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‘Great People’ is one of our key values. That’s 
why we recognise and reward achievements all 
year round. The nominees – shortlisted from the 
winners of the 2016 local and quarterly awards 
– had already proved themselves the best in 
our business, by coming out top of over 500 
nominations in 2016! 

Held in the lovely surroundings of Windsor, the 
awards day kicked off with a presentation about 

A CELEBRATION OF SUCCESS
Thursday 18th May brought iglo, Findus and Birds Eye colleagues to Windsor for 
the first ever Nomad Foods Europe Annual Awards. It was the first time colleagues 
from across all markets have got together to recognise our achievements, so it 
was a truly special occasion, involving team representatives from all over Europe. 

each of the annual award nominees. Afterwards 
colleagues enjoyed a buffet lunch, and those 
who were brave enough ventured out on a boat 
trip along the Thames, despite the rain! 

The winners were announced during a glamorous 
gala dinner in the evening. It was a great 
end to a fantastic day, with plenty of friendly 
competition between tables and lots of cheering 
for our deserving winners. 



Here are the people and team representatives who took  
home the first Nomad Foods Europe Annual Awards…
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The Growth Mindset Award went to Germany’s 
Fish Finger team. As we reported back in 
September 2016, they recognised that 
the beloved Captain was a key way to 
reach consumers and increase sales. Their 
reactivation of the brand icon turned product 
performance around, with significant net sales 
growth (+4.7%) and an increase in base sales 
(3.6%). 

Growth Mindset Award

The Cost Conscious Award went to the Key 
Account team in Austria. Determined to reduce 
costs, they set – and achieved – the goal of 
reducing investment on trade terms while at 
the same time optimising promotional activities. 
By stopping the least effective promotions, they 
ensured focus on those that work, saving and 
making us money at the same time!

Cost Conscious Award

The Culture Hero Award was presented to the 
Finance team from Findus Spain. They were 
the first Findus team to implement the Nomad 
Group reporting guidelines, and to separate 
their market unit from their supply unit. They 
showed unceasing commitment to getting the 
job done, and made a significant contribution 
to bringing all NFE’s component parts together 
to form a whole. 

Our Sustainability Award winners were the 
Cross-functional team from Findus France who 
undertook the task of adding MSC (Marine 
Stewardship Council) accreditation to their fish 
products. Each product had to be reviewed 
against MSC guidance, accreditation applied 
for, packaging redesigned… It was a huge 
effort that resulted in the entire fish range – 45 
products – bearing the MSC logo. This was a 
great example of collaboration between a 
multidisciplinary team. 

Culture Hero Award Sustainability Award
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The next five awards were specially nominated and awarded by the Executive Team judging panel. 
They recognise outstanding dedication, exceptional achievement and extraordinary commitment. 
Every nominee showed those qualities in abundance, and picking the winners was a difficult task.  
Here they are: 

Sales Champion of the Year is the German 
Supermarkets KAM team. This is a fantastic 
turnaround story – 2015 had seen major 
supermarket chain REWE delist our products 
and cut back on promotions. The team created 
and implemented a strategy that increased 
focus on the customer relationship, as well 
as managing activities more efficiently and 
effectively. 2016 saw REWE growth for the first 
time in three years – the relentless focus by the 
team has led to outstanding results. If Q1 is any 
guide, 2017 is going to be even better!

The COO Special Award goes to Nils-Petter 
Olsen, Bjuv Factory Manager. Nils-Petter led the 
site when the factory was marked for closure 
in March 2016. He led the transfer of products 
from Bjuv to other NFE manufacturing sites 
sharing technical knowledge and expertise to 
Reken, Valladolid and Cisterna. He handled 
this project with great sensitivity, working closely 
with the central team and supporting and 
motivating his own team in Bjuv through the 
process. In recognition of this Tania Howarth, 
Chief Operating Officer, presented him with 
a special award but it comes as no surprise 
that Nils-Petter credits his success to the great 
people in his team and their professionalism, 
expertise and commitment.
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Factory of the Year is Valladolid in Spain. 2016 
covered a huge range of achievements for 
them, with highlights including a 34% cost 
reduction, 15% fewer consumer complaints, 
and a 39% cut in materials destroyed for not 
meeting quality standards. They’ve been a 
living example of our key values, always striving 
for better performance. Working to integrate 
into Nomad Foods Europe, they supported 
Project Nectarine as part of the integration of 
our supply chain. In fact, they completed this 
highly complex project, involving the transfer 
of 92 new products and embedding new 
technologies, in just 11 weeks!

MU of the Year is iglo Germany. After four years of decline, the team has managed to get back into 
growth. Their Must Win Battles provided a focus on local provenance, leveraged heritage assets 
like the Captain and ‘Blubb’, focused on retail excellence and created an engaging and inspiring 
culture led by General Manager Antje Schubert. Their results? Net sales are up 12.6%. They’ve seen a 
13.9% increase across fish fingers, coated fish, marinated fish and spinach. EBIDTA is up 6.7% vs AP and 
base sales are up 5.2%. Germany have embraced new strategy, new communications and retail 
excellence, and put strategic thinking at the heart of everything they do.

Group Function of the Year went to the 
Finance team, who have had an exceptional 
2016. The year’s highlights include achieving 
a listing on the New York Stock Exchange in 
record time, and implementing a new strategic 
planning process. They built an investor relations 
capability from scratch, creating engagement 
and relationships with investors, and have now 
attended more than 250 investor meetings. 
They also successfully managed risk around a 
tax audit in Germany and pensions in Sweden, 
created €13m liquidity, reduced interest on 
our borrowing by more than €500,000, and 
managed the financial integration of our Findus 
businesses. This team have helped us transition 
into Nomad Foods Europe, and created strong 
foundations for our future as a company.



Warren Hytch (Supply Chain), Phil O’Connor 
(Finance) and Drummond Preston 
(Procurement) in our UK Finance team were 
nominated for this award by Kevin Quinn. 
Between them, they saved around £1m by 
putting in place an End User Licence that allows 
the company to reduce the duty payable on 
fish and other materials imported from outside 
the UK. 

This is a real team effort – we won’t mention 
all the names because it wouldn’t leave us 
room to tell you what they did! Antje Schubert 
nominated her colleagues at iglo Germany 
Vegetables team for their outstanding 
performance in the vegetable category, 
which (among other things) saw a sell in uplift 
of 15% against last year. It also took category 
leadership back from key competitor Frosta, an 
outstanding result. 

MORE AWARDS We’re happy to introduce the latest batch of 
NFE award winners. All of them have made a 
significant contribution to the company in Q1  
– and if this is how the year is starting, we can’t 
wait to see how it goes on!

Culture Hero Award

We’ve got two Culture Hero Award winners, 
both nominated for their work in helping our 
Swedish and French colleagues to implement 
Sarbanes–Oxley compliance. This important 
project made sure the two countries met the 
conditions established by US federal law for 
US public companies. Andy Holt went out to 
help colleagues in Bjuv, while Issam Segria 
headed over to France. Neither hesitated, and 
both showed abilities and attitude that have 
earned them a huge amount of respect and 
appreciation in Sweden, France and the UK. 

Performance in this category was so good we 
had to have two winners. The Findus Italy MSC 
team were worthy winners for their Think-Simple-
Act-Fast implementation of MSC packaging 
across a huge percentage of their fish range. 

Growth Mindset Award

Sustainability Award
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And Alfred Jansen and Marlene Munsch were 
recognised for their incredible PR work around  
iglo Germany’s CSR strategy. So much so, that  
the strategy also won an award – and you can 
read about that in the next article!

Cost Conscious Award



The CSR Forum has rewarded iglo Germany for 
how we are talking about our vegetable farming 
and the production at our Reken factory – and 
rightly so. We’ve told our story in several TV reports, 
through our website and YouTube channels, via 
the visitor program and through ongoing press 
activities. 

The German CSR Forum promotes 
corporate social responsibility. They’ve 
presented iglo Germany’s PR team with 
an award for CSR communications. 
The team’s work made our CSR clear 
to consumers and contemporaries and 
demonstrated our commitment. 

YET ANOTHER AWARD!
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We’ve emphasised the outstanding freshness of 
our products, leveraging the 180 minutes it takes 
to go from harvesting the packaging. We’ve told 
the story of farming and production through the 
people actually on the ground – the farmers, their 
families, our crop consultants and the people who 
work at the factory in Reken. We’ve shown, time 
and again, our widespread passion for natural, 
responsible, sustainable food production.   

Alfred Jansen, Head of Corporate, Brand &  
CSR Communications, and Antje Schubert, 
General Manager of iglo Germany, received  
the award dedicating it to all colleagues at 
Reken and Bremerhaven, for their support  
and their enthusiastic participation in 
communication activities. 

Well done Alfred, Marlene Munsch, Corporate 
Communications Officer and all our colleagues  
at Reken and Bremerhaven – and thank you.

Be in with a chance of winning a £20 Amazon  
voucher by telling us what you think of Our Way.

Take part in our short survey
https://www.surveymonkey.com/r/PP6L3YD

WE WANT YOUR VIEWS



100% FROM BIRDS EYE

The aim of this Must Win Battle (MWB) is to make 
Birds Eye the first name consumers think of when 
they’re choosing their frozen chicken products. 
It’s about highlighting the improved quality of the 
Birds Eye chicken range, and turning this declining 
category around for good. 

The £4.1m campaign kicked off in April with a new 
TV commercial, built on the strapline ‘We’re only 
content with 100%.’ It will run until November this 
year driving awareness that all Birds Eye chicken  
is made with 100% chicken breast.

It’s being supported by the brand’s biggest ever 
digital activation, which is targeting 90 million 
impressions across Facebook and Instagram.  
The key message is reassurance for mums that  
Birds Eye chicken products provide high quality, 
nutritious meals in just 20 minutes. 

A partnership with Mumsnet, the UK’s most popular 
online community for parents is placing Birds Eye 
right in front of target consumers. They’re able to 

Birds Eye UK’s most recent Must Win Battle centres around their chicken range, 
and is the focus of a multi-million pound campaign. It aims to highlight that all 
Birds Eye chicken is made with 100% chicken breast, and communicate the 
upgraded quality of the entire range.

answer questions and concerns about nutritional 
quality, offer hints on avoiding teatime headaches 
and directly address barriers to purchase.  

But the brand wants to target premium purchasers 
too. So on May 22nd it launched a £3m campaign 
to support the new Inspirations Chicken Mini Fillets 
range. This is a part of the Inspirations local Must  
Win Battle, as well as being part of the larger MWB. 

“We have a big opportunity to lead the  
renovation of a huge but declining category,”  
said Senior Brand Manager Mike Sowerby.  

“Poor consumer perceptions of frozen chicken 
mean it’s been unloved for years.” 

“Our UK chicken business is worth over £100m,  
so challenging those perceptions is key to  
bringing growth back, and a vital part of  
delivering our 2017 plans.”
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VALUE IN FOCUS

The Treasury team, headed by John Meehan, 
were set the task of refinancing Nomad’s external 
debt. With huge sums and several financial 
institutions involved, you’d expect that to take 
quite some time. Instead, it was all finished within 
five weeks. 

There were four banks involved in the deal – 
Deutsche Bank, Credit Suisse, Goldman Sachs 
and UBS. Between those institutions, John’s team 
negotiated a new bond of €400m, a term loan  
of €500m and an inaugural term loan in the US  
for $610m. They also extended the maturity date  
(ie, when the loan will run out) from 2020 to 2024. 

This month’s value in focus is Cost Conscious. We’ll take a look at how our Treasury 
team has saved the company €14m a year in interest payments, and structured 
our borrowing to give us a high level of certainty about how to manage it in 
the years ahead. What does that mean for all of us? More stability and more 
investment in our future.

The USD were switched into GBP and EUR, which 
helped achieve a better interest rate, and we’re 
now set to save around €14m a year. At the same 
time, the rate is fixed for two-thirds of the debt. 
That means we have a clear, stable view of how 
to manage it in the future. 

How does this help us? The company will save 
more than €100m in interest over the term of the 
debt. It will also have more to reinvest into people 
and growth. That’s good news for everyone.
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Our Approach 
to Nutrition 

TOOLS THAT TELL OUR STORY

The Our Approach to Nutrition Toolkit puts into 
writing our commitment to providing top quality 
nutrition across our product range. It highlights our 
two key beliefs – that we have a responsibility to 
help consumers make healthy choices, and that a 
balanced diet is essential to good health. 

It also outlines our four nutrition principles, and 
demonstrates the actions we have taken and still 
take to live up to them. It’s a great education tool, 
both inside and outside the company. “We all 
need to believe in frozen foods if we’re going to 
win the battle with fresh,” said Julie Watson, Group 
Head of Nutrition. 

“We’re all consumers, and we all talk to family, 
friends and colleagues. Those are all opportunities 
to promote our great nutrition credentials. We can 
be proud of our portfolio, and of our commitment 
to making it easier for people to make healthier 
meal choices reassured by our attention to the 
nutritional content of our recipes.”

Last year, an independent audit assessed our nutrition credentials. The results  
were great – but noted that we weren’t telling anyone about them. So the 
Nutrition and Communications teams have been working together to develop  
a new toolkit that will help tell our nutrition story and highlight the quality of the 
food we produce. 

The toolkit not only makes sure you know all  
your facts, it also presents some you might not be 
aware of. For example, did you know frozen fish  
is just as good for you as fresh? Or that frozen veg 
counts as one of your five a day? 

Those are good ways to begin a conversation 
with customers and consumers. The toolkit 
also provides case studies that demonstrate 
our responsible attitude to nutrition, and sets 
down our commitment to continuous nutritional 
improvement. 

The team will be rolling it out, along with specific 
training, over the coming months. It’s a great way 
to remind all of us just why we should be proud of 
our products!

“I’m looking forward to continuing our nutrition 
journey across new markets in the future,” said 
Julie. “We feel good about the food we make. 
We hope this toolkit will prove our commitment to 
nutrition, and make everyone else feel good too.”
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MY 
WAY

GET IN
TOUCH

our_way@iglo.com

Name: Simón Madrazo 
Title: Supply Chain Manager 
Department: Supply and Customer Service 
Location: Spain

When did you join the company? 
2011. When Findus Group acquired Frudesa from 
Bonduelle (my former company), I was asked to 
join Findus Spain and lead the supply area.

Tell us about your journey so far… 
I started in Bonduelle in 2006, where I spent two 
years in logistics. Then I became Commercial 
Controller, an experience that gave me a global 
vision of the company. In 2010, I became Key 
Account Manager, and that helped me better 
understand what the customer needs and what 
they really care about. 

Finally, in 2011 I moved to Findus. Initially I was 
focused in the supply area, and now I’m leading 
the logistics department.

Tell us a bit about your role… 
We are responsible for the IBP (integrated business 
planning) and S&OP (sales and operations 
planning) processes, supply and transport and 
warehousing management. It’s a very dynamic 
job! We have to deal with customers, colleagues 
and vendors, so we must always find the right 
balance between the three. We’re always trying to 
achieve a better service level – and make savings!

What’s a typical day like? 
If I can, I take my one year old daughter to 
nursery, a really nice part of the day! During the 
day, I check status and any issues with the team, 
have phone calls with customers or vendors and 
planning meetings with the Group. I also visit 
logistics partners and support the Sales department 
in negotiations with customers.

What are you working on at the moment? 
Currently, I’m mainly focused on Logic and Ruby 
projects. Logic is a big change in the way we 
manage the stock, and it’s going to modify lots of 
our processes. At the same time, we’re working on 
the SAP implementation – the Ruby project. Doing 
both at the same time is a really exciting challenge, 
to which we’re all dedicating lots of effort.

What’s your favourite thing about your job? 
The continuous challenges we face every day – 
customers, new products, acquisitions and projects. 
Every day is different than the day before. There’s 
also the relationship with my colleagues and the 
ambience in the office. In Findus Spain we have  
a very good team, and a great atmosphere.

Which achievement are you most proud of? 
Our adaptation to all the integrations and changes 
we’ve faced during these years, especially La 
Cocinera and the Valladolid factory. Everyone 
worked hard, in every area, and it was a real 
success, especially considering the process 
overlapped with our integration into Nomad.

I was very involved both in the logistics of getting  
La Cocinera integrated and on building the 
necessary links with the recently acquired factory. 

Do you have any advice for colleagues  
looking to move up the ladder? 
Being honest with yourself and your colleagues, 
working hard, being accountable and optimistic 
are key ways to develop your career, together with 
being non-conformist. You must always think things 
can be improved. That gives you the motivation to 
go further and take some risks.
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