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It’s just over two years since you joined Yankee Candle. What was 
it about the role and the organisation that attracted you to the 
opportunity?

I’ve always worked for heritage brands and brands that I’m passionate 
about and can relate to as a consumer. Yankee Candle definitely 
fits that mould. I was excited by the fact that Yankee Candle is a 
hugely successful brand with significant potential to grow further. It 
already has excellent penetration in the US market and there are still 
a great deal of opportunities for expansion in Europe and beyond. 
Furthermore, when I met the Yankee Candle management team I 
was really impressed by their alignment around, and demonstrable 
passion, for the brand. The other aspect of my attraction was due 
to the phenomenal reputation Yankee Candle’s owner, Jarden 
Corporation, has for its inspirational leadership and its success 
at growing brands, as well as the opportunities for professional 
development that exist within the wider Jarden group.  

Most of your career has been focused on reigniting brands and 
successfully turning around businesses – examples include Matey 
(Sara Lee), Barbie (Mattel) and more recently Weight Watchers. 
Yankee Candle, however, is already enjoying huge growth. What, 
therefore, is the key challenge for you at Yankee Candle?

The key challenge is around transitioning the business into a truly 
international organisation. This requires a need to develop deep 
understanding of the cultural nuances of the various markets that 
Yankee Candle is targeting, as well as looking for ways to constantly 

innovate and reinvent the components of the brand. My experiences 
within the toy and personal care industries, as well as at Weight 
Watchers, are directly applicable here.  So, the dynamics around 
marketing ‘seasonality’ and constant product innovation are very 
similar to the toy and personal care industries and are elements 
that were successfully leveraged to grow brands such as Radox, 
Matey, Fisher Price, Barbie, Hot Wheels and Monopoly. At Weight 
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Watchers, it was very revealing to discover the subtle differences in 
eating habits as well as ‘psyches’ regarding weight loss, around the 
world. Understanding these differences as well as the similarities, 
and building them into the brand and the products was essential to 
growing Weight Watchers’ international business. I think the same 
cultural differences exist when it comes to peoples’ homes and 
Yankee Candle will need to be cognisant of this when developing 
fragrances, and the types of emotions it wants to convey through 
fragrance, when entering new markets. 

What key objectives are you hoping to meet over the next few years? 

Over the next three to five years the focus is very much on expanding 
the Yankee Candle business across Europe. We already have great 
distributors in some markets but we’re keen to develop more 
distributor relationships elsewhere. We’ve also now established ‘in 
country’ operations in France and Italy and we’re in the process of 
building our teams and capability in those markets.  For the first time 
in its history, Yankee Candle has also started working in a joined 
up way across its portfolio of brands. So, for example, we’re now 
leveraging synergies that exist between Millefiori, the business 
we bought in Italy in 2014, our Yankee Candle Classic brand and a 
new brand called Home Inspiration which is aimed at mass market 
retailers.  From our growing network of offices, we‘re able to utilise 
different channels and better segment and target consumers and 
build up a better understanding of the profiles of the markets we wish 
to grow in.  

What ambitions are there to grow further beyond Europe in MEA?  
How is Yankee Candle typically approaching those markets? 

We have a strong distributor base, especially in Africa, and we aim to 
continue strengthening our distributor network across the region as 
well as hiring sales and customer care teams on the ground, building 
a support structure to give us a real presence in the marketplace. 
In some of the more developed territories, we have actually began 
giving the sales teams more marketing and brand support from 
the centre which is really paying dividends, because we’re now 
experiencing a lot of momentum in those countries.  

It’s Yankee Candle’s incredibly strong sales operation that is key 
to its phenomenal growth. There is an opportunity, however, to 
now introduce a more traditional consumer marketing approach to 
complement the sales operation. How is the business rolling this out? 

Historically, the guardianship of the brand has always been in the US 
and as a consequence of this, in Europe, the business has basically 
established very strong sales organisations that have relied on the 
marketing support and brand guidance passed down to them from 
the corporate centre. Over the last three years, however, there 
has been a clear shift away from this model. The implementation 
of a global strategy for our brand architecture, based around the 
Millefiori, Classic and Home Inspiration brands, seeks to establish 
different solutions for the different channels and consumer purchase 
occasions. As part of this strategy, we have invested in strengthening 
our marketing capability across Europe and we have now marketing 
representation in each of our core markets - the UK, France, Italy and 
Germany. In addition to this, we’re also strengthening our commercial 
capabilities through upskilling across all of the channel disciplines 
such as digital, retail, category management and trade marketing. 
This is giving us a rounded capability to manage the brands locally 
and build the brands with different channels. 

How is Yankee Candle embracing digital? 

The US business has a fantastic website and it is currently doing some 
interesting things in the digital space such as personalised photo 
candles. The European business is currently working closely with 
the US team to develop its digital capabilities, particularly around 
mobile, to raise awareness of the brands sold in Europe. Furthermore, 
in Europe we’re also bringing our websites back under Yankee 
Candle control, after having previously outsourced the management 
of our online presence. So, there is currently a lot of development 
work taking place to build our visibility online in Europe. I think it’s 
also important to note that Yankee Candle is a very viral brand and 
testimonials and recommendations are vitally important. So social 
media campaigns tied in to new product launches form a key part 
of our marketing strategy throughout the year, as we try to engage 
consumers in conversations and create anticipation as our range 
evolves. 

What do you look for in a retail partner and how do you work with 
retailers to maximise sales?

Our retail proposition and profile is really important to us. We work 
with a number of retail partners in the UK and a few in Italy and the 
most successful relationships are with companies that have strong 
visual merchandising credentials and a genuine passion for our 

...when I met the Yankee Candle 
management team I was really 
impressed by their alignment 
around, and demonstrable 
passion, for the brand. 
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brand. At the end of the day, Yankee Candle is a very experiential 
brand and we have a number of destination retailers in which we 
invest a lot into visual merchandising and other promotional and 
marketing support. The gift trade, in particular, does a phenomenal job 
of trailing and showcasing our ranges and delivering a strong service 
to consumers. Throughout the year we have what I would describe as 
a great cadence of new seasonal product launches. Yankee Candle is 
very dependent on seasonal offers for occasions such as Valentine’s 
Day, Mothers’ Day and Easter and so on and our retailers must be able 
to manage our core business proposition with lots of choice and really 
strong ranging in a way that that makes sense to the consumer. 

What other skills is Yankee Candle currently trying to introduce to the 
business? Why should people consider joining Yankee Candle?

Our other key priority is to bring in people with strong general 
management capabilities, and I’m delighted to say that we’ve now 
successfully appointed country managers in France, Italy, and the UK, 
responsible for building the local business units. Furthermore, in 2017 
we are opening a new factory in the Czech Republic and in preparation 
for that, we are currently seeking to identify good operations and 
supply chain profiles. The kind of people who will succeed at Yankee 

Candle over the next few years as it transitions into an international 
organisation are those that thrive in high growth entrepreneurial 
environments, with dynamic cultures. These are the kind of people 
who should definitely consider joining our business. 

The male candle or ‘mandels’ trend is something that Yankee Candle 
have sought to influence over the last few years. What other market 
trends is Yankee Candle currently monitoring?

The focus is very much on seasonal trends and we’re currently 
collaborating with various European fragrance houses to develop 
new seasonal offerings. For example, we’re beginning to see huge 
success with some of our capsule collections such as My Serenity 
and Mediterranean Dreams, the latter of which is inspired by 
Mediterranean fragrances and colour palettes. Furthermore, last 
Christmas we pilot launched a new line and format called Centrepiece, 
an electronic melt warmer where the melts come in capsules 
enabling you to change between fragrances to suit the mood. It was 
an expensive item, but still generally sold-out as consumers were 
impressed by the inventiveness of the product; and it was still selling 
strongly in early 2016. 

What is the innovation process like at Yankee Candle? 

The process is well defined and has historically been driven from 
the US, however, as the European business has grown, we’ve 
gradually had more input into developing local fragrances and 
themes for Yankee Candle products. Today, I would say it’s a 
genuinely collaborative effort across the global business, to leverage 
opportunities and trends and deliver products that meet consumer 
expectations.  It’s generally a long process, as delivering quality 
superior products and ranges is absolutely at the heart of the Yankee 
Candle proposition. I would describe it as ultra-rigorous, and it takes 
into account a number of significant factors such as fragrance, burn 
performance, health, safety and quality. 

Over the next three to five 
years the focus is very much on 
expanding the Yankee Candle 
business across Europe...
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What is the competitive market like for Yankee Candle?  How do you 
truly differentiate yourselves from your competition?  

In recent years there has undoubtedly been a proliferation of home 
fragrance brands, so it’s a hugely competitive market. What’s 
interesting is that our competition is very different in each market 
and, in some respects, Yankee Candle’s approach is to continue to 
focus on what we do best, and not spend too much time analysing 
other brands. What has and continues to make Yankee Candle stand 
out from its competitors is its commitment to offering consumers a 
broad choice as well as our innovation, optimisation and authenticity. 

What brands do you look to for inspiration?

John Lewis continues to be a brand associated with offering 
outstanding customer service and engagement. In terms of 
impressive omni-channel strategies, I believe L’Occitane and 
Neal’s Yard have both demonstrated expertise in connecting with 
consumers’ online while simultaneously building strong in-store 
relationships with shoppers. I’m also really inspired by our own 
Millefiori brand; the simplicity and high standard of its designs 
are uniquely special and it’s clear why Yankee Candle bought the 
business. 

What kind of leader are you? 

One of the main reasons behind my decision to join Yankee Candle, 
which I alluded to earlier, was the quality of the leadership across 
the business.  I feel that there is a strong alignment between the 
leadership style here and my own style, which is very much non-
hierarchical and all about collaboration. This is not a company for 
egos. 

How do you keep yourself busy outside of work? 

I have two dogs, so I’m a keen dog walker and babysitter and I spend 
a lot of time with my two children, both of which have left home.  
Other than that I enjoy the theatre, holidays and travelling.

What has and continues to 
make Yankee Candle stand 
out from its competitors is 
its commitment to offering 
consumers a broad choice 
as well as our innovation, 
optimisation and authenticity.


