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BUSINESS BAROMETER

ABOUT THE SURVEY

The Thames Valley Business Barometer
– a collaboration between BDO LLP and
C8 Consulting – provides a twice yearly
snapshot of business and economic
confidence in the Thames Valley.
This latest survey ran from 20 March to 11
May 2018. Over 100 businesses took part
and we would like to thank them for their
support.
The Barometer report contains the results
of the survey as well as in depth profiles of
Thames Valley organisations The Snaffling
Pig, OxSyBio, Waylands, Kyocera and
Thames Valley Science Park. They shared
their views on their own performance, the
key challenges they face and the current
economic conditions. We would like to
thank them all for giving their time to be
interviewed.
Finally we would like to thank our Thames
Valley Business Barometer panel of over 35
business leaders from across the Thames
Valley region for their continued support
with this survey.
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EXECUTIVE SUMMARY

For the last six years the Thames Valley
Business Barometer has provided a twice
yearly snapshot of business sentiment and
performance across the Thames Valley region.
The first Barometer survey took place in the spring of 2012 as the UK began to emerge from
the last recession. The indicators were generally low. However, within a year they had begun
to rise, led by improvements in turnover and profitability, followed by an upturn in business
confidence.
Throughout 2014 and 2015 the majority of survey indicators remained relatively strong and stable.
Then, in 2016, we held the EU Referendum.

SIMON BROOKER
Partner and Head of BDO Thames Valley

In the Spring 2016 Barometer survey, taken just 2 months before the referendum, 70% of
business leaders in the Thames Valley told us that they would vote to remain in the EU, so
the decision to leave took many in the region by surprise. Business pipeline, turnover and
profitability initially dropped, while business confidence fell from 92% in Autumn 2015 to
48% 12 months later. Since then we have seen performance indicators gradually recover
across the board. However, business confidence has remained variable, swinging from 48%
to 69% then back down to 53%, perhaps acting as a reflection of the perceived state of
negotiations with the EU and continuing uncertainty over what a post-Brexit Britain might
look like.
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SIGNS OF IMPROVEMENT
The most recent Barometer survey took
place between March and May 2018, shortly
after negotiations over the framework of our
future trading relationship with the EU had
begun. Over 100 businesses took part in the
survey and the results showed a significant
rise in business confidence and in all the
key business performance indicators such
as order books, turnover, profitability and
headcount.
Business performance figures for the
last six months and expectations for the
next six months both showed a marked
improvement, returning to similar levels
to those in the Spring 2016 survey, while
business confidence had risen from 53%
in Autumn 2017 to 77% in this survey,
the highest figures we have seen since the
Autumn 2015 survey.
During our Barometer round table discussion
held just after the survey had closed, we
asked our panel of local business leaders for
their thoughts on the current climate within
the Thames Valley business community and
received a mixed response.
Take-up of office space in towns such as
Reading was slightly above normal during
the first quarter of this year. However, since
then there appears to have been a coolingoff of market sentiment. This may be a
temporary glitch but many indicators in the
construction industry are currently negative.
Companies whose main markets are in
Europe and those who operate in heavily
regulated industries appear to be less
optimistic about the future than other
businesses, many of whom are taking the
approach that, despite current uncertainties,
they should just get on with it. Meanwhile,
levels of business waste have risen – a
key indicator for waste management firm
Grundon that business is improving in the
region.

One area in which everyone agreed the
current business climate is having an impact
was that of recruitment of key staff, with
many companies finding it increasingly
difficult to source enough of the right calibre
of people, particularly where much of this
labour has traditionally been brought in from
outside the UK.
There is a pressing need for businesses to
have more clarity over the impact that
leaving the EU is going to have and what the
landscape is likely to look like after March
2019.
BUSINESS AND THE ENVIRONMENT
As well as looking at economic confidence
and business performance the survey also
looked at how the region’s businesses are
incorporating environmental practices into
the workplace and what is driving good
environmental behaviour.
We asked organisations how they could
become more environmentally friendly;
whether they had an environmental
policy, and how they could reduce their
environmental footprint and encourage
better environmental behaviours.
Half of the businesses surveyed had an
environmental policy, with half of those
having introduced it within the last three
years, while a quarter of the businesses
surveyed do not have an environmental
policy and currently have no plans to
introduce one.
Interestingly, the desire for companies to
adopt good environmental behaviour does
not appear to be driven by legislation: only
4% of organisations saw this as a chief
driver while the main reasons for having a
policy were to help reduce the company’s
environmental footprint, to help reduce
costs and to improve the company’s
reputation.

When we asked what the most important
thing that could help to drive better
environmental behaviours in a business
was, communicating good practice to
staff appeared to be the overwhelming
response, the overwhelming response was to
communicate good practice to staff.
In BDO’s Reading office, we have found that
many of our environmental practices have
been driven by our younger people. When
we asked the Barometer panel for their
own experiences we found a similar picture
emerging – good environmental practices
often being encouraged by a company’s
own people wanting to do the right thing.
With this in mind, introducing good
environmental practices into the workplace
may also act as a differentiator, helping
to make a company more attractive to
potential new recruits and positively affect
staff retention.
Full details of the survey results can be
found over the next few pages together
with an article by Tracey Rawling Church,
an independent consultant in corporate
social responsibility and sustainability, who
looks at environmental sustainability in the
workplace, and a write up of the Barometer
panel round table discussion held shortly
after the survey closed. In addition there are
company profiles on Kyocera, The Snaffling
Pig, Waylands, OxSyBio and Thames Valley
Science Park. I hope you find the report
interesting and informative and I welcome
your feedback.
Please feel free to share the report and its
findings with customers and suppliers and to
contact me if you would like to be involved
in future Barometer surveys in any way. The
more organisations that get involved, the
more easily we will be able to gauge what is
happening across the region.
The next Barometer survey will take place
from September to November and I hope
that you will take part.
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SURVEY RESULTS

ECONOMIC CONFIDENCE

STAFF ATTRITION

Economic confidence rises
In the latest Barometer survey we have seen confidence levels rise
since Autumn 2017.

Staff attrition levels remain static

• 35% of those surveyed stated that confidence had improved in
the previous six months (versus 12% in Autumn 2017 and 29%
in Spring 2017)
• 23% stated that confidence had deteriorated (versus 47% in
Autumn 2017 and 31% in Spring 2017)

• 30% of businesses surveyed saw their rate of staff turnover
increase in the previous six months (versus 32% in Autumn 2017
and 37% in Spring 2017)
• 10% saw their staff turnover decrease (versus 13% in Autumn
2017 and 10% in Spring 2017)
• 60% saw their staff turnover remain the same (versus 55% in
Autumn 2017 and 53% in Spring 2017)

• 42% stated that confidence had remained the same (versus 41%
in Autumn 2017 and 40% in Spring 2017)

In terms of the general level of economic confidence
among business leaders in the Thames Valley, in the last
six months respondents believe this has …

In the last six months staff turnover has …

10%

23%

Deteriorated

Decreased

30%

35%

Increased

Improved

12%

42%

Remained the same

47%

AUTUMN
2017
SURVEY

60%

Remained the same

41%

13%
AUTUMN
2017
SURVEY

55%

32%
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THE SNAFFLING PIG CO.

FROM MEDICAL SUPPLIES TO PORK CRACKLING

Serial entrepreneur,
Nick Coleman, started
Snaffling Pig because he
was driven by a desire
to start a business that
he was passionate about and he had fond
memories of spending time in his local pub
with his friends and family. Having already
successfully started one business, Medical
Supermarket, with his business partner, Udhi
Silva, Nick was ready for a fresh challenge.
He comments: “Medical supplies is a very
price competitive market. I was looking for
a new venture where I would have more
creative freedom. Udhi and I agreed a wager
and gave ourselves £500 each to start a new
business. The first one to make it to a million
would be the winner. I love pubs, pork
crackling and playing darts. So this is what
gave me my inspiration.”
Nick was keen to see if there was an
innovative way to sell pub snacks. He did
his research and found that the popcorn
market had doubled in size in the last few
years with new flavours of popcorn being
sold. Nick comments: “Pork crackling has a
love/hate appeal. I was looking at bringing in
new flavours aimed at craft beer pubs. In the
early days I literally went from pub to pub
selling it.”
Nick won the wager and, three years
on, Snaffling Pig boasts a turnover of £3
million. In fact, the company has just landed
Tescos and other supermarkets are set to
come online, and this year the business is
forecasting £4.4 million.
The brand has expanded and Snaffling Pig
now sells across three channels: on-trade,
gifting and grocery. Although Nick started in
pub snacks, the best market to date has been
gifting, with many women buying Snaffling
Pig gifts for men. Nick put crackling in jars
at an RRP of £15.00, making it easier and

faster to sell. He first sold
this on Father’s Day but
now all sorts of gifting sets
have been designed. This tactic
saw sales go up massively over the festive
season, with 50,000 Snaffling Pig Advent
calendars being sold last year.
While on-trade and gifting were relatively
easy to get into, grocery has been harder.
But going onto Dragons’ Den and winning
investment from Nick Jenkins certainly
helped. This gave the company investment
in exchange for 20% of the business, 10%
of which Nick has since bought back. What
this also gave Snaffling Pig was a home, as
it was able to locate in a warehouse used
by Dragon, Nick Jenkins. The warehouse
was split in half, Snaffling Pig moved in
and even today, has an incredibly flexible
arrangement.
Today the company employs 15 people
including Udhi, who has come over from
Medical Supermarket to help run the
business, and additional salespeople on the
road who look after the grocers.
Snaffling Pig will launch a range of nuts into
the pub snacks market but Nick says grocery
will be the company’s biggest channel for
growth.
So what next? Nick is potentially thinking
about gammon and extending the whole
pork line to bring in new exciting flavours to
this meat and he is currently in conversation
with Europe’s second largest exporter
of pork to Sainsburys with a view to
repackaging their gammon.
Nick is also keen to open up a range of
casual dining restaurants as he constantly
looks for other ways to extend the brand:
“This could be a wicked way of showcasing
the brand, a pork version of Nando’s.”

Nick says the secret to success is about
having a passion and innovating, bringing
new ideas to a traditional product. However,
he adds that it is also about recognising your
limitations and knowing where and when
to get help. In terms of challenges, space is
an issue, as the business doubles in size at
Christmas: “We will do 10 times the business
during the peak period”. As a result cash and
working capital are also a challenge and Nick
is looking at ways to raise finance.

Pork crackling has a
love/hate appeal. I was
looking at bringing in
new flavours aimed at
craft beer pubs. In the
early days I literally
went from pub to pub
selling it.

NICK COLEMAN

Founder and CEO | Snaffling Pig
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SURVEY RESULTS
TURNOVER
Turnover rises
• 57% of those surveyed had seen their UK turnover increase in the
previous six months (versus 47% in Autumn 2017 and 54% in
Spring 2017)
• 10% had seen their turnover decrease (versus 17% in Autumn
2017 and 16% in Spring 2017)
• 33% had seen their turnover remain the same (versus 36% in
Autumn 2017 and 30% in Spring 2017)

In the previous six months turnover…
PIPELINE
Business pipeline improves

10%

• 53% of businesses surveyed had seen an increase in the size of
their business pipeline over the previous six months (versus 44%
in Autumn 2017 and 47% in Spring 2017)
• 6% had seen their pipeline decrease (versus 17% in Autumn 2017
and 20% in Spring 2017)
• 41% had seen their pipeline remain the same (versus 39% in
Autumn 2017 and 33% in Spring 2017)

Decreased

57%

33%

Increased

Remained
the same

In the last six months our new business pipeline has…
17%

36%

AUTUMN
2017
SURVEY

6%

Expectations for future turnover also rise
Looking forward to the next six months 63% of those surveyed
expected their turnover to increase (versus 51% in Autumn 2017 and
55% in Spring 2017) while 9% expect to see their turnover decrease
(versus 10% in Autumn 2017 and 15% in Spring 2017).

In the next six months turnover is expected to…

Remained
the same
17%

39%

Decrease

63%

Remain
the same

41%

53%

Increased

AUTUMN
2017
SURVEY

9%

28%

Decreased

47%

Increase

10%

39%

AUTUMN
2017
SURVEY

51%

44%
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OXSYBIO

REJUVENATING TISSUE FOR MEDICAL RESEARCH

You can’t help but
feel enthused by the
energy and passion
that CEO, Hadrian
Green, displays
when he talks about the capabilities of his
company, OxSyBio, and its 3D printing
platform. A spin out from Oxford University
and the brainchild of Professor Hagan
Bayley, OxSyBio is developing 3D printing
techniques to produce a range of tissue-like
and functional tissues for medical research
and clinical applications.
Founded in 2015, Hadrian was employee
number one when the company secured seed
investment of £1million. Fast forward three
years and the company has recently secured
£10m in Series A financing from Woodford
Investment Management, alongside other
investors.
Quite an achievement in such a short
space of time, so why all the excitement?
OxSyBio has a unique 3D printing platform
which enables it to assemble the building
blocks of life and, according to Hadrian, the
opportunities that this presents are almost
limitless: “The key to the future success of
this technology is taking the right path to
commercialisation as there are a number
of options open to us and a lot of eager
investors keen to be part of medical history.”
In layman’s terms this is synthetic biology
and the company’s ultimate ambition is to
fabricate therapeutic tissues for patients
using living cells or non-living ‘artificial’ cells
or hybrid materials. These tissues have the
potential to revolutionise the growing field
of regenerative medicine, allowing for the
printing of new tissues that can be used to
repair or replace parts of the body damaged

through disease or injury.
Based on the Harwell
science and technology
campus near Oxford, Hadrian
talks about his role and how he is taking
what is effectively science and turning that
into an entrepreneurial language, looking
at what the product can deliver and routes
to market. Alongside Hadrian is Sam Olof,
CTO, who is also working to develop the
technology. Hadrian adds: “Our investors
are enormously supportive and patient. This
is a long game but could easily escalate to
become a billion pound business”.
Hadrian goes on to say that “Life is like a
set of Lego components - organisms, cells,
metabolic systems, proteins and what we
have developed is a really elegant way of
turning these into usable building blocks
and plug and play droplets with whole cells
inside and we can print fake flesh cells and
so much more.”
Hadrian explains that the seed round
was about assessing the feasibility of the
platform and now this latest round is
about the company understanding key
functionality, scalability, interfaces and real
world usability scenarios. Today it has a
number of really tangible, affordable next
gen products in development and a growing
patent portfolio that it could take into the
healthcare space. However, now Hadrian
needs to take some of these development
ideas and move to a full production facility.
He says: “we are in the experimentation
phase and our portfolio of products will
slim down and we will find that some of the
ideas will be pushed out of the nest. Now
there is nothing stopping us pushing for
revenue and we are doing this quite early

and aggressively.
Likewise we are looking to get our customers
to fund our business as well as our investors.
What this means is that we are now building
an eco-system of like-minded companies
who can make these products.”
OxSyBio is also looking to appoint the
next level of leadership in the company
and has quite a diverse team with 70%
from overseas. So is Hadrian worried about
Brexit? He says no: “Here in the UK there
is some really top talent and we are on the
tip of greatness with brilliant ideas – it is a
question of flushing them out, which is very
exciting.”

Our investors are
enormously supportive
and patient. This is a
long game but could
easily escalate to
become a billion pound
business.

HADRIAN GREEN
CEO | OxSyBio
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SURVEY RESULTS
PROFITABILITY

HEADCOUNT

Profits rise

Headcount shows slow growth

• In the last six months 56% of those surveyed had seen their
profitability increase (versus 44% in Autumn 2017 and 49% in
Spring 2017)

• 37% of business leaders surveyed had seen an increase in
headcount over the previous six months (versus 30% in Autumn
2017 and 43% in Spring 2017)

• 11% had seen a decrease in their profitability (versus 19% in
Autumn 2017 and 24% in Spring 2017)

• 12% had seen their headcount drop (versus 18% in Autumn 2017
and 8% in Spring 2017)

• 33% had seen their profitability remain the same (versus 37% in
Autumn 2017 and 27% in Spring 2017)

• 51% had seen headcount remain the same (versus 52% in
Autumn 2017 and 49% in Spring 2017)

In the previous six months profitability…

In the previous six months headcount...

11%

12%

Decreased

Decreased

37%

Increased

56%

Increased

33%

Remained
the same

51%

19%
AUTUMN
2017
SURVEY

18%

Remained the same

30%

AUTUMN
2017
SURVEY

44%

37%

52%

Expectations climb

Headcount expectations remain the same

Looking ahead to the next six months 62% of businesses surveyed
expected their profits to rise (versus 49% in Autumn 2017 and 47%
in Spring 2017) while only 3% expected profits to decrease (versus
11% in Autumn 2017 and 15% in Spring 2017).

Looking ahead to later in 2018 50% of those surveyed expect their
headcount to have grown (versus 41% in Autumn 2017 and 43% in
Spring 2017) while 4% expect headcount to have dropped (versus
8% in Autumn 2017 and 6% in Spring 2017).

In the next six months profitability is expected to...

In the next six months headcount is expected to...

3%

4%

Decrease

35%

Remain
the same

Decrease

50%

62%

Increase

46%

Increase

Remain
the same

8%

11%

40%

AUTUMN
2017
SURVEY

49%

AUTUMN
2017
SURVEY

51%

41%
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WAYLANDS

DRIVING BRAND AND PROFILE IN THE THAMES VALLEY

New Volvo car
dealership, Waylands,
derived its name from
the Wayland's Smithy, a historic site along
the Ridgeway which was the original drover’s
road, “the M4 of its day”, according to CEO,
John O’Hanlon, who loves the local nature of
the Smithy and what it represents.

John believes that the
level of awareness and
acceptance towards hybrid
will change dramatically over
the coming years. “Diesel and
petrol may still be the right option for some
of the bigger cars but full electric delivers
some incredible benefits.”

John O’Hanlon started Waylands after
taking some time out from his last venture
Ridgeway, another car dealership, which
was sold back in May 2016. Not content
with building a house during this time, John
wanted to get back into the cut and thrust of
working life. “The motor retail industry gets
into your blood. I spent some time doing my
research and could see the exciting direction
that Volvo was headed.”

Today the company has 62 staff, 34
in Reading and 28 in Newbury, where
Waylands acquired the car dealership
Fawcetts earlier this year. This is the oldest
Volvo dealer in the country, with a fantastic
reputation. John is focused on building a
good regional presence and his 3 year plan
is to grow the company to £100 million
turnover with a £2.5 million balance sheet.
Part of that growth will be via acquisition
and John is keen to establish Volvo as a
premium player.

The stars aligned and an opportunity came
up whereby Volvo required a new dealership
in Reading and appointed Waylands, who
set up temporary premises to start trading.
Now John has secured a new site to build
premises in Worton Grange, which will be
completed in November. He continues: “We
have been successful very quickly. We’ve
gone from an empty Trade Counter facility to
a fully functioning new, used and after-sales
dealership. In our new facility, we will have
a 7 car show room, a 6 bay workshop and a
50 used car display, close to the motorway.
We are keen to ensure fantastic customer
service from parking your car through to the
facilities in our workshop.”
John believes that Volvo has great heritage
and has made significant investment in its
range with particularly exciting new hybrid
and electric developments: “Already most
of our model range are offered as hybrids.
In fact the new V60 (which launched 12th
July) is fully electric. The battery technology
has improved and charges very quickly with
much longer ranges.”

John explains the business model and that
there are smaller margins in new cars and
reasonable margins on approved used cars
and on after sales (servicing and selling
parts). He explains: “Everybody has a new
car serviced these days at the franchised
dealer and with the benefit of service plans,
over 65% of cars between 3 and 6 years of
age will also be serviced with us. We want
to build trust, show value and be completely
transparent, so if you need work done, we’ll
send you a video – showing exactly where.”
The car market is tough and has experienced
12 months of continuous decline, but John
says that Waylands is growing. He adds:
“One car brand might be having a good time
while others are suffering. As a nation we
love premium cars and we like to buy new
ones, so there is still plenty of opportunity.”

John states that, because of the great
new designs, Volvo is attracting a younger
demographic of customers who haven’t
previously looked at Volvo. Volvo is also
leading and disrupting the market in vehicle
automation. John concludes: “Volvo is
streets ahead when it comes to giving
customers back time through autonomous
capabilities. They estimate customers will
get back two weeks over five years when
using its autonomous features, such as
allowing deliveries to your car boot. Imagine
if your car could drive to the petrol station
and refuel without you. With Volvo that will
soon be reality."

I don’t want to
disappoint anyone,
therefore we need to
grow, consolidate,
take stock, then grow
again.

John is mindful of the risks of growing too
quickly and losing focus: “I don’t want to
disappoint anyone, therefore we need to grow,
consolidate, take stock, then grow again.”
JOHN O’HANLON
CEO | Waylands
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TRENDS IN BUSINESS PERFORMANCE

AN ANALYSIS OF KEY PERFORMANCE TRENDS FROM THE BAROMETER SURVEY RESULTS
SINCE SPRING 2012

IN THE LAST SIX MONTHS DO YOU THINK GENERAL LEVELS
OF ECONOMIC CONFIDENCE IN THE UK HAVE:

IN THE LAST SIX MONTHS DID YOUR TURNOVER:

100%

100%

80%

80%

60%
40%

20%

REMAINED
THE SAME

60%

IMPROVED

40%

20%

DETERIORATED

0%

0%
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REMAIN
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2014
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2017
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2017

IN THE LAST SIX MONTHS DID YOUR HEADCOUNT:

IN THE LAST SIX MONTHS DID YOUR PROFITABILITY:

100%

100%

80%

80%

60%
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2018

60%

40%

40%
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20%

20%
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2013
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2015
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2016

2017

2017

2018
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KYOCERA

DIGITISATION AND THE CLOUD ARE CREATING OPPORTUNITIES FOR KYOCERA

Kyocera was founded
in 1959 by Dr. Kazuo
Inamori, and is now one
of the world's foremost
manufacturers of fine-ceramic components for
the information and communications industries.
Today, CEO, Rod Tonna-Barthet, responsible
for Annodata and Kyocera Document Solutions
UK which together has 550 employees says:
“Kyocera Document Solutions represents
about one quarter of the organisation’s overall
revenues. We strongly believe that commercial
success and the material and spiritual fulfilment
of our employees are inextricably linked. Our
strong philosophy based on corporate and social
responsibility has helped us develop our ceramic
drum technology which significantly reduces
our carbon footprint in both our manufacturing
processes and subsequent equipment use.”
Rod explains how the Kyocera toner cartridge
has only eight parts as opposed to 40 or
50 that other cartridges typically have and
how the product is designed to be far more
environmentally friendly than Kyocera’s
competitors: “If you have fewer working parts,
you have less waste and greater efficiency,
improved uptime and it is much easier to fix.” He
explains how environmental products are part of
Kyocera’s DNA and a key focus since 		
its foundation.
In December 2016, Kyocera acquired ICT and
print specialist Annodata as it sought to bolster
its position in the ICT market. Annodata offers a
wide range of specialist services including IT and
Print Managed Services, unified communications,
document management and software, mobile
telephony, enterprise content management and
cloud hosting services. Rod comments: “We
recognised that getting closer to the customer
and widening our range of services was critical
to our growth strategy. For this reason, Kyocera
made two acquisitions since 2015 with Annodata
being one of these. As a result, we have doubled
in size and are on track to exceed £150 million
revenue this year.”

The organisation now operates
successfully with both a direct
(Annodata) and indirect operation
(Kyocera) with a greatly expanded range of
services. Rod says that the shift to the cloud has
changed what customers are looking for and he
sees ongoing pent up demand for ‘as a service
provisions’ in the cloud environment. He adds:
“With the sophisticated range of services which
Annodata already provides, we now have a
single view of the market place, understanding
intimately what end users and the
channel want.”
Rod sees significant opportunity in the market as
customers look to digitise paper-based activities,
but also warns of prevailing headwinds with
regards to Brexit: “Organisations are feeling
uneasy about where the world will be post
March 2019. This lack of clarity has held up
investment decisions and impacted confidence.”
He goes on to say how propositions need to be
compelling and flexible to allow for this. “What
happens post March 2019 is anyone’s guess,
there are still so many unknowns.”
He explains that Kyocera and many of its
customers employ a significant number of skilled
migrant workers and again there is uncertainty
about what will happen to these post Brexit.
Rod comments that, as employment levels in
the UK are at their highest rates, recruitment
and retention of key talent can be a challenge:
“Likewise there is a shortening in the tenure of an
employee and the speed of change and attrition
of individuals across most industries, particularly
in high profile roles, is accelerating. Partly this is
because the market is buoyant but also because
of millennials entering the job market.”
However, there are big opportunities and Rod is
keen to drive enterprise content management
(ECM) and digitised services: “Our focus
historically has been on support of infrastructure,
but we are now increasing our engagement to
assist with the digitisation of existing workflows
to help deliver greater efficiencies and improve

clients’ competitive advantage. We are seeing
more customers outsourcing and consolidating
suppliers of IT services and looking to develop
greater strategic partnerships with providers they
can trust. Not only can they attain economies
of scale, but partner management becomes
much more efficient for them. With the range
of services and experience that we can offer, we
are seeing increasing demand both directly and
indirectly, via the services we can provide our
channel partners.”
Kyocera is forward thinking about what it
needs to achieve which is why it offers broader
services such as ECM and Business Process
Outsourcing to complement its traditional Print
and ICT services. From an R&D perspective,
Kyocera continues to develop the most energy
efficient products that minimise parts needed
and reduces waste. Rod explains that the
commitment to sustainability runs right through
the company, even down to packaging. He adds:
“80% of tenders we are responding to will have
environmental issues as part of the scoring,
so it is critical that, even though this is not a
deciding factor for many customers, we help our
clients (and clients of our partners) leverage the
considerable eco benefits that partnering with
Kyocera delivers them.”

If you have fewer
working parts, you
have less waste and
greater efficiency,
improved uptime and it
is much easier to fix.
ROD TONNA-BARTHET
CEO | Kyocera
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Does your organisation have an
environmental policy?

26% No, and we
currently have
no plans to
introduce one
48%
Yes

26% No, but
we’re planning to
introduce one

How long has your organisation had an
environmental policy?

10% 10%

Less than
a year

More than
10 years

31%

Between 3
and 10 years

49%

Between 1 and 3 years

What is the main driver for having an
environmental policy?

15%

Because
customers/
partners
require it

34%

Reduce
environmental
footprint

4%

Legislation

21%

Reduce costs

26%

Improve
reputation

AUGUST 2018 | THAMES VALLEY BUSINESS BAROMETER

12

ENVIRONMENTAL PRACTICES
IN THE WORKPLACE
In this survey we looked at environmental practices and asked how
businesses in the Thames Valley are incorporating them into the
workplace and what is driving this behaviour.
Below is a summary of the responses we received.

What practical steps could your organisation
take to reduce its environmental footprint?

What is the most important thing your organisation
could do to drive better environmental behaviour?
60%

1% 19%

55%

Other Implement an
environmental policy

44%

44%

49%

50%

35%

35%

40%

30%

48%

16%

Communicate
good practice
to staff

Monitor
progress
against
targets on a
regular basis

Provide environmental 16%
training and education
for staff

What can be done to encourage businesses to be
more environmentally friendly?

20%

29%

Better
education of staff

22%

Embed good
practice
into
businesses

Reduce business travel

Increase recycling

17%
Reduce water consumption

Reduce the use of cars

Increase use of environmentally friendly resources

Reduce waste

Reduce energy consumption

7%

Promote
environmentally
friendly business
travel

10%

42%

Government incentives

0%
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ENVIRONMENTAL SUSTAINABILITY
IS IT FRONT AND CENTRE OF YOUR STRATEGY OR JUST
A DISTRACTION?

TRACEY
RAWLING
CHURCH

INDEPENDENT CSR
/ SUSTAINABILITY
CONSULTANT

Environmental sustainability
is a topic that divides opinion
among business leaders, as
the results of the Business
Barometer demonstrate. A
few put it front and centre
of strategy, considering
it a source of competitive
advantage or a moral
imperative; others wait for
the policymakers to compel
them to act, thinking it an
irrelevance and a distraction.
The majority sit somewhere
between those poles, aware
of the challenges presented
by the effects of climate
change and the increasing
competition for resources
created by a growing
population on a finite planet,
but unsure how to address
them meaningfully.

From a business perspective, I often think
we approach the debate from the wrong
direction. The focus is too often on the
risks of environmental damage, resource
scarcity and climate change; but the flipside
of every risk is opportunity and as business
people we have the choice to either hedge
against it or try to turn it to our advantage.
Fortunately, we have left behind the era
when any sustainable business initiative
driven by anything other than pure altruism
was dismissed as cynical. It has finally been
recognised that genuine sustainability has
to be embedded into culture and strategy in
a way that makes commercial sense for the
particular organisation.
As the Barometer indicates, sustainable
business is being driven by customer demand
– whether it’s the consumer’s pound or
the large corporate or public sector client’s
supplier evaluation process. Separate
studies indicate that a young workforce is
increasingly motivated to join and remain
loyal to businesses whose values align with
their own. Both groups are less interested in
one-off projects that offset environmental
harm than in products and services that
have consideration for people and planet
at their core. Marks and Spencer’s Plan
A was an early example which has now
become business as usual and continues to
drive innovation in areas like supply chain
transparency.
In addition, more leading brands are making
strong commitments to address sticky
challenges. Iceland’s recent announcement
that it would eliminate palm oil from own
brand products by the end of the year was
a great example of a brand taking a bold
stance on a resource that has so far defeated
strenuous attempts by credible businesses
to make its production sustainable. It won’t
solve the whole problem but it brings it to
the mainstream and fuels the debate that
will eventually empower consumers to make
more informed and thoughtful choices.
More importantly, perhaps, it supports and
encourages Iceland’s suppliers to innovate,
creating sustainable solutions that can then
be rolled out to more of their clients.

A race to the top seems to be emerging
among larger companies, creating a
trickledown effect towards SMEs. Those
who supply the big brands are being
influenced by their procurement policies,
but consumers and employees are having an
impact too. Compliance thresholds for policy
interventions are falling – for example the
Modern Slavery Act applies to companies
with a turnover as low as £36M and the
Energy Saving Opportunities Scheme is
mandatory for organisations with 250 or
more staff. It’s encouraging that only 4% of
the Barometer respondents cited legislation
as the driver for becoming more sustainable,
but alarming that a quarter have no
environmental policy and no plans for one.
There is clear recognition among the
respondents that costs can be reduced by
improving environmental efficiency, with
reducing energy use, travel and waste
scoring high on the preferred interventions.
Reputation is also a key driver for a quarter
of respondents, who understand its value
in attracting customers and attracting and
retaining talented staff. All very encouraging,
but operational sustainability is already
a hygiene factor for almost half of the
businesses surveyed who are in a strong
position to push ahead to the point where
sustainability becomes a true competitive
differentiator. In an increasingly resource
constrained world, populated by ever more
discerning customers and employees,
the companies who thrive are likely to be
those with sustainability at the heart of
their products and services, who empower
their staff and customers to improve their
own environmental performance, and who
are prepared to confront the existential
challenge of pursuing economic growth on a
finite planet.
Tracey Rawling Church is an independent
consultant in corporate social responsibility
and sustainability. She is interim chair of
Connect Reading and a member of the
Reading Climate Change Partnership.
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THAMES VALLEY SCIENCE PARK

TECHNOLOGY, INNOVATION, BIG DATA, ANALYTICS, LIFE SCIENCES
AND MEDICAL CENTRES

The vision for
the new Thames
Valley Science
Park (TVSP) is to
eventually comprise 20 buildings and be
the size of Green Park in Reading, according
to David Gillham, Executive Director
with overall responsibility for TVSP. David
talks about how the concept for the first
science park originated in the 1950s as an
investment by the University of Stanford
with a view to enabling business to better
collaborate with the University. Fast forward
to 2018 and David is keen that TVSP acts as
an anchor to the local community, giving
opportunity and access to technology and
innovation-based scale-up businesses that
are physically co-located, providing access to
the wider business community and facilitating
interaction.
TVSP is part of the University of Reading.
David states that universities have two
core products: talent and knowledge, and
organisations in TVSP will have unlimited
access to those. Likewise, companies at
TVSP act as inspiration for students and
staff giving insights into new challenges and
opportunities. David adds: “I see this as a
relationship management activity, we want to
have deep relationships with the organisations
on the Science Park to really understand their
needs and be able to better connect, help and
support them.”
David came to the University of Reading
15 years ago and he talks about how it has
always had a strong community of businesses
on campus. He says there has been a big
R&D centre for Cadbury (now Mondelez) for
many years: “The relationships that we have
with the food industry, agriculture and with
companies like PepsiCo, Mars and Cadbury
led to an R&D Centre. We have always had
an ambition to develop a Science Park and we
won a grant from the Regional Development
Agency to build the Reading Enterprise
Hub to support start-up businesses, which

then morphed into what
nationally became growth
hubs. This learning enabled us
to build the Enterprise Centre on
campus which is now part of TVSP.”
The Science Park has been in David’s
sights since 2010 when the University got
permission to plan and build. But before
first occupation, we had to invest in some
£25 million of infrastructure to build a road
and a new bridge over the M4 to access
the site. This led to a creative deal between
the University, the Homes and Community
Agency, and Wokingham Council to create
a mechanism to fund the infrastructure
and unlock both the Science Park and new
housing development around Shinfield.
The first development on the Science Park
is the ‘Gateway Building’, a multi-tenanted
building. The building is two thirds lab
and one third offices and this is already
full. Tenants that are already onsite in the
Gateway include Fairsail, now Sage People,
and Menarini. Now David’s goal is to develop
out the rest of the 50 acre park with 20
buildings. He is also working with the council
to extend the site for long term growth of the
Thames Valley tech cluster and taking TVSP
to about the same size as Green Park. The
second building, which is about to complete,
will see Proton Partners International, a
company committed to providing innovative
cancer care, open a Proton Beam therapy
centre. A third building is planned for 		
next year.
David talks about challenges facing the
Park: “The philosophy of TVSP is all about
facilitating growth but TVSP doesn’t fit the
classic property model. Investors in property
typically look for long leases and we are
committed to providing agility and flexibility
for fast growing companies.”
He goes on to say that investment in the
UK has fundamentally suffered from a lack
of understanding around the knowledge

economy: “We won’t, in future, see global
corporates taking real estate like they have
in the last 20 years. So we need to develop
home grown start-ups and scale-ups, but
how do we support these and ensure future
growth? How do we put in place a real estate
proposition that underpins this? We want
investors and partners that really understand
the concept and the opportunity. In fact, the
risk profile of our tenants is relatively low, as
we are not putting all our eggs in one basket.”
David has plans to open a data centre: “We
are in discussions and looking to bring a big
data centre to the site. 21st century business
will focus on big data and analytics. The future
of business is all about organisations that are
agile and able to create new business models,
innovative products and services because
they can visualise and make more out of
their data.”

Investors in property
typically look for long
leases and we are
committed to providing
agility and flexibility
for fast growing
companies.

DAVID GILLHAM

Executive Director | TVSP
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PANEL DISCUSSION
AROUND THE SURVEY RESULTS

The senior level roundtable discussion
was designed to unveil the main findings
from the most recent Thames Valley
Business Barometer survey, allowing
panel members to discuss the results as
well as the challenges and opportunities
facing businesses in the region.
The event was held at BDO’s Thames Valley
office in Thames Tower, Reading, on 16th
May 2018 and was attended by panel
members from BDO, BtL, Boyes Turner, C8
Consulting, CH&Co, ConvaTec Group, Dip
in the Ocean, Grundon Waste Management,
Hays, Hicks Baker, HSBC, Integris, MD2MD,
Oxfordshire LEP, Thames Valley Science Park
and the UK Property Forum.
Leading the discussion were Simon Brooker
from BDO and Paula Elliott from C8
Consulting who together summarised the
high level findings from the survey.
Paula Elliot commented that at a macro
level the UK economy is ‘chugging along’ at
a fairly steady but uninspiring rate. On the
surface, the outlook appears stable. Inflation,
which impacted consumer spending last
year, continues to drop and we expect a tight
jobs market to deliver some uptick in pay
growth. Paula said that some analysts are
putting this down to bad weather in February
and March but longer term others are saying
that this is the ongoing impact of Brexit.
Paula went on to say that here in the Thames
Valley we had seen a rise in confidence but
that, although the latest figure is slightly
higher than the results this time last year
and while this shows short-term confidence,
there is still a level of uncertainty. That said,
key performance indicators such as order
books, turnover, profit and headcount all
look very robust.

Simon Brooker asked around the table what
the views were on the survey results and
confidence.
Bob Bradley from MD2MD commented:
“Results are back to where they were in
2015, and confidence is not as bad as it was.
What I’m picking up is the classic SME’s
attitude to the world: “let’s just get on with
it”. That said, we still want more certainty in
an ideal world.”
Bobby Leach from Convatec said: “I feel
more pessimistic, but this is due to different
factors. For example, we manufacture some
of our products in the UK but Europe is a
much bigger market for us. The ramification
of Brexit in terms of what we can sell, how
we will take our products to market and
what regulatory approvals we will require are
not clear at this point.”
Neil Grundon from Grundon Waste
Management had a different perspective:
“I think waste is a good barometer of what
people are doing and over the last 18 months
we’ve seen the first rise in 10 years. So, it
means that small businesses, which is the
majority of our clients here in the Thames
Valley, are filling up their bins more regularly,
so I’m confident.”
Gareth Evans from HSBC agreed: “We’ve
seen lots of companies still transacting
so there is a positive outlook. I think
businesses in our region, in our portfolio,
are performing well but nationally we have
all seen the stories in the press around
the retail sector supply chain and the
construction industry, so there’s no surprises
there. I think our customers have taken
decisions into their own hands. I know a
high-end European manufacturing company
that has decided to sell in Germany now and
has set up there in order to have ‘made in
Europe’ on their products.”
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Steve Head from Hicks Baker commented:
“There’s been mixed messages. Statistically,
if you take a snapshot of Reading’s office
market, take-up was slightly above par for
the first quarter of this year. However, since
then I sense there has been a cooling-off
of market sentiment and some businesses
have gone back into their shell. Maybe it’s
just a temporary glitch post-winter and it’s
too early to say if this is going to become
a longer-term trend but many indicators
in the construction industry are currently
negative. My co-director deals with the retail
and the restaurant sectors, both of which
are going through a tough period. People
are still eating out, but operators are having
to survive on very thin margins because
everyone is fighting for the same customers.”
Neil Grundon agreed: “When you look at
the famous Byron Burger collapse, all of
those chains did those deals at the bottom
end of the market, and they were killed by
the leases going up.”
Steve Head disagreed: “I think for Byron
Burger this wasn’t the case because they
haven’t been around long enough to have
seen a cycle of rent reviews. Rents have been
driven up by competitive demand but are
now proving to be unsustainable.”
Simon Brooker moved the conversation
onto sourcing talent and commented that
BDO is very busy but that Brexit is definitely
impacting its ability to source talent from
overseas. He added: “Traditionally we have
recruited a lot of South African qualified
accountants and the Home Office has now
restricted work permits. So, sourcing is
definitely being impacted for us. Yesterday, I
met a client who employs truck drivers and
now they’re paying them around £35K. This
seems quite a lot to me but they just can’t
get staff.”

Brian Poxon from Integris commented:
“There are more people employed now than
there have been in the last 40 years. I think
we’ve always seen high employment around
Reading and the Thames Valley. From our
perspective, we have jobs with clients but we
find it difficult to find good people. We’ve
seen this across a couple of call centres in
Slough looking for people with language
skills.”
Andrew Chalkley from Boyes Turner said:
“We have a programme with schools and
have 18-year-olds who don’t want university
debt coming to us.”
Sarah Stevenson from Hays agreed:
“Companies now work really hard to retain
and reward people by offering all kinds of
perks. There is always a shortage of skills
in finance in the Thames Valley. We know
this because there are so many firms here;
everyone is competing for that talent. I
don’t think it’s affected by Brexit because
we typically source people directly from the
UK, but there’s a couple of things we’ve seen
lately: more of a trend towards hiring fixedterm contracts and more agile contingent
staff. Our contract business is up 30%
this quarter versus last year and that’s not
because the economy has suddenly gone
through the roof. It’s a real indication that
holistically the businesses we work with
seem to be being careful and hiring short
term rather than investing in headcount long
term.
Paula Elliott concurred: “My business has
doubled in the last 12 months and I work
with freelancers to resource that additional
work. Strategically, I made the decision that
if my business doubled in size, rather than
doubling the workforce I would work with
freelancers.”

David Gillham from Thames Valley
Science Park commented: “Picking up on
your comment about increasing difficulty
of allowing work permits, I think it is
going to be a huge barrier. I think there is
a huge risk to businesses in the region not
getting enough ancillary staff. Anecdotally,
I’ve heard that the Lexicon in Bracknell is
largely being staffed by shipping folks down
from Sunderland and putting them up in
a Travelodge, because they cannot recruit
people locally. If you can’t recruit the people
to run the restaurants, the coffee shops, the
cinemas, cleaning contracts - that has to be
a huge risk.”
Neil Grundon added: “I think that perhaps
we have been guilty of underinvesting in
training. We employ about 1,000 people, of
whom around 10% are from Eastern Europe.
The government doesn’t make it easy to
get kids out of school at 16 and set them on
the right path but we want to attract more
people to the waste industry. We have about
20 vacancies at present, drivers are especially
sought after and we have a driver training
programme to try and help counteract that.”
Philip Montague from Dip in the Ocean
commented: “My 20 something-year-old
brother wants to work for Microsoft, Apple,
Samsung respectively, not brands like
Grundon. This is not necessarily because
these companies are great, it’s just because
from a pure brand point of view he has no
understanding of your business, so it doesn’t
even feature on his radar.”
Andrew Chalkley added: “My 26 year-old
daughter said she wanted to travel for a year.
She doesn’t feel the need to keep building,
get a bigger house, she’s living with her
friends.”
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PANEL DISCUSSION
CONTINUED...

Simon Brooker commented: “I get the fact
that we just need someone for four months.
We are much more flexible, but we don’t
really want contractors. We want flexible
long employment contracts.”
Sarah Stevenson added: “The cost of
employing people is huge and businesses
don’t want to take the risk of hiring a person.
HR is a massively growing sector because
SMEs are getting to a certain point where
they’ve been fumbling their way through and
realise that they need to properly invest in
someone to run recruitment and HR.”
Simon Brooker asked the group whether,
aside from Brexit, confidence is impacted
by what’s going on in the rest of the
world. Paula Elliott commented that
most of her clients are US companies and
they are definitely investing a lot more
internationally.
Gareth Evans said: “We’ve seen the reverse.
We’ve seen a lot of interest in the US, but
companies are looking to invest in our region
as well, which is a strength. Our customer
base is global, and the most interesting
area is the Far East. The Chinese market
remains strong. Volumes are really high
and businesses are genuinely interested to
understand how to unlock that dragon. We
are not seeing so much activity in South
America though, it is mostly North America.
Richard Byard from Oxfordshire LEP said:
“In terms of international confidence we
are seeing continued levels of companies
investing in Oxfordshire and the Thames
Valley. Oxfordshire is seeing significantly
higher levels of foreign direct investment
than in previous years. That said we’ve
got significant policy challenges and
opportunities such as Heathrow. Where
government is concerned, there is increasing
investment in infrastructure and significant
investment in science. We do see some
recruitment challenges and the impact of

retail challenges and knock on effects in
the high street. Government is currently
looking at productivity and how we can drive
productivity from a national perspective.”
Simon Brooker moved the conversation
onto environmental policies, which was the
subject of the second part of the survey, and
commented that he was surprised that the
desire for companies to adopt such policies
doesn’t seem to be driven by legislation;
only a few organisations saw this as a driver.
He went on to say that it is the younger
members of staff that are driving demand for
more environmental practices at BDO.
David Gillham added: “One driver you
haven’t got in the survey is staff. We
operate two business centres and we have
continuous pressure from the businesses in
there about why we haven’t got segregation
for x y and z. Primarily the drive is coming
from staff and young businesses. Interesting
anecdote: the university just introduced a
20p charge on disposable paper cups in the
coffee outlets. That came from the students.
We used 440 thousand coffee cups, and
that’s just the University campus. If you
replicate that across Reading, how many
cups do we think we get rid of? It would be
thousands and thousands. That change was
driven by young people.
Neil Grundon added: “So we’ve got a US
trade war with China and the Chinese aren’t
taking any recyclables from America. In
fact, the whole world has almost stopped
shipping to China and now there are some
8 million tonnes of paper destined for
recycling that needs to find a home. I think
you can drive legislation and regulations in
companies, but at the end of the day there’s
always someone picking up someone else’s
waste. What companies are finding now is
that this is impacting worldwide.”
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Simon Brooker agreed: “Without being
too cynical, I think we have a number
of recycling bins in the office, but what
happens with those bins, I think is next year’s
problem. People put waste in the bin but
what happens next?”
Philip Montague added: “Looking at Maine
in the USA, they now charge $10 for a bin
bag and you have to pay an independent
party to collect your rubbish and drop it off,
because they don’t have a council collection
service. So as a result, an increasing number
of individuals just pay for their bags and
then dump the rubbish themselves as they
don’t want to pay for an independent party.
And now all of the sudden, at an individual
level I’m looking at what I buy, I’m making

a selection based on how much rubbish I’m
going to produce because I know I’ll have to
go to the landfill and dump it. It has changed
attitudes around waste: waste levels have
come down drastically just on the basis that
they’ve connected people end-to-end in the
process.
Bobby Leach added: “We’re embarking on
a process of doing a life cycle analysis and
it’s going to be on every single one of our
products. We did the first one this year. We
started doing this in particular because our
sales staff said it would be useful. What we
have found is that some clients said to our
competitors: ‘Why don’t you do this?’”

Andrew Chalkey added: “We’re doing some
legal work and we do have businesses asking
us about environmental policies.”
Steve Head agreed: “From the construction
property perspective, I think having good
environmental practices is now embedded.”
Simon Brooker replied: “We went for the
highest specification environmentally that
we could and I haven’t been asked about it
at all. This is where we sourced the materials
environmentally for the refurbishment and in
fact everything in the office.”
Simon Brooker summed up the discussion
by saying that there is some legislative
pressure but really this comes down to
companies wanting to do the right thing.
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SURVEY METHODOLOGY

The survey was conducted between
20th March and 11th May 2018

A total of 103 companies took part in the survey.

RESPONDENT COMPANY UK TURNOVER

RESPONDENT COMPANY UK EMPLOYEE HEADCOUNT

8%

4%
18%

£500M +

1000+

15%

201 - 1000

£101 – 500M

55%

57%

0 - 50

£0 – 25M

22%

21%

51 - 200

£26 – 100M

RESPONDENT COMPANY SECTOR

RESPONDENT COMPANY THAMES VALLEY LOCATION

Financial services
Leisure & Hospitality

5%

Manufacturing

4%

Central Berkshire

34%

6%

Not for Profit or Public Sector
Primary Sector, Energy, Utilities

Buckinghamshire

8%

East Berkshire

5%

Hampshire

1%

Professional Services

20%

Real Estate & Construction

22%
1%

Middlesex

7%

5%

Retail & Wholesale

Oxfordshire

8%

Technology, Media, Telecoms

West Berkshire

42%
0%

20%

40%

20%

60%

12%
0%

20%

40%

60%
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ABOUT THE THAMES VALLEY
BUSINESS BAROMETER

The Thames Valley Business Barometer – a
collaboration between BDO LLP and PR and
marketing company C8 Consulting – provides
a twice-yearly snapshot of business and
economic confidence in the Thames Valley.
Online surveys take place between March and May and between September and November
each year, supported by a panel of over 30 local businesses.
ABOUT BDO
Accountancy and business advisory firm BDO LLP provides integrated advice and solutions to
help businesses navigate a changing world.
Our clients are Britain’s economic engine – ambitious, entrepreneurially-spirited and high
growth businesses that fuel the economy.
We share our clients’ ambitions and their entrepreneurial mind-set. We have the right
combination of global reach, integrity and expertise to help them succeed.
www.bdo.co.uk
ABOUT C8 CONSULTING
C8 Consulting is a disruptive-tech PR agency, passionate about telling our clients’ stories
locally, nationally and globally.
Continuously building unrivalled relationships with global media, journalists, analysts, key
influencers, trade associations and legislative bodies, the C8 team creates edgy, invaluable,
compelling campaigns that kick-start conversations, deliver complex messages to market, and
make a difference to our clients’ bottom line.
C8 services include strategic PR and media relations; messaging, storyboarding and media
training; content creation, campaign management and delivery; and measurement and
evaluation.
C8 Consulting is the founder and key driver for the Thames Valley Business Barometer, a halfyearly survey, which it works on in conjunction with global accounting firm, BDO, to measure
economic confidence in the South East of England. Additionally, C8 Consulting actively raises
funds for Byte Night - Byte Night is Action for Children’s national sleep-out event.
www.c8consulting.co.uk

FOR MORE INFORMATION:
SIMON BROOKER

+44(0)118 925 4488
simon.brooker@bdo.co.uk

PAULA ELLIOTT

+44 (0)118 949 7736
paula@c8consulting.co.uk
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