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elcome to the third issue of Growth Radar  
– formerly known as Trade Radar. 

At the heart of successful businesses  
the world over is the ability to network,  

make connections and build partnerships to drive  
growth domestically and internationally. 

This summer will see a unique opportunity for UK 
companies to meet with fellow businesses and industry 
experts from all corners of the globe when the International 
Festival for Business returns to Liverpool in June. 

During the event, we will run a two-day HSBC Trade 
Exchange that will bring our global network, expertise and 

on the ground experience together in one 
place, offering valuable insight into key trade 
opportunities globally. In our IFB2016 focus  
in this issue, we hear from Max Steinberg,  
the Chairman of the event, and delve deeper 
into those major trading regions.

China remains a market of amazing scale  
and potential but as growth slows in the  
world’s second largest economy, businesses 
may look to its neighbours for opportunities.  
In this issue, we hear from Adelphi Digital,  
which has established a presence in Singapore  
to benefit from the growth potential there  
and in the wider ASEAN region.

Looking West, the US has always been an 
extremely important market for UK companies 
with its huge consumer base and shared 
language but breaking into such a large and 
competitive market is not necessarily that 

straightforward. We hear from two companies that have taken 
different approaches but enjoyed equally significant success.

With our global presence and insight, HSBC is able to 
provide you and your company with strategic advice and 
practical financial support to help you expand your horizons.

We’re keen to talk to you about your business ambitions.
Please enjoy reading this issue and do let us know how  
we can better support your business. 

Amanda Murphy
Co Head of Corporate Banking, UK

WELCOME

The views and opinions expressed by contributors are their own and not 
necessarily those of HSBC Bank plc. HSBC has made every effort to ensure that the 
economic data contained in Growth Radar is accurate; however, such data is dynamic 
and HSBC shall not be held responsible or liable for discrepancies in the data.

ON THE COVER:  
Gardens by the Bay, 
Singapore

This summer 
will see a unique 

opportunity for UK 
companies to meet with 

fellow businesses and 
industry experts from all 

corners of the globe.” 
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he opening weeks of 2016 
brought renewed bouts of 
turbulence to financial markets. 
And as was the case last 

summer, headlines were again dominated  
by sharp falls in Chinese stockmarkets.  
The decline in Chinese equities since  
the middle of last year can be explained, 
to some extent, as a necessary correction 
after an outbreak of ‘irrational exuberance’ 
on the part of investors during the year 
or so preceding last summer’s slump. 
And because Chinese stockmarkets are 
dominated by smaller retail investors, such 
shifts in sentiment can generate unusually 
large upward or downward movements. 

SLOWING PACE
But there is more to the recent gyrations 
than just a technical correction. The fall 
in share prices also reflects a changing 
perception of the prospects for China’s 
economy. Certainly, some of the hard 
data emerging from China has been  
pointing to a marked slowing in the  
pace of economic growth. 

T
One of the factors contributing to  

these worries has been the deterioration  
in business surveys during the past year,  
in particular the Caixin PMI survey of 
Chinese manufacturing firms. Since  
mid-2014 the headline reading has been 
drifting steadily lower, generating  
a drip-feed of negative media headlines.  
Last September the index hit a six-year  
low of 47.2, and though it has since 
recovered some ground the headline reading 
has failed to climb out of a range of 48-49. 

Given that PMI readings 
of 50 or above are meant to 
be indicative of expansion, 
while readings below  
50 in theory represent  
a contraction in activity,  
it would be all too easy to 
interpret these results as a 
sign that growth in China’s 
industrial sector has ground 
to a halt. But these surveys 
need to be interpreted with 
care. It’s true that similar 
surveys for developed 

China:

MACRO VIEW

what does 

the future hold?

Except where otherwise noted, 
forward-looking statements 
included in this article reflect  
the published HSBC forecast  
as at 14 March 2016.

Slowing growth and turbulence in Chinese stockmarkets have led to 
questions about the future development of the world’s second largest 
economy. HSBC Economist Meredydd Davies considers the likely outlook 
and the policy measures that the Chinese authorities have available.
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economies such as the UK and the Eurozone 
have generally (though not always) been  
a fairly reliable guide to trends in economic 
activity. But in the case of China the 
relationship between the surveys and actual 
output is less clear-cut: it seems likely that 
the PMI mid-point between expansion and 
contraction is in reality somewhat lower than 
50, and therefore that some of the headlines 
generated by these reports are unduly 
negative. While the growth of industrial 
production has clearly slowed over the past 
couple of years, official figures still show 
annual growth running at a rate of around 6%.

EXTERNAL PRESSURES
Headwinds to China’s growth have also 
blown in from the external sector. It was 
once a given that exports would grow rapidly, 
but an appreciating currency has contributed 
to a loss of competitiveness, exacerbating  
a general malaise in demand in China’s  
major overseas markets. Modest growth  
in the volume of exports of around  
6% in 2014 was followed by a contraction  
of 2.6% in 2015. The early indications for 2016 
have not been particularly good, with export 
figures for January and February coming  
in below expectations. Although these  
may reflect seasonal factors associated with 
the new year holiday, similar contractions in 
the exports of other Asian economies at the 
start of this year point to a wider underlying 
weakness of external demand.

With the industrial sector slowing and 
export demand subdued, the pace of overall 
economic growth in China moderated steadily 
during last year. GDP growth for 2015 as  
a whole came in at 6.9%, representing the 
slowest annual growth since 1990, but still 
in line with the government target (as was) 
of ”about 7%”. At this point, it is worth 
noting that in some quarters there is a 
degree of scepticism about China’s official 
GDP figures, not least because the rate of 
economic growth is the key metric of the 

five-year planning process 
and it would be a big 
deal for China’s political 
establishment if the plan 
targets weren’t met. 
Some analysts for instance 
suspect that the actual rate 
of GDP growth is closer  
to 4% than 7%. 

GDP GROWTH TARGETS
Be that as it may, China’s 
government remains 
committed to targeting  

GDP growth, and the Five-Year Plan unveiled 
at the People’s National Congress in March 
includes a target for 2016 in a range of  
6.5% to 7.0%. At the margins, the use of 
a target range – as opposed to a precise 
number – arguably betokens greater flexibility 
than in the past. In practice however the 
difference from last year’s target isn’t 
significant, especially since the plan also 
reaffirmed the commitment to achieving 
average annual growth of at least 6.5%  
over the next five years, implying that there 
will be no meaningful 
change to the target  
in the near future.

With growth 
momentum softening, 
inflation has remained 
relatively subdued, 
the headline rate 
of consumer price 
inflation having moved 
little in a range between 1-2% since the start 
of 2015. Further back up the inflation pipeline, 
downward pressures are more noticeable, 
with producer price inflation having been in 
negative territory for more than three years 
and currently showing annual price declines 
of over 5%. The danger is that if expectations 
become so entrenched that prices will fall 
further, then investment projects and  
major household purchases will be delayed.

ADDITIONAL MEASURES
On the positive side, however, low inflation 
means that there is still scope for additional 

measures to stimulate growth. Indeed, 
the Chinese authorities have already taken 
plenty of action to stem the slowdown 
and reinvigorate the economy. These have 
included five interest-rate cuts during the 
course of last year, taking the People’s Bank 
of China’s prime lending rate from 5.60% 
to 4.35%, while approvals for infrastructure 
projects have been accelerated. 

A raft of further aggressive policy 
measures can also be anticipated in the 
months ahead. The benchmark policy 

interest rate is 
expected to be  
cut two more times 
during 2016, along 
with more easing 
of the reserve ratio 
requirements for 
commercial banks, 
which should 
stimulate lending. 

The government will also provide support 
in the form of a modest fiscal easing, with 
the budget deficit rising to around 3% of 
GDP this year, up from just over 2% in 2015, 
allowing the authorities to offer cuts of over 
RMB 500 billion in corporate taxes and fees.

With the business surveys and external 
demand pointing to a distinctly subdued 
start to 2016, it’s likely that the pace  
of economic growth will slow further  
in the coming months. After that however 
a modest revival should kick in later in the 
year as the latest policy measures start to 
take effect. 

Spring 2016

China’s government 
remains committed to 
targeting GDP growth.”
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MARKET FOCUS

Committed  to Asia
ow headquartered in Singapore, 
Adelphi Digital is a leading 
digital consultancy in the Asia 
Pacific region but it was born 

out of a UK business that was established 
in the mid-1990s.

Margaret Manning and Simon Usher 
founded Reading Room to address what 
they saw as a significant gap in the market 
for digital consultancy services. 

Having grown quickly in the UK,  
it was to Asia 
and Australia that 
they looked for 
further expansion. 
The company 
soon established 
a business in 
Australia but 
battled with the 
decision to open 
an office in Asia, as 
Manning explains.

“We saw a lot of exciting things 
happening in the digital space in Asia  
and saw huge growth potential there but  
as a small business we were too scared 
and nervous to take the plunge,” she says.

Many discussions and numerous visits 
to Singapore later, Manning and her fellow 
directors decided that they could delay  
no longer.

“I came back from a six-week visit  
to Singapore and was so struck by the  
pace of change there and how advanced 
Asia was in digital terms that I knew we 
couldn’t afford not to have a presence  
on the ground,” says Manning.

“In the end, it was an entrepreneurial 
decision to just go for it. As the founders, 
Simon and I decided to go out ourselves 
rather than hiring someone locally.  
It was a big investment for us and it was 

important to show 
that commitment  
from the top.” 

The approach 
certainly paid  
off as the company 
grew quickly  
in Singapore, 
doubling in size  
every six months  
for the first  
two years, with 

some significant public sector contracts 
leading the way.

“Singapore has got a tremendously  
open and transparent procurement system, 
so as a new business you can start bidding 
for Government contracts right from the get 
go,” says Manning. 

“Within three months of opening in 
Singapore, we had won major contracts 

with the Monetary Authority of Singapore, 
which is effectively the Bank of England’s 
equivalent. That gave us an excellent base 
to grow from.”

Such has been the company’s success  
in Singapore that in 2015, Manning and 
Usher sold the UK business and invested 
entirely in the Asia-Pacific enterprise.  
And that Singapore base has enabled 
Adelphi Digital to expand further in the 
ASEAN region.

Once you’re in the 
region you have great 
access to all these other 
amazing markets.”

Establishing a base in the digital-savvy market of 
Singapore has enabled a UK consultancy to drive growth 
into fast-growing markets in the wider ASEAN region.

N
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“ASEAN is a big region, with a huge 
amount of potential customers but  
what’s amazing is the ease of travel. 
People don’t give a second thought  
to going to Myanmar for the weekend,  
for example,” says Manning.

“That attitude of travel extends  
to the business world so once you’re  
in the region you have great access  
to all these other amazing markets.”

That said, you should not let the ease 
of travel hide the fact that 
there are huge differences 
between the markets in  
the region says Manning. 

“We have clients now 
in Singapore, Malaysia and 
Thailand. We have to pay 
very close attention to the 
cultural differences and 
ways of doing business in 
each region. Having a base 
here, though, has helped us 
to understand the nuances 
of each market and adjust 
our approach accordingly.”

Whether located in  
the region or not Manning 
suggests that even within 
each individual market,  
you need to consider three 
different types of client 

ASEAN REGION
Ross Hunter, Executive 
Director, UK-ASEAN 
Business Council, gives 
an overview of a region 
showing huge potential.

The ASEAN region offers an amazing 
range of opportunities for UK businesses 
in all sectors. With the continuing 
slowdown in China and pace of 
growth in India not quite meeting 
expectations, the 10 markets that make 
up ASEAN offer very real alternatives. 

And it is a fascinating region made  
up of very diverse markets, ranging  
from one of the most sophisticated  
in the world – Singapore – to what 
are described as the ‘frontier’ markets 
of Cambodia, Laos and Myanmar. 

In terms of pure growth rates at  
the moment, though, it is Vietnam and 
the Philippines that are leading the way 
with projected growth of up to 7% in 
the next years. It is only when you visit 
these countries that you get a sense 
of the energy and enthusiasm that is 
helping to drive their economic success.

ASEAN has hit its sweet spot in terms 
of its demographics and growth rates 
and the region has really woken up to 

the opportunities international trade 
can bring. They are very aware that they 
are competing against other countries 
in Asia for foreign investment so there 
has been a real drive in that regard.

The tourism element has helped as 
more and more people visit countries in 
Southeast Asia on holiday – helping to 
demystify these markets so people are 
more open to returning to do business.

ASEAN is now one trading bloc  
with the realisation of the ASEAN 
Economic Community (AEC). Once  
you’ve broken into one market in the 
region, you potentially have access  
to some 300 million consumers.  
If you were to look at ASEAN as  
one economy, it would currently be 
the 7th largest in the world, projected 
to be the 4th in just 15 years’ time.

It is not just the size of the market 
that suggests exciting opportunities 
– it is a region that is very open  
to British products and services. You  
see the Union Flag everywhere across 
the region and UK products are seen 
as being innovative and high quality. 

It is definitely a great time to 
be looking to Southeast Asia and 
taking advantage of the strength 
of ‘Brand Britain’ in the region.

– Government entities, multinational 
businesses with regional offices in ASEAN, 
and local businesses.

“No matter which country you are 
working in, those three areas can be  
very different. So you need to decide  
early on who you are targeting and adjust 
your strategy accordingly,” she says.

The move to Singapore was a risky  
one for Manning and her co-founder, but 
she is in no doubt that it was the right one.

“For our industry, this is such an 
exciting place to be. In many aspects, 
especially the ‘mobile first’ attitude driven 
by the youth culture, it is streets ahead  
of Europe,” she says.

“We made a commitment to the region 
by sending our strongest people to where 
we saw the biggest potential for growth 
and it has certainly paid off.” 

Main image: Signapore; 
image below: Cebu City, Philippines.

 2030
The year by which ASEAN could become 
the world’s 4th largest ‘single’ economy.

Source: UK ASEAN Business Council

Brunei Darussalam
Cambodia
Indonesia
Lao PDR
Malaysia

Myanmar
Philippines
Singapore
Thailand
Vietnam

THE ASEAN 
MEMBER STATES



FINANCE SPOTLIGHT

Eat beautiful,         
  grow well
When your restaurant chain serves 
tens of millions of sushi pieces to 
London customers a year, where 
do you look for growth? Fast-food 
company itsu is on the road to major 
expansion over the next three years.

ew companies could stomach 
giving staff extra wages every 
time they get it right, or giving 
a top-performing manager a 

cheque for £11,000 every quarter. itsu, 
though, knows the bottom line depends on 
its people. And, as the company sets out to 
open more restaurants and stores in the UK 
and overseas, they’ll be staying true to their 
model of quality in both food and service.

The first itsu restaurant was opened  
in Chelsea in 1997 by Julian Metcalfe, the 
co-founder of sandwich chain Pret a Manger. 
Clive Schlee, who is now CEO of Pret, 
quickly joined. Their aim was to build on  
the lessons learned from Pret and develop a 
new type of fast-food outlet combining great 
taste and healthy ingredients. There are 
now 65 shops in London, along with prime 
sites in Oxford, Richmond, Stansted Airport, 
Bicester Village and Brighton. Turnover rose 
to £67m last year as itsu, with its motto  
of ‘eat beautiful’, grew on the back of the 
ever-increasing interest in eating healthily. 

Now, itsu has secured £40m in funding 
from HSBC for an ambitious expansion 
programme that will see the chain branch 

out into other parts of the UK.  
In February, itsu [to you] opened 
its first dedicated delivery kitchen 
serving south-east London. In 2017, 
the company plans to open its first 
outlet in the States.

“We’ve banked with HSBC for  
17 years and the new funding replaces  
two previous facilities worth more than 
£20m,” says itsu’s CFO Landen Prescott-
Brann. “We see a lot of opportunity both 
here in the UK and overseas. We foresee 
home delivery alone could be worth £20m.”

The support from HSBC will be  
targeted at winning a larger share  
of the in-home dining market in a move  
that will see itsu become multichannel. 
Along with more stores, there’ll be 
growth for itsu-branded products sold 
both in the chain’s own groceries and  
in supermarkets. Further delivery 
kitchens are planned beyond the  
first Vauxhall location. 

Prescott-Brann sees itsu bringing  
its eat beautiful mission to more customers 
– from more stores, to lunchtime deliveries 
and on into evening dining.

HSBC Growth Radar08

LANDEN 
PRESCOTT-BRANN 
Chief Financial Officer
Itsu

F
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1 
Stay true to your 
values and brand. 
Don’t deviate.

2 
Keep things simple 
so that it’s easier  
to scale up. 

3 
Never underestimate 
the importance of 
customer service  
in any culture. Even 
a good brand won’t 
stay successful if its 
people aren’t engaged 
when they serve 
customers.

4 
To succeed in an 
overseas market 
you need local 
advice and preferably 
a local partner.

5 
Take an existing team 
into the new market 
and ensure the basics 
are in place – from 
training through to 
operational standards. 

ITSU’S FUNDAMENTALS FOR GROWTH

It’s important to us 
to have a par tner who 
believes in our vision.”

“We’re grateful to HSBC for their support 
of our ambitious plans. It’s important to us  
to have a partner who believes in our vision. 
The refinancing package is vital for our 
company’s continued success in the future, 
and our ability to reach new customers.”

The ambition to grow and innovate  
was there right from the start. And the 
company wasn’t afraid to change tack.  
A clear demand for takeaway food led the 
team to introduce takeaway boxes in fridges 
outside the restaurant. Soon, the boxes 
were outselling the in-restaurant food.

“From there, the strategy was to roll out 
the concept across London and then further 
afield. The founders were really driven by 
their love of good food. They were – and still 
are – evangelical about getting healthy, good 
quality, consistent, Asia-inspired food to  
as many people as possible,” says Prescott-
Brann. “Our goal is to have the highest  
sales per square foot amongst our peers.”

Big, though, can also mean harder to 
control. While ensuring consistency and 

adherence to a brand ethos 
isn’t too challenging for 
two or three outlets, scaling 
up can see principles begin  
to dissolve.

itsu, says Prescott-Brann, 
has honed its objectives and 
its operation to such a point 
that it’s relatively easy to 
replicate in new locations.

“People are at the heart of everything 
we do,” he says, “Every store has its own 
rice chef and sushi maker and everything 
is made and assembled on the day in the 

store. To manage that, we’ve simplified 
our operations and developed a rigorous 
recruitment policy to ensure we have the 
right people.”

After interview, shortlisted candidates 
are invited to attend a ‘discovery day’ at  
an itsu store, where they get the chance  
to see if the itsu ethos is for them,  
and staff get to decide whether this  
is a colleague they’d like to work alongside.

There’s an itsu training academy and each 
store has the same ‘family tree’ hierarchy – 
from trainee to general manager – which helps 
in standardising learning and development. 

Every store is visited by a mystery shopper  
a couple of times a week and whenever  
a staff member scores 95% or more, they – and 
everyone else in the team – is rewarded with 
up to £1 an hour extra for every hour worked 
that week. Managers attend quarterly briefings 
and are judged on four pillars – shop control 
and profit, operational standards, like-for-like 
growth and mystery shopper reports. There are 
quarterly bonuses and a champions league with 
rewards of anything from £1,000 to £11,000.

Prescott-Brann is proud of their focus on 
people and a reward scheme that he says 
is “meaningful to staff and encourages 
team-working”. The question is whether 
the company’s systems and its culture can 
be successfully exported. itsu is currently 
reviewing its international growth plans looking 
at both continental Europe and North America. 

“Our operation is slick and simplified, we’ve 
got good people and a good product that hits 
the sweet-spot for quality and consistency, 
our customer service is exceptional and 
we can source from distributors who work 
internationally, so it comes down to place,” 
says Prescott-Brann. “We know from bitter 
experience that all these ingredients don’t 
work unless you’re in the right spot.”

And, although an export début in an  
English-speaking country seems the safest 
option, itsu are wise to the cultural tweaks 
they may have to make.

“In fact, we’ve found we need to change 
very little – and that’s because we’ve spent 
a lot of time and learned along the way to get 
to our existing model,” adds Prescott-Brann. 
“We have a boilerplate shop design; the menu 
is pretty well set, albeit with some local nods 
and winks. Our strategy is to keep to our 
model as much as possible.” 

09Spring 2016

 67m
itsu turnover in 2015
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BIG PICTURE

 It’s all

Meabout

Information is power. And increasingly,  
that power is in the hands of individuals.  
How can businesses adapt to an age of 
consumer control and the ‘Internet of Me’?

ass markets are a thing of  
the past. The future belongs  
to individuals. That, at least,  
is the received wisdom.

Empowered by greater literacy, improving 
healthcare and rising incomes, populations 
across the world are becoming more 
engaged as citizens – and more discerning 
as consumers.

Cutting across so many elements of life, 
this ‘people power’ is hard to define and 
therefore to measure. The closest metric is 
the UN’s human development index, which 
has been tracking indicators such  
as life expectancy, education and income 

over 25 years. While wide regional 
disparities remain, the upward trend is clear. 

Technology is the engine of 
empowerment. By 2015 some 2.3bn people 
were using smart phones and 3.2bn had 
internet access.1

Today’s connected populations are  
using their power to network and mobilise. 
As consumers, they can compare products 
and prices in an instant. And increasingly 
they are taking control of one of the most 
valuable commodities of the future:  
their personal data.

Policy is moving in their favour. The 
General Data Protection Regulation (GDPR), 

M



11

set to roll out in European markets within 
two years, will give individuals more power 
over their data. 

Brands will need to seek explicit 
permission from everyone whose details 
they hold. With a click, consumers will  
be able to cut businesses out of their lives, 
potentially wiping out large volumes of 
marketing databases.

To survive, brands will need to have 
built profound trust with their users – or be 
prepared to rethink the entire relationship.

RICHER RESOURCE
“The current way of dealing with personal 
data doesn’t work, for individuals or for 
brands,” argues Julian Ranger, Founder  
of digi.me. 

“If you get to a situation where a person 
does own their data, it’s a much richer 
resource for businesses to tap, with the 
individual’s permission. We’re all quite keen 
to share, if the value exchange is worthwhile 
in terms of service, convenience or reward.”

Digi.me is one of the players in a 
fast-growing sector, personal information 
management services (PIMS), fuelled by  
the assumption that the next few years  
will see individuals firmly in control.

Starting out by offering users a free 
and secure way of storing all their social 
media history, the app has built up a user 
community of almost 350,000 across 
the world. 

The next stage will see digi.me form 
partnerships with major brands in health, 
finance, telecoms and FMCG. They will  
pay a fee each time a user instructs digi.me 
to pass their personal data on to the brand.

Personal control is maintained, says 
Ranger, because the app merely acts as 
a ‘postman’, arbitrating the exchange after 

 3.2bn
people with internet 
access by 2015

 2.3bn
number of people using 
smartphones in 2015

checking the brand’s credentials and how  
it plans to use the data.

“We don’t see, touch or hold our users’ 
data – it is encrypted on their devices  
and to the cloud of their choice,” he says.  
“And it’s up to the businesses to make  
their value propositions direct to users.”

TRUST GAP
Mydex is a personal data storage platform 
that is starting from the opposite direction. 
Organisations – including government, NHS 
and housing services as well as retailers  
– have connected to the platform with the 
aim of serving their customers better.

Co-founder David Alexander is acutely 
aware of the need to bridge the trust gap 
with consumers: “There are a lot of stories 
out there about the inept management 
of personal data by big brands, and the 
consequences of that,” he says.

“There is also a growing awareness  
that all too often the access to free services 
is being paid for in some way derived from 
analysing individuals’ behaviours or the  
data they generate.”

Mydex’s status as a Community Interest 
Company means it must reinvest 65% of 
profits into its community purpose, which 
is to benefit individuals seeking to better 
manage their data. 
That’s a badge of 
trust for customers, 
as is the fact  
that the business 
cannot be sold  
on in the future.

Like digi.me, 
Mydex emphasises 
its role as an enabler 
rather than a holder 
of personal data. 
“The choice to 
connect remains with the individual  
– it’s entirely in their control to decide  
what data to collect and share with brands,” 
Alexander adds.

One of the primary incentives for them to 
do so will be simple convenience, according 
to Alan Mitchell, Strategy Director of digital 
consultancy Ctrl-Shift. When a user moves 
home, for example, a personal data service 
could instantly alert the dozens of suppliers 
with whom they have a relationship.

SWEET SPOT
“Most people like money, but aren’t 
particularly interested in managing it,” 

Mitchell says. “But standing orders and 
direct debits put them in control in an 
automated way. That is where the sweet 
spot for personal data services arises.

“It gives people the value and sense of 
control, and does it in a way that means they 
have to worry about it less, rather than more.”

He gives the example of an advanced car 
whose connectivity makes it a ‘data factory’. 
A global car company could offer each buyer 
a personal data store, offering control over 
everything from efficient fuel use to MOT, 
insurance and parking permits. 

“That becomes a tool to help the 
individual use that data to manage the  
car better,” he says. “And it allows the  
car company to maintain the relationship, 
while also offering potential to open  
up new revenue streams.”

MATURE MARKETS
While emerging economies and their 
increasingly empowered middle-class 
populations offer a big potential market  
for the future, PIMS developers  
are focusing initially on mature markets.

Surrey-based digi.me, which requires  
a smartphone for download, draws a quarter 
of its current users from the US and most 
of the rest from Europe. Mydex is focusing 

on Australia, Canada 
and Scandinavia  
as well as the  
UK and US.

“Our main target 
markets are where 
there is a foundation 
in common law 
and rapid growth 
in digital channels, 
and where data 
protection regulation 
and concerns  

for privacy and consent are high,”  
says David Alexander.

Alan Mitchell believes 2016 will  
be a breakthrough year for PIMS. 

“For the first 50 years, the entire data 
economy was based around organisations 
collecting and using data. That’s become 
a huge, trillion-dollar business,” he says.

“Now we’re looking at the other side  
of the coin – individuals collecting and  
using their own data. And if you think  
about every individual needing to use data  
to make decisions and manage their lives, 
it’s going to be equally big.” 
1 UN Human Development Report 2015
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If you get to a 
situation where a person 
does own their data, it’s 
a much richer resource 
for businesses to tap.”



PASSPORT

The International Festival  
for Business 2016 is a showcase 
for everything that is great in  
UK business and innovation today.  
For a bank that brings new markets 
together, opening up trade 
corridors, this is a very exciting 
three weeks of trading across  
the globe.” 
IAN STUART
Head of UK, Head of Commercial Banking, Europe, HSBC

Your global 
marketplace
IFB2016 is a global marketplace for creating 
connections and doing deals. It will bring 
together thousands of businesses from 
around the world for three weeks of events, 
networking and deal-making, explains 
IFB2016 Chairman Max Steinberg.

This is the second time Liverpool has staged the 
International Festival for Business; the inaugural event  
in 2014 was the first time anything of this scale had  
been seen in the UK since the Festival of Britain in 1951.

Generating £280m in investment and new trade 
deals, IFB2014 was a major success. This year’s festival 
promises to be even more successful, with the world’s 
largest ‘meet the buyer’ event – our free Meet Your 
Future Deal programme – taking place. Six thousand 
face-to-face appointments with buyers, suppliers, 
investors and technology partners are available to 
delegates who register for our state-of-the-art digital 
matching service.

IFB2016 is the world’s largest festival of its kind this 
year and is all about bringing international businesses 
together to grow their networks and make connections 
that will open doors across the world and help them  
to thrive in a global marketplace.

It also aims to showcase the UK as a great place  
to do business, no matter where you are from – IFB2016 
is a unique opportunity for business people from across 
the world to come together and share ideas, find 
innovation partners, get in front of investors and do deals.

In order to make the most of IFB2016, delegates 
should join the IFB Business Club. Membership  
offers free entry to the festival, access to Meet  
Your Future Deal and Meet the Specialist Advisor  
and a host of other benefits.

Delivered in partnership with HSBC and UK Trade  
& Investment, the GREAT Campaign, and with the 
support of the UK Government, IFB2016 runs from  
13 June to 1 July at Exhibition Centre Liverpool.  
It will also feature the GREAT British Showcase – an 
exhibition of UK innovation, technology, design and 
creativity – and the Exporting is GREAT Export Hub.

This really is a unique opportunity for UK and global 
businesses to meet and network with their peers  
and make connections that will help them grow.

12 HSBC Growth Radar



HSBC TRADE EXCHANGE

Our two-day Exchange will bring our global 

network, expertise and on-the-ground 

experience together in Liverpool. Focusing  

on key trade opportunities globally in the Trade 

Exchange will provide insight, engaging debate 

and lively discussions surrounding the economy, 

as well as trade and cultural know-how to help 

you realise your business ambitions.

If you are already exporting or looking  

to take your first steps on the journey,  

the Trade Exchange will be the perfect 

opportunity to gain insights into these  

pivotal global markets.

On the following pages, we explore these 

key markets, offering some top tips for doing 

business and interesting facts to highlight the 

opportunities.

13

Destination: 

Liverpool 
13 June – 1 July 2016 

International Festival for Business
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ANDREW BETTS 
Head of Global Trade and Receivables Finance Europe, HSBC

here are some 
resounding figures  
that help to put 
Europe’s role in global 

trade in context. With a population 
of over 740 million, a collective 
GDP bigger than the US and 
China, and the 28 EU members 
accounting for 16% of global trade 
in goods and services, Europe  
is truly a trading powerhouse.

Indeed, it is the world’s largest 
exporter of manufactured goods 
and services and is itself the 
biggest export market for around 
80 countries – by comparison  
the US is the top trading partner 
for just over 20 countries. All of 
which puts the region and those 
businesses operating within it,  
in a prime position to benefit  
from new and established  
trade corridors. 

EUROPE
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TOP TIPS
Europe can be easier to access than other overseas markets as many  
of the trading practices, regulations and standards apply throughout the 
EU. Key tasks – such as accounting for VAT – have also been simplified  
to facilitate trade within the EU. If you conform to UK requirements,  
you will generally meet requirements throughout the EU.

There’s no substitute for thorough market research. Demographic, cultural 
and economic factors vary from region to region, so local knowledge  
is vital. Find out who your products appeal to, what marketing messages 
will reach them, how you’ll handle customer service in a different culture.

Hiring locals, or even buying into local businesses, speeds up the  
transition from outsider to insider. Prior to its German launch, UK-based 
global retailer Marks & Spencer hired 17 German managers. From them 
they learned that high quality customer service would offer M&S 
competitive advantage in a market where they were unknown.

Weigh the benefits of pricing your goods and services in other currencies. 
Consider what your customers and potential customers expect and prefer. 
In the same way that sterling is the most convenient currency for most  
UK businesses to work with, most Eurozone customers will prefer to see 
prices in euros.

Buyers appreciate face-to-face meetings when doing business.  
The UK is well connected to Europe through its extensive travel network. 
Rail operators such as Eurostar have links to over 100 destinations across 
Europe via Paris, Brussels and Lille. Take advantage and meet face to face 
as the relationship develops.

 Jaguar Land Rover’s  
new £1 billion premium 
manufacturing facility  
in Slovakia will 
eventually employ 
around 2,800 people.

900 UK companies operating 
in Spain. New UK investors 
include Dealz-Poundland, Stella 
McCartney and Jo Malone.

proportion of UK exports 
that went to the EU in 2014.

44.6%

UK goods and services 
imported from the EU in 2014.

53.6%
In the last 20 years, British 
companies have invested 
€63,000 million in Spain. This 
has consequently generated 
241,000 jobs – both directly 
and indirectly – representing 
1.4% of total employment.

T

Europe will not be part of the 
HSBC Trade Exchange at IFB16.



ADAM TIAN  
Head of China Desk, HSBC

hina presents an 
attractive market 
opportunity, its 
economy has enjoyed 

double digit growth for the past  
20 years, and is now the second 
largest economy in the world. 
While growth has slowed in other 
countries over the past five years, 
China’s economy still continues  
to grow. In order to reduce  
its dependency on exports  
and investment the Chinese 
government is pushing  
to increase domestic consumption 
as a percentage of GDP.

The intended change will  
bring about even more 
opportunities for SMEs who can 
position their products with their 
Chinese buyers in mind. This will 
require UK businesses to consider 
their China marketing strategies; 
understanding their Chinese 
customers will be a start, but this 
will have to be followed by product 
adaptation, overcoming language 
barriers, and customisation  
to local promotion channels.

CHINA
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Know the regulations – despite the recent easing and simplification  
of regulations, China is a highly regulated country. Visit the related 
regulatory bodies’ external websites for the latest updates. 

The 13th Five Year Plan will run from 2016 to 2020 and was recently 
approved in Beijing during March this year. Follow the five-year plan  
– keep a close eye on the strategic industry focus of the Chinese 
government as well as geographical developments – this can help  
you identify and align your business for future opportunities. 

Know your business partner – research your potential business partners 
thoroughly and get to know them to avoid potential disputes and litigation

Be patient and persistent. Be prepared for challenges and competition,  
and don’t underestimate market expectations.

If you are looking to grow your sales to China, offering to receive  
RMB in payment could be a smart move. Being open to receiving  
RMB may help you win new customers, and some Chinese buyers  
may be willing to offer better pricing or terms in return for the convenience 
of paying in their own currency.

In 2014,137,410 UK-built cars 
were exported to China, an 
increase of 14.5% over 2013. 

China’s middle class  
has overtaken the  
United States to become 
the largest in the world.

Britain exports about  
11.5 tonnes of cheese  
to China each year.

280m 
 British food and drink 
exports to China have  
more than doubled  
to £280 million, the 
fastest-growing of  
which are dairy products, 
pork, beer and tea.

50,000
  British brewer Greene King 

shipped 50,000 cases of IPA 
to China after President Xi’s 
visit to The Plough pub in 
Buckinghamshire.
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INWHA HUH  
Regional Head of Global Trade and 
Receivables Finance, North America

hile emerging markets 
are providing an 
increasing draw  
for UK companies,  

huge opportunities remain in  
more traditional trading partners, 
particularly the US, a market that, 
with the right support and guidance, 
can provide substantial rewards.

It boasts a highly skilled 
workforce, a transparent, stable 
regulatory environment, strong 
intellectual property protection,  
and a reliable judicial system.  
But with four time zones across  
50 states, companies need help  
to prosper in the US. The US  
is one of the largest and most 
dynamic economies in the world. 
With a population of over  
300 million people, the US  
is a prime destination for 
investment by foreign companies.

NORTH AMERICA
The vast size and geographical diversity of the US gives it a large  
and vibrant consumer economy that offers a huge variety of goods  
and services; several states have comparable outputs to smaller  
European countries.

The US government welcomes foreign direct investment, and many states 
and local jurisdictions actively compete to attract new business investment 
through a range of incentives and other support to help businesses set up.

Trade shows are well attended in the US and are therefore an ideal way 
for British companies to meet representatives, including buyers, suppliers 
and potential partners before exporting to the USA. Research is key here. 
UK businesses should ensure they attend the ones that match their 
industry best.

The US has a very strong service culture so make sure your marketing  
and website are tweaked to make it easy for American consumers and 
businesses to buy from you. Therefore, a simple thing such as converting 
prices into dollars is a must.

US tech firms are enjoying rapid growth and may offer investment 
opportunities. In 2015, North America’s 500 fastest-growing tech 
companies were featured in Deloitte’s Technology Fast 500 report.  
The study revealed that the firms enjoyed average revenue growth  
of 850% between 2011 and 2014.

The UK and US share 
the world’s largest 
bilateral investment 
relationship (valued at 
more than $1 trillion).

2014
 The UK remained the 
leading location for foreign 
direct investment (FDI) 
from the US, securing  
29% of US investment 
projects in Europe.

US imports from  
the UK in 2015  
totalled US$57.8bn, 
while exports to the 
UK were worth 
US$56.3bn.

We are keeping Americans 
on the road, selling 
£6 million of bicycles, 
£3.3 billion worth  
of cars and £33 million  
of motorbikes.

 
We keep mac‘n’cheese on the  
menu by exporting £22.6 million  
of cheddar to the USA every year.

22.6m
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SIEW MENG TAN  
Regional Head of Global Trade and Receivables Finance, Asia

sia’s economic 
development is the 
biggest success story in 
recent history and has a 

strong capacity for further growth. 
Today, seven of the world’s 30 
most competitive economies and 
nine UKTI high-growth markets are 
in Asia. At the centre of the region 
are the ASEAN [Association of 
Southeast Asian Nation] markets. 
By 2030 the ASEAN economy is 
predicted to eclipse Japan’s and  
be the world’s fourth largest ‘single 
market’ after the EU, US and China. 

ASEAN is home to more people 
than Europe, and has the world’s 
third largest labour force. There  
are some 67m ASEAN consumer 
households – but this could double 
by 2025. ‘Brand Britain’ has never 
been stronger globally and there’s 
real demand for UK products and 
services across ASEAN.

ASIA
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Business cards and handshakes are standard. Exchange business cards  
by presenting yours with both hands to the other person. Reciprocate  
by accepting someone else’s business card with both hands. 

Hong Kong itself is located in the heart of Asia, thus it is not only  
an attractive export market but can be an important platform  
to penetrate the Chinese Mainland and South-East Asian markets. 

There’s real demand for UK products and services across ASEAN.  
From luxury cars to boutique beers, cutting-edge architecture to  
world-class animation, UK companies are winning business based  
on innovation and quality. 

Smooth business dealings in Asia are all about courtesy and respect.  
The tough, direct approach often adopted in the West comes across  
as too aggressive over here.

Be online or risk missing out. Technology is king here. Asian consumers 
have consistently shown their willingness to interact with the brands  
they purchase, so consistency across these channels is very important.

ASEAN bloc is the world’s  
3rd largest consumer market 
with 620 million people  
and attracts more foreign 
investment than China.

ASEAN is home to more people 
than Europe, and has the 
world’s third largest labour 
force. There are some 67m 
ASEAN consumer households 
– but this could double by 2025.

By 2030 the ASEAN 
economy is predicted  
to eclipse Japan’s and  
be the world’s fourth 
largest ‘single market’  
after the EU, US and China.

 
Trade between UK and ASEAN 
reached US$34.5 billion in 2014.

34.5bn

 
Value of infrastructure spend expected 
in Asia Pac over the next decade in 
Telecom, Power, Transport and Water

US$8trn
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BUSINESS OPPORTUNITIES

the goods

onsumers have never had it so 
good. They can shop on their 
mobiles, track down the best 
deal in seconds, ‘click and collect’ 

or arrange delivery at a time to suit them. 
Yet all this convenience doesn’t seem 

to be making them happy. On the contrary, 
research indicates that the increasingly 
consumer-centric retail experience is simply 
making customers more demanding – and 
less tolerant of failure.

A 2015 survey of UK shoppers  
by JDA and Centiro found that almost  
half of respondents had experienced  
issues with online orders over the previous  
12 months. And 71% indicated they would  
be likely to switch to a different retailer  
as a result of a poor online experience.1

ONLINE GROWTH
No business today imagines they can 
simply opt out of ecommerce. Despite  
a brief drop last autumn, online sales 

HSBC Growth Radar18

Getting products into customers’ 
hands is an increasingly complex 
process. Retail customers are 
demanding ever higher levels of 
choice and service – and B2B firms 
aren’t immune to rising expectations.

Delivering 
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continue to climb steadily. They now make 
up 15.2% of the UK market, having grown  
by over 16% in 2015.2

The Centre for Retail Research predicts 
that future growth may be slower in ‘mature’ 
online markets such as the UK and the US. 
Nevertheless, online is where the growth 
is now – and that leaves retailers with big 
challenges, not least financial.

“It’s not just that online retailers offer 
lower pricing – it is fundamentally cheaper  
to deliver to a retail store than into the 
home,” says Stuart Higgins, a Partner  
at LCP Consulting.

“Most replenishment 
systems and warehousing 
distribution operations are 
designed to deliver very 
efficiently into a retail store,  
in full-case quantities. Getting 
a single item to a home via  
a carrier network costs £3  
to £4 more than delivering 
the same item to a store.

“A lot of retailers 
are struggling with this 
conundrum. They have to 
provide an online presence, 
because otherwise they will 
see sales volumes seeping 
away to competitors. At 
the same time, volume that 
moves to the online channel 
is more expensive to fulfil.”

CARRIER ISSUES
Since few retailers have 
enough volume to justify  
an in-house delivery service, 
reliance on third-party 
carriers is growing heavier. 
This provides a ‘final mile’ 
operation at a relatively  
low cost.

The potential drawback 
is that retailers struggle to 
maintain their own brand 
values on customers’ 
doorsteps. When they 
want to track their items, 
customers are often 
redirected to a carrier’s website, for example.

Unsurprisingly, end customers blame the 
retailer rather than the carrier if something 
goes wrong in that final mile. Amazon’s 
reputation in the US took a blow in the 
pre-Christmas rush of 2013, when UPS, 
struggling with record volumes, failed  
to get many parcels to their destinations  
in time for the big day. 
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More recently, a leading UK delivery 
service has suffered bad publicity when  
an undercover TV programme revealed not 
all parcels at its depot were being handled 
with the delicacy customers would expect.

RISING RETURNS
To add further logistical headaches,  
customers often want to be able to make >>  

B2B’S DELIVERY CHALLENGE
Rising consumer expectations 
in retail are leaking into the 
B2B arena – putting new 
pressure on businesses 
in this field.

The established ‘just in time’ delivery 
model has established a slickness in B2B. 
And same-day delivery has long been the 
norm for critical items such as airline parts.

But customers now expect, for 
example, to be able to track their orders 
through the picking, packing, despatch 
and delivery journey, without having 
to pick up the phone – just as retail 
purchasers do.

B2B suppliers now need to raise their 
game further, according to James Hyde, 
Founder and Operations Director at online 
fulfilment company James and James.

“Outside of the business world, everyone 
is a B2C consumer, and expectations are 
consistently rising even as the B2B world 
tries to catch up,” he says. 

“Accuracy is still the top priority in B2B. 
But speed is becoming an increasingly 
important factor. Over the next few years, 
the speed of B2B delivery will rise to meet 
the speed of B2C, particularly for B2B 

businesses that supply B2C retailers.”
Hyde and his business partner James 

Strachan set up their firm in 2008, out 
of frustration at the fulfilment solutions 
available at the time. He says there have 
been improvements since then, but 
both B2B and B2C fulfilment companies 
have yet to fully embrace efficient web 
technology rather than bolt-on solutions.

“It’s no use relying on a third-party  
IT developer to try to hack together 
an online portal to fit in with existing, 
outdated logistics software,” Hyde says. 
“B2B retailers must invest in the same 
fluid real-time technology that B2C 
ecommerce retailers use now.”

While retailers sometimes struggle 
with the performance of third-party 
carriers, Hyde finds them impressive 
from a B2B perspective.

“Carriers are always innovating, 
improving and using the latest technology 
at their disposal and are doing this much 
faster than most of the fulfilment industry,” 
he says. 

“Some problems can arise with 
palletised deliveries. But there are some 
great B2B delivery companies out there 
that provide a good level of visibility  
– you just need to find them.”
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> adjustments to their orders right  
up to the last minute, and many fashion 
customers now expect to be able to order 
several items to try on, then return the 
ones that don’t fit.

Retailers who find most favour with 
these customers are those offering  
pre-paid packaging for returns. 

At the back end, forward-thinking 
companies are building swift operations  
for cleaning, pressing and rehanging 
returned items for resale. Ideally, they  
also need the capability to count returns  
as soon as they arrive back in the depot.

This trend for online shoppers to behave 
as though they were in a store changing 
room is symbolic of a wider expectation. 
Essentially, customers expect an identical 
level of service, regardless of whether they 
contact the brand via mobile, desktop, in 
store or via catalogue – or a combination.

In response, retailers need to harness 
data to understand customer needs and 
orchestrate product flows, while working  
to integrate their internal operations  
and put the customer at the centre.

UNPREDICTABLE DEMAND
That means stitching back end  
operations together with the sales  
front end. It also requires a rebuilding  
of the traditional fulfilment model,  
ending the split between a store network 
and an online operation that is managed 
entirely separately. 

In part, success depends on acquiring 
the agility to deal with unpredictable demand.

“Increasingly, there’s a degree of 
uncertainty around whether customers  
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Amazon continues to drive 
expectations with its same-day 
delivery and its promise of a 
drone-filled future. In the run-up 
to Christmas, Argos launched a 
same-day service too, drawing on 
its national network of high street 
warehouses.

They are among the few retailers 
geared up to meet the expectations of 
the archetypal ‘I want it now’ shopper. 
But smaller firms might want to think 
twice before trying to emulate the  
speed pioneers’ commitment.

When JDA/Centiro asked shoppers 
what was most important to them  
in a home delivery, only 18% plumped  
for speed. Cost was the main concern  
for half the respondents, while a further 
25% prioritised convenience.1

‘I WANT IT NOW’ – 
BUT DO THEY REALLY?

will buy instore or online,” Stuart Higgins  
of LCP Consulting says. 

“The best way of managing that  
from a supply chain point of view is to  
have a common stockholder, and deploy 
that to either the store or online sale  
as close to the point of sale as possible. 
That way, you’re not over-committing  
stock to either store or fulfilment centre.”

It’s a complex equation to solve.  
No one has yet got the ‘omnichannel’ 
model completely right, according  
to Higgins. 

But LCP has identified a group of 
retailers, which it dubs omnichannel 
pioneers, who are taking the lead  
in striving to offer a seamless service, 
regardless of channel.

1 JDA & Centiro, Customer Pulse Report 2015
2  Centre for Retail Research, Online Retailing:  
Britain, Europe, US and Canada 2015

Amazon Prime Air 
© amazon.com, Inc

“At one end of the spectrum, there  
is a rump of retailers operating out of  
a store base that is becoming increasingly 
expensive to manage at a time when  
online sales are growing. Because they  
are seemingly unable to invest in delivering 
this consistent omnichannel offering and 
therefore not able to benefit from growth, 
they risk going into terminal decline,” 
Higgins warns.

“There isn’t yet an established, 
consistent way of working across retail 
channels, but our research suggests the 
omnichannel pioneers are twice as likely  
to be delivering double-digit sales growth.” 

 16%
growth of online sales 
in the UK during 2015

“A customer will always say they value 
convenience and certainty over speed, 
and free delivery over paid,” says LCP 
Consulting’s Stuart Higgins.

“There is too often a tendency for retailers 
to blindly fall into trying to provide next-
day deliveries with a midnight cut-off, just 
because they see others in the market doing 
it. My advice to midmarket retailers would be 
to really understand their customers’ needs, 
and deliver against that.”

 71%
According to a survey 
of UK shoppers by JDA 
& Centiro 71% would 
be likely to switch to a 
different retailer following 
a poor online experience.
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MARKET ENTRY

Big bang
or

slow burn

The US is hugely attractive to UK businesses, but a shared language and a population 
of nearly 320m is no guarantee of success. Marks and Spencer failed there; so did 
Tesco. So, is it better to launch nationwide or to focus on cer tain states? Snack 
company graze and fashion retailer Jack Wills share their very different approaches.

For many UK-based companies, the  
US market is a high-risk, high-reward 
opportunity for international growth.  
There are notorious failures that give even 
the boldest executives pause for thought 
– Marks and Spencer, for example, lost 
almost $1bn as it struggled in the US market 
for 13 years1 and Tesco suffered losses  

of $1.61bn2 after closing its 199 Fresh & Easy 
stores on the West Coast. On the other hand, 
restaurant and takeaway chain Pret has 
thrived in the USA, targeting New York  
and then other major cities, while online 
company Boden had nationwide US sales  
of $150m in 2015 – and a First Lady wearing 
its clothes3. >>
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Anthony Fletcher, graze

”We needed to be in the world’s 
number one snack market”

ust over two years ago, graze 
launched in the States – all of 
them. In the first year, the company 
recorded a turnover run rate of 

$34m and became profitable by year two.
Graze started as a postal snack box 

company in 2007, launched by LoveFilm 
co-founder Graham Bosher, who adapted 
his film subscription concept for the food 
industry. Graze now has a turnover of around 
£70m and is headed by former Innocent 
Drinks Innovation Manager Anthony Fletcher.

“We knew that if we wanted to become 
the world’s number one snack company,  
we needed to be in the world’s number  
one snack market,” says Fletcher. “America 
invented the subscription concept and we 
were aware that, as time went by, copy-cat 
companies would come on-stream out of 
Silicon Valley. We had to act quickly to get 
ahead of the competition.”

Going nationwide right from the start 
was a challenge for graze, but there were 
significant advantages. One was greater 
choice of options in buying media to market 
the service; another was that – with the 
company heavily reliant on social media 
– it would have been a lost opportunity 
for people to be talking online about the 
products to others who couldn’t buy  
them in their particular state or city.

While market size presented enormous 
scope for growth, it was also a logistical 
problem. The population density of the 
UK makes delivery of low-cost orders a 
viable proposition. In the States, though, 
there tends to be a higher average value 
for orders, making it cost-effective to use 
premium carriers.

“Our model of discretionary pricing that’s 
affordable enough for a mass market meant 
we’d be using the US mail network, which  
is slower and less reliable than in the UK. 
We found that a box was taking two weeks 
just to get from our distribution centre in 
New Jersey to Manhattan,” says Fletcher.

Thirty thousand cardboard bunnies left 
over from an Easter promotion in the  
UK were posted in different 
states, and delivery 
performance was measured. 
The findings helped graze 
crack the problem of  
on-time deliveries. Fletcher 
credits this type of smart 
data use for much of  
the company’s success. 

“There have been a lot 
of international launches 
that have gone very 
wrong,” admits Fletcher. 
“They didn’t pre-empt the 

difficulties. Before we launched 
graze in the States, we carried 
out a minimum viable product 
test by setting up a website 
and flying products in to test 
the market. It gave us a huge 
amount of feedback on logistics, 
the product range and customer 
behaviour. It told us where to 
focus our problem-solving and 
what key changes we needed 
to make. Ultimately, it allowed 
us to go into the US de-risked 
and with a certain confidence.”

The company gets 15,000 
customer reviews an hour and, 
based on feedback, can take 
a new product to market in 48 

hours. It was this responsiveness and agility 
that Fletcher believes was central to their 
ability to adapt to the US. They could “fail 
fast and learn from it”. Using their data, the 
company was able to localise products quickly. 
Almost 90 per cent of the range was changed 
to suit American tastes and preferences. 
Mango chutney was an unpalatable enigma  
to US customers, for example, while  
cinnamon rolls were a must-have. 

“It’s not difficult for us to act on the 
feedback we get and innovate,” says 
Fletcher. “We’re good at churning our  
range, we have our own factory and  
even our packaging is printed online  
as products are made, so there’s  
no lead time and no obsolescence.”

He believes it’s inherently easier to  
expand internationally as an online business, 
but that the US is a uniquely difficult market. 

“The market is cluttered, people are  
over-advertised to and the incumbents  
– your competitors – work in a different 
way. They’re more aggressive and they have 
access to more capital. It means you have  
to really stand out. For us, testing the market 
in a very data-led way and entering the 
market with force really worked.” 

Anthony Fletcher, 
CEO, graze
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”Hypergrowth 
from customer 
data-mining”
Peter Williams, Jack Wills

hese days, you’re just as likely  
to see Jack Wills’ preppy clothes 
at Harvard and Yale as Oxford 
and St Andrew’s. From £10m  

in 2007, the company has grown organically 
to a turnover of £150m in 2015. There are 
around 90 stores globally – 60 of them  
in the UK and 10 in the States.

“You could say that succeeding in the 
States was the reason I started the business 
in the first place,” says founder and CEO 
Peter Williams. “I saw a very visionary guy, 
Ralph Lauren, intoxicated by British heritage. 
He created the American prep look, which 
was replicated by numerous other brands.  
It seemed to me that if all that could happen 
from a love of Britishness, then I could create 
a brand with authenticity at its roots and take 
that into the backyard of WASP America.”

But, if the US was already on the agenda 
back in 1999 when Williams opened the first 
store at Salcombe in Devon, why did it take 
till 2010 to actually get across the water?

“One of the secrets to international 
success is a rock solid domestic business. 
You can’t hope to succeed if don’t have  
a strong core at home. It took us time  
to develop the scale,” says Williams.  
”It’s a lot easier when you’re a digital 
business, but when you’re building  
physical stores, it takes time.”

Jack Wills didn’t choose New York  
or Los Angeles for its first US ventures,  
deciding instead on Nantucket, Martha’s 
Vineyard and Cape Cod. The strategy was 
based on selecting locations that would  
be “emotive” from a brand point of view. 

“In the UK, we opened in Salcombe 
because it fitted perfectly with the brand,” 
explains Williams. “We might have made 
more money on one day in August there 
than in the whole of February, but it wasn’t 
solely about profitability. It was about brand 
positioning. People went back from Salcombe 

to the Home Counties or the Midlands and 
took our brand with them.”

The US strategy was the same – tourist 
locations, not hugely money-making  
in their own right, but with huge  
‘take home’ potential.

“If we’d opened in New York, for example, 
there’s nothing a customer can interpret 
about us from that,” adds Williams.  
“The principle stands for most retail brands. 
Whatever you stand for, the old world 
concept of opening 300 stores in malls  
across America is just dead. No-one  
would entertain that now. The buzz in retail 
is around creating environments that provide 
a customer experience. For us, that’s been 
locations where the ‘Fabulously British’ tag 
fits perfectly with the market.”

In fact, though, location is a small part 
of the US strategy, and becoming smaller. 
Jack Wills has always been multichannel 
– or ‘omnichannel’, as Williams puts it 
– highlighting the seamlessness of their 
physical and online business. 

“When I started the company, it was 
at the time of the .com boom,” he says. 
“Everyone was trying to muscle in on the 
web revolution, but fashion retailers were  
at best ignoring it, and at worst hostile to it.”

From the early days of a 1,500-name 
customer list built from Salcombe sign-ups, 
the company has made smart data and 
customer relationship management a central 
part of its model. They are, says Williams,  
on the verge of a “game-changing concept” 
for fashion retail.

“The hypergrowth in the US is coming 
from superb CRM data-mining. We’re 
working with Clive Humby and Edwina Dunn, 
the innovators behind Tesco’s Clubcard, to 
prove a new model for collecting and using 
customer data,” says Williams. 

Supermarkets have found it relatively 
simple to get valuable information about  
their customers’ buying habits because  
the volume and frequency of shopping 
produces vast quantities of data. It hasn’t 
been so easy for other types of retailer.  
A new method, scraping data across 11 social 
media platforms and combining it with store 
data, will give Jack Wills billions of data points 
that, through the use of clever analytics, will 
help them identify potential customers in the 
US, and anywhere for that matter. 

“People used to buy mailing lists and 
it could take weeks to get in touch with 
customers. This is near-enough free and  
it’s instant,” says Williams. “It means  
we’ll be focusing on stores that enhance 
the brand and generate data, while doing 
more online business. In fact, I don’t  
think about number of stores, but rather  
the dollar value of sales from a region.  
How we achieve that is irrelevant. 

“My belief is that, at maturity  
(whatever that looks like), we’d expect  
our online business to be at least  
as significant as our stores.  
America is built for the web.” 

1 http://www.telegraph.co.uk/finance/2743250/An-
American-misadventure.html

2 http://www.wsj.com/news/articles/SB10001424127
887324640104578160514192695162

3 http://www.high50.com/startup/johnnie-boden-
entrepreneur-interview-i-dismissed-online-
shopping-now-i-own-a-global-brand

Left: Peter 
Williams, CEO, 
Jack Wills
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rom the 1,000-plus entries, 
10 deserving companies went 
through to the National Final  
in March and after a final,  

nerve-wracking 90-second pitch to the 
judging panel, craft gin makers Warner 
Edwards Distillery were named the  
Elevator Pitch Winners.

“We were absolutely delighted to win 
especially given the level of competition,” 
says co-founder Tom Warner.

“It was a great group of people and  
we bonded very quickly over the two days, 
bouncing ideas off each other and sharing  
the entrepreneurial spirit!”

The competition came at a perfect time for 
Warner Edwards as the company is gaining 
listings for its gins with major retailers such 
as Marks and Spencer and Booths.

“The whole ethos of the competition 
seemed to be about turbo-charging the growth 
trajectory of the winning business and it could 
certainly do that for us,” explains Warner.

“We’ve gained some excellent listings 
in the last six months and the challenge is 
to keep up to speed with those. The prize 
money will allow us to make the necessary 
investment to do that.”

Even before the Elevator win, Warner 
Edwards has enjoyed a strong growth story. 
Started by Tom Warner and Sion Edwards – 

CRAFTING A 
GROWTH STORY
In October last year, HSBC launched the  
Elevator Pitch Competition – giving small 
businesses throughout the UK the opportunity  
to pitch their growth idea in a 90-second video  
and win £150,000 to make that idea a reality.

friends since their days at agricultural  
college – the business was born out  
of a conversation at a family barbecue.

“We knew we wanted to run our own 
business with the family farms as a backdrop 
and after much discussion hit upon the idea 
of craft gin,” says Warner.

It turned out to be a good decision as the 
company started winning awards from its 
launch in 2012 and has grown quickly since 
with projected sales of around £1m in 2016. 
The challenge though is to maintain that 
growth trajectory, as Warner acknowledges.

“For us it’s about getting the people in  
to support the listings we’ve won. Any small 
business has to live hand to mouth to a certain 
extent and if you employ someone, they have 
to start delivering immediately,” he says.

“Of course, it never quite happens  
that way. Winning the competition just  
gives us that bit of breathing space  
to bring new people on board and drive  
our plans forward.”

The company will also invest in the 
ancillary equipment that will help improve 
the production process, including a new  
still to sit alongside their current still 
‘Curiosity’, which will give them  
increased distillation capacity.

It’s not just about capacity though, in the 
hugely competitive craft gin market, finding 

ways to stand out from the crowd is 
absolutely vital. To this end, the company  
is developing a botanical garden next to the 
distillery where they are growing a variety  
of herbs and spices – people can come and 
pick a selection and then make their own gin.

Another awareness-raising drive will  
see the company develop a quarterly limited 
edition alongside the core range that will be 
available to fans of the brand.

“There seems to be an insatiable desire 
for new products within the category and 
meeting that demand will really help build 
the brand,” says Warner.

From supplying independents to having 
their gin on the shelves of some of the  
UK’s best-known stores the process has 
been a steep learning curve for the business.

“Certainly the impact of fulfilling much 
bigger orders with longer payment terms 
has been quite dramatic and has caused  
us a few headaches in terms of cash flow,” 
says Warner. 

ELEVATOR COMPETITION 
We hear from the winner of the 
HSBC Elevator Pitch Competition

Tom Warner and Sion Edwards
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“But, in the long run it’s those kind of 
orders that will really grow the business.”

The other pressure associated with  
working with bigger retailers goes back  
to the company’s ongoing marketing  
drive as Warner explains.

“These companies aren’t doing us a favour, 
we’re basically renting shelf space from them 
and we have to make sure there is demand 
for the product and that having it in their 

stores works for them.”
Estimates suggest that 

the UK gin market will be 
worth £1.3bn by 2020 and 
Warner Edwards is one 
of many craft gin distillers 
fighting for a share of 
that burgeoning market. 
Winning the Elevator Pitch 
will certainly help the 
company put in place the 
resources it needs to take 
on the competition. 

 £1.3bn
Estimated size of the  
UK gin market by 2020.

THE ELEVATOR 
PITCH FINALISTS
Winner: Warner Edwards Distillery 

4c Design
The Wholeleaf Co
Cocoba Chocolate
Greedy Goat Ltd
Target Stati-CAL Ltd
The London Jam Factory
The Source Hastings
Torc2 Ltd
Tootsa MacGinty
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ecent figures from the Office for 
National Statistics show that 2015  
set a new record for inbound tourism 
to the UK with 35.8 million visits,  

4% up on 2014. This is matched by an upturn  
in tourism revenue: spending by overseas 
visitors is predicted to reach almost  
£23bn this year, a 4.2% increase on 2015.1

This growth is “fantastic news for the UK 
economy,” remarks VisitBritain Director Patricia 
Yates. “It shows we’re on track to realise our 
ambition to grow international visits by more 
than 20% by 2020, which could see an additional 
£4.5bn in visitor spend, as well as driving tourism 
across all our nations so its benefits are felt 
throughout the whole of Britain.”

Research carried out by VisitBritain, the 
UK’s national tourism agency, has found that 
communicating a sense of atmosphere and 
emotion is important in attracting overseas 

SECTOR FOCUS

visitors. While Britain was seen as offering  
great cultural sights, it was considered less 
strong on communicating the promise of 
emotive and immersive experiences. 

CHINA
Nevertheless, Chinese perceptions of Britain 
as a travel destination remain stronger than 
ever. As the number of Chinese visitors to the 
UK continues to break records, the challenge 
for businesses will be to make sure they are 
‘China-ready’ to meet the needs of this rapidly 
growing market. 

VisitBritain for example has recently launched 
its 2016 directory of more than 300 hotels, 
attractions and activity providers across the 
UK which have signed up to its GREAT China 
Welcome programme to position Britain  
as the most welcoming destination in Europe  
for Chinese visitors.

Inbound tourism accounts for 9% of the UK’s GDP, and the 
sector is going from strength to strength. Now, the challenge 
for UK plc is to accommodate the travel-hungry middle classes 
from China and the Middle East.

WELCOME
Putting out the

mat

 2,527
average spend per visitor
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the summer heat. “These visitors like 
to experience what British people do so 
activities like shopping, going to pubs and 
restaurants and visiting parks are often on 
their must-do list,” notes Patricia Yates. 

Indeed, the total spend from UAE nationals 
was up 3% to £378m in 2015. Saudi Arabia 
is an equally high-spending market, explains 
Patricia Yates. “Each visitor spends  
on average £2,527 per visit.

“The UK is a top shopping destination  
and 61% of Saudi visitors go to a department 
store or luxury store on their trip – the  
fourth-highest among all inbound markets, 
beaten only by three other Gulf markets.”

Other initiatives run by VisitBritain  
include ‘Get ready for China’ seminars run 
in partnership with destination management 
organisations around the country to inspire 
and educate local businesses about the 
Chinese tourism market. 

Market research and translation agency, 
Foreign Tongues, advises on the interests 
and cultural habits of Chinese visitors. 
“The Chinese prefer to do business with 
friends so work on building friendship and 
trust, above simply trying to push business 
through. Invite them to visit you, send them 
a Christmas card and greet them with small 
gifts, for example.”2

John Barclay of Primasia, a business 
consulting firm in Hong Kong, agrees that 
Chinese visitors respond well to customised 
services. “Businesses could consider 
offering something that is personalised and 
which enables visitors to have something 
different to talk about when they get home. 
This could be bespoke services such as 
small tour groups for families, or taking 
account of Chinese culinary requirements 
whilst still giving something authentically 
British. But importantly, one size does  
not fit all.”

The UK government has increased  
the momentum by putting a plan in place 
to incentivise China’s travel-hungry middle 
class. In January the Home Office moved 
to provide two-year multiple-entry visitor 
visas at a cost of £85, the same as the 
current standard six-month visa. 

MIDDLE EAST
The other big inbound group of visitors is 
from the Gulf States as they look to escape 

Internationally, Liverpool is well known as a place of music, 
sport and culture but more and more the city is seen  
as a destination for weekend breaks and extended stays.  
This is reflected in the number of hotels now in service.

“In 2009,” says Max Steinberg, “we had around  
94 thousand bedrooms here. Six years later we have  
just shy of 130 thousand.”

Indeed Liverpool’s tourism economy has increased 30% in the 
last five years, but the outside interest isn’t restricted to tourism. 
Entrepreneurs and emerging talent are being drawn to the city 
by market opportunities, business benefits and the quality of life. 

As Mr Steinberg explains, Liverpool is now one of the top 
three or four shopping destinations in the UK. Part of this 
regeneration is the £40m extension to the city’s exhibition 
centre. “Overseas delegates tell me our exhibition centre  
is equal to most other centres in Europe and America.”

A billion pound docking project off the UK’s North West 
coast is another boon to the city. “This integrated cluster  
of multimodal logistics assets will be able to service  
95% of the world’s largest ships, which at the moment  
can’t dock in the north of England. To put this in perspective, 
this is a port that’s already handling about 45% of North 
American cargo into the UK. 

“What’s more, this Superport is going to create 20,000 jobs 
over the next ten years and increasingly this will add to the 
connectivity of the city on a global scale. I actually think this  
is going to return Liverpool to its heyday as one of the world’s 
leading ports.”

THE LURE OF LIVERPOOL

Ms Yates concludes that, to maintain the 
impressive growth in the visitor economy,  
the UK must seek a wide range of partners  
in both the UK and overseas. “Everything  
we do is motivated by the goal to add value 
to UK plc by building our competitive tourism 
offer and driving economic growth and jobs 
across all our nations and regions, so that  
the benefits of tourism and investment  
capital are felt across the whole of Britain.” 

1 http://media.visitbritain.com/?service 
=feature&action=show_content 
page&language=en&feature=11697

2 http://www.foreigntongues.eu/british 
-businesses-getting-china-ready/

Max Steinberg, Chairman 
of the 2016 International 
Festival for Business and 
CEO of the Liverpool’s 
investment agency, 
discusses the city’s 
revolution in hospitality 
and infrastructure 
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PUT YOUR BUSINESS ON THE

When you’re scanning the landscape 
for business opportunities our range of 
products and services can help you get 
into the right market with the right plan.

Contact your relationship manager today


