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INTRODUCTION

THE SIX PANELLISTS

W O R L D  F I R S T  ·  W H I T E  P A P E R  

As corporate Britain looks to the prospect of 
Brexit, rising inflation and more, World First has 
assembled a panel of leading business people to 
offer their insights for success in 2017. From the 
202-year-old iconic British gun maker Purdey, 

which is launching a new model in 2017, to the newcomer 
luxury British watch brand Bremont, which will be the official 
time partner of the America’s Cup next year, to what3words, 
an ambitious tech start-up in London with a unique global 
perspective, the panel includes five great businesses who 
bring different perspectives to the table. They are joined by our 
report expert, Chris Williamson, the respected chief business 
economist at IHS Markit. Together they offer a manifesto for 
greater success for your enterprise in 2017 – 19 insights from 
brands and business people worth listening to.

JAMES HORNE 
Chairman of gunmaker  

James Purdey & Son, which 
marked its bicentenary in 2013 
and holds three royal warrants

JONATHAN QUIN 
CEO and co-founder of  

World First, the international 
currency transfers organisation

AJAY JAGOTA 
CEO of KIS Group, a  

regional property firm, and 
member of the Bank of 

England’s North-East Shadow 
Monetary Policy Committee

NICK ENGLISH  
Co-founder Bremont Watches, 
the British luxury watch brand 

founded in 2002

CHRIS SHELDRICK 
CEO of what3words, the 

London-based global 
addressing tech start-up which 

was launched in 2013

CHRIS 
WILLIAMSON

chief business economist at 
IHS Markit and commentator
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J A M E S  P U R D E Y  &  S O N S

Bang on for 2017
With its first new gun in a 
decade out in 2017, venerable 
British gunmaker Purdey is 
giving Brexit jitters both barrels
To celebrate its 2014 bicentenary James Purdey & Sons opened a  
new factory on the site of its old one in Hammersmith in West London.  
This is where around half of the company’s 80 or so employees work 
day-to-day and, in the eyes of the revered gunmaker’s chairman, James 
Horne, represents a clear commitment to craftsmanship and British 
manufacturing. “That investment in a state-of-the-art building  
is the most fabulous tonic for the business,” he says.

It seems to be paying off. On top of growing sales over the last  
18 months, Purdey has enjoyed a post-Brexit referendum bounce, thanks  
to the additional affordability of British goods abroad because of sterling’s 
subsequent slide. That’s good news for a business which attributes 
around 50 per cent of its revenues to the US market and a substantial 
chunk to other foreign markets, even if, as Horne says, “Brexit has other 
implications which don’t benefit us so much.” (Incidentally, the British 
business, which has been owned by the Swiss-based Richemont group 
since 1994, does not reveal exact sales figures.) �

    

INSIGHTS

/1
INVEST FOR 

SUCCESS
Purdey is already seeing a 

return on its investment in a 
new factory in London and has 
developed an important new 

product for 2017 

/2
NEW TRICKS 

FROM  
AN OLD DOG 

Proud tradition and pragmatic 
modernity combine well if you 
are prepared to diversify and 

try new channels
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TAKING A POUNDING

Few will have missed sterling’s plunge in value against the US 
dollar and the euro but there’s a flipside to this as the exchange 
rate means British goods are cheaper for foreign consumers

Source: Bank of England and World Bank
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History seems to be ingrained in almost everything that Purdey does. 

Its South Audley Street store in Mayfair has been home for more than  
130 years and still bears a citation from Walter Bedell Smith, who served 
as chief of staff to Dwight Eisenhower, thanking Purdey for use of its Long 
Room in planning the D-Day Landings. The glittering assembly of past 
customers includes Queen Victoria,  who commissioned a pair of pistols 
for the Imam of Muscat in 1838 and Charles Darwin, who took its guns 
with him on the Beagle – on the way to ‘discover’ evolution. 

By Horne’s own admission, the industry is, in some ways, a slow-
moving one. He owns a pair of  Purdey guns that “still work brilliantly” 
despite being made in 1897. “The technology in guns has moved  
very slowly,” he says. 

Indeed, Horne mentions the 1949 acquisition of James Woodward,  
a competing gunmaker with some useful patents, and the launch of 
Purdey’s Sporter model in 2007 as the significant “milestones in the 
company’s recent history”. And now there is another on the way: 2017 
will see the launch of Purdey’s first new gun in a decade, in order to meet  
the demand for the type of high bird shooting that has grown in 
popularity in recent years. 

And, as the company moves with the times, there will also be a  
new website, which will combine a slick e-commerce experience with 
information and news about shoots that will, Horne hopes, keep 
customers coming back again and again. This is a field in which he has 
some experience, having launched the successful shooting website  
Guns on Pegs back in 2006.

“We recognise the importance of the digital 
channel. But buying a Purdey gun is rather like 
buying a Rolls-Royce – most people would prefer  
to take it for a test drive first” 
— JAMES HORNE, CHAIRMAN, PURDEY

Purdey has been diversifying its products, offering a new range of luxury 
luggage that runs all the way from a £4,495 case that has special 
compartments for sloe gin and cigars, all the way down to a wallet. 
They’ve also got a clothing range worthy of the Purdey name.

And the theme of combining new and old extends to the company’s 
approach to marketing. “Instagram is a wonderful way for us to show off 
engraving,” says Horne. “We recognise the importance of the digital 
channel. But buying a Purdey gun is rather like buying a Rolls-Royce –  
most people would prefer to take it for a test drive first.” 

As a result, Purdey stages events where prospective customers can try 
the guns and feel “the extraordinary balance and craftsmanship” for 
themselves. Although, as Horne points out, the “Purdey Experience” goes 
beyond that. 

When a customer makes an order for, say, a pair of guns, they might 
have to wait up to two years for the bespoke engraving and everything 
else to be finished. But they will, straight away, be given the chance to  
see the factory, select the wood to be used for the gun’s stock and take 
receipt of a unique paperweight, inscribed with their gun’s serial number.

Sitting on their desk, it serves as a reminder of the delivery to come and, 
who knows, might prompt them to go online and pick up some luggage or 
browse the clothing collection too. ■

£4,495 
Purdey’s new range 

of luxury luggage that 
includes a £4,495 case 

– the Side-by-Side 
fitted with special 

compartments  
for sloe gin  

and cigars. That’s  
just Purdey...

DETAIL

J A M E S  P U R D E Y  &  S O N S

Clicks and mortar: Purdey has been in South Audley 
Street for 130 years and takes ‘online’ seriously
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B R E M O N T  W A T C H E S

Brand of the moment
Luxury watchmaker Bremont 
is taking the battle to the Swiss 
names in 2017
A luxury watch brand with a French-sounding name? So far, so Swiss. 
But Bremont is as British as the brothers – Nick and Giles English – who 
founded the company in 2007 as a tribute to their father Euan. A keen 
aviator, Euan died in a crash-landing in 1995. Nick, his co-pilot for the day, 
then aged 23, was pulled from the wreckage. 

The Bremont name, however, is French and comes from a chance 
encounter that Nick and Giles had with a 78-year-old farmer and 
aviation enthusiast when the weather forced them into an unscheduled 
landing on a trip through France with their old German biplane. As for the 
timepieces themselves, some of the parts are imported from Switzerland 
but all the watches are designed and assembled at Bremont’s 
headquarters in Henley-on-Thames. 

As time goes by, Nick says he hopes it will be possible to produce more 
and more of the individual components in this country too, but adds that 
it’s a “long, long-term goal. This is a 10 or 20-year thing. It’s not a two-
year mission, but we’re on the right track.”

“To be a successful brand in this day and age,  
you have to be international” 
— NICK ENGLISH, CO-FOUNDER, BREMONT

While planning to make production increasingly domestic, English 
expects that sales will follow the opposite trend. “To be a successful brand 
in this day and age, you have to be international,” he says. “You can’t be 
a big watch brand and just be in the UK, not when this country represents 
maybe five or seven percent of the global market.” 

Competition is stiff, particularly as Bremont must try to wrest market 
share from brands that are often part of large, powerful luxury groups 
such as Richemont or LVMH – and which enjoy comparatively vast 
marketing budgets as a result. “What has allowed us and other relatively 
young companies in other industries to grow is the internet, social media 
and other ways of getting your message out there,” says English. “If 
you’ve got something that is of interest, then people will find you or you’ll 
be able to push it to them, which you possibly couldn’t have done without 
a sizeable marketing budget. To make a noise when you’re competing 
with a company the size of Rolex, for example, you have to differentiate 
your products and really explain what your brand is about.”

Another weapon in the armoury has been analytics, which has helped 
to guide the deployment of resources as Bremont has grown at different 
speeds in different markets. “You can sit down and see that 20 percent of 
your web traffic has come from the US, 12 percent from Hong Kong and 8 
percent from Australia. Then, if you haven’t got [any partners] in Australia, 
then you know you need to change something.” �

INSIGHTS

/3
BRITISHNESS

is a virtue in 2017. Look at the 
overseas success of proudly 
British brands such as Paul 

Smith, Thomas Pink and 
Burberry. Particularly effective 

in the US and Asia

/4
WEB ANALYTICS
Use web analytics to guide 

international expansion. Work 
out where your web traffic is 

coming from and whether your 
presence in that territory is 

commensurate with it 

/5
USE SOCIAL 

MEDIA
 to level the playing field. 
Smaller companies can’t 
compete on advertising 

budgets, but they do have 
good stories to tell – and that 

catches the imagination

/6
BE AMBITIOUS
but know when to say ‘no’. 

Turning down opportunities 
that don’t fit is just as 

important as grasping the 
 ones that do
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English also considers the Britishness of the Bremont brand to be a 
major benefi t. He points to Paul Smith, Thomas Pink and Burberry as 
stellar examples of companies that have been able to trade on this same 
quality. They have done particularly well in America, where “Paul Smith’s 
Union Jacks are absolutely everywhere.” By contrast, “If anything, we 
underplay it at the moment.” He adds though that some restraint in 
marketing is no bad thing, particularly when it relates to partnerships 
and says that they have passed up on some opportunities because they 
haven’t aligned suffi ciently with the brand. 

For 2017 Bremont has done a deal to be the offi cial timing partner 
of the America’s Cup, which could see a British team, led by four-
time Olympic gold medal winner Sir Ben Ainslie, taking on the current 
champions Oracle Team USA. This tie-up makes sense, English says, 
because the boats that are used – which rise up out of the water on 
hydrofoils – are “fl ying machines” in a sense, and so are a good fi t with 
Bremont’s aviation fi lled heritage. 

English states that he was against the idea of Brexit when the country 
went to the polls in June and he has some concerns about the way that 
currency rate fl uctuations could affect the price of the components 
Bremont imports from abroad, yet he remains sanguine about the 
outcome of the referendum. “In fi ve years’ time, I think we’ll look back 
and think that it was the right decision. Being in control of your own 
destiny is a good thing.” English adds that a recent business trip to 
Switzerland was enough to convince him that being outside of the EU 
may not be the economic disaster that some people have foretold. “They 
negotiate their own trade deals, control their own currency – if we can use 
Switzerland as a model, it wouldn’t be such a bad thing.”  ■

35th 
Bremont is the 
offi cial timing 

partner of next year’s 
America’s Cup, the 
35th edition of the 

world’s greatest, most 
elite, and glamorous 

yacht race

DETAIL

B R E M O N T  W A T C H E S

A SOCIAL ANIMAL

As the new kid on the luxury watch block, Bremont has a smaller 
marketing budget than many of its rivals. However, with social 
media like Instagram – followership levels shown below – it can 
reach almost as many people as more established brands
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87.8k
BELL & ROSS 

69.2k
SEIKO

63.8k
A LANGE & 

SÖHNE

52.5k
BREMONT
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W O R L D  F I R S T

The case for ambition
A clear vision and a target 
for accelerating growth will 
be sure to drive World First 
ahead in 2017
“Any business can grow,” says World First’s CEO and co-founder 
Jonathan Quin. “You have three levers that you can pull: you either 
diversify your product, diversify your client groups, or diversify your 
geography.” Since starting up foreign exchange platform World First in 
2004, Quin has done all three. The company is on course to trade 
$12 billion on behalf of its clients this year – a total that would represent a 
50 per cent increase on the previous year, which itself was up 70 per cent 
on the preceding annual fi gure. The business was included at number 
26 on the 2016 Sunday Times International Track 200 – a list of 200 UK 
mid-market companies with the fastest growing international sales. 

 “We’ve always tried to grow at a reasonable rate,” says Quin, who � 

$12bn 
World First is 

on course to trade 
$12 billion on 

behalf of its clients 
in 2016, 50% up 

on 2015

DETAIL

THE CASE FOR EXPORTS - GLOBAL GDP

With the fi fth largest economy in the world, the UK accounts for less 
than 4% of global GDP and for each British person, there are 112 
around the world. Overseas opportunities abound
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Source: International Monetary Fund estimate, 2016 
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explains that growth of 26 per cent a year had been a target for a while 
– because it translated into a doubling of size every three years. “Then 
three or four years ago, I felt we should start accelerating. It was at a  
time when new entrants were coming into the market and being quite 
aggressive. We didn’t want to get left behind for lack of ambition.”  

Playing around with the numbers, Quin settled on a target of 38 per 
cent growth year-on-year, knowing it would mean that the company 
would be five times the size within five years. “It was interesting because 
it was self-perpetuating. People then knew that we had to make hires and 
open offices.” The company took a strategic decision to expand into the 
US and Asia, and hasn’t looked back. It now has as much office space in 
Hong Kong as it did in London just two years ago.

To continue on an upward trajectory, Quin says he has identified three 
points of focus for the next year or so. 

The first relates to a point espoused in a TED talk given by the writer 
Simon Sinek in which he says that customers don’t buy “what you do”, 
instead they buy “why you do it.” “We have to start at the top,” says Quin. 
“We have to ask: ‘OK, what is the vision, what is the purpose?’ It has got  
to be realistic and genuine and believable.”

Quin acknowledges that working in financial services may not be the 
same as, say, carrying out research to create new disease-beating drugs, 
but that doesn’t mean it is devoid of purpose. “If somebody is emigrating, 
then getting the money to them and getting it right is a really big thing 
for them.” Likewise, helping a company to trade with overseas partners 
or source products from abroad is crucial for the companies themselves, 
their staff and the wider economy. “Everyone has to know what our 
purpose is, and the staff have to project it to the customers.” he says.

 “We have to start at the top. We have to ask: ‘OK, 
what is the vision, what is the purpose?’ It has got 
to be realistic and genuine and believable” 
— JONATHAN QUIN, CEO, WORLD FIRST

“The second thing is to focus on what’s going well, not on what’s 
causing problems. That’s a classic mistake that people make. If 
something in the business isn’t going well, you can spend a lot of time 
trying to fix it with very little to show for it. But if there’s something in the 
business that is going well, then the same amount of time could generate 
more upside.”

The third of Quin’s points is about people – both investing in the 
development of existing staff and hiring new employees in the right way. 
“If we’re growing by 50 per cent then we probably need to increase staff 
numbers by 40 per cent. If you’re hiring 200 people, you need to have 
good infrastructure within HR to make sure we can do that and keep 
the culture and the work ethic and enthusiasm.” When hiring staff for 
overseas offices, World First has employed a system whereby someone 
from the UK head office teams up with someone in-country to make the 
hires. That way, they have all bases covered.

And, as ever, there will be no let-up in efforts to enhance the product. 
“We’re working on a new products initiative to make sure that we 
continue to be a disruptor and don’t become disrupted,” says Quin. “We 
want to be at the forefront of the technology, giving customers what they 
want in a way that’s quick and efficient and as low cost as possible.” ■

W O R L D  F I R S T

Pic caption here Nobita sundignatis 
molor magniminis et quas se vendis quid 

INSIGHTS

/7
TARGETS

If you want 2017 to be better 
than 2016 set your business 
ambitious targets. They can 

also be self-perpetuating

/8
PURPOSE

 is important. Customers  
and staff need to know not just 

what the company does, but 
why it's done

/9
FOCUS

 on the good things you do. 
Making something good 

even better is often the most 
effective use of time

/10
YOUR PEOPLE

matter more than ever in  
2017. So get your hiring  

processes right

Customers buy "why you do it", says the 
writer Simon Sinek not "what you do" 
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W H A T 3 W O R D S

Looking towards all points  
of the compass
2017 will be about global 
expansion for this important 
British tech start-up
If you’re a resident of a developed Western nation and you want to 
have something delivered to your home, it’s usually quite straightforward. 
You just use your street address, postcode and rely on the postman to 
find your front door. But what if you’d prefer the package to be delivered 
somewhere else? What if you need materials to put on a music festival in 
the middle of a desert? Or have supplies brought to a specific location in a 
drought-afflicted country? What if you happen to live in a country with an 
under-developed addressing system?

These are just some of the questions asked and now answered 
by what3words, a British company whose revolutionary new global 
addressing system makes it possible to pinpoint a three metre by three 
metre square anywhere on the surface of the planet by using only three 
words. For example, the centre of London, Charing Cross, is “daring.lion.
race”, whereas “tactless.salesperson.overhear” is a spot in the middle of 
the Pacific Ocean. There are 58 trillion of these 3m by 3m squares, each 
with a unique three-word address.

“If people try out your app or website, if you’ve 
really looked after the detail and the finer points of 
the experience, people will notice and come back” 
— CHRIS SHELDRICK, CEO, WHAT3WORDS

The what3words consumer app is free to use, but the company generates 
revenue by charging partners to integrate its API into their own services. 
“We’re used in major geospatial applications around the world,” says CEO 
Chris Sheldrick, who together with co-founder Jack Waley-Cohen started 
work on the business quite literally on the back of an envelope. “We work 
with Esri, the industry giants, and the world’s largest offline navigation 
app Nav Me. We’re integrated into government mapping services such 
as those in Norway and Switzerland. We’ve been focusing on logistics 
this year and have announced a partnership with the postal service of 
Mongolia, where we will be supported as a national addressing system.”

For them, says Sheldrick, 2017 will be about “scaling up from being 
a start-up in the conventional sense and acting more like a business.” 
To that end, the company, which launched in 2013, is in the process 
of doubling its headcount from the 15 staff it had in June of this year. 
“Everything that we’re doing now is a scalable operation, so the company 
can grow as we put more resources into each sector.” 

Another requirement is to produce a new language-specific version 
of the service for each new market that the business launches in, � 

58
trillion 

what3words 
has developed a 

revolutionary new 
global addressing 

system which allows 
you to pinpoint 

a three metre by 
three metre square 

anywhere on the 
surface of the planet 
by using only three 

words. There are now 
58 trillion of these 
3m by 3m squares, 
each with a unique 
three-word address 

and available on your 
smartphone

DETAIL
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but the challenge of expanding internationally isn’t just a technical 
one. Personal relationships are crucial too. “If you want to have an 
international business, it’s very difficult to do that without going to see 
people,” Sheldrick says. “You have to have the confidence to invest time in 
those relationships, even in the early stages and wherever they might be. 
There’s simply no substitute for going to see people.”

The best piece of business advice Sheldrick ever received himself? “Put 
in good toilets and people will come back.” Sage words, delivered by 
his father when Sheldrick was putting on a music concert in a barn with 
only a small budget at his disposal. “I guess the point is that it’s all in the 
detail,” he explains. “If people come into your ecosystem and try out 
your app or your website, if you’ve really looked after the detail and the 
finer points of the experience, people will notice and they will come back. 
We were adamant in the early days that our customer service would be 
extremely good and attentive. You have to look at everything from start 
to finish and be obsessive about detail. It’s worth it.”

In terms of technology, Sheldrick thinks that inputting information 
into connected devices by voice (rather than by typing on a keyboard) 
is a coming “cultural shift” and he nails his colours firmly to the mast by 
predicting that delivery using drones is on its way. “Drone delivery will 
happen,” he says. “Even if your street address currently works really well, 
the ability to specify something more accurately will become a necessity. 
We are well placed to do that.” ■

what3words technology is being used in 
Mongolia (left) and Switzerland (right)

Pic caption here Nobita sundignatis 
molor magniminis et quas se vendis quid 
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INSIGHTS

/11
BE PREPARED

to get on a plane in 2017. 
There’s no substitute for  

face-to-face meetings if you 
want to do business overseas

/12
MAKE IT LOCAL

Make your product local. It has 
to work really well in any of the 
new markets you’re looking at

/13
IN THE DETAIL

Success is in the detail. When 
people try a product for the 

first time, it’s often the small 
things that will determine 

whether they come back or not

W H A T 3 W O R D S
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K I S  G R O U P

Bullish about Brexit
This regional property firm is 
preparing for a dip in the New 
Year but is investing for 2017
In the immediate aftermath of the Brexit referendum, Ajay Jagota’s 
North-East-based lettings agency KIS Group enjoyed a bumper month. 
In July transactions were up 15 per cent year on year and landlords 
increased the price of rents by an average of 8 per cent.

Having publicly given his support to the Leave campaign, Jagota 
remains confident that the UK’s economic future is bright. But that 
doesn’t mean he’s not expecting some “bumps along the way”. In the 
first few months of 2017, one of them may prove to be a noticeable 
slowdown in consumer spending. 

“Cyclically it tends to be a difficult time,” says Jagota, whose HQ is 
in South Shields. “Consumers will go out and spend around the festive 
season no matter what, but my instinct would be to protect my balance 
sheet around January, February and March by limiting investment.”  
In the longer term, trade tariffs and price rises could also cause 
headwinds, he believes.

“Your competitive advantage against the large 
corporates is having local knowledge. That comes 
from networking, listening to your peers, listening 
to your staff, who are your internal customers, and 
knowing what’s going on at ground level. That’s 
how you develop your strategy”  
— AJAY JAGOTA, CEO, KIS PROPERTY

Jagota stresses however,that it’s important not to read too much 
into the pessimistic tone of the debate about Brexit, or into the “political 
posturing” that will inevitably occur in the build-up to the country’s 
eventual departure from the EU. 

“I think the shock is more political and within the Westminster bubble 
than it is within the business community. Business people deal with 
obstacles every day and I think it’s in their psyche to overcome those 
obstacles – you have to be a problem-solver. For politicians, it’s a shock 
to the system because they have been given a problem by the people, so 
now they need to get organised – usually it’s the other way around.”

Jagota, who assists the Bank of England in its efforts to monitor the 
economy through his membership of the North-East Shadow Monetary 
Policy Committee, acknowledges the need for regional SMEs to be aware 
of the macro-economic environment.  Nevertheless, he also emphasises 
the importance of local knowledge and collaboration. 

“Your competitive advantage against the large corporates is having � 

+15% 
In the immediate 
aftermath of the 

Brexit referendum, 
Ajay Jagota’s  

North-East-based 
lettings agency 

enjoyed a bumper 
month. July 

transactions were up 
15 per cent year on 
year and landlords 
increased the price  

of rents by an average 
of 8 per cent

DETAIL
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that local knowledge,” he says. “That comes from networking, listening 
to your peers, listening to your staff, who are your internal customers,  
and knowing what’s going on at ground level. That’s how you develop  
your strategy.” 

One major step towards increased collaboration would be improved 
transport infrastructure, so Jagota welcomes the HS2 rail link from London 
to Birmingham and the North, alongside the idea of wider regional 
investment as characterised by the “northern powerhouse” policy that was  
a key part of George Osborne’s tenure as chancellor, and has now been 
taken up by Theresa May.

“I can get from Newcastle to London in three hours, but it takes two and 
a bit to get to Manchester on the TransPennine. If we can’t get that right, 
then we’re in a bit of trouble. Linking up with businesses in Manchester and 
Leeds is an untapped resource, right on our doorstep.”

Jagota says that the private rental sector in the North-East is beginning 
to feel the influence of technology-driven changes, such as the increasing 
popularity of Airbnb, which some landlords are turning to instead of 
traditional letting agencies. While his own business already provides 
landlords with a convenient dashboard that gives quick, efficient access  
to information about their property and tenancy, one of his targets for 
2017 is to invest in technology in order to make sure that the business 
continues to attract and keep clients. 

Another project will see KIS Group working alongside credit-verifier 
Experian and house builder Barratt Homes, to help renters who assume 
that they are not eligible for a mortgage to establish whether that really 
is the case. For a company whose main business relies on the strength of 
demand for homes in the private rental sector, that might not seem like a 
logical thing to do, but Jagota takes a more fluid, entrepreneurial view.

 “It’s not going to kill my market. Don’t be insular, be outward looking. It’s 
good to keep your eye open for opportunities – there might be a spin-off, 
who knows where it could lead.” ■
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INSIGHTS

/14
PREPARE

 for the New Year. Consumer 
spending might start to drop 

off after the festive season – so 
get ready

/15
THINK LOCAL

For regional businesses, the 
local business community 

on your doorstep is often an 
untapped resource

/16
BE ALIVE

  to new opportunities, 
wherever they might  
come from. Be more 

entrepreneurial

K I S  G R O U P

Newcastle and a Northern Powerhouse: 
looking outward in a new millenium
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Broaden your horizons
With the fall in sterling this 
is the time to consider 
spending your marketing 
budget overseas to drive 
exports in 2017
Things were slowing down even before the EU referendum, confi rms 
Chris Williamson, chief business economist at IHS Markit, the global 
information analyst. “Then, in July, there was a sudden halt to decision-
making. Orders were being postponed – some even cancelled. And we 
didn’t have a working government.” Now, mercifully, politics and the 
economy have both settled down – for the time being. The immediate 
fall-out from the widely unexpected referendum result hasn’t been �

MOJO RISING?

Where is UK consumer confi dence headed? The weeks ahead of the 
Brexit referendum saw it fall sharply, according to market researcher 
GfK, but a rebound has been in play since the low point in July. 
Time and high street tills will tell...

Source: GfK

* Correct at time of publication

 

-20% 
Since the Brexit vote 
in June, sterling has 
fallen by more than 
a fi fth in its value 

against the US dollar*
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 as bad as many feared. In August the purchasing managers’ index 
rebounded strongly in both services and manufacturing, up to 52.9 and 
53.3, respectively – well above the benchmark score of 50, which signals 
no change on the previous month. 

“Now we have got a government in place that’s making the right 
noises, the Bank of England is aiding with stimulus measures and there’s 
potential to look at tax cuts and infrastructure spending that might help 
the economy too,” says Williamson.

Other changes are also afoot. One of the most significant has been 
the fluctuation in the value of sterling, which is down relative to major 
world currencies such as the US dollar and the euro. In the immediate 
aftermath of the EU referendum many commentators regarded the 
pound’s nosedive as a harbinger of doom, but Williamson insists that 
the shift will provide opportunities for companies whose products and 
services will now be cheaper for overseas customers.

“The flip side,” says Williamson, “is that a weaker exchange rate  
has caused costs of imports and materials to rise, which squeezes profit 
margins and leads to an increase on inflationary pressures. “If your 
market is UK consumers, it could well be a double-whammy. They’re 
going to see their food prices and other costs of living rise too. That will 
probably lead to a slowing in consumer spending. So, as a supplier to the 
UK consumer market, you’ve probably enjoyed recent years but you are 
likely to be under pressure in the next year or so.”

“If you’re going to be spending any marketing 
money, I would advise that you spend it on boosting 
export sales, rather than trying to go  
after the domestic market” 
— CHRIS WILLIAMSON, CHIEF BUSINESS ECONOMIST, IHS MARKIT

As a result, Williamson suggests that UK SMEs would benefit from 
looking to export markets, where their goods are likely to be well priced 
when compared to the competition. “If you’re going to be spending any 
marketing money, I would advise that you spend it on boosting export 
sales in one way or another, rather than trying to go after the domestic 
market – especially if you’re selling mostly to consumers.”

While the Brexit referendum is still fresh in the memory of British 
businesses, Williamson says that wider political uncertainty is just as 
likely to influence the economic climate in the next year or so. There will 
be a new US president occupying the Oval Office and general elections in 
France and Germany could mean that “in a year’s time the EU could be 
quite different to what we’ve got at the moment. It’s all about keeping 
your eye on the political developments and how that might shape borders 
and cross-border trade. That’s going to be a key theme for the next few 
years.” Businesses can do that, Williamson says, by ensuring that they get 
good-quality, balanced information from a variety of trusted sources, by 
networking with overseas counterparts and by being as entrepreneurial, 
flexible and willing to move with the times as possible. “As ever, those 
companies are going to be the ones that succeed at following new 
opportunities. Things are changing rapidly and the more able you are to 
bend and flex in that changing landscape, the more successful you’re 
going to be.” ■

C H R I S  W I L L I A M S O N ,  B U S I N E S S  E X P E R T

INSIGHTS

/17
BEEF UP

your overseas marketing spend 
for 2017. While the pound is 
weak and British exports are 
cheap, there’s never been a 
better time to sell abroad

/18
SEEK OUT

good quality information.  
The consequences of politics 
and policy could and should 

affect the future of  
your business

/19
BE FLEXIBLE

When uncertainty reigns, 
the companies that adapt to 
change most adeptly will be 

the ones that succeed

The stimulus from the Bank of England is 
helping to overcome post Brexit wobbles
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E X E C U T I V E  S U M M A R Y

A bold manifesto for success in 2017 
Our panel of six leaders in business are offering a 
powerful set of insights into how to optimise your 
company for 2017. Precisely which will work best 

for your business is up to you – but one thing is 
certain, doing nothing rarely leads to success

/1
Invest for success in 
2017: James Purdey 

& Sons is already 
seeing a return on its 
investment in a new 

factory in London and 
has developed an 

important new product

/6
Be ambitious, but 
know when to say 
‘no’. Turning down 

opportunities that don’t 
fit is just as important 
as grasping the ones 

that do

/11
Prepare for the New 
Year 2017. Consumer 
spending might start 
to drop off after the 
festive season – so  

get ready

/16
Success is in the 

detail. When people 
try a product for the 

first time, it’s often the 
small things that will 
determine whether 

they come back or not

/2
New tricks from 

an old dog. Proud 
tradition and pragmatic 

modernity combine 
well if you are prepared 

to diversify your 
products and try new 

channels

/7
If you want 2017 to 
be better than 2016 

set your business 
ambitious targets. 

They can also be self-
perpetuating

/12
Think local. For regional 

businesses, the local 
business community on 
your doorstep is often 
an untapped resource

/17
Beef up your overseas 
marketing spend for 

2017. While the pound 
is weak and British 
exports are cheap, 
there’s never been 
a better time to sell 

abroad

/3
Britishness is a virtue 

in 2017. Look at the 
overseas success of 

proudly British brands 
such as Paul Smith  

and Burberry. 
Particularly effective  

in the US and Asia

/8
Purpose is important. 
Customers and staff 

need to know not just 
what the company 
does, but it's done

/13
Be more 

entrepreneurial. 
Be alive to new 

opportunities, wherever 
they might come from

/18
Seek out good quality 

information. The 
consequences of 

politics and policy could 
and should affect the 

future of your business

/4
Use web analytics to 
guide international 
expansion. Work out 

where your web traffic 
is coming from and 

whether your presence 
in that territory is 

commensurate with it 

/9
Focus on the good 

things you do. Making 
something good even 

better is often the most 
effective use of time

/14
Be prepared to get on a 
plane in 2017. There’s 

no substitute for  
face-to-face meetings 

if you want to do 
business overseas

/19
Be flexible. When 

uncertainty reigns, the 
companies that adapt 

to change most adeptly 
will be the ones that 

succeed

/5
Use social media to 

level the playing field. 
Smaller companies 
can’t compete on 

advertising budgets, 
but they do have good 

stories to tell that thrive  
on social media

/10
Your people matter 

more than  
ever in 2017. 

 So get your hiring 
processes right

/15
Make your product 
local. It has to work 

really well in any of the 
new markets you’re 

looking at
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how we can support your currency and international 
payment needs, contact us on +44 20 3411 6748 
or 0808 274 5461, or visit www.worldfirst.com for 
more information

The comments in this guide are our views, and the views of our contributors. You should act using your own information and judgment.  
Although information has been obtained from, and is based upon, multiple sources the author believes to be reliable, we do not guarantee its 
accuracy and it may be incomplete or condensed. All opinions and estimates constitute the author’s and contributors’ own judgment as at the 
time of publication, and are subject to change without notice. Any exchange rates given are “interbank” ie, for amounts of £5 million or more  
and thus are not indicative of the rate offered by World First for smaller amounts.

G E T  I N  T O U C H 

World First, Millbank Tower, 21-24 Millbank, London SW1P 4QP


