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G R O U P  N E W S 

 Our culture journey is now well under-
way and it is now time to move into 
the next phase of the journey for Co-
lArt United. Karin O’Connor provides 
an update from the recent GMT work-
shop and looks ahead to our new 
Long Range Plan. 

 ColArt wants to respond to the needs 
of our people and that’s just what 
happened recently in Kidderminster 
when more product knowledge was 
requested. A hugely successful event 
was laid on for all of our people at the 
site showing how our values help us 
make the best art products in the 
world as outlined in Jan Lennon’s in-
depth write-up on pages 1 and 2. 

 The incredible power of online en-
dorsements from art champions is 
revealed in Hannah Lindsey’s report 
on page 3 which tells of the hugely 
successful launch  of Winsor & New-
ton Pigment Markers. 

 A full scale TV camera crew descend-
ed on ColArt head office in November 
following the work of top Japanese 
artist Miwa Komatsu - see Mark Coul-
son’s report of page 3 for details.  

 And news of a top award for the     
ColArt team at the recent Michael’s 
awards from Steve Chamberlain on 
page 6.  

 As ever, I welcome ideas for future 
articles or any suggestions on how we 
can enhance the value of this newslet-
ter - please send ideas directly to me 
a.wabe@colart.co.uk 

Alison Wabe – Editor 
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One year ago, we activated our four values. Since 
then they have become a natural part of our busi-
ness. Quality. Innovation. Passion and Open. They 
are driving our business forward, and should be part 
of our everyday life. The values are also clarifying 
the way we want to do our business. You probably 
have a favourite, one value that is extra special to 
you? That is only normal, as we are all different. The 
values speak to us in different ways, and should be 
seen as a framework that unites the way we work.   
Now, it is time to take the next step on our culture 
journey. We have the values in place, and we are 

now working on a common vision and mission statement. In December we conducted 
a workshop with the GMT, which resulted in a great discussion about the direction of 
our future business. The new vision and mission statement will be communicated as 
soon as they are in place, and will form the base for the next step on our culture      
journey.  
Why are mission and vision statements important to a company? Firstly, they give us a 
purpose. They give us clarity, and make us work in a similar matter. Secondly, they 
give us energy and a reason to play in the market. Thirdly, and maybe most important-
ly, they form the base for our whole business. This year we will produce a new Long 
Range Plan, a long-term business plan for our whole company. A lot of you will be part 
of this important process, and give your input in different ways. We will have several 
workshops and we will also conduct some surveys. Please respond to the     surveys, as 
the response is extremely valuable and appreciated. Also, I would like to take this op-
portunity to thank you for the great job you are doing with the values, and all the ac-
tivities that are going on within the company. It’s only by living our values in every-
thing we do that we can become stronger and more united as a company. We are nev-
er stronger than our weakest link.  
More information about the next step of our culture journey will follow.  
Karin O’Connor, Global Corporate Communications Director 

In September 2015, ColArt Le Mans and ColArt France employees each received a polo 
shirt printed with the logo and values of ColArt. To convey our image, inside and     
outside the company, this logo (21 meters long and 6 meters high) has also been 
painted on the floor in the car park behind our building.  It is so big that it will be possi-
ble to see it on websites such as Google Earth.  Then, 230 employees came to stand on 
the letters of the ColArt logo and a professional photographer took pictures from an 
aerial lift.  This picture is now hanging in our reception area. The employees will be 
given this souvenir photo as a symbol of our pride in our ColArt values. 
Carole Briquet, HR Manager France 

STANDING UP FOR COLART IN FRANCE 

“I’ve worked here for 20 years and this is the best week I’ve had.” Emma Stevens, ware-
house operative, ColArt, Kidderminster. 
So what did we do in Kidderminster to rouse such passion?   
“Great things are done by a series of small things brought together.” Vincent Van Gogh 
We devised and launched Product Awareness Week (PAW) - an entire week dedicated 
to engaging the staff with our products and thereby embracing the new values in an  

COLART KIDDERMINSTER GETS ART-TASTIC DURING PAW 

Continued on page 2 
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KIDDERMINSTER PRODUCT AWARENESS WEEK 

open, passionate and innovative way to create a quality 
event, made up of many small parts. 
At Kidderminster, the warehouse team are so busy picking 
and packing end products that they don’t really get the op-
portunity to touch, see or use them. The team in accounts 
have even less product engagement. So, when Harsa and 
Penny ran some culture sessions, introducing the new values, 
staff requested some product knowledge. We pulled togeth-
er an agenda for a whole week of touchy feely art-time, 
which was designed to really engage staff with the paints and 
products – this is where PAW was born.   
A week was chosen in October and with much help from Sa-
rah Clark, Marketing Director Northern Europe, the itinerary 
was confirmed.  

Monday was to be educa-
tional with painting lessons 
from a top artist, Wednes-
day would be theatre art 
with a graffiti artist starting 
and finishing a piece live on 
site, with the week closing 
with a Snazaroo face-
painting artist on Friday. 
Other components of the 
week included an art com-
petition based around the 
company values. We also 
had the opportunity to min-
gle and chat about the 
week over a social lunch, 
provided by Jamie Madath, 
Global Retail Director (left).  

A colour-me painting mural was put up in the newly created 
product area for teams to complete and compete for fun, by 
colouring in the mural using the new pigment pens. 
There was an air of excitement as Site Manager Paul Wood-
ward gathered the staff together for the formal launch, intro-
ducing our first act, top Winsor & Newton ambassador and 
TV artist Charles Evans, together with his partner Leanne 
Ellis. Everybody on site was scheduled for a fifteen minute, 
bite sized lesson in the use of watercolour paint and another 
session in the afternoon using acrylic paint.  Staff embraced 
this opportunity wholeheartedly, people who were convinced 
they couldn’t paint proudly showed off their efforts and it 
was great to see the warehouse buzzing with talk about 
painting! Expertly painted pictures of clouds and trees were 
all over the place; it was all smiles and enthusiasm as Kidder-
minster buzzed with talk of art. Charlie and Leanne were ex-
cellent tutors and really enthused all with their love of paint-
ing.   
Lunch was enjoyed by all together in the board room, made 
more interesting by the special cupcakes displayed on be-
spoke trays made using canvases and paintbrushes (inspired 
by the Great British Menu) – each cupcake had a different 
value inscribed in icing on the top and the “passion” cakes 
were the first to go: could this be our favourite value? 

At the end of the first day everyone was presented with a free 
product box.  These were packed full including some Reeves 
start to art lines and specially chosen products to give a varied 
mix of items. Also included were 2 mini-canvases with instruc-
tions for those who wanted to enter our “visualising the val-
ues” competition. The brief was to portray one of the values 
on the mini canvas.  With big prizes at stake, the competition 
was well supported with some innovative ideas that showed 
people thinking about the values. 

On the third day of 
the week, acclaimed 
urban street artist, 
Phill Blake (whose 
tag is Philth) set up 
with his Liquitex 
spray paints and a 
massive canvas in 
the middle of the 
warehouse to per-
form his art.  This 
was a great piece of 
theatre: with Phill’s 
work unfolding be-
fore our eyes, staff 
were able to contin-
ue picking and pack-

ing the orders at the same time as watching the canvas lady 
come to life.  It was brilliant to see the work grow, and staff 
were encouraged to have a go themselves (on another canvas 
and under Phill’s watchful eye). The end result was an amazing 
canvas that is now being moved around the site so everybody 
can enjoy it.  This painting has become our wow-factor and an 
emblem of the week. 

The final day arrived and 
the Snazaroo artist was 
amazing: she worked flat 
out all day painting cuts, 
bruises, bullet wounds, 
making scary Halloween 
faces and demonstrating 
her work.  The product 
area had been spooked-up 
with theming as some of 
the staff’s children/
relatives were coming in 
for make-overs. A bonus 
was Paul arriving back 
from his business trip in 

time to be made up as a very convincing devil.   
PAW was a great week made possible by everyone who 
helped, took part or visited the site and a big thank you has to 
go to everyone for making it happen. Let’s hope this becomes 
a regular week on the annual calendar. 
Breaking news! Along with many other worthy entries, we 
were delighted to be awarded £250 in the global brush value 
relay competition for our Product Awareness Week.  Keep 
your eyes open for more news of how we have spent our 
award in Kidderminster—it’s got the wow-factor.  
Jan Lennon, National Accounts Co-ordinator  

Jamie Madath takes to the 
brush like a professional 

Street artist ‘Philth’ aka Phill Blake 
with his ‘Orange Lady’ 

Paul Woodward gets into the 
devilish spirit of Halloween 
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GLOBAL SUCCESS FOR PIGMENT MARKERS 

Back in June 2015, Marianna Spiliotopolous, the Global   
Product Manager for Winsor & Newton, discussed the much-
anticipated launch of the Winsor & Newton Pigment Marker.  

The objective was 
simple: make sure 
every professional 
marker user – illus-
trators, creative 

professionals and fine artists – hears about the Pigment 
Marker and buys it. We needed to earn their attention and 
build credibility, and our approach was to do this through the 
most important influencers: the illustrators and artists them-
selves. We recruited these super users from around the world 
as our Pigment Marker Global Ambassadors.  
We launched on 1st September in the US with our global Am-
bassadors creating work and posting on social media. Our 
platform, where we reposted all their work and created the 
gallery @pigmentmarker, was the hub of the whole cam-
paign. One single post from one Ambassador could reach 
hundreds of thousands of creative people. As word started to 
get out there, more and more comments would appear on 
@pigmentmarker asking where they could purchase. Within 
4 weeks we had reached 4 million of our target audience 
through our ambassadors and influencers. We now have over 
9000 followers and more than 400,000 likes. This is incredible 
for an Instagram page that was just weeks old.    

In addition to the social media campaign we developed a 
targeted global PR campaign focusing on creative publica-
tions where we knew our target audience went to for inspira-
tion and information.  Our Ambassadors were at the fore-
front of the editorial talking about their creative process, 
with the pigment markers as their tool to develop their crea-
tive work. Our strategy worked. As of December 2015, we 
have reached 19.5 million of our targeted audience through 
24 articles on creative websites or printed publications. And 
we haven’t finished yet, these numbers keep going up each 
week. 
The love of the Winsor & Newton brand by our Ambassadors, 
their loyalty and commitment and the enthusiasm they gave 
us throughout the campaign has been truly inspiring. 
Hannah Lindsey, Global Senior Brand Manager 

Christian Dior’s first artist-in-residence, Bil Donovan, gives a 
glowing review of Pigment Markers, raising awareness 

amongst thousands of online users 

During November we had a visit to HO of Miwa Komatsu who 
is a Japanese artist. 
Miwa has donated some of her work to The British Museum, 
so she was coming to London to see her display. Earlier in the 
year some of her work formed the Japanese Garden at the 
Chelsea Flower Show, for which the garden won an award. 

A TV crew from Nippon TV and various photographers joined 
Miwa in London and Yuki Iwami from BonnyColArt had ar-
ranged the HO visit. She also supported us with the transla-
tion. 
During Miwa’s visit to HO, Sophia Olver showed her around 
the Griffin Gallery and explained the good work it did helping 
young artists. Paul Lamoureux presented our laboratory to 
Miwa and explained the type of innovation work we do. 

Finally Johana Kedjam and Sebastian Kowalczyk had arranged 
a display of Liquitex products for Miwa to try in one of the stu-
dios. Miwa is a huge fan of Liquitex products, but had never 
tried the Liquitex Pouring Medium: she loved it. 
It was a really positive visit and I am sure we will have much 
more cooperation with Miwa in the future.  
Mark Coulson, International Sales Manager 

The camera crew look for the best angle as Miwa Komatsu  
works with Liquitex products in the Studio Building 
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MY PERFORMANCE DEVELOPMENT (MPD) 

INTRODUCING THE EUROPEAN WORKS COUNCIL 

In every employee survey we ask you the question whether 
you have had a face to face discussion with your line man-
ager at least once during the year about your perfor-
mance. We ask this question as we truly believe this discus-
sion helps people to be able to say “I know what is expected 
of me and how I need to improve”. 
Previously the process of appraisal has been a manual activ-
ity involving lots of paperwork that is then held within each 
business unit!  This of course has its limitations so we set 
ourselves the objective of making performance appraisals 
more aligned, efficient and transparent across the group 
(both in terms of the discussion content but also for track-
ing whether the discussion took place).   
Recognising that this would be a BIG exercise to launch 
across the board, we decided to launch an automated ap-
praisal system for the management group as a first 
step.  This launch occurred in September last year – sup-
ported by a full training programme, all line managers have 
been asked to complete their performance appraisals on 
line during the appraisal completion window (namely 1 No-
vember 2015 to the end of February 2016) with this window 
being repeated each year.   
Here’s what people who have used the system are saying:- 
“It takes time, but make time as this is a really important 
process and we are the business’s most valued asset” Claes 
von Hauswolff 
“A really good exercise to reflect on what I have achieved 
over the last year” Anna North 
“It is an easy to use system” Gregory Malet 
“I think that it’s good to have a stored base, so new people 
can follow the history of the person” Tommy Dahl 
Other features of the new system include an online 3600 
review process (allowing people to be reviewed by their 
peers in the company) but also a designated performance 
development plan section ensuring proper focus on how we 
can help people to grow personally and professionally with-
in ColArt.  Of course, the online system, which we have 
christened My Performance Development (MPD), has 
been translated into all of our working languages so that no 
one misses out. Watch this space for the further roll out of 
the system, and please do continue to answer the question 
in the survey about whether you have had an appraisal as 
this discussion is important to us. 
Jane Beeston, Group HR Director 

Key distributors and 
the commercial team 
in China held the    
ColArt new product 
and partner awards 
meeting in January in 

Chong Qing, south west China (above) with the objective of 
uplifting the company and brands both internally and exter-
nally. Keep a close eye on this as more details will follow in 
our next edition. 

NEW PRODUCT AND PARTNER AWARD MEETINGS 

The purpose of the European Works Council (EWC) is to pro-
vide information and consultation for employees of multi-
national companies. An EWC can be established in compa-
nies with      1,000 or more employees and who have at least 
150 employees in each of 2 or more EU member states. 
The EWC at Beckers represents the employees of the 2 Lin-
déngruppen companies – ColArt and Beckers.  It is the re-
sponsibility of our EWC to bring together workers’ represent-
atives from all EU member states in which Beckers has opera-
tions, to meet with management, receive information and 
give their views on current strategies affecting ColArt and 
Beckers and our workforces.  

The council encourages employees to address what they see 
as important issues; topics can cover all sorts of employment 
issues including health & safety and company business 
affairs. Our EWC meets once a year with all its members and 
also holds annual meetings with the management. 

Members of the European Works Council, with our 
very own Piet van Nassau (top left), representing 

Benelux, and Pat Shaw (top row 3rd from right), rep-
resenting the UK  

The Ecosphere started off as a small sustainability initiative to 
keep ColArt’s little shrimp alive and transformed as it got 
passed around from ‘Stevie’; ‘Hercule’; ‘Balthazar’; ‘Nounoute’; 
‘Hannibal’ and last known to most as ‘Dr Dred’. Colleagues 
were awarded the sphere for a wide range of sustainable initia-
tives such as cycling to work, reducing printing, making small 
daily changes for the better and clearing mugs away!!  

We read some wonderful messages when the ecosphere was 
awarded to the next person, and in 2016 we will be launching a 
new initiative, so watch this space for more details. 
Jean Brooke-Sumner, Global Senior Brand Manager  

THE JOURNEY OF THE ECOSPHERE 

The amazing and wonderful journey of the Ecosphere 
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With the promotion of the lean production concept and 
methods in ColArt, great improvements have been made in 
our Tianjin factory workshops. In early November 2015, Mr 
Hanwei, the Color Making Workshop Supervisor, lead his 
team to apply what they had learnt from the Color’s training 
and improved the maintenance room with the application of 
lean production 5S management methods and tools.   

The result was a massive improvement compared with be-
fore. Some of the improvement measures were: distinguish-
ing between necessary and unnecessary items, and shifting 
the unnecessary items out of the maintenance room; better 
planning of the storage areas and improved space utilization; 
reassessing the inventory of all types of spare parts and only 
purchasing more when the spare parts are at the minimum 
amount; applying visual management, with clear labelling 
and indexing and using location codes.  
Lucy Lu, Senior HR Manager China 
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In 2014 we introduced the Traffic Light System in all HO 
Meeting Rooms to help reduce our energy usage.  A remind-
er of how the system works is detailed in the picture above 
right.  
We are happy to report that this initiative has been a great 
success as evidenced by the fact that the Green stickers are 
worn out whereas the other stickers are not.  So thank you 
everyone for supporting.  We would also like to report that 
about 90% of lamps at HO have been replaced with LED and 
low energy lighting. 

On 19 September 2015, ColArt Tianjin organised a large-scale 
employee event called “ColArt United Hiking Tour” in Tianjin 
Forest Park, which comprised of various activities all designed 
in accordance with the ColArt values of Quality, Open, Innova-
tion and Passion in order to give employees a better under-
standing of them.   

More than 150 employees from Tianjin, Shanghai, Jinhua and 
Huaibei sites took part in the event. The programme of activi-
ties which included team building games, running competi-
tions and quizzes, culminated with everyone creating a paint-
ing of our values (top), using our newest marker pens, and 
adding their handprints to the painting to symbolise the com-
mitment of everyone creating the future of ColArt together. 
Lucy Lu, Senior HR Manager China  

The Tianjin maintenance room before (left) and after 
(right) once the team had made the improvements 

Congratulations for a brilliant job to Mr Hanwei (left) and 
his team (right) 

 GREEN - turns on the main light with the 
least energy using bulbs. 
 

 AMBER - turns on additional room light-
ing and should only be used if you need to 
work under direct light. 
  
 

 RED -  turns on track spotlights and should 
only be used in limited situations 
 

ENERGY SAVING GETS THE GREEN LIGHT AT HO 

Simple but very effective - the traffic light energy saving 
system being used at HO 

HIKING TOUR BOOSTS VALUES AWARENESS 

More than 150 employees from our sites in China celebrating 
the completion of the ColArt Values hike 
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COLART STAFF EXCEL FOR AGE UK ART EVENT 

In September last year ColArt was awarded the highest possi-
ble award by Michaels – “Vendor Partner of the Year”. To 
quote Michaels: "This is our highest honour and goes to one 
partner who truly rose above all others. ....Strategic Partner-
ship and Innovation truly describes ColArt".  

Also mentioned in the speech was our collaboration on indus-
try and customer research, the success of our innovative ap-
proach to merchandising brushes with colour, new and exclu-
sive products and eCommerce support - all of which helped 
drive double digit growth for us and Michaels in a relatively 
mature market. 

Michaels is by far and away the largest Art & Craft retailer in 
the world with nearly 1,200 stores as well as a growing ecom-
merce business and total annual sales of $5bn - this makes our 
recognition even more special when you consider the size and 
the turnover some of the other big suppliers to Michaels 
achieve. As such we can only win in Michaels when we are  
ColArt United - pretty much every employee across every site 
has an impact on our business in Michaels so this award is truly 
an award for the whole ColArt family.  
Steve Chamberlain, VP Sales ColArt Americas 

Last year ColArt employees at Head Office worked tirelessly 
to raise money to support a series of art and craft workshops 
for AgeUK Kensington & Chelsea members. 
All sorts of fantastic activities took place to raise the money, 
including a golf day, bake sale, staff lunch and a craft stall, 
raising £2,351.46. This has allowed AgeUK to run three            
6-week sessions for their members this year, covering mosaic 
making, watercolour and ink painting and clay modelling.  In 
total, 32 members of staff have volunteered to help out at 
the sessions.  

Here’s what some of them said about their experiences: 
“I came away thinking that the experience benefited me as 
much, if not more, than the students… It felt refreshing to have 
time away from my laptop.” 
“I had a great couple of hours helping the age U.K. team with 
their pottery classes. It was a real treat to be invited to their 
session, which is clearly not just an opportunity to learn a new 
skill but bring often isolated people together for a fun social 
event. I would recommend anyone to get involved.”   

Artists were equally impressed. Emily, a mosaic artist said: “A 
huge thank you to all the volunteers!  They were all, without 
exception, enthusiastic, hard-working and kind.” 
Well done to everyone. We are making a real difference to 
the lives of older people living in our HO neighbourhood. 
Becca Pelly-Fry, Griffin Gallery Director & Global TFAC 
Manager 

AgeUK Kensington & Chelsea members proudly display 
their ColArt cheque 

Smiles all round: Jane and Ajita (left) and Martyn (right) all   
having fun at the AgeUK art and craft workshops  

Doug and Steve with the  Michaels team 

A poster, like this one at Snazaroo, was sent to all sites to 
share in the recognition of their contribution to the award 


