropriate venue for an informal supper.

The meetings will explore current issues in the 
NED market, often stimulated by an invited guest 
with expertise or knowledge of particular interest 
to NEDs, and provide an opportunity to exchange 
information and ideas with peers.

The sponsors will continually invite views on how 
the value of the NEDKnot collaboration might best 
be developed.

If you are interested in participating in 
our collaboration, and would like further 
information on our activities and upcoming 
events, please contact Peter Neal on  
0191 222 0770 or    
peter.neal@nigelwright.com

Meeting once a quarter, each Knot will consist of up to  
20 senior executives invited by the sponsors. 

KNOT [not] noun

“An ancient term 
used by informal 
associations to 
signify a gathering 
and intertwining of 
interests and purposes. 
A group or cluster of 
persons or things.”

NEDKnot in practice

Promote highest possible
standard of governance

Champion value
of NEDS

Advocate rigorous 
selection of NEDS

Networking Events Portfolio advice and 
introductions

Mentoring

Person profile,
identification

and selection advice

Business Owners,
CEOs & Investors

NEDS &
Prospective NEDS

Objectives:

Delivery:

Platform:

Knowledge Sharing 

Trusted Confidante Sessions 

Thought Leadership 

Suppers 

nedknot.com (online Forum) 

Private meetings & Forums 

Sponsors

The nEDknot collaboration 
is a Nigel Wright initiative, 
but benefits from additional 
intellectual and financial 
support enthusiastically 
provided by the co-sponsors.

Sponsor representatives are:

Peter Neal/Dave Bowman

Neil Warwick

Paul Kaiser



As it grew outside of the North East, it began 
adding complimentary services such as user 
experience, engagement, conversion optimisation 
and marketing services, which have helped 
establish Orange Bus as a national player, with 
a number of high profile UK clients as well as 
contracts in multiple overseas markets including 
Switzerland, France, USA, Holland, Norway and 
Canada. Clients include Phillips, Sage, Pearson, 
London Councils and Philip Morris. Recently, the 
business launched a new (e) commerce platform, 
which it hopes will facilitate UK and international 
growth over the next few years. Andrew 
Openshaw caught up with Director Mike Parker to 
talk about the new service, as well as what life is like 
at the North East agency. 

What opportunities are there for agencies like 
Orange Bus in the ecommerce market? 

People always think about it as being a relatively 
established market, but that’s not actually the case. 
Amazon was one of the early players, starting out in 
1996, so you’re less than 20 years into this market. 
It’s still very much in its infancy in terms of the 
development of the tools, the platforms and the 
various elements that encompass it. In my mind, 
every single retailer or every business that wants to 
sell something, should have an online commerce 
presence, but do they? Predominantly, no they 
don’t. There are still a number of high street 
retailers, for example, that have been slow to catch 
on. Some new and up and coming businesses are 
getting to grips with it, but ultimately, in my mind, 
we’re still at the early stages of its development. 
Some of the world’s biggest and best known 
companies didn’t exist 20 years ago and they’re in 
this space. If you ask people to name some of the 
companies that they recognise, they’re likely to 
say Amazon, Ebay etc. and those businesses are 
all relatively new. Prior to the release of the iPhone 
in 2007, there wasn’t even an app community. 
That’s a massive shift and obviously the impact 
they’ve had filters down to companies like us, 
providing services to businesses trying to emulate 
this success. So it’s created a marketplace for us 
that, again, didn’t exist 20 years ago. But, that 
marketplace is only going to strengthen, as more 
companies begin to recognise ecommerce as an 
integral part of their overall strategy. 

Is ecommerce even the right word to describe  
this market? 

There is a movement to try and drop the ‘e’ from 
commerce and Orange Bus is very much a part 
of that movement. There are a few businesses 
pioneering this idea. Ebay, for example, recently 
stated that now ‘it’s just commerce’ and they’re 
right – you either sell through your shop or you sell 
within the online market place – but really, it’s all 
just commerce and segregating it into different silos 
doesn’t make sense anymore. All of the boundaries 
are blurring in terms of how people engage with 
products and services. Customers may see an 
advert on TV or they might walk into a shop or  
they might buy something via their mobile. At the 
core of it though, you either have a product or a 
service which you’re trying to sell through   
different channels. 

What does the Orange Bus ‘commerce’ platform 
look like? 

There are three aspects which underpin our 
commerce platform: client engagement, customer 
service and marketing services. Historically, 
companies typically approach us with a ‘build it 
and they will come’ attitude. They only budget for 
large capital expenditure up-front, to develop an 
online store, but don’t plan for further investment 
in the tools to get people to visit and engage with 
the store or converting visitors into customers. 
We identified an opportunity, therefore, to work 
alongside clients and help them plan for longer 
term projects, where the initial build is just step 
one. With this model, there isn’t big capital 
expenditure upfront, but rather a tiered investment 
over a number of years, for different aspects of the 
total ‘commerce solution.’ In this way, we ensure 
that both our goals and those of our clients’ are 
aligned – if they succeed, we succeed. Secondly, 
customer service is one area that is generally 
abysmal in online stores. There’s a disjoint between 
what the customer experiences and what the 
online merchant thinks, with 80% of merchants 
believing they deliver great customer service whilst 
customers rate this at only 8%. So, our long term 
relationship with the client is focused on providing 
them with the tools and knowledge to build strong 
and profitable customer relationships, online. The 
third aspect is around marketing services. Typically, 
at the end of a marketing campaign there is a 
lengthy process of collecting data and assessing 
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      Mike Parker, Director -

Orange Bus 

“There is a 
movement to try 
and drop the ‘e’ 
from commerce 
and Orange Bus 
is very much 
a part of that 
movement.”

Orange Bus was launched seven years ago in Newcastle, by 

entrepreneurs Julian Leighton and Mike Parker. They named 

the business after Julian’s then orange VW camper van. The 

business began as a traditional ‘design and build’ agency, with a 

focus on website development and data processing.



the campaign’s success. We saw an opportunity to 
make this a ‘real time’, semi-automated process. 
Using our channel attribution model, companies 
can see the return on investment, in real time, on 
all aspects of a campaign (SEO, pay-per-click, email 
marketing, social media, print and TV advertising) 
enabling them to make adjustments during, rather 
than at the end of the campaign.

One would assume that it will be consumer facing 
businesses that predominantly come to you for (e) 
commerce expertise, is that true? 

At first, we anticipate our client base for the 
commerce platform largely being B2C businesses 
but I think the service will eventually branch 
out into B2B as well. Anything where there is a 
transaction, basically. At the end of the day, B2B 
companies are still selling something and although 
the message may be slightly different, the activities 
that they engage in and the channels they use, 
are the same. Everyone thinks their business is 
completely different, or their product or service is 
unique and therefore it must be sold differently, 
marketed differently etc. This is part of the reason 
why we created the platform, being that there are 
a number of systems and tools that can be brought 
together and used within any type of business, or 
for any service or product. 

In terms of digital marketing, you could argue that 
many B2B businesses are just doing digital for the 
sake of it, is this actually more damaging than not 
doing it at all?

Doing anything just for the sake of it is always 
dangerous and you’re probably not going to get 
a great deal of value out of it. Unless you invest 
the time to understand how it can benefit your 
customers, as well as your business, and then 
understand how you could maximize your time 
to ensure it is being used to create ‘mutual value’, 
then it won’t work. It’s important to remember 
that anything worth doing in business requires 
investment, a vision and a large amount of effort 
and desire, to make it happen. Social media, for 
example, is all about building a community and B2B 
companies can benefit from creating a community 
around their services, because that is one way of 
positioning themselves as a thought leader; and 
it reaffirms the brand. All of the touch points that 
you have must send out the message that you 
want people to receive. We’re a B2B company 
and we have to work hard to develop relationships 
and part of that is sending out the right messages. 
We’re a small company, so we have to work on 
making ourselves attractive to large companies; 
we’re considered as being a cool company so we 
have work on building a perception of trust around 
our brand, and so on. If you’re going to use digital 
channels, then it’s important that you ensure your 

team based there. In terms of further expansion, 
we do toy with the idea of setting up a London 
office but the question is always ‘Does a regional 
agency really need a national presence?’ I think 
having someone on the ground in London would 
be a benefit but at the same time, apart from Sage 
and TSG, most of our large customers are outside 
of the North East, or in fact, outside of the UK, so 
from a day-to-day, client management perspective, 
we’re managing fine being located in Newcastle. 
During a typical working day we work with a variety 
of companies, and because we operate in an agile, 
collaborative way, the day usually consists of a 
number of meetings, using videoconferencing, with 
teams in London, Oxford, Switzerland, Norway etc. 
so the fact that we’re in Newcastle doesn’t matter. 
Another office is a possible route to expansion, 
but is maybe part of a longer term plan. In terms 
of growth, we expect the commerce platform to 

help secure our position in the UK, as well as win 
us more overseas contracts over the next few years. 

Does the North East lack senior level digital and 
ecommerce talent? 

As you get further north, you find fewer large 
organisations. In the North East you’ve got 
maybe Sage, Greggs and a few other notable 
organisations, but there aren’t enough large 
companies or agencies where you can really get 
senior level experience in areas such as digital 
and ecommerce. What you do find however is 
that there are a lot of people born here who have 
gained that experience elsewhere and want to 
return to the region for family reasons or quality 
of life etc. But ultimately, there aren’t enough 
companies in the North East, that can offer people 
opportunities to gain good digital and ecommerce 

messages are aligned with how you want your 
brand to be perceived. 

You recently opened an office in Sri Lanka, how did 
that come about? What other plans do you have to 
expand nationally and internationally? 

Creating the commerce platform involved 
developing software and tools that we didn’t have 
and we required developers to build the platform, 
yet were struggling to fill positions in the UK to get 
the project moving at the velocity we wanted it to. 
It was also creating tension within in our business, 
being that it wasn’t a commercial function, but 
rather an internal investment. One of our London 
clients has a team in Sri Lanka and offered us the 
opportunity to enter the country in partnership with 
them, and take advantage of their office space, local 
knowledge etc. so we could have our development 

“As you get 
further north, you 
find fewer large 
organisations.”

“Everyone thinks 
their business 
is completely 
different, or 
their product or 
service is unique 
and therefore 
it must be sold 
differently, 
marketed 
differently etc.”
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experience, to create an ‘eco-system’ of top talent, 
like you might find in London or Manchester, for 
example. From our perspective though, the senior 
people we usually want to hire are those with good 
agency backgrounds, and the North East has some 
really good creative agencies, and some really good 
people. What you do get here is a level of loyalty 
that you perhaps wouldn’t get elsewhere; so if you 
can create a great environment for people, then 
you can easily establish that loyalty. 

As digital and ecommerce capability becomes more 
and more embedded within businesses, how will 
the agency role evolve? 

We’ve always been of the opinion that you 
shouldn’t guard your secrets. By educating clients 
on areas such as digital marketing or ecommerce, 
we’re not becoming less effective and relevant. 
What tends to happen is that as one problem is 
solved, the goalposts move and different solutions 
emerge that require our expertise. So, it’s great 
if the businesses that we work with start to adopt 
the things we have taught them and bring people 
in to do certain jobs that we were initially tasked 
to do, because we can then offer them the next 
level of service, thus creating more value for our 
clients. Commerce, user experience, engagement 
and conversion optimisation are the big areas we 
are focusing on now. We’re also building a bigger 
technology team, so we have the capability to 
work in partnership with more clients on long 
term projects, delivering innovation and expertise. 
We’ve been working with Pearson, for example, 
for almost three years now, developing a learning 
platform for GCSE students, and we want to build 
more sustainable relationships like this. 

Despite the UK being labelled a nation of mobile 
phone ‘addicts’ the latest Gartner statistics indicate 
that less than half of UK mobile phone users make 
purchases via their device. How do you see the 
m-commerce market evolving over the next few 
years? What role will Orange Bus seek to play in it?

The ‘second screen’ experience, which perhaps 
hasn’t really arrived fully in the UK yet, is 
increasingly important. This idea of syncing 
marketing messages across multiple platforms, 
simultaneously, presents a huge opportunity for 
agencies like us, because they’re all just channels 
and data points that should be working in harmony, 
requiring actionable activities. Mobile is one area 
tied into this and there has certainly been a rush 
to mobile over the last few years. But if you look 
at mobile from a commerce perspective, it doesn’t 
necessarily work for everyone. It works for the likes 
of Ebay, Amazon, and Tesco - places where you can 
buy ‘everything’ - but a mobile application doesn’t 
always work when you’re selling branded goods or 
services, for example, which people may only buy 

three or four times a year. That doesn’t warrant an 
application on someone’s phone. Also, a key reason 
why people haven’t adopted mobile devices for 
purchasing is due to the lack of good, solid mobile 
user experiences. User experience is a huge part of 
our business now and we work on a lot of projects 
involved in designing the right kinds of experiences 
and thinking about how we can monitor customer 
interactions and continuously improve the overall 
experience, to get better results and conversions. 

What other trends do you anticipate increased 
investment in over the next few years?

Big data is another trend and making sense of 
data is another key part of our service. Amazon 
and Asos are great case studies in how to 
use customer data to sell products, but most 
companies, although they have been collecting 
data for some time, are not necessarily using it in 
the best possible way; so this is a big opportunity 
for data analytics companies and agencies like 
us, involved in engagement and user experience, 
to help businesses better understand customer 
data and use it to improve customer service and 
sales. With Philips, for example, we’re currently 
working with the male grooming side of the 
business on conversion optimisation and building 
communication channels. We’re not a traditional 
marketing and adverting agency coming into 
digital, but rather a digital agency coming into 
a traditional agency environment, and we’re 
therefore very metric driven. This analytical 
approach has become pervasive now; you see 
more and more analytical people and agencies with 
analytical expertise, moving into marketing roles, as 
companies require a better understating of the vast 
amount of information available to them, to help 
them make decisions. 

You’ve described Orange Bus as both a cool 
company and a metric driven company. What is 
the Orange Bus culture like? Do you still have the 
original VW Bus? 

We started the business with ‘hippy ideals’ but as 
we’ve grown, we created more structure around 
how we operate, to help facilitate that growth. 
Structure plays an important part in helping to 
effectively manage the pressure we’re under to 
deliver for our clients, and ensures that the team 
is in fact under less pressure. We’re still a very 
young business, only three people are over 40, 
and culturally we have a fun environment. We’ve 
tried to establish a very collegial way of working 
and we try to do fun things with the team such as 
Friday beers, snowboarding and go-karting trips 
etc. We do have the original orange bus but a few 
years ago Julian upgraded to a 1967 split screen red 
Volkswagen bus. We’re not planning to change the 
name of the business though! 

“Big data is 
another trend 
and making sense 
of data is another 
key part of our 
service.”

For further information contact the golf team on 01661 85 22 55  
or email golf@closehouse.co.uk

COME AND PLAY THE WORLD’S ONLY 
LEE WESTWOOD GOLF COURSES

NOW AT CLOSE HOUSE
Close House is an 18th century mansion house set in stunning Northumberland 
countryside, less than 8 miles from Newcastle and offering the region’s best  
golf courses. With the recent announcement of the opening of the world’s first  
Lee Westwood golf courses, now is the perfect time to join us. Lee has been 
involved in the design and renovation of the two stunning 18 hole golf courses  
to further enhance their already enviable reputation. 

As well as the challenges awaiting on the courses, our golfers also enjoy the 
state-of-the-art floodlit driving range and tuition from PGA Professionals, as 
well as the No.19 clubhouse, an array of members social events, golf shop  
and academy.

Find out for yourself why Lee Westwood chooses to play golf at Close House.

CLOSE HOUSE HOTEL & GOLF, HEDDON ON THE WALL, 

NEWCASTLE UPON TYNE, NE15 0HT 

 TELEPHONE 01661 85 22 55   ENQUIRIES@CLOSEHOUSE.CO.UK

WWW.CLOSEHOUSE.CO.UK 

 When travelling to Close House using a SAT NAV please use NE41 8BL

Lee Westwood 

When I visit the club, it’s like a home from 
home. I have been asked to be attached to 
a number of clubs but Close House has 
something different, something special.
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In the last 12 months it has won retained work in four 
continents, across 18 international territories. Many of 
Nigel Wright’s international clients have planned for 
the future by seeking to achieve long term growth in 
emerging markets. As a result Nigel Wright has been 
instrumental in assisting clients build new business units 
in key strategic markets such as Asia, the Americas, 
Africa and the Middle East. Nigel Wright now has 
dedicated teams responsible for the EMEA, Asia-Pacific, 
US and Latin American regions.

Now in its 25th year Nigel 

Wright regularly fulfils 

recruitment assignments for 

clients around the world.

Number of retained 
recruitment 

assignments per 
country 2012-13

#
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A closer look 
at the North 
East’s new and 
renewable  
energy potential.

Today, the number of people directly and indirectly 
employed in the sector is over 600,000.2 The North 
East energy sector alone is valued at £900m and is 
set to grow over the next ten years.3 In particular, 
the region will increasingly be recognised for its 
expertise in new and renewable energy. 

The North Sea’s untapped oil reserves will 
guarantee the region’s place at the heart of the oil 
and gas sector for years to come, but significantly, 
the North East has successfully diversified into 
other burgeoning areas such as offshore wind, 
wave and solar power, photovoltaic cells, heat 
pump technology and biomass boilers. With 15% of 
the UK’s energy demand to come from renewable 
sources by 20204, the North East is well placed to 
take advantage of opportunities in the sector.

Narec (New and Renewable Energy Centre) in 
Northumberland is now recognised as the UK’s 
leading centre for renewable energy research 
and development. Here new technology for 
wind, wave and tidal power projects is being 
tested on a daily basis. Furthermore, the North 
East is home to the UK’s largest offshore wind 

turbine complex and biomass power station. The 
opportunities in nuclear are also well documented. 
Plant life extension, decommissioning and new 
build technology are just some of the areas  
experiencing growth. 

The infrastructure to sustain this sector is already 
in place in the North East. First class road, rail and 
port facilities make importing and exporting large 
quantities of materials easy. There is also a strong 
skills base in the region, both in the scientific and 
engineering disciplines. Investment in future skills 
is also prevalent across the industry. The £8 million 
Siemens’ Energy Service Training Centre, which 
provides technical training for employment in 
renewable power plants, is testament to this. 

These examples just scratch the surface of 
the region’s potential to be at the forefront of 
renewable energy in the UK and beyond. In this 
energy supplement, we talk to three key figures 
in the North East energy industry about what still 
needs to be done to ensure the sector remains ripe 
for investment.

In this section

andy Lake: Director, Flexible Pipe Technology & 
Engineering - Flexlife

We caught up with Director Andy Lake to discuss the business’ key 
achievements to date and how the North East will play a big part in 
Flexlife’s future plans for growth.

Andy Lake

Key Contact
Energy sector

Anthony Broadhead
MANAGING CONSULTANT
t: +44 (0)191 269 0686

The energy industry 

is of vital importance 

to the future of 

the UK economy. 

Between 2007 

and 2011, energy 

companies doubled 

their investment in 

the UK to £43 billion 

and have increased 

jobs by nearly  

two thirds.1

Playing the waiting game:
Interview with Dennis Clark OBE

NOF Energy celebrates its 25th anniversary this year.

Dennis Clark OBE

The time for wind is now:
Interview with Joanne Leng MBE

Joanne Leng MBE is Deputy Chief Executive of NOF Energy and 
Deputy Chair of Energi Coast, a group managed by NOF Energy which 
represents the region’s offshore renewables industry.

Joanne Leng MBE

Featured sector

1 Ernst & Young LLP/Energy UK (2012) ‘Powering the UK: Investing for the future of the energy sector and the UK’, London: Ernst & Young LLP.
2 Ibid. 
3 http://live-and-work.northeastengland.co.uk/jobs-north-east-work-in-north-east-one-north-east/renewable-energy-jobs-careers-in-renewable-energy-one-north-east.html
4 Department of Energy & Climate Change (2011) ‘UK Renewable Energy Roadmap’, London: Department of Energy & Climate Change.
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Global flexible 

pipe and integrity 

management 

consultancy, Flexlife, 

opened its Newcastle 

office two years ago 

in August. We caught 

up with Director 

Andy Lake to discuss 

the business’ key 

achievements to date 

and how the North 

East will play a big 

part in Flexlife’s future 

plans for growth.

“There are some 
very skilled 
people in the 
North East and 
we’ve been 
fortunate to 
employ some  
of those. ” 

Could you give an overview of the Flexlife 
business? 

Flexlife was founded in 2007 by three people who 
had worked together in the industry. Since that 
time, the company has grown from three to 100 
employees and has a turnover in excess of £15 
million. We have two UK offices – one in Aberdeen 
and one here in Newcastle. The Newcastle office 
opened in 2011 and currently employs 32 staff. 
Between the offices, we have two business units. 
I’m responsible for Flexible Pipe Technology and 
Engineering and the other business unit is Project 
Management and Integrity Management. In terms 
of the revenue split, it’s roughly 50:50 between the 
two business units. 

Flexlife recently confirmed a 45% rise in 
comparable turnover for the year 2011-2012. What 

role has the Newcastle office played so far in this 
rapid phase of growth? 

We’ve supported a new client with the manufacture 
and installation of a flexible pipe. We’ve also 
supported a range of inspection services for 
clients; whether that’s annulus testing, scanning, 
or deployment of some of our products. In the last 
six months, we’ve sent members of the Newcastle 
team to Angola, the North Sea, the Irish Sea and 
the Gulf of Mexico on a variety of projects. We’re 
the only flexible pipe inspection company offering 
our patented ultrasonic scanning technology which 
allows the user to see into the structure of flexible 
pipes. Another product of ours is ‘Flexgel’ which is 
designed to displace water leaking into the polymer 
outing of a flexible pipe and stop any corrosion 
activity that may have been taking place. We’ve 
recently worked with a client in the North Sea that 

“The Newcastle 
office opened 
in 2011 and 
currently 
employs 32 staff.”

had an aging asset and used this material to isolate 
a section of pipe. We’re looking to develop this line 
of business further. 

Why did Flexlife choose the North East as its 
second UK base? 

A core focus of the company is flexible pipe 
technology and engineering and there are very 
few manufacturers of flexible pipes; there is one 
here in Newcastle and there are two others in 
France and Denmark. Because the founders of the 
company originally worked for the manufacturer in 
Newcastle, they were aware of the resources and 
expertise they could tap into in the area. Although 
our UK customers are predominantly based in 
Aberdeen, the talent is not always readily available 
there, so the skills base here in the region is 
important. The heritage of the area and the legacy 
from other industries was also a key element. 
Although heavy industry such as ship building, 
armaments, steel and coal mining no longer exist in 
the region, the North East is still inextricably linked 
with its industrial past and as a result, there are a 
number of experienced people here who know 
how to design and build equipment. 

Generally, what is your perception of the 
engineering skill base in the North East? Is there 
enough engineering talent here to sustain   
Flexlife’s growth? 

There are some very skilled people in the North 
East and we’ve been fortunate to employ some of 
those. They’ve come from different backgrounds 
and are adaptable, allowing us to take on a whole 
range of different projects out of this office. The 
sector is only going to continue to grow in the 
region; however, there is still a need to attract 
more experienced and skilled people to come and 
work here as well as getting more young people 
engaged in choosing engineering as a career. The 
universities are helping by tailoring courses and 
training programmes towards the subsea sector - 
for example, we currently have three members of 
staff in this office attending Newcastle University 
doing the Masters Degree in Subsea Engineering 
- but good, qualified 30-somethings are really 
difficult to find. Part of the solution will be changing 
the widespread perception of the region, within 
the industry, as being an area with high levels of 
unemployment. The other aspect is collaboration. 
Healthy competition for talent is good, but 
collaboration between local companies could be 
developed. The subsea community here is much 
bigger than people actually realise, and building the 
business to business relationships will only benefit 
the companies that make up that community. 
Somebody recently described the situation in 
Aberdeen as a ‘recruitment war’; we don’t need to 
create the same situation here.

Why should other people consider joining Flexlife?

Flexlife is an innovative and growing company, 
offering progression and advancement to its 
employees. We have an open and honest approach 
to working with each other and working with our 
clients and are determined that the work that we 
produce will be of the best quality. We have an 
open type of structure in that we employ people 
who are self-starting with the ability to not just 
think and design something, but also to think about 
the consequences of having it made and having it 
deployed subsea. We also have people who now 
have experience of going offshore, seeing things 
installed and seeing how they operate once they 
leave the office. Through this, we’re able to offer 
a range of opportunities for people who come and 
join us. 

Over the last 30 years there have been huge 
advancements in oil and gas technology. What 
are the latest technology trends? How is Flexlife 
staying abreast of the competition?

There seems to be a greater emphasis on 
confirming the integrity of products offshore 
because the assets are aging and there is a 
requirement to check that they are still viable. 
We anticipate a lot of interest in our ability to 
inspect flexible pipe products, using a number 
of monitoring methods. We have products that 
are able to address certain problems and also, 
depending on the condition of the asset, we have 
the engineering ability to assess the effects of 
corrosion that might have affected the structural 
capacity or the fatigue capacity of the pipe. This 
enables us to offer a review as to whether the pipe 
can have a life extension for longer than planned, or 
whether it’s at threat of being shorter than planned, 
because of the loss of integrity.

What are the key strategic priorities for Flexlife 
Newcastle over the next 12 months?

In Newcastle, there are certainly plans to continue 
to grow but we need to understand in more detail 
what that means and what we will grow into; but 
it’s very much a key objective. The challenge for 
me is to get a structure that addresses not just 
the organisation but also the functionality that we 
want to have in the business unit. For Flexlife as a 
whole, we’re looking to develop our business in 
Houston. That doesn’t necessarily mean that we’ll 
have people there, as we’ve deployed people 
all over the world from the UK and it’s generally 
more effective for us to do that. But business-wise, 
Houston is a very important place to be, not just 
because of the Gulf of Mexico, where they have 
flexible pipe projects, but also because it tends to 
be a global centre for many of the operators with 
global projects.

andy Lake: Director, 
Flexible Pipe Technology & 
Engineering - Flexlife

Interview
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The organisation changed its name to NOF Energy 
in 2006. Today, it has approximately 400 members 
across the UK, with 50% based in the North East. 
Most of its membership is made up of oil and gas 
companies seeking to diversify into other industry 
sectors, or grow internationally. 

Honorary President Dennis Clark OBE has 40 years’ 
experience in the oil and gas sector which has 
included a number of senior roles in a variety of 
UK engineering companies as well as international 
experience gained in USA, Middle East, Australia, 
South Africa, Malaysia, Indonesia and China. He 
is currently the Chairman of Newcastle based 
offshore oil and gas and renewable company ONG 
Group, which has recently bought Hadrian Yard 
in Wallsend. He talks to Nigel Wright about ONG 
plans for growth as well as his role as a campaigner 
for the North East’s ‘high potential’ oil and   
gas industry. 

Tell us about the history of Hadrian Yard and the 
£25m investment you have made in the site.

Hadrian Yard was developed in the late 1980s/
early 1990s by Amec. Amec closed the facility in 
2004 and it became a car storage area. At its peak 
the yard employed 5,000 people and was the 
largest facility of its type in Europe with a load out 
capability of 15,000 tonnes. OGN purchased the 
yard in 2010 for £15 million and spent £5 million 
on refurbishing and upgrading the facility and a 
further £5 million on staff and systems to re-launch 
the business.

You have recently received planning permission for 
an offshore wind fabrication facility on the Tyne. 

What impact do you hope this will have on your 
business and the local economy?

We have planning permission but as yet not the 
capital investment to bring our plans to fruition. 
Our target market is round three deepwater wind 
farms on the east coast of the UK, specifically 
the foundations and the transformer platforms. 
Potentially this is a huge opportunity. However 
as yet there is no absolute certainty when this 
investment will happen and there is certainly no 
commitment as such from the Energy Companies to 
the supply chain. Until this happens our investment 
plans are suspended.

What is it about the NE that prompted you to invest 
in such an ambitious project on the Tyne? 

OGN was looking to own a fixed facility and the 
best facility available on the market was Hadrian 
yard. My own knowledge of the yard and the  
North East supply chain and workforce made it  
an easy decision.

During a recent presentation to the NOF Energy 
conference you mentioned there would be £100bn 
investment in North Sea CAPEX developments. 
This is a phenomenal sum of money, is the NE 
well positioned to service the supply chain and 
contracts that will be awarded from this?

Yes of course we are. The NE is a prime area as 
far as oil and gas field development is concerned. 
The region has 40 years of experience in the 
construction of fixed platforms and probably  
the strongest subsea capability in the UK.   
Our supply chain is robust and we have a highly 
skilled workforce.

You have highlighted during presentations to NOF 
that technology plays a huge role in Drillex and 
CAPEX projects. Can you tell us a little about these 
developments and what firms in the NE can offer 
the global energy market?

3D and time lapse 4D seismic have transformed 
what we can see as far as oil and gas reservoirs 
are concerned. As I often say we can see more 
now than we could five years ago and technology 
will continue to improve. We can now drill with 
absolute precision which allows the oil companies 
to target specific small reservoirs and improve  
field recovery. 

Your work with OGN and NOF sees you 
campaigning passionately to ensure that CAPEX 
projects are awarded to companies in the region or 
UK based firms, but it seems that we have missed 
out on billions of pounds worth of projects in the 
past. Can you give us an idea of the type of work 
and value of projects we have missed out on?

The oil companies have awarded 280,000 tonnes of 
platform and FPSO projects to overseas companies 
in the last 30 months. The most recent were the 
Statoil Mariner and Bressay platforms worth over 
£4 billion. The list is too long to repeat here but 
it started with BP Clair Ridge and Nexen Golden 
Eagle and more recently the Talisman Monarb 
topsides and the Chevron Rosebank FPSO. The UK 
has lost at least 20,000 jobs to overseas firms.

The next obvious question is why?

There are various reasons. Competitiveness 
has been one reason but no evidence has been 
provided. In certain instances the topsides were 
designed so large that the only location they 

could be built was Korea. Capacity and workforce 
availability have been used as reasons. Also 
regarding FPSO projects these are often leased 
from owners who build exclusively in the Far 
East. The UK yards could not have handled all of 
the work but 30% awarded to UK fabricators and 
their related supply chains would have made a 
massive difference to the fortunes of the industry. 
Fortunately the government’s recently launched 
industrial strategy for the oil and gas industry does 
focus on UK content and the selection process for 
major projects. The main reason in my view is that 
the temporary personnel employed by many of the 
oil companies to supervise their projects have a 
vested personal financial interest in   
working overseas.

Anyone venturing up the Tyne from the river-
mouth up to Newcastle will see a number of 
modern housing developments. The Tyne has 
changed drastically over the last century, what are 
your hopes for industry across the river? 

We are already seeing an increase compared to 
five years ago in my view. Subsea is thriving - 
companies like Tecnip and OGN have established a 
significant presence and the recent announcement 
on the Sub Sea Engineering Centre will create even 
greater interest. When offshore wind does actually 
happen the opportunities will be massive.

How do you hope to achieve these goals, is the 
government listening?

The recent strategy launched by the Government, 
as mentioned previously, does show they are 
listening. However it has taken two years of hard 
campaigning to get this recognition for UK content 
and the North East Region.

“We can now drill 
with absolute 
precision which 
allows the oil 
companies to 
target specific 
small reservoirs 
and improve  
field recovery.”

“The region 
has 40 years of 
experience in the 
construction of 
fixed platforms 
and probably the 
strongest subsea 
capability in  
the UK.”

Playing the waiting game:

Interview with 
Dennis Clark OBE 

NOF Energy celebrates its 25th anniversary this year. The 
business development group, which includes industry 
leaders such as AMEC, was formally brought together by 
the Northern Development Company (NDC) in 1988 and 
slowly grew to become the Northern Offshore Federation.



- the ice breaking and cold calling is done by us.’ 
Once introductions are made, it’s up to members 
to start a dialogue. NOF Energy, however, review 
the success of introductions made and report back 
on new business relationships set up as a result. 
Within two years it has facilitated a number of 
introductions for members involved in the offshore 
renewables sector both in the UK and Europe.

Although the oil and gas sector is buoyant Joanne 
contends that, with renewables and offshore wind 
in particular, there is a sense of ‘when are the 
opportunities going to actually come?’ Energi Coast 
tries to ensure that its members have confidence 
in different market sectors and are aware of the 
opportunities out there, both now and in the future. 
‘We tell companies to keep their eye on what’s 
happening within the sector and to be patient. They 
shouldn’t have all of their eggs in one basket and 
be aware of other opportunities, in different energy 
sectors and overseas markets, which may present.’ 
As well as oil and gas there are also opportunities in 
subsea, shale gas, renewables and nuclear. Joanne 
notes that shale gas in particular is one area NOF 
Energy is researching, ‘We are keeping a watching 
brief on this sector to ensure our members are  
kept informed.’ 

NOF Energy complements its own research with 
that provided by UKTI, to identify priority export 
markets for the oil and gas, offshore renewables 
and nuclear sectors. According to Joanne ‘Our 
best information, however, comes from our annual 
survey where we ask members where they are 
exporting to and where they would like to export 
to next.’ NOF Energy uses the survey results to 
organise future overseas visits to markets of interest 
to members. 

The Energi Coast group prides itself on the ability to 
really show the ‘industry point of view’. Its steering 
group meets every two months at the NOF Energy 
offices in Durham and during the meetings the 
companies discuss how the offshore renewables 
sector is developing and what more can be done to 
promote the region’s capabilities to a European and 
global audience.

The innovative North…

Alongside Aberdeen, the North East is a leader in 
the subsea oil and gas sector but Joanne contends 
that there is still a lot of work to be done to ‘really 
put the North East on the map’. She says ‘There 
continues to be a big push in subsea oil and gas 
developments and Subsea North East, another 
regional representative group which works 
with NOF Energy, is currently investigating new 
technologies for future developments in drilling, 
subsea production and enhanced oil recovery to 
name but a few.’ 

Dogger Bank on the North East/Humber coast 
is one of the biggest wind farm developments in 
the UK and with the strong port infrastructure 
in the region coupled with an innovative and 
technologically advanced supply chain. It is Energi 
Coast’s belief that this zone could easily be serviced 
from the region. ‘We are ideally placed for the 
operations and maintenance of offshore wind farms 
off the east coast in general. Undoubtedly, we are 
one of the leading regions when it comes to the 
offshore wind supply chain.’

Currently, many European wind farms are being 
constructed outside of the UK which is a primary 
concern for Energi Coast. ‘We need to do more 
to attract major client companies into the UK. In 
the first instance we need to promote better what 
we can offer from the region, but we also need to 
get the clients to visit so they can see first hand 
what’s on offer.’ One company that NOF Energy 
and Energi Coast has been working actively with 
is AREVA Wind. They are actively looking at UK 
suppliers and they have run various supplier days in 
the North East region. 

Another key issue which Energi Coast is trying to 
address is the fact that UK wind farm developments 
still rely heavily on European suppliers. The 
coalition government has set an industry objective 
of achieving 50% UK content in projects, but as 
Joanne states ‘We are nowhere near that figure 
yet. European suppliers are winning a lot of the 
contracts and we need to shift that balance’. There 
is significant interest from the UK supply chain 
in offshore renewables opportunities; this was 
evident from the attendance of over 200 suppliers 
at the Crown Estate road show held in  
Newcastle recently.

Raising the profile of the North East of England in 
offshore renewables is the main priority of Energi 
Coast. The region has an embedded skills base 
here and a legacy in the energy industry that 
stretches back for many years. Recently, however, 
more and more skilled professionals are being lost 
to international markets, as foreign firms seek to 
take advantage of the knowledge and expertise 
associated with the region. ‘It doesn’t matter 
where we go, whether it’s Kazakhstan or Perth in 
Western Australia, you will always find an expat 
community from the North East of England. To fill 
this gap, Energi Coast believes people from other 
industries who are making redundancies should 
be offered the opportunity to work in the sector 
and efforts should be made to retrain them. The 
armed forces are a prime example of a new pool of 
skilled individuals who would be perfect recruits for 
the industry. ‘We also need to engage more with 
school kids and make them aware of the career 
opportunities which exist here and now, in the 
region’s energy industry.’
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“Currently, many 
European wind 
farms are being 
constructed 
outside of the 
UK which is a 
primary concern 
for Energi Coast.” 

The time for wind is now: 

Interview with 
Joanne Leng MBE 
In the 17 years Joanne has been working for 
NOF Energy she has been providing business 
development support and devising business plans 
and strategy for the UK energy sector. Joanne has 
worked on over 100 global trade missions, 60 of 
which she has led. Here she talks to Nigel Wright 
about her work with Energi Coast Group, as well as 
her vision for the North East’s burgeoning offshore 
renewables sector. 

Getting the industry perspective

Energi Coast is the representative group for the 
North East’s offshore renewables sector, tasked 
with promoting the extensive offshore renewable 
expertise in the region as well as the region’s 
unique offering to industry. Energi Coast was 
officially launched in 2011 following the closure of 
One North East (ONE). In Joanne’s words, ‘When 
ONE closed there was a gap in the support available 

regionally for companies wanting to move into the 
offshore renewables sector. ONE was fantastic at 
supporting renewables companies and attracting 
inward investment to the region. In ONE’s absence, 
NOF Energy got together with its members to 
formulate a way of promoting the region’s huge 
capability in offshore renewables. Energi Coast was 
born out of that engagement process.’ 

Since its inception Energi Coast has been 
instrumental in creating a ‘culture of joining forces’ 
for the local offshore renewables sector, really 
showcasing what the region has to offer as well as 
referring companies within the local supply chain to 
each other. 

As Joanne points out ‘NOF Energy working on 
behalf of Energi Coast doesn’t leave companies to 
network themselves, we make the introductions 

“Joanne has 
worked on over 
100 global   
trade missions, 
60 of which  
she has led.”

Joanne Leng MBE 

is Deputy Chief 

Executive of NOF 

Energy and Deputy 

Chair of Energi Coast, 

a group managed 

by NOF Energy 

which represents 

the region’s offshore 

renewables industry.
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Energy sector team

With a diverse client portfolio ranging from local niche suppliers 
to multi-national global leaders, it covers a broad range of energy 
industry areas including extraction, refining and distribution and 
waste management. From its European headquarters in Newcastle 
upon Tyne, its specialist energy sector team (currently comprising 
seven consultants, pictured below) works alongside manufacturers, 
operators and consultancies involved in subsea, offshore and onshore 
activities across all of the major energy sub-sectors: oil and gas, mining 
and minerals, nuclear power, utilities and renewable energy.

According to Managing Consultant Anthony Broadhead: 

“Nigel Wright recognises the vital importance of these industries to the 
future of the UK’s economy. In the UK the oil and gas sector alone is an 
export industry worth in excess of £6 billion a year. It is anticipated that 
the renewable energy industry will become the fastest growing sector 
in the UK economy over the coming years. And almost 2% of the UK’s 
workforce is employed in the energy and utilities sectors. Energy 
companies also continue to push the boundaries in technological 
innovation, sustainability and process efficiency.” 

Nigel Wright has supported local, national as well as international 
energy businesses with executive leadership and management 
recruitment, as well as building the capability of companies going 
through Private Equity management buy-outs and acquisitions. “We 
typically focus between management to executive level positions 
covering Managing Directors, Operations, Supply Chain, Engineering, 
Scientific, Quality, Sales, Marketing, Finance, HR and IT.”

There is no doubt that the subsea oil and gas market is particularly 
buoyant in the North and although Nigel Wright prides itself on an 
ability to be effective at a regional level, its national and international 
reach, alongside what Broadhead calls the ‘no silos’ approach 
means that once energy sector candidates are registered they can 
be immediately represented in any of Nigel Wright’s markets across 
Europe and beyond. “This is particularly beneficial to those in the 
sector as by nature, it typically has a very mobile workforce.”

Most of the energy team at Nigel Wright have first hand experience 
of working within each sub-sector as well as enjoying long standing 
affiliations with relevant industry bodies. They describe their service as 
broad, skilled and multi-disciplined. As Broadhead explains “The type 
of service we offer is unique. We have developed an exceptionally 
successful delivery model based on proactive and highly-skilled search 
and selection methodologies.

“Our key differentiating factors are a focus on the quality of client 
servicing, in-depth understanding of clients’ recruitment requirements 
and access to the best candidates. We can offer bespoke solutions to 
meet your specific recruitment challenges.”

Nigel Wright is closely aligned with the leading organisations in   
the energy sector, has strong relationships with decision makers and  
as such, its consultants are in a strong position to represent   
client interests.

For 25 years, Nigel Wright has been a trusted recruitment partner to the global 
energy sector.
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For nearly 12 years, NewcastleGateshead Initiative had 
made good progress in marketing the place as a leisure 
destination with a great reputation for culture, events 
and nightlife. But research showed there were still 
misconceptions among internal and external audiences, 
and some way to go to making people associate the place 
with all that is good about it here and now. This lack of 
knowledge was particularly obvious when people were 
asked about the strengths of the place today for business 
and industry. So, with a new remit of attracting inward 
investment, NewcastleGateshead Initiative was keen to 
lead on a place branding project that would help manage 
the reputation in the longer term.

Any ‘place brand’ has particular challenges – places have 
identities made up of lots of voices all telling different 
stories. The stories that had formed the identity of 
NewcastleGateshead were felt to be disparate, lacking 
in consistency and key details. What was needed 
was a fresh approach to telling the story, building on 
the progress but finding new ways effectively and 
coherently to communicate the unique personality of 
NewcastleGateshead and grow not just the profile but 
also the economic wellbeing.

With a diverse set of objectives and audiences, from 
leisure visitors to potential business investors, building 
the place brand presented an interesting yet complex 
project. Brands must deliver the promises they make 
and to achieve this it’s essential to first establish the 
‘core promise’. Working with all of the key stakeholders 
is vital, making sure they are not just consulted but part 
of the process. They are the ones who will help tell the 
story and so sell the place.

It is very difficult and rarely a winning strategy to try 
to be ‘all things to all men’ – this causes confusion and 
dilutes the brand. And just presenting a ‘shopping list’ 
of what a place offers also simply results in it getting 
lost in the crowd. Strong place brands have a narrative 
that positions the place clearly in people’s minds. That 
narrative is key, with the items on the list providing 
evidence to support it. Getting a complex project like 
this right requires absolute clarity of vision, confident 
leadership and a strong sense of direction. It is critical to 
establish what the brand’s values and beliefs are, what its 
personality is, how it will express itself, and ultimately its 
essence – the core thing that drives everything it does.

To take the project forward Brand Vista had to fully 
assess the ‘landscape’ of the place – its people, 
businesses, facilities, its reputation – and what makes it 
different to others. This involved collating and examining 
hard data and statistics as well as holding extensive 
workshops and interviews with over 200 stakeholders.

The results from this phase of the project were 
condensed to capture essential characteristics of 
the place –based on the quantitative and qualitative 
evidence. These were seen as:

•	 Power of reinvention – cultural reinvention, from 
mining to green energy

•	 Creative strengths – smart technology, design,   
IT, gaming

•	 Science and medical – breakthroughs, organ 
transplants, stem cell and cancer research

•	 Energy – oil and gas, green technologies, low carbon

NewcastleGateshead Initiative was facing a major challenge in 
2012 when it secured the help of seasoned brand alignment 
consultants, Brand Vista.

The Natural Home for the 

Modern 
Economy



•	 Business minds – leading professional 
companies including finance and legal

•	 Heritage of achievement – first steam   
train, inventions

•	 Great quality of life – city, countryside,   
coast, culture

The next step was to consider how these 
characteristics could help create the best conditions 
for success.

Like any narrative, Brand Vista needed a title (the 
‘brand positioning’), then the chapters (the ‘brand 
values’) that tell the story and make it unique.

Following the stakeholder workshops and 
interviews four potential brand positions, each with 
a different focus, were developed – all of which 
could be supported by evidence. These were then 
tested outside the region with potential investors, 
location advisers and businesses.

1. A People focused position: The home of 
Passionate Pioneers. This built on the successful 
visitor campaign of passionate people integrated 
with the inventive spirit of the place. When 
tested, people felt it had some truth in it but that 
it was not differentiating enough. Passion was an 
attribute many places could claim. It should not 
be lost but it wasn’t the headline story.

2. A Product focused position: The heart of 
Creative Invention. This had a strong business 
appeal but was felt to be a narrow position.

3. A Place focused position: The most rewarding 
place to live and work. There is no doubt that 
NewcastleGateshead offers a great quality of 
life. It is compact enough to make working and 
living there easy. City culture and beautiful 
countryside are all in easy reach. Potential 
investors recognised the importance of this 
especially for retaining and attracting talent but 
again they felt it was part of the story but not  
the headline.

4. An Economy focused position: The natural place 
for modern business. This was the position 
that created greatest interest. In a world where 
experience in emerging sectors is merged 
with a spirit of inventiveness and a natural 
desire to collaborate, people could see that 
many of the attributes and assets that modern 
enterprises require were to be found naturally 
in NewcastleGateshead. This was clearly a 
narrative that appealed and although not totally 
correct it provided a position to build on.

Feedback showed that the narrative which had an 
economy focus had the broadest appeal to both 
businesses and consumers and was considered to 
also be motivating and authentic. This was the one 
chosen to be further developed, and Brand Vista’s 
attention was now on creating the details and 
bringing the story to life.

An alignment plan has been developed with short, 
medium and long term outcomes for five key  
brand drivers:

• Leadership and ambition; identifying the  
major players in the place and ensuring they  
are true ambassadors who tell the same  
story consistently.

• A single story told consistently well, which 
involves the development of a resources web 
site with film and case studies to help anyone to 
tell the same story.

• Engage front line staff by adding a specific brand 
training module to the customer service training 
that is run by the organisations at the front line; 
hotels, transport, taxis etc.

• Making ‘on brand’ decisions by influencing 
councils and developers to make sure the way 
the place is developed over time reflects the 
positioning and values of the place.

• Aligned investment process to make sure when 
potential investors talk to NewcastleGateshead 

their experience is very different to other  
places and reflects the positioning, values  
and personality of the place.

In each of these areas work is underway to engage 
key audiences who will need to tell their story 
consistently in line with the brand and values. In a 
refreshingly collaborative and positive approach, 
work being delivered includes training for frontline 
staff, practical sessions for decision makers, 
business ambassador briefings, a toolkit of support 
and a public engagement campaign. 

NewcastleGateshead began with many voices and 
messages and like other places had a ‘shopping list’ 
of features. The brand building process has helped 
it understand its DNA and create a brand narrative 
that resonates with the people it wants to attract. 
Its shopping list has transformed into a clear, 
consistent story and most importantly the promises 
are being backed up by action – the secret of any 
successful, aligned brand.

Throughout the process Brand Vista constantly 
reminded people that this was not about creating 
a strapline or a logo but rather developing a brand 
position – the space it wanted to own in people’s 
minds. Different audiences need to be able to 
interpret the positioning and values of the brand 
and it has to provide a focus for what they do. 

The values are in effect the chapters of the brand 
story. They represent what the stakeholders believe 
in and they are recognised by others outside 
the area. These values also apply to everything 
the stakeholders do in delivering the unique 
NewcastleGateshead experience. 

It is the combination of these values that define and 
differentiate the place:

• Inventive Spirit – developing new ways to 
make commercial, scientific and technological 
solutions, stimulating the inventive minds of  
the future. 

• Collaboration – people, businesses and 
communities work together intuitively, we 
engender a family spirit that makes doing 
business easier and living here more productive.

• Positivity – constantly looking forward and 
always prepared to take on new challenges, 
positive and upbeat, generating the energy 
which is at the heart of the way things are done.

• Enterprising – encouraging and supporting 
people, communities and businesses so that 
ideas can be converted into practical actions and 
opportunities that deliver rewarding outcomes.

• Enriching – a place where lives are enriched by 
a vibrant culture, education, study, access to 
beautiful countryside and an enviable quality  
of life.

The trends that are present in many modern 
economies worldwide could easily be aligned to 
NewcastleGateshead values. Emerging sectors 
like science and renewable energy is an obvious 
example, but the wider need for inventive thinking, 
collaborative working and the ability to attract and 
retain talent are all essential to today’s businesses. 
It is the alignment of a place’s values to these 
emerging trends which is most important to 
modern organisations.

This led to the final brand position (the association, 
the space we seek to own in people’s minds) being 
defined as:

The natural home for the modern economy.

What next?

With the complex, internal focused work 
on the brand complete, the focus is now for 
NewcastleGateshead Initiative to bring it to life, 
supported by a steering group from private and 
public sector stakeholders.

“Different 
audiences need 
to be able to 
interpret the 
positioning and 
values of the 
brand and it has 
to provide a focus 
for what they do.”

“The values are 
in effect the 
chapters of the 
brand story.”
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25 years of change in the North East

Despite its global aspirations today, the business 
contends that the foundation it has established and 
continues to nurture in the North East has always 
been central to its success. 

The employment landscape of the North East has 
changed dramatically during the last 25 years. 
The evolution of the region’s core industries has 
seen a significant increase in the demand for new 
skills and knowledge. During this period of rapid 
change, Nigel Wright has established a reputation 
for expertise in a broad range of industries and 
disciplines that have promulgated over the last two 
decades. This article looks at what’s changed in the 
last 25 years and the companies that have been at 
the heart of the North East’s transformation since 
the late 1980s. 

Mass privatisation of British industry had dominated 
the decade, causing large scale unemployment and 
fracturing the social fabric of the nation, the North 
East being particularly hard-hit. 1988 in particular 
was a significant year for the region due to the 
closure of the Austin and Pickersgill Shipyard in 
Sunderland. This brought an end to shipbuilding in 
a place once described as the largest shipbuilding 
town in the world. Furthermore, following British 

Coal in 1987, British Steel was privatised in  
1988 signalling a new era for the 70 year industry  
on Teesside. 

By the end of the year however, Britain was 
enjoying an economic boom, fuelled by a strong 
increase in consumer demand and spending. 
Growth was fixed at a staggering 4.5% and 
unemployment had also reached a seven year low; 
falling on average by 50,000 per month that year. 
These were impressive milestones to mark the year 
Margaret Thatcher became the longest serving 
British prime minister of the twentieth century. Yet 
the changes Britain and especially the North East 
had gone through by the start of her third term 
were unprecedented, and as history has shown, 
seemingly irreversible. 

Since the 1980s, economic inequality has grown 
faster in the UK than in any other developed 
country. In the North East, income per head 
and educational achievement is still lower than 
anywhere in the UK; unemployment and non-
employment are higher. As a consequence of the 
Thatcher years, the North East also experienced 
significant levels of outward population migration. 
Industrial changes were one thing, but other factors 
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“Since the 1980s, 
economic 
inequality has 
grown faster 
in the UK than 
in any other 
developed 
country. ”

The 29th July 2013 marked the 25th anniversary of Nigel Wright Recruitment. Since 

its inception in 1988 the company has gone from being a small regional finance 

recruiter to become a recognised specialist recruitment brand in Europe and beyond, 

employing over 100 consultants across ten international offices. Andrew Openshaw 

takes a retrospective look at the changes the region has gone through since Nigel set 

up his business in Newcastle 25 years ago.



cultural makeover taking place set the scene for a 
new era in the North East, that would be defined 
over the next 25 years. 

A huge number of primary and manufacturing jobs 
had been lost during the 1970s and 1980s in the 
North East, leaving behind a large manufacturing-
skilled workforce seeking new employment. This 
was instrumental in the region gaining a £50 million 
investment from Japanese automotive manufacturer 
Nissan, which opened its Sunderland factory in 
1986. Japanese manufacturing techniques were 
virtually unheard of in the UK at the time. In fact, 
the concept of ‘lean manufacturing’ which was at 
the heart of the Japanese ‘way’, was only coined 
in 1988 by MIT student John Krafcik in a journal 
article based on his MBA thesis. The fact that the 
North East had no other car manufacturing plants 
meant that a period of rapid up-skilling had to take 
place to get the 400+ employees up-to-speed. Even 
those drafted in from other UK car plants were free 
to develop and test new innovative techniques  
in Sunderland. 

Nissan Motor Manufacturing in Sunderland is now 
the UK’s biggest car maker, with a turnover of 
£4.3 billion. In 2010 the factory produced a record 
423,000 vehicles and is celebrated internationally 
for manufacturing productivity. Its success has also 
paved the way for other automotive manufacturers 
and suppliers in the region, taking advantage of 
the entrenched skills base now established here. 
One in three cars made in the UK now comes out 
of Nissan in Sunderland, making the North East 
the country’s number one car producing region. 
It also supports a regional supply chain for other 
businesses, such as automotive parts manufacturer 
Nifco in Stockton that supplies Nissan as well as 
Honda, Ford and Jaguar. 

This supply chain couldn’t function without the 
two vital ports in the region – Tees and Tyne - that 
plug the North East into national and international 
trading routes. Teesport in Middlesbrough is 
now the second largest port in the UK, handling 
approximately 40 million tonnes of freight. Its deep 
sea container facility is significant for facilitating 
international trade to and from the North East, in 
particular with the burgeoning Asian markets. 

Teesport is part of PD Ports Group formerly 
known as Powell Duffryn - a coal mining business 
dating back to the 18th Century. Following the 
nationalisation of British coal mines in the late 
1940s, Powell Duffryn focused on developing its 
engineering expertise and by the early 1980s it 
had a turnover in excess of 400 million as well as a 
worldwide reputation for engineering, shipping and 
bulk storage. In 1988 when Nigel was just starting 
out, the business sold its shipping operations 
and used the capital to buy the ports of Tees and 
Hartlepool - a deal which was finalised in 1992. 
It has subsequently been privatised and sold to 

Japanese investors who renamed the company PD 
Ports and floated it on the London Stock Exchange 
in 2004. 

The Port of Tyne, as well as acting as an 
international passenger terminal, is now the main 
port used for exporting cars manufactured in the 
North East. With a history dating back to Roman 
times, the current organisation was formed in 1968 
following the dissolution of the Tyne Improvement 
Commission. For over 300 years the port was at 
the heart of the UK’s coal industry but by the end 
of the 1980s, following the privatisation of British 
Coal in 1987, it had to radically change it purpose. 
Over £100 million has since been invested in the 
port which has helped it diversify into new areas 
including cars, rail as well as tourism. It is also now 
the UK’s forth largest importer of coal. 

Between them the ports employ over 1,700 people 
in a variety of roles that require a wide range of 
skills. As well as providing vital employment to 
1,700 plus people, the work at the ports actually 
influences thousands of other jobs in other port 
related industries. Furthermore, both organisations 
have a strong commitment to training and 
development and offer qualifications and training 
courses to employees at all levels; honing and 
replenishing the talent here in the region. 

Technological innovation is something the North 
East has always been proud of – from locomotive 
trains and gas safety lamps to windscreen wipers 
and hydroelectric bridges. Even the transoceanic 
fibre optic cables used to power today’s global 
high speed internet wouldn’t be possible without 
Wallsend engineering firm SMD’s seabed trenching 
technology. In the 1980s however, before the dawn 
of the internet, powerful computers were being 
mass produced for public consumption for the first 
time. This was the beginning of the software boom. 

In 1988, accountancy software business Sage 
Group, based on Newcastle’s Quayside, was 
readily preparing to float on the London Stock 
Exchange. Within seven years of its inception, Sage 
had grown significantly since the launch of Sage 
Software, in partnership with Amstrad, in 1984 – 
filling a burgeoning gap in the market for robust 
accountancy software for small businesses.  
Ten years later it was in the FTSE 100. Today it 
employs more than 2,300 staff in UK - with  
more than half located in the North East - and  
13,500 internationally. 

Like Nigel Wright, Sage is still headquartered in 
Newcastle, where it services six million businesses 
through a global network of 23 offices. Sage 
contends that the broad skills base that exists in the 
region has been instrumental in facilitating growth 
over the last three decades. The business not only 
hires IT experts but also provides employment to 
people with a range of different skills including 
finance, marketing, sales and HR. Many people 
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“Nissan Motor 
Manufacturing 
in Sunderland 
is now the UK’s 
biggest car 
maker, with a 
turnover of  
£4.3 billion.”

such as rising crime raised concerns over the 
region’s viability as a place to work, raise families 
and settle long term. But in 1988 the North East 
wasn’t on its knees. 

Although it had lost many traditional industries 
during the decade, the resilience the region has 
since shown in re-building and diversifying its 
economy was already underway. Infrastructure 
investment projects were top of the agenda. Plans 
to redevelop the urban riversides had begun in 
the late 1980s, in particular Newcastle’s Quayside 
was to be transformed into the vibrant economic 
and cultural hub which it is today. Expansion of the 
eight year old Metro system was also scheduled, 
resulting in a new station at Newcastle Airport in 
1991, paving the way for greater connectivity with 
international trade and travel – something we now 
take for granted. 

As with all periods of major social change people 
became suspicious of those seeking to capitalise 

on the redevelopment of the North East. This 
mistrust was highlighted brilliantly in Mike Figgis’ 
1988 film Stormy Monday in which a corrupt US 
businessman tries to secure underhand deals in 
Newcastle, as part of a wider regeneration project. 
Yet other cultural initiatives were helping those 
who remained in the region to embrace a different 
and diverse future. 1988 saw the opening of the 
Newcastle Arts Centre by Prince Charles, preceded 
by the launch of Riverside, a ‘co-operative’ music 
venue which went on to become world famous 
– hosting the likes of David Bowie, Nirvana and 
Oasis. They were indicative of the future cultural 
economy of the North East’s largest city, which 
would eventually become a renowned center for 
the arts in Europe and beyond.

Perhaps more importantly however were the 
national and international businesses establishing 
as well as developing their operations in the region 
at that time. New jobs that required new skills were 
emerging, which along with the new aesthetic and 

“In 1988, 
accountancy 
software 
business Sage 
Group, based 
on Newcastle’s 
Quayside, was 
readily preparing 
to float on the 
London Stock 
Exchange.”
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in the region begin their career at Sage. The 
company also makes a significant contribution to 
the region’s economy by using local suppliers and 
is an inspiration to today’s budding community of 
tech-entrepreneurs. 

Following the success of companies such as 
Nissan and Sage, the North East was increasingly 
becoming an attractive place for global businesses 
seeking to invest in the region and, in particular, 
gain access to the young, educated workforce. 
One sector that has become synonymous 
with the North East over the last decade is the 
professional services industry, which has grown 
by 14.8% over the last ten years. KIBS (knowledge 
intensive business services) now generates 25% 
of the wealth in the area; this is largely due to the 
high investment there has been by national and 
international contact centres, which now provide a 
greater proportion of jobs in the North East than in 
any other part of the country, bar the North West.

In 1993 when Nigel Wright was celebrating its fifth 
year as a business, global customer management 
giant Convergys opened its Newcastle office, 
anticipating the imminent boom in the region’s 
‘knowledge economy.’ Convergys has now enjoyed 
20 successful years in the North East, providing 
customer services in ten European languages for 
clients in financial services, IT, pharmaceuticals 
and communications. It employs 600 staff and in a 
similar way to Sage relies heavily on the local talent 
pool which is utilised by a number of other blue 
chip contact centre operations today such as Virgin, 
Sky and Barclays. 

Between the start of the 1980s up until the 
mid 1990s, over 100,000 jobs in primary 
and manufacturing industries were lost. Yet 
during the subsequent decade, the North East 
economy actually grew by 50%. The regional 
development agency installed by the incoming 
Labour government in 2007 heralded a new era 
of investment in the local economy. Certain key 
sectors were chosen to facilitate growth and boost 
employment such as the professional services 
industry, which flourished during the late 1990s 
and noughties, by capitalising on the burgeoning 
talent pool in the region. As well as contact centres, 
other professional service companies have enjoyed 
success in the North East including Nigel Wright 
(leading European consumer recruitment specialist) 
Bond Dickinson (Formerly Dickinson Dees, Top 50 
law firm in the UK), Lycetts (UK’s leading broker 
of farm and estate insurance) and Robson Brown 
(fifth largest media buying point outside London) to 
name a few.

Manufacturing decline is often lamented in the 
region, but manufacturing jobs still account for 
12% of today’s workforce and the reality is that 
the North East can still be proud of its output. 
Areas such as renewables, life sciences, offshore 

and biotechnology are now also considered major 
industrial sectors in the region. A third of all UK 
biotechnology companies are now based in the 
North East – this is a statistic that would have 
seemed ludicrous 25 years ago. The subsea and 
broader energy sector is building a foundation 
here that will support regional growth for decades. 
The North East is even hoping to revitalise its 
coal industry legacy through underground coal 
gasification; Newcastle-based Five-Quarter could 
begin working on the commercialisation project this 
decade. Rolls-Royce is expanding its operations, 
and Japanese multinational Hitachi is to start 
building inter-express trains in Newton Aycliffe  
in 2015. 

The region’s trade surplus and export growth are 
higher than the UK average today. Furthermore, 
the dynamic and diverse business community can 
take advantage of four world-class universities that 
are investing in the next generation of economic 
opportunities in terms of skills, research and 
technology. Since 1988, in light of significant social, 
economic and cultural upheaval, the North East 
has evolved and made itself competitive again. 
Regeneration and economic development projects, 
as well as business investment that began in the 
1980s, has benefited the North East greatly. 

By integrating with the region’s evolving landscape, 
building long lasting and trusted relationships with 
customers from across the business spectrum, 
Nigel Wright is able to tell its own success story 
today. By the mid 1990s, with a highly developed 
and profitable business operating in the North East, 
the company began to grown outside of the region; 
and with a history of working with locally based 
multinational customers was able to conceive a 
national and then international proposition. 

The first office outside the North East region 
was in Copenhagen; this was quickly followed 
by offices in London, France, Sweden, and the 
Netherlands. In total, the Group currently has 
offices in Newcastle, Copenhagen, London, Paris, 
Stockholm, Amsterdam, Oslo, Madrid, Brussels, 
Dusseldorf and Geneva. During the latter stages of 
this rapid phase of growth, the decision was made 
to involve a private equity firm and in October of 
2010, Baird Capital partners came on board. This 
saw a minor reorganisation of the business and 
the development of strong plans to continue with 
international expansion. 

In 2012 the Nigel Wright Board outlined its new 
BHAG (Big Hairy Audacious Goal) to employees, 
stating a clear ambition to become a globally 
recognised leader in recruitment over the next ten 
years. The North East will continue to play a major 
role in this journey as the business looks forward to 
continuing to support its customers worldwide, and 
sharing in their success over the next 25 years. 

Regaining control of the
  supply chain

Based on interviews with six supply chain leaders 
from the sector across Europe, the report uncovers 
three strategic priorities underpinning supply chain 
best practice today: supplier relationships, closer 
integration and coordination, skills for now and  
the future. 

Outsourcing components of the supply chain and 
working to optimise supplier networks were central 
features adopted by the companies interviewed. 
The emphasis is to reduce cost and improve 
service, while at the same time reducing the risk 
of outsourcing by retaining a direct involvement in 
the relationships. As one interviewee commented, 
“it’s like we’re ‘married’ to the suppliers”. Reduced 
consumer spending has been one of the main 
catalysts for this approach. The VP European 
Supply Chain of a home entertainment group, for 
example, explains that consumers are certainly 
spending less and as a consequence the business 
is reducing its manufacturing ‘footprint’ by working 
with more wholesalers to manage through the 
reduction in consumer spending. 

Reducing inventory levels and creating more 
flexibility to generate faster lead times 

is another strategic priority raised in 
the report. Interviewees argue 

that the supply chain must have 
greater alignment with overall 

business strategy, with better 
integration and visibility 

across the organisation, 
if greater flexibility 
and more efficient 
stock control are to 
be achieved. The 
research uncovered 

that supply chain leaders will often find this difficult. 
However, a renewed focus on cost reduction and 
customer service has actually created a revived 
interest in ‘sales and operations planning’ – a 
system which all of the businesses in the study had 
adopted or were adopting or would like to adopt 
in the near future. Creating greater foresight in the 
supply chain makes it more flexible and therefore 
more able to adapt quickly in uncertain times. 

In the final section of the report, the issue of skills 
is raised. What is apparent from the research is 
that the greater importance of managing supplier 
relationships as well as internal ‘bridge building’ 
with commercial departments means that technical 
and analytical skills, although still paramount in 
the discipline, are being joined by diplomatic, 
negotiation and general communication skills. 
These qualities are increasingly given equal 
importance by supply chain leaders when building 
up the competencies of their teams. One issue 
that was raised in this context was that technical/
analytical skills are easier to develop compared to 
diplomatic skills, which are more innate and also 
more difficult to find in the supply chain discipline. 
Therefore finding and retaining talent that has the 
ability to plan and do complex analysis as well as 
communicate effectively with internal and external 
stakeholders will be central to the hiring strategies 
of companies over the next few years, 

The report concludes that the supply chain has 
grown in importance as a tool to help businesses 
manage the risks associated with some of the big 
challenges facing them today and we are entering 
an era where supply chain leaders will take on 
greater responsibility for strategy that goes above 
and beyond their discipline. 

Nigel Wright’s latest management report - ‘How has the current economic climate 

prompted consumer companies to regain control of the supply chain?’ - considers 

the impact volatile economic conditions, the rising cost of raw materials, emerging 

markets and changing consumer preferences, among other macro-factors, are having 

on the supply chain strategies of consumer companies.

Visit www.nigelwright.com 
to download the full report or 

request a printed copy by emailing 
creative@nigelwright.com

“Since 1988, 
in light of 
significant social, 
economic and 
cultural upheaval, 
the North East 
has evolved 
and made itself 
competitive 
again. ”



“Businesses 
also want a 
different breed 
of talent today. 
Experienced, 
but also highly 
mobile, multi-
lingual and with 
an intrinsic 
understanding 
of the new 
‘global’ economic 
landscape.”

Companies with multinational operations, 
particularly in emerging markets, are realigning 
their hiring strategies to take advantage of the 
evolving global employment market. The era of the 
short term expatriate solution for establishing and 
stabilising an international office is disappearing. 
Expatriates are staying in overseas markets 
longer than they used to; incentivised by a 
positive economic outlook, career development 
opportunities, greater autonomy and   
higher salaries. 

Businesses also want a different breed of talent 
today. Experienced, but also highly mobile, 
multi-lingual and with an intrinsic understanding 
of the new ‘global’ economic landscape. And it’s 
not just expatriates they seek to hire; recruiting 
and nurturing local talent is considered vitally 
important, as is attracting highly educated, skilled 
and ‘multinational’ native talent back home. 
Regional, non-native managers are also coveted, 
as companies seek to build regional knowledge but 
also diversity into their executive teams. 

According to Oliver Reed, Associate Director and 
Head of Nigel Wright’s Executive Search practice 
in the UK, “The best talent could exist anywhere 
in today’s global economy and as a search and 
selection firm, having the flexibility and capability 
to find it is what ultimately makes you stand out 
in the market.” Nigel Wright Executive Search, 
the search and selection arm of Nigel Wright 
Recruitment has a proven track record, with over 
20 years’ experience working alongside the world’s 
biggest consumer brands, helping them to build 
their capability in domestic and overseas markets. 

With an established and integrated network of 
executive professionals and research teams, fluent 
in 21 languages, Nigel Wright believes it has a 
unique offering to today’s market. It has no country 
restrictions and it offers clients a truly global 
approach to search, by utilising its teams across 
its network of offices who work together to get 
the best results. The executive search teams also 
offer a wide variety of services including individual 
search mandates, ongoing service agreements, 
talent pool creation and talent mapping. These 
services stretch across emerging markets as well as 
mature ‘western’ markets. Often an assignment will 
involve deploying one senior consultant to liaise 
at the executive level of the client, and coordinate 
the project on a multiple region basis, with Nigel 
Wright’s teams. 

Working exclusively with consumer companies - 
typically blue chip but also Private Equity backed, 
growing businesses - Nigel Wright Executive 
Search’s main focus is General Management, 
Commercial and Operations (Supply Chain & 
Manufacturing) roles at the local, regional and 
group level. Specific discipline specialists exist 
in all of Nigel Wright’s offices and again, these 

‘experts’ share market knowledge with each other 
as and when it is pertinent for a particular search 
assignment. As Reed noted, “We have built up a 
vast amount of internal knowledge of our specialist 
sector and disciplines, which continues to grow as 
we embark on new projects in new territories.” 

Nigel Wright is truly international; however the 
business takes pride in being effective at the 
local level, within the countries and regions in 
which it operates. For Nigel Wright’s candidates 
this means they have the benefit of what Reed 
calls the ‘no silos’ approach; once a candidate is 
identified and registered on the database “they 
can be immediately represented in any of our 
markets across Europe and beyond”. This kind 
of seamless operating model isn’t prevalent 
among multinational executive search firms. The 
results are excellent too. Search firms always 
enjoy telling their most heroic stories and some of 
Nigel Wright’s most recent achievements really 
showcase the company’s talents. For example, 
a Belgian craft beer manufacturer seeking a 
USA Country Manager was delighted to hire an 
experienced, British-American beverage industry 
professional, living in Brussels, seeking to return 
to North America. “Because we’re well networked 
within that sector and the fact that we took 
advantage of our holistic knowledge and expertise, 
within two weeks our consultant had a strong 
long list of candidates from which to begin the  
interview process.”

This year Nigel Wright’s clients have retained the 
business to relocate the world’s best talent in the 
USA, Africa, India, China, Australia, Brazil and 
Japan. Headhunting outside of Europe always 
requires exceptional market intelligence and 
Nigel Wright has consistently shown an ability 
to quickly understand territories and establish 
relevant networks to get results for its clients. Its 
team of international consultants and researchers 
has also been able to seamlessly conduct business 
in remote places and has faced cultural, linguistic, 
political and logistical challenges yet still retained 
excellent standards of customer service. 

According to Reed “Having the capacity to 
effectively source talent either ‘on the ground’ 
or bring in the best talent from the 
around the world is essential 
to support our clients’ 
growth, anywhere in  
the world.”

OLIVER REED
ASSOCIATE DIRECTOR − 
CONSUMER ExECUTIVE

London

T: +44 (0)207 404 7475
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Search
     without boundaries...

Nigel Wright delivers search assignments on a global scale.
These assignments are typically for large, multinational consumer 
companies and involve the identification and selection of senior 

‘international’ talent for key, strategic roles.
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CIPD awards 2013

Over 400 delegates from across the North East gathered at the 
NewcastleGateshead Hilton hotel to celebrate the individuals and 
organisations leading the way in HR and development. Nigel Wright 
was an associate sponsor of the 2013 North East of England CIPD 
Awards, which rewarded the achievements of some of the region’s 
brightest and best employers including a car manufacturer, a fire 
brigade and a call centre.

Among the employers recognised were Komatsu, Convergys, Walkers 
Snack Foods and Virgin Money. Nigel Wright’s Sue O’Donovan said, 

“This year’s awards were bigger than ever with a record number of 
applications, even more support from existing and new sponsors and 
the quality of applications was superb, giving our judges a fantastic 
challenge deciding this year’s winners.”

Within the 400 plus crowd at the CIPD HR&D Awards in Gateshead 
were professionals who have proven they are exemplary in terms of 
HR and development in recent months, alongside colleagues and 
friends who were there to celebrate, network and enjoy the special 
atmosphere of the event.

Nigel Wright, associate sponsor at the 2013 North East of England CIPD HR&D 
Awards, helped to celebrate the region’s best HR and development practitioners 
and companies.

The winners... 
Excellence in Developing People award
Sponsored by Ward Hadaway

Winner – Komatsu UK Ltd

Innovation in Social Media or Technology 
award
Sponsored by Cintra HR & Payroll Services

Winner – Roman Limited

Diversity & Inclusion in the Workplace award
Sponsored by Home Group

Winner – Tyne and Wear Fire and Rescue 
Service

HR&D Team of the Year award
Sponsored by Newcastle University Business School

Winner – Convergys UK Ltd

Engagement & Well-being award
Sponsored by Northumbrian Water

Winner – Walkers Snack Foods Ltd 

Change Management Project of the Year award
Sponsored by Tyne and Wear Fire and Rescue Service

Winner – Virgin Money

Talent attraction & Management award
Winner – Greggs PLC

SME Excellence in HR&D award
Winner – Houghton International
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North East accountancy 
awards 2013

The seventh annual North East Accountancy Awards saw hundreds of 
accountants, other finance professionals and their colleagues gather at 
the NewcastleGateshead Hilton hotel to celebrate the achievements of 
the region’s top financial businesses and individuals.

Among the winners were Paul Batchelor from The Sage Group, who 
was named New Accountant of the Year, Graham Thomson from 
Quantum Pharmaceutical who picked up the title of Accountant 
of the Year and Avec Partnership’s Emma Waugh who was named 
Accounting Technician of the Year.

Nigel Wright was associate sponsor of the North East Accountancy Awards 
2013, which recognised some of the finest finance professionals in the region.
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The iconic Get Carter car park has disappeared, 
along with the tired 1970s Tesco store and Trinity 
Square shopping precinct that once surrounded 
it. In its place, a new £150 million mixed-use 
development has been taking shape – still called 
Trinity Square, but otherwise very different from its 
predecessor.

The first phase of the scheme – featuring a huge 
103,000 sq ft Tesco Extra store and 35 other shop 
units, built around a new street and public square 
– opened to the public in May. Meanwhile a multi-
screen cinema, to be run by national operator Vue, 
is expected to be ready in December.

Finally, in September next year, nearly 1,000 
Northumbria University students will move into 
new accommodation blocks built on top of the 
Tesco store.

Overall, Trinity Square is a welcome shot in the arm 
for Gateshead – but it’s also a scheme that reveals a 
lot about how town centres are evolving in the  
face of economic uncertainty and changing 
shopping habits.

Investment from Tesco

What’s particularly interesting is that the 
investment in Trinity Square has come not from 
a traditional developer, but from Spenhill, the 
regeneration arm of Tesco.

Indeed, at a time when many planned UK retail 
developments have been shelved indefinitely, 

Trinity Square is one of just a handful of major 
shopping centres to be opening in the UK during 
2013, alongside schemes in Leeds, Whiteley (in 
Hampshire), and another Tesco-led development in 
West Bromwich.

Creating a mix of uses

Even among those developments that have 
proceeded, it’s notable that monolithic, inward-
facing shopping malls have given way to mixed-use 
schemes that connect with what’s around them.

Trinity Square, for instance, is literally the heart of 
Gateshead, with new routes linking it to existing 
shopping streets. Meanwhile, the development’s 
blend of retail, offices, leisure and student 
housing has the potential to transform the town 
centre economy: the cinema and restaurants will 
encourage much-needed night-time activity, while 
the students – many from overseas – will bring 
spending power and a more diverse town centre 
user base.

an evolving retail offer

With those first students not arriving for another 
year, it’s too early to know what impact their 
presence might have on the mix of businesses 
in Gateshead town centre, though it is likely to 
provide an impetus for new types of shops  
and services.

In the meantime, the shops that have opened 
so far offer an interesting snapshot of how retail 
is changing. The Tesco, for example, is in all 

“Trinity Square 
is one of just a 
handful of major 
shopping centres 
to be opening 
in the UK during 
2013, alongside 
schemes in 
Leeds, Whiteley 
(in Hampshire), 
and another 
Tesco-led 
development in 
West Bromwich.”

If you’ve driven over the Tyne Bridge into Gateshead recently, you can’t fail to have 

noticed the dramatic changes to the town centre’s skyline.

Gateshead’s £150m town centre



global brands, global opportunities
For more information or to apply visit www.nigelwright.com/workforus

www.nigelwright.com

probability one of the last supermarket projects 
of this size that we’ll see in the UK, with the 
grocer now scaling back plans for massive Extra 
stores. Even now, the growth of online shopping 
means that the space devoted to electricals and 
entertainment is noticeably less than would have 
been the case in the past; by the same token, the 
Click & Collect counter is much more prominent.

Amid a highly competitive grocery market, Tesco is 
also having to work harder to hang on to its share. 
So, the Gateshead store features much of the 
chain’s latest thinking in terms of design and brand: 
lower display units to preserve sight lines; extensive 
use of wooden-style features; and a friendlier tone 
of voice throughout.

Value and multichannel centre stage

The shift towards multichannel operations is 
evident among some of the scheme’s other retail 
tenants, too. Cex and Sports Direct, for example, 
both operate successful high-street and online 
businesses side by side.

The predominance of value retailers within the 
scheme – such as the soon-to-relocate Poundland 
store – is also representative of how the high street 
is evolving. While many established and mid-
market multiples are trimming back their high street 
presence, it is discounters who are mopping up 
much of the available space.

Alongside, it’s positive to see local independent 
businesses taking some of the units facing High 
Street. As the concept of the physical shop 
becomes more and more about offering a service 
and experience that complements, or can’t be 
replicated, online, it’s likely that growth from 

independents will play an increasingly important 
role in maintaining the viability of our high streets.

Gateshead’s future

For all that Trinity Square is a welcome and 
necessary development for Gateshead, it’s clear 
that its short-term impact will include both positives 
and negatives.

At least to start with, Trinity Square’s benefits will 
be partly offset by businesses relocating from their 
existing space in Gateshead town centre, though 
investment in new premises is itself a vote of 
confidence in the town centre.

Additionally, Gateshead town centre has already 
proved surprisingly resilient amid all the disruption 
of the scheme’s development. Wetherspoon, Pure 
Gym, Ponden Home and a reopened Peacocks are 
among the familiar names that have taken space 
in the last couple of years, in the knowledge that 
Trinity Square would soon be opening nearby.

Indeed, it’s hard to imagine the largest and most 
attractive of the vacated units being empty for 
long. Given their proximity to the new scheme, 
there’s a strong likelihood that they will appeal to 
prospective new retail or leisure tenants, perhaps 
attracting expanding value retailers who are not 
currently represented in the town centre, such as 
Discount UK, Boyes, 99p Stores, B&M Bargains or 
Mountain Warehouse.

So, while the established parts of the town 
centre may look a little threadbare initially, it will 
be surprising if – thanks to Trinity Square – the 
Gateshead of three years time isn’t in a much 
healthier state than it ever was before.

Graham Soult is  

the owner of 

CannyInsights.com, 

a retail consultancy 

business providing 

bespoke place- and 

sector-specific market 

intelligence, including 

detailed coverage of the 

North East.

It also works with retailers 

nationwide to improve 

their stores, customer 

communications and 

market knowledge. 

For more information, visit 

www.cannyinsights.com.
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£299 DEPOSIT. £299 PER MONTH.
Now is the time to choose the all new Volvo V40.

The price is based on a *V40 D2 R-Design Manual FUEL CONSUMPTION IN MPG (L/100km) Urban 74.3/3.8, Extra Urban 91.1/3.1, Combined 83.1/3.4, CO2 94g/km. Finance subject to status. Terms and conditions apply. Personal
Contract Purchase based on customer deposit of £299.00, followed by 48 monthly payments of £299.66. Annual mileage of 8,000 miles, excess mileage cost of 14.9p per mile (plus VAT) for the first 5000 miles and twice that rate thereafter
applies. Applicant must be 18 or over. Guarantees/ indemnities may be required. At the end of the Personal Contract Purchase there are three options: (1) Part exchange the vehicle, where equity is available (2) Pay the GFV (Guaranteed
Future Value) to own the vehicle or (3) Return the vehicle. Further charges may be made subject to the condition of the vehicle. Santander Consumer (UK) plc T/A Volvo Car Credit RH1 1SR. Car featured for illustration purposes only. 

www.millnortheast.co.uk

VOLVO CARS NORTH EAST
Mill Newcastle
Scotswood Road, 
Newcastle NE15 6BZ

Mill Sunderland
Wessington Way, 
Sunderland SR5 3HR

Mill Stockton
Preston Farm Business Park, 
Stockton TS18 3SG 

Mill Harrogate
St James Retail Park, 
Knaresborough HG5 8PY

 

@millvolvo

 

millvolvo

Tel: 0800 612 4715

• Road Fund Licence £0*

• Up to 83.1 MPG
(combined)

• City Safety as Standard

• R-Design Seats 

• 17" Five Spoke 
Diamond-Cut alloys

• Bluetooth

• USB/IPOD 
Interface

Your All-New V40 D2 R-Design:

CREDIT EXAMPLE
Special Mill Price £21,050.00
Deposit £299.00
Amount of credit £20,751.00
48 monthly payments of £299.66

Guaranteed future value £10,019.00
Total amount payable £24,701.68
Interest rate 3.04%
Representative APR 5.9%
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Celebrating our first
25 years in business

Newcastle
LLOYDS COURT
78 GREY STREET
NEWCASTLE UPON TYNE 
NE1 6AF
T +44 (0)191 222 0770
F +44 (0)191 222 1786 

London
PALLADIA CENTRAL COURT
25 SOUTHAMPTON BUILDINGS
LONDON
WC2A 1AL
T +44 (0)207 4053 921

Paris
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75008 PARIS
FRANCE
T +33 1 76 73 29 80

Stockholm
PARK VENUE STOCKHOLM
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S-114 32 STOCKHOLM
SWEDEN
T +46 (0)8 120 66 136

Copenhagen
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Oslo
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0191 OSLO
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amsterdam
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Geneva
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SWITZERLAND
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Madrid
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