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Building back better

A guide to post-lockdown business resilience for SMEs
Almost all UK SMEs will have felt the impact
of the Covid-19 pandemic and resulting
economic slowdown to some degree. Those in
the consumer, retail and hospitality industries
have been hit particularly hard, but businesses
across all sectors have had to adapt fast to
profound changes in customer behaviour and
purchasing patterns, new market conditions,
changing regulations, political and economic
circumstances, social distancing measures
and supply chain pressures.
Given the disruption caused by the pandemic,
it has been hugely encouraging to see so
many SMEs not just survive, but, in many
cases grow, and even thrive. Most UK SMEs
have shown remarkable resilience – the
relatively low take-up of government financial
support is testament to that – with some
showing their true entrepreneurial spirit
to grasp opportunities and develop new
business models.

While there is still a good deal of uncertainty
around the long-term impact of the pandemic,
the strides that the UK government has
made with its vaccination programme and
its roadmap for economic recovery have
encouraged businesses to shift their mindset
from ‘survival’ towards ‘growth’.
Indeed, there are clear signs of an increasing
impetus to ‘build back better’, with many UK
SMEs taking time to re-evaluate and reposition
their purpose and values.
At the same time, the ‘new normal’ that has
emerged from the pandemic will continue
to drive innovation and transformation,
particularly in terms of digitisation from
both a consumer and business operations
perspective. There’s little doubt that
businesses will need to continue to use all
their ingenuity and agility to adapt to the
significant and varied changes brought about
by the pandemic. But the road to recovery is
never completely smooth and it’s likely our
SMEs will continue to face tough decisions
as they rethink their strategies, staffing and
operations.
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Building back better

Of course, there are many other external
factors that businesses have to respond to
during these extraordinary times, including
the post-Brexit world which is significantly
impacting supply chains, export markets and
UK trade relationships while at the same time
bringing to light potential opportunities and
new markets.
On top of this, across the UK and the world,
it is – rightly – becoming increasingly
important for businesses to take account
of environmental, social and governance
factors in their strategies and activities.
Aside from being the right thing to do,
strong environmental, social and governance
(ESG) credentials can provide SMEs with
new commercial opportunities and
reputational benefits.
The Barclays’ Mid Corporate team is as
committed as ever to supporting SMEs, as the
engine room of the UK economy, across every
sector, as we all continue to adapt to
the ever-changing external environment.

This guide is designed to highlight some
of the key issues and questions for SMEs
to consider to help them build resilience –
both as restrictions are lifted and in
the event of future crises – and, perhaps
more importantly, to build back better.
We have also included some amazing success
stories of how some businesses have adapted
to the crisis and, where appropriate, useful
links to Barclays and other resources that may
be of interest.

Andrea Delay
UK Co-Head of Mid Corporate,
Barclays Corporate Banking

Paul Kempster
UK Co-Head of Mid Corporate,
Barclays Corporate Banking
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Section 1

Strategy and planning
The Covid-19 pandemic and associated
lockdowns have, of course, brought
unprecedented disruption to the economy,
drastically affecting most SMEs’ short, medium
and even long-term strategies and forecasts.
It has been hugely encouraging to see
how businesses quickly responded to the
implications of the pandemic and adapted
to changed circumstances, from diversifying
into new markets and supporting the fight
against Covid, to managing severe supply chain
difficulties and finding innovative ways to meet
customer demand.
Regardless of whether a business has been able
to adapt its model over the past year and keep
trading or has had to temporarily close its doors
at certain stages, it’s crucial for all SMEs take
time to consider the way forward. They should
review their strategies and forecasts, adjust
their models where possible, and ensure they
have a plan in place to not only navigate through
continued uncertainty but build back better.
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Section 1: Strategy and planning

Key issues to consider
Assess the financial impact of the
pandemic and the post-Brexit world on
your business and review your business
plan, business model and budget.
Consider ways to build business resilience
and manage longer-term disruption,
particularly in relation to geographical
spread and complex supply chains.
Understand and adapt to the ongoing
cultural and behavioural shifts introduced
by the pandemic and the ‘new normal’
economic and social environment.
Run regular stress tests to assess
the short- and medium-term impact
of a range of future scenarios to
understand the potential impact
on financial performance and assess
how long the impact may continue.
Identify and plan for financial and
operational risks and ensure your
business can respond rapidly to them.

Ensure all HMRC and internal paperwork
is in good order, and that any new plans
adhere to government guidelines.
Consider whether it is necessary
to carry out a reorganisation of any
aspects of the business, or make
structural changes to your operating
model.
Don’t neglect the principles of good
corporate governance and consider
whether appropriate procedures are
in place to ensure that directors abide
by their duties.
Review Articles of Association and
Shareholders’ Agreements to ensure
they are in line with individual
shareholders’ respective arrangements,
estate planning arrangements and wills.
Keep up to date with the changing macroeconomic and political situation to build
resilience into operational models.
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Section 2

Customers and revenues
The Covid crisis has seen massive shifts in
customer behaviour and purchasing patterns –
both in the UK and globally – accelerating
the rise in online retail and ecommerce,
and radically changing customers’ interactions
with many businesses. Lockdowns have
also led to an increased awareness of mental
health and physical wellbeing issues, as well
as a renewed focus on sustainability and
protecting the environment.
The UK’s new relationship with the EU has also
resulted in many SMEs needing to re-evaluate
their customer bases and revenue streams,
as some of these have been impacted by
the changes to customs and border
controls, the UK’s trade relationships
and export opportunities.
Businesses will need to continue to identify
any new competitive advantages or gaps
in the market that have come to light as
a result of the pandemic, the impact of new
economic and social norms and the realities
of a post-Brexit world.
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Section 2: Customers and revenues

Key issues to consider
Analyse your customer base or key
accounts for each of your products or
services to forecast likely revenues from
different customer groups or sectors.
Think about whether the cultural and
societal changes brought about by the
pandemic have increased or reduced
demand for your product or service
and identify ways to capitalise on this,
or minimise the risks.
Consider whether you need to diversify
your business, or use your internal skills
and resources to pivot your business
in a different direction.
Review whether you need to provide
your product or service in new ways,
or find new ways to reach and serve
your customers.
Consider whether you should explore
new export markets, or focus more
heavily on local markets.

Review your pipeline of upcoming work
to assess whether future revenues are
secure, the likely timing of payment
receipts, and whether the covenants of
counterparties remain good (particularly
where fulfilment of a contract requires
an initial outlay such as purchasing
materials, etc.).

Build and strengthen relationships
with customers and targets and explore
collaborative marketing efforts with
partners and other stakeholders.

Consider the range of trade finance
solutions that could help you mitigate
risk, ensure payment security and
maximise your working capital.

Review and update pricing, contracts
and payment terms for customers,
including ensuring that appropriate
force majeure provisions are in place
to protect against potential liabilities
arising from future health emergencies
or lockdown measures.

Reach out to your existing and previous
customers to feed your new business
pipeline, and look for new revenue
streams.
Explore ways to build or strengthen
your tech and online capabilities, and
consider whether your business needs
to embrace a more digital mindset.

Review and update your existing
customer touchpoints and
communication channels.

Review and update existing terms
and conditions in light of your
experiences during the pandemic,
including delivery times, nonperformance or changes in
performance as a consequence
of lockdown.

Previous | 8 | Next page

Section 3

Staffing, costs and supply chain
Lockdowns and social distancing measures
have played a significant role in changing how
people work and interact with each other in
the workplace.
This has and will, of course, continue to affect
how SMEs manage their human and other
resources and how they collaborate with
their partners and supply chains.
One of the main side effects of the pandemic
has been the rapid increase in the use of
technology within all types of businesses
to improve efficiency – from sharing virtual
workspaces and increased production
automation through to exploring how
artificial intelligence can recreate physical
environments in a virtual setting.
Another positive side effect of the pandemic
has been the heightened focus on – and
changing attitudes towards – environmental,
social and governance (ESG) factors within
businesses. SMEs are increasingly adapting
how they operate to ensure they’re looking
after their people and the planet.

Key issues to consider
Keep up to date with the latest
government guidelines to ensure
you continue to keep yourself,
your staff and your customers safe.

Review and update flexible working
practices, and consider putting in place
‘family friendly’ policies to support staff
with changed personal circumstances.

Ensure regular communications and
guidance for staff to maintain employee
engagement, particularly for those
working remotely.

Explore how technology and digitisation
could impact on and improve different
elements of your business model
and supply chain, and result in cost
and other efficiencies.

Consult your staff about their wellbeing
and concerns for the future, and work
with them to develop support systems
and processes.
Review how your staff is working
remotely, share best practice where
possible and consider exploring new,
innovative or different ways to
boost productivity, engagement
and team morale.
Consider changes to premises and
workspaces to enable social distancing
and to ensure your staff feel safe when –
or if – they return to the office.

Consider using technology, where
possible, to augment rather than replace
staff – perhaps allowing employees
to have more time to focus on more
challenging, value-adding tasks.
Review what changes you could make to
your operating procedures, properties,
infrastructure and supply chain to take
account of ESG factors.
Forecast and analyse your staffing
requirements, and any restocking or
restart costs, in line with your pipeline
forecasts and market conditions.
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Section 3: Staffing, costs and supply chain

Key issues to consider (continued)
Consider centralising approval of
expenses above a certain threshold
or by type.
Explore ways to monetise inventory
that may be temporarily surplus to
requirements due to demand gluts or
supply chain disruption.
Review all contractual arrangements,
including employment contracts, debt
finance arrangements and covenants.
Review contract and payment
terms with suppliers, including
appropriate force majeure provisions
for future liabilities – and consider
the range of trade finance and export
solutions available.

Map your supply chain to see whether
the pandemic and leaving the EU has
highlighted significant weaknesses
and over-dependencies, and identify
ways to mitigate them.
Talk to your suppliers to understand
their challenges and work together
to develop solutions.
Identify ways to spread supply chain
risk by diversifying suppliers in different
locations or sourcing new suppliers
more locally.
Contact the Department for
International Trade for advice and
support on overseas supply chains,
or take a look at the government
guidance for businesses trading
internationally.
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Section 4

Environmental, social
and governance issues
Agile businesses have not only had to
respond to the impact of Covid, but to
the growing focus on the environmental,
social and governance (ESG) concerns
affecting us all.

All the evidence suggests that businesses
that are committed to sustainability
outperform their peers by remaining more
competitive, compliant and responsible.
This is key to ‘building back better’.

The realities of the climate crisis and social
inequalities are having a growing influence
on customer and business relationships.
Research shows that customers are willing
to pay more for sustainable products,
for example. The thriving businesses of
the future will be those that demonstrate
that they’re taking action to protect
people and the planet.

Incorporating ESG considerations into
day-to-day business operations is an
investment in the future, bringing tangible,
commercial and brand-building benefits.
Taking steps towards an effective ESG strategy
now will also minimise future disruption.
This shouldn’t feel like a daunting drain on time
or budgets. Businesses can’t embed changes
aimed at sustainability overnight. So, the
advice is to think big, start small and learn fast.
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Section 4: Environmental, social and governance issues

Key issues to consider
Ensure you understand the broad
standards and goals relating to ESG,
for example by using the UN Global
Compact metrics and measurements
as a guide.
Review the ways your business is
already embracing ESG, for instance
your policies and practices on energy
saving, use of renewables and waste
management, your commitment to
employee diversity, or the criteria you
use to choose your partnerships.
Consider the stakeholders impacted by
your commitments to sustainability and
set targets for, say, social inclusion and
carbon management that are meaningful
to those relationships.
Evaluate the potential business
benefits of demonstrating your ESG
commitments through your company
vision, ethos and values, and the
responsible actions your business
needs to take towards people
and the planet.

Make sure your approach to HR enhances
the recruitment and retention of likeminded but diverse people, proud of
their association with your brand.
Consider whether your business has
a reputation that aligns with what’s
important to your customer profile,
so your ‘ESG vibe attracts your tribe’.
Work out how you will capture
the ESG data you need to ensure
transparency and compliance with
relevant regulations, such as on your
carbon footprint, the provenance of
your raw materials, or social inclusion
and protection of rights of your
stakeholders.
Assess your business practices against
suitable sustainability criteria, such as
ensuring you have confidence in your
supply chain, apply ethical business
decision making, are open to innovation
in your operation and consider ‘circular’
economy solutions, such as recycling,
reuse, repair and prepare.

Ensure you are transparent and
accountable to your stakeholders
wherever possible.
Focus initially on issues that will have
the biggest impact with the highest
level of control – this may be as simple
as scaling up practices that some people
within your business follow already.
Take advantage of green financial
solutions aimed at enhancing your
business’ ESG performance, from
procurement through to point of sale.
Share your progress on ESG as part
of your marketing and communications,
but be careful to avoid claims that look
like ‘greenwashing’.
Look for opportunities for authentic
collaboration and partnerships
in line with your values – and seek
third-party endorsement or
certification where relevant.
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Section 5

Managing
cashflow
Having sufficient funds to meet short
and long-term obligations is critical for all
businesses. The pandemic and the UK’s
changed relationship with the EU have
demonstrated the importance of managing
cashflow, conducting risk assessments and
putting plans in place to identify funding
solutions for unexpected situations
and crises.

Key issues to consider
Prepare a detailed cashflow forecast
and evaluate your liquidity and working
capital needs to support future recovery
and growth.
Ensure you have the necessary
data to provide a full picture of cash
availability throughout the business
to enable informed decisions about
liquidity, debt covenants, FX exposures
and payment priorities.
Ensure cash is in the right place,
in the right currency, at the right price,
at the right time to manage cashflow.   

“Evaluate your liquidity
and working capital
needs to support future
recovery and growth.”

Consider whether you need help
with managing international trading
arrangements or foreign exchange
exposure.

Check business insurance policies for
coverage of business interruption and
ensure timely lodging of any claims.
Identify appropriate funding solutions
that provide the flexibility and support
needed through the recovery and
beyond. Visit the cash management
section of the Barclays website for
further information.
Partner with your bank to put in place
digital tools and functionality to provide
greater financial visibility, efficiency,
fraud control and to support future
business continuity planning.
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Section 6

Fraud and
cyber security
Fraudsters are always looking for new ways
to target businesses – and the Covid-19
pandemic has provided a whole raft of new
cyber-crime opportunities. Scams and
malware campaigns in the UK continue to
increase year-on-year, designed to encourage
people to give away sensitive banking and
personal information, or download malicious
files onto their personal or work devices.

Key issues to consider
Work with external partners to quickly,
safely and securely digitise manual
processes, including automating the
monitoring and movement of cash
positions.

Stay alert to CEO impersonation
and invoice fraud.

Ensure enhanced controls are in place for
any manual payments to mitigate cyber
and fraud risk.

Make sure your employees follow best
practice when using their personal
devices for work, such as keeping their
software up to date, only using secure
Wi-Fi connections and running antimalware and anti-virus software.

Ensure that any urgent or unusual
payment requests, including changes
to a beneficiary’s details, are checked by
phone before processing the request –
even if it appears to come from someone
within your company.

“Fraudsters may try to
exploit vulnerabilities in
processes that support
staff offsite.”

Consider investing in a virtual private
network (VPN) for your business.

Visit the government’s new Cyber Aware
website to help keep your business and
staff secure online.

Be extra vigilant when staff are working
remotely as fraudsters may try to exploit
vulnerabilities in processes that support
staff offsite.
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Section 6: Fraud and cyber security

Spotting malicius emails
Be extra vigilant if you receive emails,
texts, calls or letters claiming to be from,
or containing links to:

• Campaigns raising money for research
into cures, vaccines or funds for
victims

• Centers for Disease Control &
Prevention (CDC)

• Information about hospitals in
affected areas

• Global Health Centre

• Mortgage repayment holidays or
rent relief

• Organizzazione Mondiale della
Sanità (OMS)
• World Health Organisation (WHO)
• Shipping company customer
service teams
• Updates from presidents
of corporations.
Take particular care if you receive
unexpected emails that mention
Covid-19, especially if they also reference:
• A link for an app that tracks
the virus using an interactive map

• Parcel shipping cancellations
• Refunds from airlines or entertainment
bookings
• Money transfer requests for victims
trapped abroad
• Services claiming they can diagnose
coronavirus

What to do if you receive a suspicious
message claiming to be from Barclays
Remember that your bank may ask you
for some information, but will never ask
for your full password or PIN, provide you
with details to make a payment, or request
that you grant them access to your systems
or computer.
Anyone receiving an email or text that claims
to be from Barclays but looks suspicious,
should forward it, along with any attachments
if possible, to internetsecurity@barclays.com
Visit our fraud protection hub for further
details on how to help keep your business safe:
www.barclayscorporate.com/insights/
fraud-protectio

• Tax refunds from gov.uk
• Websites offering coronavirus masks,
test kits, sanitiser gels or protective
equipment.

• Business working conditions
or policies
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Strategies for success
Put people first

Build a sustainable future

The pandemic has impacted us all
in different ways – socially, financially
and psychologically. Protect employees’
health and wellbeing by thinking
beyond physical distancing and
hygiene to help create a safe and
supportive environment, wherever
they are working.

Embedding ESG in your strategy
is not only the right thing to do,
it offers commercial and reputational
benefits. Explore how green product
solutions can help businesses to link
these commitments to their financing
arrangements and evidence their
credentials.

Prepare for the unexpected

Adapt to thrive

Covid-19 and the UK’s new relationship
with the EU have underlined the
importance of managing cashflow,
conducting risk assessments and
identifying funding solutions for the
unexpected. Ask your banking partner
about tools to provide greater financial
visibility, efficiency, fraud control,
and support future business
continuity planning.

Many SMEs were able to adjust their
product and channel mix to weather
the Covid-19 pandemic. But to return
to growth, businesses must identify
and adapt to the longer-term
opportunities that have come to light,
such as changes to customer
behaviour and purchasing patterns.
Protect your business
Fraudsters constantly adapt their
techniques, so it’s important that
everyone in your organisation stays up
to date with the latest guidance. Find out
more in our Cyber Fraud Toolkit or visit
the government’s Cyber Aware website.
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Barclays Corporate solutions
Green Solutions

Barclays iPortal

Barclays is dedicated to helping companies
take action to address the environmental
and sustainability challenges facing our
planet. We offer a wide range of flexible
financing and deposits to support your
company’s green agenda.

To ensure we continue to be best placed
to support our SME clients, we’ve been
investing in our digital solutions to
empower our SME clients to transact
quickly and simply when it suits them.
And we’ve been working hard on our digital
banking platform to ensure everything
from our range of digital solutions right
down to something as simple as our
navigation bar is setting the standard
for self-serve, intuitive banking.

Trade Solutions
Having supported clients in international
trade for decades, we have built the
global networks, local support and expert
solutions to help you trade efficiently
and securely – and expand your trading
opportunities with confidence. From Trade
Loans to Letters of Credit, our specialists
can work with you to strengthen your
overseas trading relationships
Foreign Exchange
Barclays has helped corporate clients
manage exposure to currency and
interest rate movements for decades.
From balance-sheet analysis to hedging
solutions, we can help you assess
and address foreign exchange (FX)
and rates risks across your business.

Our latest additions to iPortal include
our new Barclays Merchant Services
Portal, as well as new Trade and Liquidity
solutions, and enhanced payments and
reporting functionality. Over and above
our self-serve tools, we’ve also made
it easier to access cash management
services via SWIFT and host-to-host
connectivity. We’re also building our
API capability to provide reports in
near real-time, as well as exploring
Direct to Corporate API services.
Our goal is to ensure that when
our SME clients use Barclays iPortal,
everything just clicks. See for yourself
by watching our digital channel videos.
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Adapting to the Covid crisis

How eight businesses successfully navigated the pandemic
Green Gourmet has been serving up success by diversifying into new markets, 		
while staying true to its sustainable vision.

19

 eing open to new opportunities and developing hyper local and ethical supply chains
B
has helped Gwalia Healthcare to successfully pivot in the face of extreme adversity.

22

 errco’s people-focused culture, strong leadership team and agile approach		
H
has enabled it to act swiftly and decisively during the pandemic.

25

 areful planning, a strong offering and regular communication with both employees 		
C
and customers have been key to John Lord Flooring’s success during the crisis.

28

With a strong focus on homegrown talent, technical expertise and understanding customers’
needs, Mirius’ antiviral products were at the forefront of the fight against Covid-19.

31

Nutrition Group’s uncompromising focus on quality, coupled with an entrepreneurial spirit,
financial acumen and excellent customer service have helped it go from strength to strength.

34

 ototherm’s lean and innovative mindset, combined with its‘buying local’ ethos,		
R
has helped it to create one of the UK’slargest mask-making operations.

37

Continued development and investment in its people, and designing products that adapts to
market requirements, are key to Tong Engineering’s long-term resilience and business success.

40

Previous | 18 | Next page

Business resilience stories

Serving up
success

Green Gourmet’s Managing Director Mike Hanley talks about the
importance of securing the balance sheet, creating a healthy worklife balance for employees and staying true to a sustainable vision.

Business in brief
Founded by Executive
Chairman Adam Starkey in 1991,
Green Gourmet is an awardwinning and pioneering food
innovation company.
Based in Gloucestershire, it
supplies responsibly sourced
food products and meal
solutions to the education,
airline, retail and leisure sectors.

“It starts with being sustainable.
Everything we do has to deliver in
the long term, which we define as
sustainable people, sustainable
profit and sustainable planet.”

greengourmet.co.uk

A sustainable vision
Managing Director Mike Hanley says Green
Gourmet’s mission is to be the most innovative,
creative, trusted and responsive business it
can be, but that means nothing without its
strong team of high calibre, high-performance
people. “Our people embody the company’s
DNA of having fun, being dynamic, trusting and
challenging each other and always delivering.”
Green Gourmet’s vision is to create a
sustainable, market leading, fast-growth
innovation company. “It starts with sustainable.
Everything we do has to deliver in the long
term, which we define as sustainable people,
sustainable profit and sustainable planet,”
Hanley explains.
To achieve this, the company re-invests a lot of
its profits back into the business and its people.
It also focuses on operating to an agreed set of
leadership principles and remaining true to its
longer-term vision.
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Business resilience stories

Turbulent times
Reflecting on the pandemic Hanley says:
“Who would have thought that outside a war,
both the airline and education markets would
shut at the same time?”
Given that its primary markets and supply
chain effectively closed overnight, Green
Gourmet’s first task was to secure its balance
sheet and ensure it had enough cash reserves.
The company also applied for a CBILS loan
through Barclays.

Preparing for take off
As soon as Hanley and the team had secured
the financial position of the business, they
turned their attention to potential market
opportunities. Green Gourmet took a twopronged strategic approach – aggressively
building market share in a currently nonfunctioning market, while also moving
to new markets.

Fortuitously, the year prior to the Covid-19 crisis
was the company’s most profitable
year to date, so the business went into
the pandemic in a good financial position
and didn’t have to rely too heavily on the CBILS
loan.

The strategy resulted in the business winning
contracts with a number of airlines and travel
companies during a time when they weren’t
operating. And repurposing its business model
for new markets meant that within two weeks
it had a range of 22 products for the retail
market, including selling some of its high-end
travel products through various well-known
supermarkets and stores.

“Just knowing it was there allowed us to
have a different view, think long-term and invest
in the future. It gave us confidence,” explains
Hanley.

“Repurposing our product line would usually
take six to nine months,” explains Hanley.
“But being on a burning platform helps
to prove what you really can do.”

Drivers of success

“We’re a purpose- and peopledriven business that is able to
change and adapt, with flexibility
and agility, in response to our
customers’ needs and the
changing marketplace.”
Lockdown lessons

“Regularly communicating
and engaging with our teams,
along with having a positive
mindset backed by a solid strategy
and a plan that is clearly linked to
the company’s purpose and vision,
has helped us find a way through
the pandemic.”
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Business resilience stories

A culture of trust
As a forward thinking and future-focused
business, Green Gourmet spends a lot of time
understanding how to ensure a good work-life
balance for its employees. And, as the company
had already introduced flexible, home-working
options 12 months before the start of the
pandemic, transitioning to operating during
lockdown wasn’t particularly disruptive.
“If you want to empower a team you have to
instil and model trust throughout the whole
organisation.”
Lessons learned
Hanley says the pandemic has provided
a number of key learning points for both
the company and team.
He believes that “we’re all capable of much more
than we think” but that it’s important to “seek
optimal, not perfection. The world of chaos is
not perfect, so if you aim for perfection you’re
going to take too long and fail. Instead, look for
‘good enough’.”
The pandemic has also brought home the
importance of mental health and ensuring
the company provides adequate support for
its employees. The business has encouraged
the team to talk openly about mental health
throughout the crisis and will continue to do
so into the future.

“Our people are our bedrock and we trust
them to deliver. In the chaos, we had
to create a psychologically safe environment.
The importance of open and candid
communication has never been clearer.”
Cautiously optimistic
Hanley maintains that the inflationary impact
of Brexit on business hasn’t yet been fully felt.
He feels that, going forward, it’s essential that
companies go the extra mile to demonstrate
that Britain is still open for business.
The company also has ambitious ‘green’
aspirations, which include using hydroelectricity to power both its innovation hub
and its future fleet of all-electric vehicles.
Although the company’s time horizons have
been extended, Hanley is cautiously optimistic
about the future. “Any plan has to allow for
uncertainty and risk, so keeping cash on
the balance sheet is key. While we’re beginning
to take a few more risks, we’re still holding
in mind that ‘anything could happen’.”

Building back better

“We’ve used the ‘down time’ to
invest in and update our CRM
& ERP systems. We’re maintaining
high productivity levels, keeping
the team future-focused, and
working to be ahead of the curve
when our industries open up again.
We have the resilience to succeed.”
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Business resilience stories

Charting
stormy waters

Gwalia Healthcare’s Managing Director Rod Parker talks about
pivoting in the face of adversity, making the plastics industry
more ethical and capitalising on the power of LinkedIn.

Business in brief

“We needed to get people back to
work, using public transport and
enjoying themselves. We needed
to get industry working again.”

Founded in 1968 by Dennis
Parker, Gwalia Healthcare is
a pharmaceutical packaging
business, medical device
manufacturer and, more
recently, contamination control
and sanitising specialist.
Based in Treforest, Wales,
its customers include many
well-known UK brands across
a variety of sectors including
pharmaceuticals, healthcare,
retail, entertainment and
professional services.
gwaliahealthcare.com

Always evolving
Family-owned Gwalia Healthcare,
formerly known as Dragon Plastics, started
as a custom-moulder of plastic injection
mouldings and assemblies. But the company’s
product line has radically transformed over
the years, from designing child-resistant
pharmaceutical solutions and developing
improved packaging for the vitabiotics sector,
to manufacturing and developing innovative,
intelligent medical devices.
The business has a strong history of quickly
adapting to changes in government regulations,
identifying market needs and developing
cost-efficient solutions for its customers.
3rd generation Rod Parker, the current
managing director, is proud of his family’s
achievements: “We look at what else is out
there, and then we see if we can make it better,
faster and cheaper than everyone else.”
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Business resilience stories

Drivers of success

“We’re continually evolving and
looking for new opportunities.
We look for ways to improve not just
a product but also its entire supply
chain. It’s all about closing the loop.”
Lockdown lessons

“As a result of the flood and
pandemic, we’ve moved from
producing just the packaging to
offering a fully integrated contract
packing and filling solution.
We’ve developed a new skill base,
new partners and new markets
that offer further expansion
opportunities.”

Gwalia has also focused on finding the right
people to drive the business forward and
invested heavily in efficient manufacturing
processes and specialist equipment.
Weathering the storms
Disaster struck the business in February
2020, when Gwalia found itself at the
epicentre of Storm Dennis. “Our entire factory
was flooded. Everything was gone, all our
equipment unusable,” Parker explains.
The team immediately set to work cleaning
and repairing what they could, only to be
faced with another disaster six weeks later
in the shape of the Covid-19 pandemic.
At that point, with only a few machines
in working condition, Parker’s advisers
suggested he close the business and furlough
staff. “But closing wasn’t an option. I said
I’d find a way to keep going.”
And he did: “Within 24 hours, I’d received
enquiries for over 120 million empty sanitiser
bottles. But I thought ‘why supply only the
empty bottle, and not the finished product?’”
Using his extensive network of contacts,
along with a large dose of his trademark
ingenuity and determination, Parker quickly
sourced certified alcohol gel, a filling machine
and a labelling machine – and Gwalia began
to bottle and supply its own sanitising gel.

Working 24/7 – and with further investment in
raw materials, machinery and people – Gwalia
was soon able to its use its fully integrated
manufacturing and filling solution to fulfil
significant contracts for various customers,
including Arco, local councils and NHS England.
“The demand for new product lines from these
customers saw us turn around design, tooling
and production in as little as 13 days,” Parker says,
“I don’t know how the team did it, but they did.”
The power of social media
Parker attributes some of Gwalia’s success
during the pandemic to LinkedIn, which has
enabled the company to create a strong online
profile and connect with a lot of new people:
“I’d never used it before, but it’s an amazing
tool. It provided lots of enquiries and
recommendations that we were able
to capitalise on.”
Pivoting through the pandemic
While many businesses may have been content
with supplying sanitiser gel, it wasn’t long before
Parker was thinking about what to do next:
“We needed to get people back to work, using
public transport and enjoying themselves.
We needed to get industry working again.”
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Realising that decontaminating large public
areas would be key to achieving this, Parker
partnered with two local scientists who had
developed and certified an alcohol-free antimicrobial biocide product – Hybrisan – that
offers quick-acting, long-lasting bacterial
protection for treated surfaces and hands.
He also researched different ways in which to
apply the product most effectively, including
trigger sprays and airless sprayers. Gwalia is
now the UK distributor for Graco SaniSpray
decontamination sprayers.
“Together with our partners, we offer a complete
service, including disinfecting and sanitising
solutions, infection control consultation and
contamination control training.”
An ethical approach
Parker feels strongly about reducing the
company’s environmental impact. “Fortuitously,
the flood provided us with an opportunity
to invest in more efficient machinery that
consumes considerably less energy. We’re now
meeting increased demand, while still reducing
our carbon footprint.”
Given the company’s heavy reliance on plastic,
Parker and the team are working hard to make
the packaging and products they supply more
ethical. He has recently convinced three major
brand owners, including a large retail chain,
to use 50% recycled materials for their
packaging and hopes many more will follow suit.

Gwalia also tries to use ‘hyper-local’ suppliers
and do as much in-house as possible. This
approach helps build resilience within the local
economy, as well as having environmental
benefits. “By manufacturing the packaging,
filling it and shipping the products directly to
the customer, we’re reducing the significant
transport requirements and, in turn, the carbon
footprint.”
Opportunities await
Parker believes the future will provide many
opportunities for Gwalia’s new sanitisation
and decontamination division, particularly
within the entertainment and events sectors.
While the company has experienced rapid
growth and significantly increased its workforce
since the start of the pandemic, Parker still plans
to expand capacity across other parts of the
business. “A lot of our recent success has come
from our existing business within the vitabiotics
and pharmaceutical sector. Everyone is now
taking vitamins to build their resilience and
combat Covid-19, and they’ll continue to do
so long into the future.”

Building back better

“Despite the numerous setbacks,
we’ve continued to diversify
and invest in our infrastructure,
our people and our processes.
It’s about calculated risks
and hard work. I take courage
in my conviction.”
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Going beyond
cosmetic change

Herrco Cosmetics’ Strategic Chain Director John Wiley talks about
leadership during times of crisis, communication and collaboration,
and why people are the company’s most important asset.

Business in brief
B2B cosmetics manufacturer,
Herrco Cosmetics (Herrco),
was started by husband and wife
team Nigel and Sue Herrmann in
1988. Their son Derek, a trained
chemist, has led the business
for the last 18 years and has
delivered significant growth
every year since by focusing
on product innovation and
technological advancements.
Herrco produces award-winning
cosmetic products for many
leading UK and global brands.

“Everyone knows how they
contribute to the business
and everyone wants the
business to do well.”

A recipe for success
John Wiley, Herrco’s Strategic Supply Chain
Director, explains that although the business
is operating in a growing market, its vision
is to “be the best at what we do, not the
biggest.” To achieve this, the business is always
looking to improve itself. Herrco also doesn’t
actively look for new customers – the goal is
to achieve long-term organic growth within
its existing customer base and only onboard
customers who share the same values
and for which it can add the most value.
Responding with agility
At the start of the first lockdown, the leadership
team’s priority was to keep Herrco’s people
safe while keeping the business – deemed
an essential service – operating.

herrco.co.uk
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Herrco was an early adopter of the various
Covid-secure safety measures and introduced
all of the necessary procedures, equipment
and technology to ensure maximum safety.
Fortunately, Herrco had recently invested in
its IT capabilities so the shift to remote
working was relatively straightforward.

Communication is key
Wiley describes the pandemic as some of
the hardest operating conditions he’s ever
experienced. One of the greatest challenges for
him was managing a global supply base to offset
potential delays and ensure clients still received
orders on time.

By acting swiftly and decisively, Herrco was
able to continue manufacturing products for
existing clients. This agility also enabled the
business to take advantage of a new market
opportunity: through redeploying some
existing skills and facilities it quickly started
producing much-needed hand sanitiser.
The team has since launched an entire
range of Herrco hand sanitisers.

To overcome numerous supply chain difficulties,
Wiley explains that the team “had to be realistic
about the challenges we were facing, while
ensuring Herrco’s requirements were met in full.
We worked closely with our supply partners and
formed new relationships to find solutions. We
also engaged early with clients about potential
challenges and made collective decisions.

“We haven’t missed a day of work during
the pandemic – it’s been one of our busiest
trading periods to date. And we luckily didn’t
have to furlough anyone. In fact we had
to employ an extra 50 new colleagues,”
says Wiley.

A people-focused culture
Herrco’s management team works hard to
keep their people engaged, with regular ‘whole
team’ events, charity days and other activities
pre-Covid. However, while many of the Herrco
team have continued working in the plant, some
employees have been working from home since
March 2020.

Drivers of success

“Our success is built on strong
foundations and agile thinking.
We have a great leadership team,
which combined with continued
investment back into the business,
keeps us focused and creates a
culture where we’re always open
to new challenges and ideas.
But, above all else, the biggest factor
is our people, who believe in what
we do, embrace change and have
a desire to be the best!”
Lockdown lessons

“Even during the initial uncertainties,
we knew we had a financially
secure business, great clients and
suppliers, and a leadership team
that can operate and lead in the
most challenging times. We have a
business that will continue to reach
new heights every year.”
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So lockdown and social distancing has
challenged Herrco to find new, creative ways
to keep people connected and motivated.
This has included ‘keep in touch days’ for
those working remotely, daily virtual catch-ups
between core management and their teams,
and even sending employees care packages
and organising monthly food events. Many
colleagues also volunteered their personal
time to support those in need by packing
and delivering free hand sanitizers to the local
community, hospitals and emergency services.
“We’re looking forward to re-starting our
monthly engagement events. Last year we ran
a fantastic week-long ‘Old School Sports Day’
inter-departmental competition; all going well,
this year we’ll hold a Wimbledon competition
and a cream tea afternoon for the final!”
Lessons learned
Wiley says that Herrco’s greatest achievement
over the course of the pandemic has been its
ability to not only secure jobs but create new
ones, and to keep employees safe while still
meeting clients’ requirements. The pandemic
has demonstrated the resilience of its people,
customers and industry: “Everyone knows how
they contribute to the business and everyone
wants the business to do well.”

Being able to quickly and effectively respond
to the need for hand sanitiser also helped the
team realise that “while we knew we were good
at what we did, we now know we’re also good at
responding to new challenges and opportunities
and getting things done quickly and to a high
standard.”
A true test of leadership
Wiley is honoured to have been shortlisted for
the Business Leader of the Year for SMEs at
the ex-British forces awards. This nomination
has made him reflect on what good leadership
looks like and how important it is for him to work
in a business that strives to be the best in all
circumstances: “Herrco has this in abundance
as our Managing Director Derek Herrmann is a
truly inspirational and visionary leader, who also
happens to be technically and operationally
gifted (just don’t tell him though).”
Building back better

“People may think they’re leaders
and people will say they’re leaders.
But if you’ve led well during the
pandemic, then you know you can
really lead, and most importantly
so do the teams that you work with!”
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Building from
the floor up

Mark Hadfield, Managing Director of John Lord Flooring, talks about
processes and technology, offering a one-stop-shop service and
building a motivated workforce.

Business in brief

“Our people are our single and biggest
support mechanism. We are a strong
team who rely on each other to motivate,
support and achieve our individual and
company objectives.”

Established in 1901, John Lord
Flooring is a 4th generation
family-owned business
based in Bury, Manchester.
The company has been
manufacturing and installing
industrial and commercial
flooring for over a century
and is one of the largest
flooring specialists in Europe.
Its customers are end users
and construction businesses
within the food and beverage,
pharmaceutical, automotive
and commercial sectors.
john-lord.com

Laying a solid foundation
When it was first founded, John Lord
Flooring’s primary purpose was to supply
and install chemical resistant tiles and bricks.
The company has grown dramatically over the
years by acquiring a complementary business,
diversifying into wider markets and developing
a strong reputation as a market leader within
the resin flooring industry.
Managing Director Mark Hadfield explains
how current owner Stephen Lord first identified
the importance of manufacturing the
company’s own products, as well as installing
them. This has provided the company’s
customers with an unrivalled and unique
product and service offering. Hadfield attributes
much of the company’s success to this ability
to offer customers a ‘one stop shop’ supply
and installation service, as well as its
reputation within the marketplace.
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Steady through the crisis
As the company is categorised as an essential
service within the construction industry,
it was able to operate throughout lockdown.
“We devised and implemented stringent
Covid-19 policies to ensure our employees
felt safe, understood their responsibilities
and looked after each other,” Hadfield says.

Drivers of success

Lockdown lessons

“We’ve focused on,
and invested in, processes
and technology to increase
efficiencies and profitability
and now operate from stateof-the-art manufacturing
facilities. Setting up new
divisions within the business
to increase its attractiveness
within an ever-changing
market has also contributed
to our continued growth.”

“Communication has
been absolutely key. We
provided our employees and
customers with weekly email
updates to keep everyone as
well informed as possible.”

However, the various pandemic-related
restrictions and disruptions affected both
its supply chain and customers and had a
direct impact on the business pipeline and,
subsequently, turnover. Despite the challenges,
the company was still able to remain profitable
and the team is very proud of this achievement.
“Encouragingly, although the recovery has
been slow, we are beginning to see a sharp
incline back to normality.”
Hadfield credits a lot of the company’s
success during the pandemic to its excellent
management team who care deeply about
the business and are able to make quickthinking decisions.
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The team also forward-ordered stocks to
ensure they could meet customers’ needs.
And, like many other businesses, they
found different ways to use technology to
communicate, reduce the need to travel,
and obtain information to allow them to
continue to identify and act on opportunities.
Hadfield says the company’s strong reputation
and financial position helped increase
confidence within its customer base during
the crisis. “We haven’t slowed down during
the pandemic, so we’ve remained at the
forefront of our customers’ minds. We’re there
when they need us.”
Always looking forward
Looking ahead, the company plans to invest
in fully automating its existing machinery
to improve manufacturing efficiencies
and capacity.
While the business is continuing with its growth
plans and sees no reason to alter its vision,
Hadfield acknowledges that being successful is
about being able to adapt to change. He thinks
the biggest challenge that all businesses are
currently facing is having to second guess, and
respond appropriately to, the various Covid19-related uncertainties and the timing of the
global market recovery.

While the UK leaving the EU hasn’t as yet
had a direct impact on John Lord Flooring’s
turnover or profitability, Hadfield hopes
that the UK government will find ways to
overcome the challenges posed by European
trade restrictions, as this should reduce the
complexities and potential tariffs involved in
importing raw materials. “Greater demand due
to poor delivery schedules will result in price
increases, which will have to be passed on to our
customers. This will result in delays in decisions
and reduced investment in the UK market.”
Although he appreciates the many challenges
facing the UK market and economy, Hadfield is
very optimistic about the future: “John Lord
Flooring has so many opportunities ahead
and the energy and desire within the business
is ever present. We genuinely believe we offer
a great product and service so we are only
looking forward.”
For Hadfield, the key to future resilience is
creating an environment in which employees
can thrive: “Our people are our single and
biggest support mechanism. So a happy and
motivated workforce is essential – supported
by clear direction, fairness and achievement.
The rest will look after itself!”

Building back better

“Being able to stay positive, confront
difficult challenges as they arise and
adapt to change is the key to business
resilience and it’s our people who are
instrumental to helping the company
move forward. We’re a strong team
who rely on each other to motivate,
support and achieve our individual
and company objectives.”
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Cleaning up Covid

Paul Marsh, co-owner and joint Managing Director of Mirius, talks
about developing in-house expertise, product innovation and going
above and beyond to meet customer needs.

Business in brief
Coventry-based Mirius is a
market-leading manufacturer
of cleaning, hygiene, and
biocide products. The company
supplies both branded and
‘own brand’ products to the
retail, professional and animal
healthcare sectors in
the UK and internationally.
mirius.com

“We’re always talking to our
customers about their problems or
opportunities. We can’t formulate
strategy in isolation – it has to be
an outward-looking process.”

Rebranding for the future
Originally established in 1963 as Coventry
Chemicals, the company has undergone various
periods of transformation over the years.
More recently, with significant investment from
Finance Birmingham, the company optimised
its production processes, redesigned, and
diversified its service offering and moved into
new markets, which has proved a catalyst for
significant growth.
The business rebranded as Mirius in 2018.
Paul Marsh, joint Managing Director, says:
“We’re very proud of our history, but Mirius
is our future.”
Coincidentally, Mirius’ planned exit from
Finance Birmingham took place at the start of
the pandemic, with ownership of the company
transferring to Marsh, Chairman Steve Quinlan
and joint Managing Director Darren Langdon.
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Drivers of success

“It’s down to good old fashioned hard
work – there really is no substitute
for it. We’ve got a very dedicated
team of people across the business.
They work hard, they’re tenacious
and they’re resilient. If someone
says something isn’t possible,
our team will work relentlessly
to make it happen.”
Lockdown lessons

“Over the years we’ve learned a lot
about what makes Mirius strong
and differentiates us as a business.
During the pandemic we were able
to use that knowledge to
demonstrate our technical and
production capabilities, and our
customer focus really set us apart.”

As a result of its recent success – particularly
in export markets – Mirius has been listed in
the Sunday Times Fast Track 200 and received
the prestigious Queen’s Award for ‘Enterprise:
International Trade’.
Teamwork and talent
Marsh and his co-owners feel strongly about
the power of people and teamwork: “Our
team is always looking for ways to improve
themselves and support each other. I’d like
to think that the leadership team sets that
tone and encourages everyone to be the best
they can be. All the values embodied in the
business are only there because our people
are continually developing those qualities
within themselves.”
Indeed, Mirius Chairman Steve Quinlan has
championed the nurturing and development
of homegrown talent throughout his two
decades leading the business, with many
of today’s management team, including
Darren Langdon, progressing into senior
positions from production or technical roles.
Marsh believes this gives Mirius an important
competitive edge and a depth of knowledge
about products and processes that facilitates
innovation and effective communication.

Given its incredible rate of growth, Mirius has
also recently attracted an influx of fantastic new
talent, which has brought a refreshed focus and
many new ideas.
The company is also extremely customerfocused, and the team does everything possible
to exceed customers’ expectations. “We’re
always talking to our customers about their
problems or opportunities, and we use this as
input for new products, ranges and applications.
We can’t formulate strategy in isolation – it has
to be an outward-looking process.”
A clean sweep
The team’s technical expertise enabled them
to respond promptly to Covid-19, producing
a branded range of antiviral products called
Hycolin at the start of the crisis.
Marsh attributes the company’s speed to
market in part to its experience of dealing with
previous pandemics in its Animal Healthcare
division: “We knew which types of products and
formulations would be most beneficial in both
the B2B and domestic/retail sectors, we tested
very quickly, and we had excellent results.
We used our excellent relationships
with international laboratories to test our
products against Covid-19 at the earliest
opportunity, and we were among some
of the first companies to test successfully.”

Previous | 32 | Next page

Business resilience stories

This positioned Hycolin at the forefront of
the fight against Covid-19, and enabled Mirius
to provide customers with the assurance that
they were using high-quality products with
formulations certified to kill the virus.
To keep up with unprecedented demand, the
company went on an extensive recruitment
drive and started manufacturing around the
clock, seven days a week.
Going above and beyond
“Our team found creative ways to overcome
supply chain delays, including hiring jumbo jets
to fly in components to ensure continuity of
supply for their customers. Everyone stepped
up to the challenge to ensure we were never
‘off-shelf’. It cost us a fortune, but we all
appreciated the importance of keeping our
products available to all our customers. It was
the right thing to do.”
Mirius has also strived to support the local
and national community during the pandemic,
for example by supplying police and ambulance
forces with products when they couldn’t obtain
supplies and by donating truckloads of product
to The Hygiene Bank in support of its campaign
against hygiene poverty.

A shift in focus
Marsh reveals that the pandemic has brought
home the importance of developing and
maintaining excellent customer relationships
and building strategic partnerships – both
nationally and internationally – to build brand
awareness and penetrate target markets.

Looking ahead
Marsh and the team see great opportunities
to grow the business further within its existing
sectors as consumers continue to pay closer
attention to hygiene as part of everyday life,
and businesses focus on improving their
cleaning regimes.

Mirius’ new dual focus is to produce high-quality
‘own label’ products for retail partners and
leading janitorial supplies companies, and build
on the success of Hycolin, The company also
plans to continue developing and investing
in its own brands to deliver innovative
formulations and technically-leading products
to the retail and B2B cleaning markets.

“Being able to efficiently formulate, test and
substantiate antiviral claims to demonstrate
that our products work effectively against
the virus was really important. But we’re not
stopping there. We’re continually working
to develop new products with ever greater
capabilities and wider applications for both
national and international markets.”

Marsh explains that brand development
and management presented Mirius with a
steep learning curve, particularly in terms of
marketing, PR and social media, but that
the team has achieved a lot in a short period
of time. He says: “We’re delighted that the
Hycolin brand has become so well established
and is now widely recognised and trusted.
We’re working with high-profile brand
ambassadors, including England and British
Lions international rugby star Courtney Lawes
and professional racing driver Abbie Eaton.”

Building back better

“We innovate fast, we
maintain continuity of
supply, we build strong
relationships with our
customers, and we really
develop our people and
help them grow within
the business.”
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A healthier
future

Richard Greathead, CEO of Nutrition Group, talks about the
importance of long-term relationships, putting quality over quantity,
seeing positives in negatives and keeping employees happy.

Business in brief
Nutrition Group is the UK’s
leading contract manufacturer
of vitamins, minerals and
supplements. Its client
portfolio includes blue chip
pharmaceutical organisations,
high street retailers and leading
international brands within the
sports nutrition, health, beauty
and animal sectors. The
Group recently diversified into
manufacturing protein bars
and bites as a way to broaden
its offering into new markets.

“Look after your people and they will
look after your customers – happy
employees equal happy customers.”

Strong foundations
A family-owned and managed business,
Nutrition Group, was founded by Peter
Greathead in 1993 in Lytham, Lancashire.
Peter’s son Richard, the current CEO, started
working for the company during his school
holidays at the age of 14. Greathead is proud
to be keeping the business in the family:
“My dad always intended for me to step into
his shoes and I hope that my two year old
daughter might one day follow in my footsteps!”
The company’s uncompromising focus
on quality, coupled with an entrepreneurial
spirit, financial acumen and excellent customer
service have helped it go from strength
to strength.

rototherm.co.uk
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Pandemic highs and lows
Nutrition Group’s vitamin and supplement
division experienced a phenomenal increase
in demand from the outset of the pandemic
as the population was encouraged to take
vitamins to boost their immune systems.
“The influx of orders was so huge we had to
invest in more equipment just to keep up,”
says Greathead.
As manufacturers of health foods, Nutrition
Group was deemed an essential service
and able to operate throughout lockdown,
adapting its already very high hygiene
standards to accommodate Covid-19
protocols and ensure the safety of its people.
But it wasn’t all smooth sailing – orders for
‘grab and go’ protein bars sold at supermarket
checkouts, airports and petrol stations
stopped almost overnight as outlets stopped
operating or lost their customer base
during lockdown.
Turning supply chain
negatives into positives
Like many other manufacturing businesses,
Nutrition Group experienced severe supply
chain issues as a result of the pandemic,
including higher prices for raw materials,
delays in supplies of crucial ingredients, and
supply chain partners not operating at certain
times due to different countries’ lockdowns.

Drivers of success

Lockdown lessons

“It’s all about building
long-term relationships
with the right partners.
We want to work with brands
that are focused on quality
and innovation, not price
and volume. Many of our
customers have been with
us for more than 20 years.”

“The pandemic forced us
to take a good, hard look at
our cost base and remove
a lot of extra overhead.
Being forced to make
changes has been good
for the business and will
have long-term benefits
for how we operate.”
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The UK’s new relationship with the EU has
also impacted on the business. Extra customs
clearances have increased the cost of materials
and there are many new layers of administration
and barriers to overcome, particularly for
products of animal origin.
“We’ve lost some European customers as a
direct result of Brexit. One customer told me
they were working towards a UK-free supply
chain and had nearly achieved it. But, every
negative has a positive and it works both ways,”
Greathead explains. “Each UK customer who
used to buy from Europe is now a potential
new customer for us.”
Power to the people
Greathead feels very strongly about
empowering his team. Nutrition Group has an
incredibly steady workforce, with some having
worked for the business since the beginning.
It has also recently recruited new talent
into the customer services team, which has
revolutionised the department and made a big
difference to sales.
“It’s all about getting the right people in – and
keeping them. You need to recruit people with
the right attitude and work ethic and give them
the right training. After that, you just need to
keep them happy and motivated and they’ll do
an amazing job.”

Greathead is looking forward to getting people
back to the office, as he believes they work
better as a team when they’re in the office
together. He does however plan to retain
some flexible working options.
The future looks healthy
The future looks bright for Nutrition Group,
with a greater consumer focus on health than
ever before and demand for vitamins and
supplements expected to continue to grow.
The industry has also seen a few high-profile
mergers and acquisitions, which Greathead
thinks may result in new business: “Change and
movement is always good because it shakes
out opportunity.”

Building back better

“Cash is always king – maintaining
a good working capital flow is
essential to our company’s success,
so at the start of the pandemic
he quickly organised a working
capital arrangement with Barclays,
just in case we needed to weather
any unforeseen difficulties.”

He also believes there is capacity for growth
within the protein bar division and feels that
changes to government policies regarding
sugary and high fat foods could help shift their
healthy products to prime positions in shops in
place of sweets and chocolate.
But none of this can be achieved without
building the right team, Greathead maintains:
“look after your people and they will look after
your customers – happy employees equals
happy customers.”
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Going global
by buying local

Tarkan Conger, co-owner and Director of Rototherm, talks about lean
innovation, empowering people and collaborating with local partners.

Business in brief

“Buying local drives strength.
Businesses get stronger as they
reinvest in themselves and each other.
It starts at home, and it starts with
the little guys buying local.”

Founded in the 1840s, Rototherm
has a strong heritage of innovation
and quality, having designed and
manufactured the world’s first
steam pressure gauge and
invented the bi-metallic
thermometer. Now owned by
brothers Tarkan and Oliver Conger,
Rototherm manufactures specialist
industrial instrumentation for
a variety of clients within the
energy, beverage, oil and gas,
pharmaceuticals, water, transport
and defence sectors across more
than 90 countries.
rototherm.co.uk

Business turnaround
In 2010, co-owner Tarkan and his brother Oliver
bought Rototherm and proceeded to turn the
company around. They invested heavily in
technology and a new ERP system, completely
changed the culture of the organisation
and made four acquisitions to diversify and
complement Rototherm’s core offering.
Headquartered in South Wales, Rototherm now
has two manufacturing facilities in the UK, four
regional offices in Edinburgh, Teesside, Dublin
and Houston, Texas, with satellite offices in
Singapore and in Australia.
They have also introduced a ‘lean mindset’
and created a culture of empowerment in
which every employee takes responsibility for
their own work and decisions. “We encourage
everyone to take initiative and improve any
part of the business. This culture has allowed
us to grow and respond to opportunities with
flexibility, adaptability and speed,” says Conger.
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Drivers of success

“We have an unstoppable drive to
become a lean organisation through
simplifying and improving our
products and processes. This has
enabled us to reduce manufacturing
times significantly and increase
productivity by 40-50%, giving the
business a considerable competitive
advantage in the marketplace.”
Lockdown lessons

“I think our success through the
pandemic is down to our company’s
culture, infrastructure and a decade
of investment. All these factors came
together at the right time, allowing us
to operate efficiently and effectively.
We’ve had to do so much learning on
things we never thought we’d need
to know.”

From zero to masked hero
As a result of Rototherm’s reputation for
lean and rapid innovation, NHS Wales
reached out to the brothers amidst the UK’s
personal protection equipment (PPE) crisis in
March 2020. Although they had no previous
experience manufacturing PPE, within
weeks the team had designed, developed
and certified a plastic face shield. Rototherm
went from zero knowledge of face shields to
manufacturing 250,000 a week and fielding
enquiries from across the world.
The UK Government subsequently invited
Rototherm to join its strategic programme
to help provide the population with face
coverings. To keep up with demand, Conger
and Oliver established a new division called
RotoMedical, built a specialist ISO cleanroom
and employed more than 200 new staff.
RotoMedical is now one of the UK’s largest
mask-making operations, producing surgical
and non-surgical masks, face shields and even
specialist PPE eyewear for the healthcare
industry (in partnership with Bollé).
“Seeing the pandemic unfold on our screens
and hearing the horror stories from friends
and family in the NHS, we knew we had to do
something. We’re very proud of being able to
help the UK solve a very real problem, while
also creating a sustainable PPE business and
hundreds of new jobs for the local community.”

Buying local
One of Rototherm’s core values is to buy local
and support the local supply chain. Conger says
he prefers to see other UK manufacturers as
partners, not competitors: “Buying local drives
strength. Businesses get stronger as they
reinvest in themselves and each other. It starts
at home, and it starts with the little guys
buying local.”
This approach has been incredibly beneficial
during the pandemic as the company’s close
collaborations with other local business has
helped ensure the supply of materials for
essential PPE equipment. “It was quite
terrifying to see how the global supply
chains just collapsed, and to see the impact
of relying on any one country or part of
the world,” Conger says.
One of Conger’s biggest concerns is that,
post-pandemic, the world will simply revert
to trying to buy the cheapest, regardless
of where it comes from. To counter this,
he believes that countries need to ensure
local supply of strategic industries, not only
to support their economies but to protect
themselves against future supply chain crises.
“So many British companies have worked
incredibly hard to create an improved supply
chain. Businesses and the government need
to continue to invest in it.”
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Recalibrating for the future
Looking ahead, Tarkan and his brother Oliver
plan to continue developing RotoMedical
alongside their successful specialist
instrumentation manufacturing business.
The brothers also started an IoT and data
services business for their customers preCovid – this really started to take off in
Europe during the pandemic and is an
exciting development for the company.
With the astronomical increase in global
freight costs, Tarkan believes there is a genuine
opportunity for UK manufacturing to become a
truly competitive, viable option. ‘Manufacturing
local’ also helps to lower the carbon footprint,
create jobs and support the circular economy.

Building back better

“The pandemic has emphasised the importance of striving
for continuous improvement and growth – not just for
your business, but with your supplier partners too –
while always listening to your customers. And, crucially,
you need to invest in your people, because you can have
the most efficient NASA spaceship, but if no one can fly it,
it’s no good to man nor beast.”

“The UK has fantastic innovation and brain
power, and some of the best things in the world
are manufactured in Britain. Good things have
come – and can continue to come – out of this
crisis. I’m really excited about the future.
We just have to have the confidence to go
out and attack it.”
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Changing for
the times

Edward Tong, Managing Director of Tong Engineering, talks about
continually adapting to meet customers’ needs, investing for the
future, and the importance of always listening to good advice.

Business in brief

“Having a plan is key, but we’ve learnt
to be as flexible as possible and
to move quickly when challenges
present themselves.”

Tong Engineering is one of the
world’s leading manufacturers
of vegetable-handling equipment
for farmers, vegetable producers
and other businesses in the
agricultural, packhouse and
recycling sectors. The company
works on all types of projects
from small, standardised
machines to fully bespoke
installations. While the UK
accounts for 60% of its business,
Tong Engineering exports to 50
countries including Spain, France,
Australia and the United States.

A family affair
Family-run Tong Engineering first started
trading in 1930 as an ironmonger in Spilsby,
Lincolnshire. The business has adapted and
grown over the years under the leadership of
different family members.
4th generation Edward Tong, the current
managing director, believes the key to the
family’s success has been their ability to listen
and respond to their customers and markets.
For example, his father was instrumental in
moving the business from mass production
to bespoke solutions at a time when growers
were experiencing significant consolidation.

tongengineering.com
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Drivers of success

“Designing machinery that
continuously adapts to
developing market requirements
is incredibly important to us
and investing in people and
giving them the opportunity to
express themselves in a happy
working environment is also
essential to Tong Engineering’s
continued growth.”
Lockdown lessons

“The pandemic has highlighted
the importance of our dynamic
culture and being able to
respond to both internal
and external changes that
influence how we work.”

Preparation is everything
As suppliers of food equipment, Tong explains
that the business was fortunate to experience
an increase in demand during the initial
lockdowns, as customers saw particularly high
demand for its products. Its supply chain for
raw materials has also remained relatively
constant throughout the pandemic, although
Tong attributes this to the company’s focus
on advance ordering, requirement forecasting
and planning.
The company’s biggest pandemic-related
challenge has been the limitations to
international travel, which have reduced its
ability to support installations overseas: “But
we’ve overcome these difficulties by providing
remote support via video call, staying abreast
of travel rules and regulations and liaising with
international government departments so that
we can travel safely when we need to.”
The company has received a lot of useful
advice and support from various sources over
the past 18 months, including local government
grants for capital expenditure projects that
have helped it achieve its objectives. Tong
explains: “We always find it prudent to listen
to good advice.”
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A smooth departure
While Brexit has resulted in many administrative
issues for Tong Engineering, Tong believes
the business was well prepared, and had sought
advice regarding its international trading terms in
advance. The company also regularly works with
countries outside the EU and these relationships
have helped it to manage the new logistical
challenges and administrative requirements.
An optimistic outlook
Despite the disruption caused by the pandemic,
Tong Engineering is in the process of building
a new factory and is investing in the latest
manufacturing processes to ensure the highest
quality standards across its product range.
This is a very significant investment for the
company and is crucial to its future growth and
development. “We have a good strategy for the
long term and are continuing to invest in new
products and look for new markets,”
explains Tong.
“Having a plan is key, but we’ve learnt to be as
flexible as possible and to move quickly when
challenges present themselves.”
While the pandemic has resulted in changes
to working practices and attitudes towards
travel that Tong expects will persist, he has
confidence in the company’s strong business
model: “Our ongoing development strategy is
very adaptable. We’re optimistic about growth
moving forward.”

Building back better

“Continued development and
investment in our people and our
products, while always listening
to our market and adapting to
its requirements, is key to our
long-term resilience and
business success.”
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Here to help
Given all of the turmoil and changes the world
has faced as a result of the pandemic, it’s clear
that we still face many unknowns on the road
to recovery. However, we are confident that
the ingenuity and resilience of SMEs will play a
vital role in securing the UK’s future prosperity.
The SME success stories included in this
guide should serve as a reminder that
those businesses that focus on the key
issues highlighted will be well placed to take
advantage of potential opportunities, thrive,
and grow, even during times of uncertainty
or crisis.
We are here to support our SME clients and to
help you prepare for the next chapter of this
journey. Please don’t hesitate to get in touch
with your Relationship Director if you would like
to discuss any of the issues highlighted in this
guide in more detail.
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To find out more about how Barclays can support
your business, please call 0800 015 42 42* or visit
barclayscorporate.com
@BarclaysCorp
Barclays Corporate Banking

*Calls to 0800 numbers are free from UK landlines and personal mobiles, otherwise call charges may apply. To maintain a quality service we may monitor or record phone calls.
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