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ABOUT THE SURVEY
The Thames Valley Business Barometer
– a collaboration between BDO LLP and
C8 Consulting – provides a twice yearly
snapshot of business and economic
confidence in the Thames Valley.
This latest survey ran from 20 March to
5 May 2017. Just under 100 businesses
took part and we would like to thank
them and our Business Barometer panel
members for their support.
The Barometer report contains the
results of the survey as well as in depth
profiles of Thames Valley businesses
Carbon Black, Ella’s Kitchen, Courtiers,
The Knowledge Academy and Core to
Cloud. They shared their views on their
own performance, the key challenges
they face and the current economic
conditions. We would like to thank them
all for giving their time to be interviewed.
Finally we would like to thank our panel
of over 30 business leaders from across
the Thames Valley region for their
continued support with this survey.
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EXECUTIVE SUMMARY
In early 2012 BDO and C8 Consulting set up
the Thames Valley Business Barometer, in
order to survey the region’s businesses and
track trends in economic confidence and
performance.

SIMON BROOKER
Partner and Head of
BDO Thames Valley

Over the 5 years since then UK businesses have faced a constantly
shifting landscape with the British economy beginning to emerge
from the last recession in 2013; the referendum on Scottish
independence taking place in 2014; a change from a coalition to a
Conservative majority government in 2015; the referendum on the
UK’s membership of the European Union in 2016 and Article 50 being
signed in March 2017, signalling our withdrawal from the EU after
more than 40 years as a member.
Looking back there seems to have been little time for business leaders to stop, draw breath
and plan ahead with any degree of certainty.
The results from the six monthly Barometer survey have shown how business sentiment
and performance have been affected by these changes, with all indicators rising sharply in
Autumn 2013 and peaking in 2014, as the Thames Valley emerged from the recession, before
plateauing throughout 2015, with over 90% of business leaders surveyed feeling positive
about the economy and the Thames Valley in general performing strongly.
In Spring 2016, with the EU Referendum approaching, economic confidence dropped,
although all the main performance indicators remained strong. However, by the Autumn 2016
survey, after the decision had been made to leave the EU, both performance and confidence
indicators had fallen sharply.
Graphs tracking the key performance trends across the region since 2012 can be found on
page 10 of this report.
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EXECUTIVE SUMMARY

THE SPRING 2017 BAROMETER SURVEY
Our most recent survey took place between
late March and early May this year and
the results show all the indicators heading
back up towards their pre-referendum
levels of twelve months earlier. Turnover
and profitability in particular had improved
whilst economic confidence showed a
marked upswing, although it still remains
balanced with as many respondents feeling
that confidence had decreased in the
preceding six months as those who thought
it had improved.
When we discussed the results with our
panel of business leaders at the end of May
they believed that the general upswing was
a consequence of the economy remaining
more buoyant, post referendum, than
many had predicted and that, despite the
doom mongering, many businesses had
experienced little real impact to date.
However this could also depend on the
nature of the business as it was felt that
many companies had tightened their belts
and that, although smaller short term
projects were still going ahead, many larger
long term projects were being put on hold,
at least for the time being, until the picture
of what the post-Brexit economy will look
like becomes clearer.
DATA PROTECTION AND GDPR
In the second part of the Spring 2017 survey
we looked at data protection matters and
in particular, the region’s awareness and
preparation for the new EU Data Protection
Regulation (GDPR) which will come into
force on 25 May 2018. The new regulations
will tighten data protection for every public,
private and voluntary sector organisation in
the EU and represents the biggest shake up in
data protection and privacy for over 20 years.

The GDPR introduces new accountability
obligations, stronger Data Subject rights and
further restrictions on personal data flows.
Under the new framework organisations which
do not meet the new higher standards could
face fines of up to 4% of their global turnover
or €20M, whichever is the greater.
We were pleased to see that 87% of
respondents claimed to be aware that the
new regulations were coming into force
next year, yet almost half do not yet have

processes in place to ensure they will be
compliant when it does. What is perhaps
more worrying is that the results also show
that more than one in ten businesses across
the region remain unaware of the changes
that are just around the corner.
May 2018 might seem a long way off but it is
important that all businesses ensure that the
GDPR is on their agenda now to leave enough
time to review and amend their procedures to
avoid possible consequences next year.
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UNCERTAINTY TO CONTINUE
In mid-April, while the Spring survey was
open, the Prime Minister called a snap
general election with the aim of providing
a strong government to take us into and
through the Brexit negotiations. It was
widely expected that there would be a
comprehensive victory for the Conservatives
leading to an increased majority however,
the outcome of the General Election, like
the outcome of the EU Referendum twelve
months earlier, took many people by surprise
and has left us with a weakened minority
government as we enter a critical period.
Undoubtedly the outcome of the election
and the ongoing Brexit negotiations,
together with changing regulations such as
GDPR will continue to create uncertainty in
the market and challenges for businesses.
However, where there is uncertainty and
change there is also opportunity and many
good businesses will prosper from it.

On page 14 of the report Ardi Kolah takes a
look at the new GDPR regulations and what
it means for UK businesses, and highlights
the opportunities that the new regulations
will provide for businesses to build
competitive advantage. Ardi is Executive
Fellow and Co-Director of the GDPR
Transition Programme at Henley Business
School and we thank him for his input into
this report.

As we head towards a post-Brexit economy,
businesses should begin preparing now so
that they are able to adapt quickly to the
new trading environment as it emerges.
Becoming as agile as possible and keeping
up to date with the changing business
landscape will be more important than ever
and we shall continue to keep looking at
the important issues facing Thames Valley
businesses in future Barometer surveys.
I hope you find this Barometer report
interesting and informative and I welcome
your feedback. Please feel free to share the
report and its findings with others and to
contact me if you would like to be involved
in future Barometer surveys in any way. The
more organisations that get involved the
more clearly we will be able to track what is
happening across the region.
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SURVEY RESULTS

ECONOMIC CONFIDENCE

STAFF ATTRITION

Economic confidence shows a slight improvement

Staff attrition levels across the Thames Valley rise

In the latest Barometer survey we have seen a slight improvement
in the level of confidence since Autumn 2016.
• 29% of those surveyed stated that confidence had improved in
the previous six months (versus 15% in Autumn 2016 and 32%
in the Spring 2016 survey)
• 31% stated that confidence had deteriorated (versus 52% in
Autumn 2016 and 30% in Spring 2016)
• 40% stated that confidence had remained the same (versus
33% in Autumn 2016 and 38% in Spring 2016)

• 37% of businesses surveyed saw their rate of staff turnover
increase in the previous six months (versus 22% in Autumn 2016
and 45% in the Spring 2016 survey)
• 10% saw their staff turnover decrease (versus 7% in the Autumn
2016 survey and 10% in Spring 2016)
• 53% saw their staff turnover remain the same (versus 70% in
the Autumn 2016 survey and 45% in Spring 2016)

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

In the last six months staff turnover has…
DECREASED: 10%

INCREASED: 37%
REMAINED
THE SAME: 40%

IMPROVED: 29%

REMAINED
THE SAME: 53%

DETERIORATED: 31%
22%

33%

70%

15%

7%
AUTUMN

2016

52%
AUTUMN

SURVEY

2016
SURVEY

“At the moment a lot of the work we are delivering
is based on decisions made two years ago.
But I think the next wave of investment
is more uncertain”

“Finding the right people, onboarding them and
making them effective is hard. You have to have the
same level of diligence whether you are hiring one
new employee a month or 10.”

CHARLIE MAYES
Managing Director
DAV Management Limited

MARK REEVES
VP of EMEA Sales
Carbon Black
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ELLA’S KITCHEN

A TRUSTED BRAND BUILT ON WORD OF MOUTH AND REPUTATION

Ella's Kitchen is
the UK’s leading
organic baby
and toddler food
brand. Sold in
supermarkets
nationwide
and in over 40
territories across the world, every second
of every day someone, somewhere eats an
Ella’s Kitchen product. Ella's Kitchen was
set up by Paul Lindley in 2006 because he
passionately believed that Ella, his daughter,
along with her generation should have the
opportunity to eat better food and discover
that healthy food can also be fun and tasty.
The business launched from Paul’s kitchen
with just 2 products, the Red One and the
Yellow One, and now employs over 70
people operating out of ‘Ella’s Barn’ just
outside Henley-on-Thames. The brand is
widely recognised for its pouch packaging,
which it introduced to the baby food market
to enable baby food to need less processing
time and therefore enhancing both taste and
nutrition.
Cath Empringham, Deputy Head at Ella’s
Kitchen comments: “We have strong values
that we live by. Our mission is for children
to develop a healthy relationship with food
and we do a lot around health and nutrition
guidance. For example, we have recently
lobbied parliament to change the weaning
guidelines to say that parents should wean
with veg rather than fruit so that young
children get a taste for savoury foods.”
As a result of its focus on ethics the company
has received a multitude of awards and has
been in the Sunday Times Best Companies
Top 100 small companies to work for
since 2016.

Cath goes on to say that UK supermarkets
can be a challenging place
to be as it is a highly
competitive environment.
She adds: “We have grown
in double digits since we
were founded and that becomes
increasingly hard to maintain because we want
to ensure that we can continue to produce
good quality food; aligned to our mission.”
Cath admits that Ella’s Kitchen consumers
tend to come in and leave the brand in a
relatively short space of time owing to the
fact that Ella’s products only really go up to
two years old. “Our goal moving forward is to
see if we can continue to expand the product
range so that it appeals to a broader age
group.”
However, today this means that the business
needs to constantly acquire new consumers.
Products tend to be sold via trust and
recommendation so brand reputation is
crucial. “At Ella’s we realise that it is a difficult
time for mum and dad who need a lot of
help with weaning. We offer as much help
and support as we can through our weaning
channel on YouTube and by being always
available to chat on social media.”

In terms of future plans Cath wants to
ensure that the business continues to grow
profitably and that it meets its 10-year
sustainability strategy by 2024.
She adds however, that it is very important
that the Ella’s team continue to have fun
while at work, and enjoy working within a
rewarding environment, as they are crucial
to the future success of the company.

“I worry about the
uncertainty and inevitable
delays in decisions Brexit
will cause. This will make
our business a lot harder
to manage.”

The company manufactures across Europe
and since Brexit it has suffered with
the exchange rate fluctuations. Cath is
concerned about how Brexit will eventually
unfold, she adds: “I worry about the
uncertainty and inevitable delays in decisions
Brexit will cause. This will make our business a
lot harder to manage.”
In terms of GDPR, Cath said: “We take data
protection very seriously, and this includes
making sure all relevant staff receive training
on data protection compliance”.

CATH EMPRINGHAM
Chief Operating Officer
(Deputy Head), Ella’s Kitchen
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SURVEY RESULTS

TURNOVER
Turnover rises
• 54% of those surveyed had seen their UK turnover increase in
the previous six months (compared to 36% in Autumn 2016 and
60% in the Spring 2016 survey)
• 16% had seen their turnover decrease (compared to 29% in
Autumn 2016 and 15% in the Spring 2016 survey)
• 30% had seen their turnover remain the same (compared to
35% in the Autumn 2016 survey and 25% in Spring 2016)
In the past six months turnover has…

REMAINED
THE SAME: 30%
INCREASED: 54%

PIPELINE
Business pipeline rises
• 47% of businesses surveyed had seen an increase in the size of
their business pipeline over the previous six months (compared
to 38% in Autumn 2016 and 56% in Spring 2016)
• 20% had seen their pipeline decrease (compared to 27% in the
Autumn 2016 survey and 16% in Spring 2016)
• 33% had seen their pipeline remain the same (compared to 35%
in Autumn 2016 and 28% in Spring 2016)
In the last six months our new business pipeline has…

DECREASED: 16%

35%

REMAINED
THE SAME: 33%

36%

INCREASED: 47%

29%
AUTUMN

2016
SURVEY

DECREASED: 20%

Expectations for future turnover show a slight improvement
Looking forward to the next six months 55% of those surveyed
expected their turnover to increase (compared to 46% in Autumn
2016 and 64% in Spring 2016) while 15% expect to see their
turnover decrease (compared to 20% in Autumn 2016 and 6% in
Spring 2016).

35%

38%

27%
AUTUMN

2016
SURVEY

In the next six months turnover is expected to…

"We have seen a lot of healthy deal flow and we
are still seeing acquisitions, but organisations are
being a bit choosy. Certainly cash is king and both
consumers and businesses are storing their cash."

REMAIN
THE SAME: 30%
INCREASE: 55%
DECREASE: 15%

GARETH EVANS
Relationship Manager Corporate Banking
HSBC
34%

46%

20%
AUTUMN

2016
SURVEY

july 2017 | thames valley business barometer 07

COURTIERS

INVESTING IN LONG TERM CLIENT RELATIONSHIPS

For over 30
years, Courtiers
has provided a
range of wealth
management and investment products and
resources to high net worth individuals,
families and organisations. Based in Henleyon-Thames, Courtiers offers a unique
perspective on wealth management which
helps others achieve their future goals and
aspirations.
Jamie Shepperd, CEO, has been at the helm
since 2004. He comments: “The business
was originally started in 1982 as a general
independent financial advisers’ practice, and
started to evolve when we saw the market
changing. Today, we’re deemed by the industry
as a vertically integrated discretionary
wealth manager providing financial advice
to individuals and companies, global
custodianship and fund management via our
own investment funds.”
According to Jamie the market is booming
post Brexit. The weakened pound means
that many larger companies’ earnings have
increased significantly when actual sales of
goods or services has remained the same.
In terms of opportunities and challenges,
Jamie goes on to say that there has been a
huge amount of activity due to regulation.
After 2008, regulation became a higher
priority and this created new opportunities
for Courtiers as different companies for
different reasons exited the market or
looked to merge or be acquired. Courtiers
has benefitted from this and so far made 11
acquisitions since 2008. Jamie adds: “We’ve
also attracted a lot of new corporate clients
due to changes in the pension landscape,
for example with automatic enrolment.

Additionally people are getting wealthier
and generations are inheriting
valuable properties and other
assets.” More acquisitions
are planned this year as
Courtiers continues to focus
on building out its capacity.
As well as creating the biggest opportunities,
regulation has also created the biggest
challenges. Courtiers’ cost base has
significantly risen, in particular in the area
of compliance, as it has recruited more
specialists into the business. Finding the
right skills is also a challenge, especially
compliance skills, but Courtiers recruits
carefully and continues to invest in growth
and building its employee base. Jamie adds:
“We are growing revenue at 22% per annum.
Back in early 2000 we were a sub £1 million
revenue business, now we are £14 million.
More importantly we have grown profit
margins.”
Jamie dislikes the term ‘USP’ because it is
overused and often doesn’t mean anything.
He says: “At Courtiers we value the client
experience and this is why we have clients
that go back 30 years. We listen to what our
clients have to say and, in turn, they listen to
our advice. We work hard to understand what
objectives they want to achieve and what
risk they are willing and able to take so that
we can share our knowledge to help clients
understand all their options. We can then
guide each other. We guide our clients on the
best and most tax efficient ways to achieve
their objectives and clients guide us in respect
of their ongoing journey and any changing
circumstances. It’s important to understand
where our clients are along the way so we can
support them with the most appropriate and
efficient wealth management strategies.”

Consistency of the brand is important, as
is being easy to reach. The fact Courtiers
commits to both areas reflects in client
relationships that transition through
generations. However, Jamie adds: “We are
in an evolving world with a lot of change,
complexity and growing choice. Younger
generations are now coming through so
we need to ensure that we can maintain a
traditional relationship with our clients with a
modern edge that works for all generations.
We rely heavily on the most up-to-date
technology and invest significantly to deliver
the kinds of experiences our clients are looking
for.”
On the subject of Brexit, Jamie believes
that as we get closer more concerns will
arise. At this point however, many clients
are benefiting from the vote to exit with the
pound dropping. Jamie adds that clearly it is
more challenging for organisations that are
importing than for those exporting.
Courtiers is acutely aware of data protection
legislation, so where the new EU General
Data Protection Regulation is concerned
we are already well on the way to ensuring
that the company will be fully compliant
by the time it replaces the existing Data
Protection law in the UK in early 2018. Jamie
says: “We are very mindful of it and we have
had professional guidance, but it is business
as usual. Because of the environment that we
operate in, you can imagine things like money
laundering are also massive issues and we
are targeted by cyber criminals, so regular
security training is an imperative.”

08 thames valley business barometer | july 2017

SURVEY RESULTS

PROFITABILITY

HEADCOUNT

Profits head back up
• In the last six months 49% of those surveyed had seen their
profitability increase
• 24% had seen a decrease in their profitability
• 27% had seen their profitability remain the same

Headcount grows
• 43% of business leaders surveyed had seen an increase in
headcount over the previous six months
• 8% had seen their headcount drop
• 49% had seen headcount remain the same

In the previous six months profitability...

In the previous six months headcount...

REMAINED
THE SAME: 27%

INCREASED: 49%

REMAINED
THE SAME: 49%

DECREASED: 24%

INCREASED: 43%

DECREASED:
8%

37%

30%
33%

53%
AUTUMN

30%
17%

2016

AUTUMN

2016
SURVEY

SURVEY

Expectations are also rising

Headcount expected to continue growing

Looking ahead to the next six months 47% of businesses surveyed
expected their profits to rise (compared to 39% in Autumn 2016
and 53% in Spring 2016) while 15% expected profits to decrease
(compared to 23% in Autumn 2016 and 6% in Spring 2016). In the
next six months profitability is expected to...

Looking ahead to the start of 2017 43% of those surveyed expect
their headcount to have grown (compared to 34% in Autumn
2016 and 53% in Spring 2016) while 6% expect headcount to have
dropped (compared to 17% in Autumn 2016 and 7% in Spring
2016). In the next six months headcount is expected to...

REMAIN
THE SAME: 38%

INCREASE: 43%

INCREASE: 47%

REMAIN
THE SAME: 51%
DECREASE:
6%

DECREASE: 15%

38%

49%

39%
23%

AUTUMN

2016
SURVEY

34%
17%

AUTUMN

2016
SURVEY
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CORE TO CLOUD

HELPING CUSTOMERS DISCOVER, DEFEND AND RESPOND

Entrepreneur James
Cunningham set up
Core to Cloud with
two business partners in 2015 having worked
in the channel for over 10 years. Core to
Cloud sells solutions that help organisations
to discover, defend and respond to the latest
security threats on the horizon and to also
ensure compliance.
James was keen to start his own business
as he believed that there was a gap in the
IT service provider/reseller market. He
comments: “Many are stuck in their old
ways and are primarily still commodity based
providers.”
James says Core to Cloud is different because
it brings highly disruptive security and cloud
technologies to market. James also believes
that he and his team look at the bigger
picture when it comes to understanding end
user needs. This means that Core to Cloud
engages with many different roles within
an organisation including compliance and
risk managers as well as HR and lines of
business. James adds: “We try to understand
the business requirements and objectives. We
analyse the customer’s particular pain points,
addressing these with technology and aligning
our recommended solution to their specific
needs.”
James goes on to say that because Core to
Cloud provides solutions that defend against
the latest threats as well as ensuring legal
compliance, GDPR is a big focus area. That
said, many of the organisations he talks to
don’t know what they have in their IT estate
or what they need to do in order to comply.
James comments: “We find so often that
many organisations buy point products to deal
with a particular pain point, which of course
does not necessarily mean that they then
comply.”

James adds: “99% of the time I find that
there is a lack of awareness with
employees and employers
need to do a lot more in order
to build that awareness and
educate users.”
Most of Core to Cloud’s customers are
enterprise level businesses predominantly
based in the UK and Core to Cloud
resells vendor technologies such as Nuix,
CrowdStrike, Sophos, Barracuda and
Alienvault to name but a few. According to
James, there has been a massive change over
the last few years and today cyber threats
are a weekly if not daily issue. It is hard for
technology to keep up, James says which is
why Core to Cloud has focused on selling
Next Generation technologies that have
been designed to protect against these latest
threats.
In 2017, James is looking to grow and
build out the team. The business has
doubled in size since it was founded and in
particular James is looking to recruit new
sales individuals to help deal with growing
demand. Core to Cloud have also recently
recruited a highly experienced Technical
Engineer and intend to grow this part of the
business as well. However, James said he
is finding it hard to recruit people with the
right level of skills and attitude.
Over the coming few years James sees the
Thames Valley and Oxfordshire as a good
location to be situated in. He adds: “Here
we have very close links to London and new
railway infrastructure in many parts of the
Thames Valley. As a result, I think we will
start to see a lot more people move out
this way which will improve the talent pool
enormously.”

By far the biggest challenge on the horizon
is GDPR but this also creates the biggest
opportunity for Core to Cloud. James adds:
“Everyone needs to be GDPR compliant
so they need to ensure that they have the
processes in place and accountability in the
business. Subject Access Requests represent
one of the biggest issues and the audit trail
that will be required to prove that individual
data has been deleted from all records.”
Core to Cloud is working closely with a
partner Trustwave to deliver a range of GDPR
workshops and James believes that this
will keep the business pretty busy for the
remainder of 2017.

“We analyse the
customer’s particular
pain points, addressing
these with technology and
aligning our recommended
solution to their specific
needs.”

JAMES CUNNINGHAM
Sales Director
Core to Cloud
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TRENDS IN BUSINESS PERFORMANCE

KEY PERFORMANCE TRENDS FROM BAROMETER SURVEY RESULTS SINCE SPRING 2012

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

IN THE LAST SIX MONTHS DID YOUR TURNOVER:
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IN THE LAST SIX MONTHS DID YOUR HEADCOUNT:

IN THE LAST SIX MONTHS DID YOUR PROFITABILITY:
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THE KNOWLEDGE ACADEMY
A FAMILY CONCERN

Founded eight years
ago, The Knowledge
Academy is the
largest accredited
training organisation globally. Today it
offers over 30,000 courses, has over 10,000
clients and has trained more than 100,000
delegates. Married couple Dilshad and
Barinder Hothi are joint founders of the
business which they aim to turn into the
'Amazon of the education world'.
Together they founded the business at the
height of the economic downturn as they
faced some difficult personal circumstances
which led them to take stock of their
future. Originally, the business was set up
to provide professional classroom based
training in programme, project and IT
service management. These are accredited,
exam based courses from end user desktop
training right up to very complex training at
the higher end of IT. Today, The Knowledge
Academy delivers courses in dozens of
professional areas from project management
and IT to social media, web design and
animation.
The Knowledge Academy has grown very
rapidly and in 2010 Barinder and Dilshad
made the bold decision to take their services
outside of the UK. Now they operate in
hundreds of cities around the world including
in the US, Australia, New Zealand, Canada,
South Africa and across Europe. Barinder
comments: “We wanted to create a practical
environment for people to train in and believe
that the classroom still has its place alongside
online learning.”
In terms of priorities for the business,
Barinder sees a lot of international
opportunity and growth.

Languages are a key objective. Currently
The Knowledge Academy
trains in English, but is now
keen to localise content into
other European languages.
The business has made
four acquisitions in the past year alone
and Barinder sees more consolidation in
the sector, which could lead to further
acquisitions. “It’s tough running a training
business. There are a lot of moving parts when
you are delivering a classroom based course
on the ground in another country. That said,
we want to make classroom based training
more accessible and affordable than ever
before.”
Today the business has more than 200
employees, the majority of which are based
in its Bracknell office, which is a 24/7 contact
centre. Barinder adds: “We have training
centres in all the major cities across the UK.
Our largest training centre is in London where
we have more than 40 classrooms.”
Barinder says that right now GDPR and cyber
security are both hot potatoes for businesses
and The Knowledge Academy runs courses
in both areas. In particular, it has a GDPR
foundation and practitioner course so that
businesses can be educated about what it
means, and how they can make sure they
remain compliant.
Barinder comments: “Confidentiality of
data and privacy is very important to every
individual. There is a lot of work to be done
around educating businesses around not only
the implications but also providing practical
guidance on what organisations need to do.”

Brexit does give Barinder pause for thought:
“It may introduce a level of change in how
we will operate and what that means from
an employment perspective is still not clear.
However, we remain optimistic, but only time
will tell what will happen with European
legislation.”
For now the foot is on the throttle and
Barinder and her husband will continue
to focus on growing the business. While
training remains its core focus, it has set up
businesses in complementary areas such as
recruitment, real estate, travel and so on.
So is an IPO on the horizon? Barinder says
with the stellar growth the business has
experienced over the last eight years this
is certainly an option. Barinder concludes:
“Training is our bread and butter and there
is plenty more business to be done in this
sector.”

“It’s tough running a
training business. There
are a lot of moving parts
when you are delivering a
classroom based course
on the ground in another
country.”

BARINDER HOTHI
Managing Director
The Knowledge Academy
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How and where does your company store
its personal customer and marketing data?

Are you able to track any copies
made of your customer data?

In the cloud

YES
63%
Onsite

10%

51%
43%

In the last 12 months has your
company been a victim of
cybercrime?

YES
29%

1%

11%
Other
Outsourced to
a third party

NO
37%

Offsite

NO
71%
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ATA PROTECTION
In the latest Barometer survey we asked business leaders about their approach to data protection
and the new general data protection regulations (GDPR) which come into force in May 2018.

Do your staff receive regular
“Security Awareness Training"?

YES
52%

Is GDPR on your company’s
agenda for 2017?

YES
68%

NO
48%

Were you aware that the General
Data Protection Regulation
(GDPR) will be coming into force
next year?

NO
32%

Are you aware of what you could
be fined?

NO
24%
NO
13%

YES
53%

NO
47%

Are you on track for the arrival
of GDPR in May 2018 - is your
business prepared?

YES
64%

YES
76%

YES
87%

Do you currently have the
processes in place to meet these
stringent requirements?

NO
36%
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ARE YOU READY FOR THE GDPR?
Everywhere you look people,
companies and organisations
are travelling at warp speed
ahead of the deadline of 25
May 2018 to be compliant with
the EU General Data Protection
Regulation (GDPR).
This represents the biggest shake up in data
protection and privacy for over two decades,
engulfing every public, private and voluntary
sector organisation across the European
Union.
The GDPR introduces new accountability
obligations, stronger Data Subject rights to
protect our digital existence and ongoing
restrictions on international personal data
flows.
The new framework is ambitious, complex,
rigorous and workable if you’re prepared to
re-boot your thinking on data protection and
privacy for the twenty-first century.

“We must now take a
‘risk-based approach’
to the processing of
personal data and focus
on creating outcomes
that help protect personal
data rather than consign
our efforts as a tick-box
exercise.”

We must now take a ‘risk-based approach’
to the processing of personal data and focus
on creating outcomes that help protect
personal data rather than consign our efforts
as a tick-box exercise.
In essence, the organisation and accountable
individual at Board level needs to
demonstrate and verify compliance with the
GDPR – and this obligation extends to the
Data Processor for the first time.
It will also be necessary to map the GDPR
into your organisation’s existing operational
risk management processes, which may also
highlight essential process improvements for
other risks.
Under this new framework, the Information
Commissioner’s Office will use its powers
to ensure all organisations meet these new
higher standards or face sanctions and fines
of up to 4% of global turnover or €20m,
whichever is the greater.

Ardi Kolah LLM is Executive Fellow and
Co-Director of the GDPR Transition
Programme, Henley Business School
and was the keynote speaker at the
Thames Valley Business Barometer
Summer Reception in June 2017.

Oversight of the GDPR will be the job of the
newly created European Data Protection
Board, a representative body of Supervisory
Authorities drawn from all 28 Member
States and this will go a long way to helping
create a fair and equitable approach to the
enforcement of the regulation across the
EU. This is likely to continue to regulate data
protection in the UK well after it leaves the
EU in 2019.

The GDPR is perhaps the most significant
milestone achieved in data protection and
privacy reform in our lifetime.
It replaces the Data Protection Act 1998 but
it also opens the door to creating a deeper
level of trust and confidence with customers,
clients, supporters and employees in the way
in which personal data and special personal
data is processed.
It’s now mandatory for Data Controllers,
Joint Data Controllers and Data Processors
to be constantly on the look-out for ways in
which they can mitigate the high risks to the
rights, freedoms and interests that personal
data processing can present to customers,
clients, supporters and employees and in
doing so, actively take steps to reduce this to
residual risks.
Although this may not be that straight
forward to achieve, it doesn’t mean you’re
let off the hook from trying!
It will involve the Board making decisions as
to the technical and organisational changes
that must now happen, taking account of the
nature of the personal data processing and
based on independent and impartial advice
of the new breed of Data Protection Officer
(DPO) or managed service DPO.
The technical and organisational measures
must be proportionate and reasonable in
light of the risk appetite of the organisation
and must ensure compliance with the GDPR
with respect to the means and purposes
of processing personal data or special
personal data.
And at the heart of this sits education and
training that is a mandatory requirement
under the GDPR for everyone in the
organisation that touches personal data.
This isn’t purely a matter of regulation but of
reputation. It’s about seeing the opportunity
to build competitive advantage off the back
of the changes brought about by the GDPR.
It’s about strengthening the bonds of trust
with your Data Subjects – including those
within your own organisation. And it’s about
building a better business or organisation
that’s fit for purpose.

ARDI KOLAH LLM
Executive Fellow and Co-Director
of the GDPR Transition Programme
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CARBON BLACK

CYBER LEADER EXPERIENCES EXTRAORDINARY GROWTH

Mark Reeves, VP
of EMEA Sales,
joined Carbon
Black, a leader in
next generation
endpoint security, just 10 months ago and
during that short time he has doubled the
EMEA team. On 23rd June, Carbon Black will
take up residence in The White Building in
Reading, its new European Headquarters, to
better cater for its rapid expansion.
American-owned Carbon Black has
developed from a startup into the market
leader. Worldwide, its customer base has
grown from 600 to 3,000+ in the last
three years alone and Carbon Black was
named a 'Leader' by Forrester and IDC and a
'Visionary' by Gartner.
To give some context to its customer base,
the largest social network, search engine
and transportation networks in the world
all use Carbon Black to keep their systems
safe. The tech savvy use Carbon Black. 30
of the Fortune 100 use Carbon Black. Mark
Reeves comments: “Endpoint is the area that
all the cyber-criminals are turning to as it is the
biggest vulnerability. Most of the malicious
content gets into networks via the endpoint.”
Well-funded by VCs, Carbon Black’s primary
focus was to build a very strong North
American business and it has done this
very successfully. However it really needed
to grow the international market and last
year it hired a head to run the Asia region
and Mark to run EMEA. Mark continues: “I
enjoy building out EMEA organisations for
tech companies and I was excited by this
opportunity as I could see the potential.”
The EMEA footprint now spreads across
mainland Europe and the Middle East. Mark
has appointed a director in the DACH region,

opened up an office in Munich, and is in the
process of hiring a director to
cover Southern Europe.
Over the next three years
Mark is focused on doubling
the business each year. His
goal is to grow EMEA to 30% of the overall
business. This means the company is heavily
recruiting, although growth also creates
challenges. Mark continues: “Finding the
right people, onboarding them and making
them effective is hard. You have to have
the same level of diligence whether you are
hiring one new employee a month or 10. I
am particularly keen to maintain our culture
as our environment is highly motivating and
enjoyable.”
Mark chose the White Building in Reading,
deliberately, deciding not to go into Central
London for a number of reasons. “The Tech
sector in the UK is in the Thames Valley,
therefore from a recruitment standpoint this
is a good place to be. The investment in the
railway also adds to the attraction, as does
the close links to Heathrow.”
Where GDPR is concerned there is an
elevated focus within the organisation
around preparing for this new legislation.
Every member of staff has security training.
In fact, there are 25 modules that employees
need to complete every year to ensure the
company is ready.
In terms of economic confidence Mark
believes that last year the UK witnessed an
instant reaction to Brexit. He adds: “What
has really changed? Nothing, we are still in
Europe. This will take time to play out so, as far
as I am concerned, it is business as usual. That
said, with the currency devaluing this makes
us a more attractive proposition. For Carbon

Black, the cost of operation has dropped by
15% in the last 12 months. So from an inward
investment perspective, the UK is slightly
more attractive now as the cost of operation
is lower.”
Mark concludes by saying he has a very
pragmatic view on Brexit. He believes
organisations need to step back and
understand the dynamics, as there are
definite positives. He adds: “It is what it is
but the UK is an important European country
to partner with and we shouldn’t lose sight of
that.”

“The Tech sector in the
UK is in the Thames
Valley therefore from a
recruitment standpoint
this is a good place to be.
The investment in the
railway also adds to the
attraction, as does the
close links to Heathrow.”

MARK REEVES
VP of EMEA Sales
Carbon Black
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PANEL DISCUSSION
AROUND THE SURVEY RESULTS

This senior level roundtable
discussion was designed to
unveil the main findings from
the most recent Thames Valley
Business Barometer survey,
allowing panel members
to discuss the results as
well as the challenges and
opportunities that businesses
are facing in the region.
The event was held at BDO’s Thames Valley
office on 10th May 2017 and was attended
by panel members from BDO, Boyes Turner,
BtL, C8 Consulting, CH&Co, Grunden, HSBC,
Hicks Baker, Integris Financial Recruitment,
Mabey, MD2MD, Oxfordshire LEP, Pitmans,
and RBS.
Leading the discussion was John Parkinson
from BDO and Paula Elliott from C8
Consulting who together summarised the
high level findings from the survey. Paula
reminded the group that the previous
Barometer results, which came out in
December 2016, had been the gloomiest to
date and not surprising considering just how
uncertain businesses felt following the Brexit
decision.
Results this time around show that
confidence has bounced back a little, with
many businesses realising that no immediate
impact is likely to hit their organisation in
the short-term. Paula then went on to say
that 69% felt that economic confidence had
increased or stayed the same versus just
48% in the previous Barometer. This figure is
on a par with the results this time last year
(70%).

Paula also advised that financial sentiment
was improving with more positive results
around order books, pipeline, turnover,
profit, head count and recruitment
intentions.
The highlight results from the second half of
the survey were then discussed. The survey
looked at local business awareness and
preparation for the GDPR, data protection
and data privacy policies. The GDPR
introduces new accountability obligations,
stronger Data Subject rights and further
ongoing restrictions on personal data
flows. Overall results were very similar to
national trends and sentiment in that many
businesses are not prepared or preparing
for GDPR. So although in the Thames Valley
87% of respondents claimed to be aware
that GDPR was coming into force, nearly
half (47%) have no processes in place yet to
ensure they comply.
Bill Gornall-King from Boyes Turner
commented: “Businesses generally react late
to major legislation so it is no surprise that
organisations are aware but they won’t start
doing anything for a while. That said, larger
businesses already have task forces on this
and take it very seriously. We’ve been working
with a number of enterprises for over six
months. But I do believe that The Information
Commissioner’s Office will look for some
organisations to target early on and they will
have the resources to do this.”
William Richmond-Coggan from Pitmans
added: “There is a new model now where the
ICO must fund themselves out of fines, which
is a big driver. In fact the ICO has already
recruited 1000 extra staff to carry out audits.
However, it is a bit difficult for businesses to
be as ready as they want to be as consultation
around certain aspects of GDPR is still
ongoing.”
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Rob Lamden from BtL asked: “What are
the key differences with GDPR from the Data
Protection Act?”
Will Richmond–Coggan advised: “There
are a number of differences. For example, the
collection of data, customer lists, marketing
databases and so on where consent has been
provided by default, i.e. you didn’t untick a box
to say you didn’t want to receive marketing
material, is no longer going to be good
consent. Therefore anyone in that position will
have to re-obtain consent from all customers/
prospects in an informed and positive way,
i.e. customers or prospects will need to
specifically opt in rather than opt out.”
“We are already seeing companies saying
that they are just reviewing or updating their
database and requesting that contacts click
a link to say that they still want to be on the
mailing list and then click another link to say I
understand what I am opting into. Next April
your mailbox will be full and businesses that
leave it that late will get ‘click-fatigue’ from
people who will stop opting in.”
Mark Carey from Mabey added: “Link-based
cyber-crime is growing daily which means that
folks are reticent to click on links and this will
create a challenge.”
Rob Lamden continued: “The DPA already
states that it will fine people for not removing
unsubscribes and spamming and so on but
I’ve hardly ever seen anyone actually get
prosecuted.”
Ian White from BDO commented: “This will
have a big impact on targeting new clients and
prospects on your marketing list. You can’t
do that unless you have consent to contact
them.”

A couple of the participants were keen to
know if anyone had been targeted and asked
for their consent so far. Will RichmondCoggan advised that organisations very
rarely ask these questions overtly. Most wrap
it up with a more positive spin such as “we
want to update our records so that you still get
details of all our great deals.”
He also confirmed that regardless of what
happens with Brexit, GDPR will be applied
and others around the table advised that
since January they had seen a number of
large organisations increase their drive
towards compliance.
Neil Grundon from Grundon stated: “So in
effect this means that the way everyone sells –
buy a database and direct mail prospects and
so on will have to change?”
Rob Lamden added: “Is the liability not
passed onto the data provider, is the data
processor liable?”
Will Richmond-Coggan replied: “You can
still pass on that liability but again what used
to be the case was the data controller was
the one that was liable. Under GDPR the data
processor can also be directly liable.”
Ian White commented: “What this discussion
is highlighting is that many businesses are still
not really aware of what GDPR is.”
Gareth Evans from HSBC commented:
“This does bring into question the capture of
data, for instance, retailers taking card details
and holding and retaining these. We have
retail customers who are now having to beef
up their technology around cards because you
become a custodian of that data and these
retailers will get prosecuted if these details are
not adequately protected.”
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The group asked how this would affect social
sites. Will Richmond-Coggan replied that
most social sites now have good systems in
place to anonymise data. He added: “If you
are processing bulk data for trend spotting
and targeting as quickly as possible you
need to anonymise that data so you cannot
link the data set to an individual. If you do
that your scope for profiling is much higher.
There are new rules about profiling and this
is one of the areas where there is still ongoing
consultation.”
Brian Poxon from Integris Financial
Recruitment asked about LinkedIn. Will
Richmond-Coggan advised that with social
networks all of their customers by definition
have registered and given consent to have
their details processed. He added that most
have or are putting out statements such as:
“We have updated our terms and conditions.
Next time you log in please review and
confirm you agree to these.”
The conclusion around the table is that
there are many organisations that are
not compliant with the law now and that
will continue. Will Richmond-Coggan
summarised: “If you ask a lawyer they will tell
you what the risk is and what you need to do.
Some companies will just say I am prepared to
run the risk.”

“It is longer term
investment that we are
not seeing. There is a lot
of employment regulation
and law that comes from
Europe and it will be
interesting to see how that
unravels.”
BRIAN POXON
Integris FInancial Recruitment
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PANEL DISCUSSION
CONTINUED...

Moving on to the economic results John
Parkinson from BDO commented: “I looked
at the results slightly differently and rather
than compare them to last winter I compared
them to last spring and it is marginal whether
confidence is up or down. Last year we were
all very concerned about Brexit and most of
us thought it was not going to happen and we
were caught out. Right now I am a bit more of
a bear than a bull. There is lots of uncertainty,
consumer confidence is wavering and the
property market is flat.”
Giles Blagden from Hicks Baker agreed: “It
is flat. There is very little movement especially
at the larger end of the office market where
decision making takes much longer.”
John Parkinson added: “Despite full
employment there is a decline in wage growth
which will impact on consumer confidence.”
Bob Bradley from MD2MD shared his
view: “There is uncertainty about what Brexit
means. Businesses were concerned post Brexit.
But consumers went on as usual. In the last few
months this has switched round. Businesses,
and in particular SMEs, are thinking how do we
get a win out of this whereas consumers are
now concerned about the impact Brexit might
have.”
Richard Byard from Oxfordshire LEP
added: “There is a sectorial approach to
confidence. Uncertainty is the only certainty
in life. There is a lack of clarity and this will
remain the same for some time to come in
terms of Article 50, elections in June and a new
government. There is a myriad of unknowns
that will shape the way organisations do
business.”

Tim Jones from CH&Co agreed: “It will
take at least another two years before we
have any certainty and the reality is that the
decision is not really going to be made at the
last minute. What we will find is that SMEs
will take advantage of the situation. Larger
businesses will wait and see. That uncertainty
will be an issue as large investment decisions
get stalled.”
Donald MacDonald from RBS commented:
“Here in the UK we are not very good at
taking a long term view on payback. We look
two to three years ahead. We have enjoyed
a seven year period of low interest rates and
I can’t see that changing very quickly. The
reality is that lower for longer is not going
away. Inflation is outstripping wage growth
leading to a reduction in consumer spending.
Mortgage approvals fell for the first time in a
while. London property prices have stagnated
if not fallen back. There is a lack of supply for
estate agents as consumers stay put and make
improvements rather than move.”
Brian Poxon added: “It is longer term
investment that we are not seeing. There is a
lot of employment regulation and law that
comes from Europe and it will be interesting to
see how that unravels.”
Gareth Evans stated: “I think many
businesses suffer from a lack of quality of
people. Customers are keen to develop and
grow but they don’t have the right people to
do it.
“We are also seeing cash piling. Businesses
are not spending. That said we have seen a lot
of healthy deal flow and we are still seeing
acquisitions, but organisations are being a
bit choosy. Certainly cash is king and both
consumers and businesses are storing their
cash.”

A BIG THANK YOU TO OUR PANEL FOR THEIR HELP AND
SUPPORT WITH THE THAMES VALLEY BUSINESS BAROMETER:
boyes turner | btl communication | ch&co | comxo | dav management | diamond
light source | grundon | hays | henley business school | hewland engineering
| hicks baker | hr wallingford | hsbc bank | integris | international brand
development council | mabey | md2md | medical supermarket | morgan lovell
| natwest | oxfordshire lep | pitmans | rbs | sas | shoosmiths | stoke park | tvb
lep | the business magazine | the romans group | tvcc | uk property forum | utc
reading

“It will take at least
another two years before
we have any certainty
and the reality is that the
decision is not really going
to be made at the last
minute.
What we will find is that
SMEs will take advantage
of the situation. Larger
businesses will wait and
see.
That uncertainty will be an
issue as large investment
decisions get stalled.”

TIM JONES
CH&Co

Donald MacDonald agreed: “What we are
also seeing is that, with the strength of the
Euro and the Dollar in particular, companies
are taking money out of the UK and back to
the States or to Euro-land.
Also, investment management companies in
particular are looking for different vehicles
other than cash. I am noticing in certain
quarters a reticence to spend.
For example, the North East is very
despondent in terms of economic confidence.”

Neil Grundon disagreed: “It is not the picture
I get of the North East. Businesses in this
region know each other and I believe there is a
lot of cohesion and positive vibes. I agree with
the comment that businesses are cash piling
as we are also guilty of sitting on our cash.
Employment will come post-election if we get
the right result.”
Bob Bradley added: “Public sector cuts are
biting and this would have affected some parts
of the country more than others where there
has been a lot of public sector employment.”

Neil Grundon commented: “However
again where there are cuts there are also
opportunities and some of these cuts have
opened up opportunities for the private sector.”
John Parkinson summed up: “It’s been a
really stimulating debate. I believe it is still very
opaque as to where the future lies and certainly
many businesses are now on the hunt for new
opportunities to replace revenue. Looking for
opportunities is not neccessarily a bad thing,
it keeps businesses hungry and ideas and
innovation are often the net result.”
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SURVEY METHODOLOGY

The survey was conducted between 20 March to 5 May 2017.
RESPONDENT COMPANY UK TURNOVER

A total of 96 companies took part in the survey.
RESPONDENT COMPANY UK EMPLOYEE HEADCOUNT

£500M+ : 4%

1,000+: 6%

£101-500M: 15%

201-1,000: 11%

51-200: 23%

£26-100M: 20%

0-50: 60%

£0-25M: 61%

RESPONDENT COMPANY SECTOR

RESPONDENT COMPANY THAMES VALLEY LOCATION
36%

Technology, Media, Telecoms
27%

Professional Services
9%

Real Estate & Construction
Retail & Wholesale

5%

Financial Services

5%

Leisure & Hospitality

4%

Manufacturing

4%

Primary Sector, Energy, Utilities

4%

Not for Profit or Public Sector

3%

Other

3%
0%

10% 20% 30% 40%

38%

Central Berkshire
Oxfordshire

20%

East Berkshire

19%
12%

West Berkshire
Buckinghamshire

5%

Other

5%
1%

Hampshire
0%

10%

20%

30%

40%
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