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G R O U P  N E W S 

ColArt is on the brink of one of its most 
important product launches for years, 
the Winsor & Newton Pigment Markers. 
The whole concept, development and 
marketing involved shows our people at 
their very best:  skilled, tenacious and 
creative. Read Marianna Spil-
iotopolous’s front page article to find 
out the full story behind this momen-
tous event. 
Production activities are growing at our 
Chinese site in Huaibei. Roger Yan ex-
plains more on page 2 about how the 
ColArt Board has given its full support 
to the ongoing expansion of the facility. 
Thierry Collot introduces us to the con-
cept of D-Day aka ’De-stocking Day’ in 
Le Mans on page 3 and  Paul Lamoureux 
celebrates the importance of  innova-
tion and development - part of our com-
pany’s life-blood. 
Jasper van der Wurff explains how re-
vealing the Winsor & Newton history to 
consumers has helped raise sales of the 
brand’s most recent products in Mu-
nich, and Johana Kedjam highlights the 
amazing efforts of Head Office staff to 
bring the world of art making to those 
people supported by Age UK. 
As ever, I welcome ideas for future arti-
cles or any suggestions on how we can 
enhance the value of this newsletter - 
please send ideas directly to me 
a.wabe@colart.co.uk 
Alison Wabe – Editor 
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Marianna Spiliotopolous, the 
Global Product Manager for 
Winsor & Newton, writes, the 
much anticipated launch of the 
Winsor & Newton Pigment 
Marker is imminent; the first 
shipment is currently en route to 
the United States. 
This is a momentous milestone.  
It took 3 years of dedicated 
teamwork to bring to market 
what no one else has achieved – 
the first ever lightfast marker 
range, including the world’s first 

white blender, and a revolutionary marker that blends the disciplines of fine art and 
illustration. 
With this launch Winsor & Newton is making a bold entry into graphic markers with a 
next-generation product from a traditional fine art brand. As a market driver we don’t 
do copycats.  We want to shake up the category with a marker that surprises and sur-

passes expectations. One artist 
said: “I’ve discovered a new way 
of working with a tool I’m very 
familiar with”. That’s precisely 
the reaction we like to hear. 
But the job doesn’t finish when 
the product reaches the shelf.  A 
groundbreaking innovation re-
quires a groundbreaking market-
ing campaign.  The objective is 
simple: make sure every profes-
sional marker user - illustrators, 
creative professionals and fine 
artists - hears about the Pigment 

Marker and buys it.  
It sounds simple but the challenge is great, especially since graphic marker users are a 
fresh new audience for Winsor & Newton.  We need to earn their attention and build 
credibility, and what better way to do this than through their most important influenc-
ers: the artists.  Here we have the ultimate advantage because, as the world’s leading 
art brand, we attract the world’s best talent.  

These exclusive artists are stepping forward as 
our new Pigment Marker Global Ambassadors, 
forming the very heart of our campaign.  They are 
marker super-users from around the world show-
casing the best of their fields.  Our line-up in-
cludes Katie Rodgers, fashion illustrator of Dis-
ney’s Cinderella dress; William Broome, fashion 
illustrator for Marc Jacobs and Christopher Corr, 
an award-winning children’s book illustrator.  
Our Ambassadors will tell our story in their own 
inspiring words, and share it with their extraordi-
nary following, often in the millions.  One tweet, 
share or post from an Ambassador will generate 
tremendous reach and interest across their dedi-
cated social networks.  All this coupled with one 
truly global and consistent campaign message, 
this will be powerful. 
Here is a sneak peak at our first pieces of Ambas-
sador content and what they’re saying about the 
new Winsor & Newton Pigment Marker™:  
http://filmseries.winsornewton.com/ 

Christopher Corr at work with a Pigment Marker 

javascript:top.opencompose('a.wabe@colart.co.uk','','','1')
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ONWARDS AND UPWARDS FOR HUAIBEI 

Roger Yan, General Manager ColArt Tianjin, writes, we are 
delighted to advise that we are progressing well with ramp-
ing up our production activities in our recently leased produc-
tion facility in Huaibei, Anhui province, China. As products 
from this site are now making their way into our supply 
chain, it is a good time to communicate this exciting venture 
with every colleague and our end customers/ external stake-
holders.  

Where are we now? 
Since the current leased 
building is a general 
workshop it does not 
have effluent manage-
ment systems. This 
means that we cannot 
produce paint or have 
filling operations on the 
site. So, the main activi-

ties will be limited to set 
and brush assembly. We 
are currently producing 
the French “Back to 
School” set for Reeves, 
L&B & Louvre.  
In May 2015 we com-
menced with PBN & 
Scraper foil & Letraset 
market assembly, and in 
October we will start up 
brush production for 
Crayola. We will also 
initiate some other pri-
vate labels and our own 
brands.  
We are also in the pro-
cess of obtaining 3rd 
party audits and plan to 
have BSI & ICTI & Hall-

mark audits passed by September. We will also have a 
Michaels audit soon, and start producing their private label 
products. 
Here are the some photos to give you an insight of the activi-
ties in the new workshop. 
What’s the future of our Huaibei Site? 
Considering the long and sustainable China strategy, the  
ColArt Board has agreed, in principle, to invest in land and 
establish an activity in Huaibei due to these main reasons: 
 Opportunity to acquire land at an affordable rate - land 

ownership ensures sustainability of strategic Chinese man-
ufacturing base and removes risk of potential eviction  

 Huaibei, Anhui province, offers an attractive area for a 
manufacturing company 

 Geographically well positioned for logistics, with 40% of 
population within a 500 mile radius, 2hrs from port 

 Stable, well cultured and large available workforce 

 Well connected to the main Tier 1 Cities: Shanghai, Beijing, 
Tianjin 

Congratulations to all of our award winners at our Global Con-
ference held in June at Windsor. 

However, considering the com-
plexities behind such a decision 
we need further time to ana-
lyse and develop the invest-
ment agreement, financial 
plans and construction layouts. 
A realistic time plan is that it 
will take until 2018 before we 
can have our own new produc-
tion site up and running, con-
sidering all the actions that 
need to take place for this to 
happen. 
I would also like to take this 
opportunity to thank everyone 
involved in this project. It is 
both challenging and complex, 
but we are also very excited 
about this development, which 
represents the first steps of an 
important and long journey.  

If you have any questions you are more than welcome to con-
tact Roger Yan by email: roger.yan@colart.com.cn 

Staff at our Huaibei site 

Quality, Health & Safety minded - 

Innovative brush head curing cage 

GLOBAL CONFERENCE AWARD WINNERS 

Finished goods before  
dispatch         

The  Huaibei open plan office 

Clockwise from the top left: 

 Sarah Clark – Monet Award for Outstanding Achieve-
ments in Brand Development 2014 

 Steve Chamberlain – Outstanding Achievement Award 
2014 

 Team ColArt Americas – Award for Outstanding Com-
mercial Performance 2014 

 Adrian Ryan – The ColArt United Award 2014 
You will see Erik Urnes in the photos—this is the first time our 
Chairman has joined our conference in its entirety, and he 
used the opportunity to reinforce the business strategy of 
“sustainable branded growth” and painted a positive picture of 
the future of the company. 

mailto:roger.yan@colart.com.cn
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DE-STOCKING CHALLENGE FOR COLART FRANCE 

Thierry Collot, GM ColArt France, and Guenael Cicé, Key Accounts 
France & Overseas Manager, write, stock reduction is a major chal-
lenge for ColArt. It consists of selling all our discontinued stock 
which take up valuable space in the warehouses.  ColArt France 
actively participates in this objective and we have developed a 
strong relationship with a major online player : venteprivée.com, 
based in Paris.  Venteprivée.com specialises in destocking surplus 
stock from brands of all kinds of goods : toy, stationery , perfumes, 
clothes, but as well now  wines, and even cars and apartments!  
They currently have 16 million subscribers in France and 6 million in 
Europe,and the concept is that they offer to their subscribers 
« special offers » for a limited period (3 to 5 days). 

To manage these deals, there is a strong collaboration between 
commercial, marketing, supply and customer service.  Commercial 
set up the sale with the client, regroup all samples and develop a  
matrix containing all information by item.  Marketing provides pro-

duct features and ways to improve 
saleability of the offer.  Customer 
Service books the stock and coor-
dinates  shipment with logistics to 
ensure correct delivery.  Supply 
sets up a dedicated follow-up of 
the discontinued references.  Lo-
gistics reacts in  time and quality 
once we get the order as it has to 
be delivered within 1 week. 
Last year we achieved 3 sales of 
nearly 450 K€ (of which 75% was 
discontinued stock), which repre-
sents 387 palettes, 73 tonnes, 10 
containers of 40’.  We are aiming 
for 4 sales in 2015 to sell over 500 
K€. We have recently  extended 
this positive and collaborative ex-
perience by organising with all 

European Country Managers a « D-Day » (Destocking Day) in Le 
Mans DC Center on July 8th. The objective was to accelerate the 
liquidation of bad stock.  Each country is now looking to find new 
channels or clients, select interesting items and coordinate with the 
Le Mans team over upcoming orders. The aim is to act quick, hard 
and organized. We would like to thank all teams for their in-
volvement and commitment. 

Paul Lamoureux, I&D Manager, writes, product Innovation & De-
velopment at ColArt is a continually evolving challenge. The I&D 
department provides New Product Development (NPD) for all of 
the ColArt owned brands. The recent business strategy, applied 
by brand and the laboratory, has been to target new market seg-
ments through development of innovative art materials. During a 
project this can often mean being on a steep learning curve, con-
tinually acquiring knowledge of new technologies whilst develop-
ing the product. This is crucial to supporting our objective to be a 
market driver. 
There are two major projects we are currently working on. One is 
the W&N Pigment Marker. All NPD projects have distinct phases 
from concept through to launch, and the I&D department are pre-
sent at every stage. The W&N Pigment Marker is currently in the 

launch manufacturing phase at ColArt Tianjin. This has been sup-
ported by the developing chemist Mark Cann (above) who has so 
far spent six weeks at the manufacturing site doing a brilliant job 
in Tianjin to support the ongoing launch production. 
Another exciting project is Snazaroo Hotstuff (Adrian Ryan may 
take credit for the project name). The core objective of this pro-
ject is to further automate the manufacturing and filling process 
of Snazaroo facepaints. I&D are supporting this endeavour 

through careful adjustment of 
the facepaint formulations, al-
lowing the product to be more 
fluid when hot for filling, but sol-
id during ambient working tem-
peratures for the customer. Part 
of the project’s success requires 
significant investment in new 
manufacturing and filling tech-
nologies, which are currently 
being built! To prove some of the 
technology, an initial manufac-
turing trial was supported by 
ColArt Le Mans, providing the 
use of their hot manufacturing 
mixer and vessel. 

Many NPD projects are truly cross
-functional and not just a function 
of the I&D department. Project 

success is highly dependent on the individuals, departments and 
sites that we work with. A big thank you for all of the previous and 
ongoing support we receive from everyone at ColArt. 

Working session in Le Mans on D-Day: country managers, 
Supply, and Customer Service 

Warehouse working session 

in Le Mans on D-Day 

Mark Cann, right, and Paul Lamoureux, 3rd from left, with 
the Chinese team 

Project Snazaroo Hotstuff: 
Laurence Habib at the trials in 

France 
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Bertrand Chaveau, whose role is process optimisation 
through waste elimination, writes, in June we successfully 
carried out a 5S project in Le Mans.  For those unfamiliar with 
5S, it is a system to reduce waste and optimise productivity 
through maintaining an orderly workplace – simply put, a 
‘clean up’. 
The 5S of the name relate to the following: 

 Sort (eliminate anything unnecessary) 

 Set in order (arrange) 

 Shine (clean) 

 Standardise 

 Sustain (maintain the discipline) 

The main areas we focussed on were Logistics and Manufac-
turing. 
You will see from the photos (before and after shots below) 
one of the great improvements which has been made.  Well 
done to everyone involved! 

GET WISER - A GLOBAL COOPERATION TALE 

5S IN LE MANS 

5S IN LE MANS (continued) 

Before After 

COLART AMERICAS CONFERENCE LIVING OUR VALUES 

Torkel Tellefsen, USA HR Director, writes, ColArt Americas 
held its 2015 Mid-Year Sales Conference from July 13th -17th, in 
Annapolis, Maryland. 
Steve Chamberlain, Vice President of Sales, said: “We really 
saw our values coming to life in the conference, be it from the 
open participation in the workshop, the passion of discussions 
stemming from the quality presentations right through to the 
innovation of the ‘hands on’ product sessions”. 

We continued the values relay with brushes from Karin O’Con-
nor and Steve Chamberlain being handed off in their next step 
of the relay.  Doug Johnston, ColArt Americas President, 
closed the conference and remarked “It is great from the dis-
cussions to see such an excited and galvanized team!” 

Showing off our artwork from the Retail Engagement 
Demonstration, using the new  

Winsor & Newton Pigment Markers  

Smiles all round at a successful ColArt Americas Sales  
Conference 

Phil Jones, Technical Director, 
writes, since offering our cus-
tomers online order fulfilment 
via eCommerce, ColArt has 
been absorbing additional 
freight surcharge costs associ-
ated with shipping hazardous 
products.  
The main product attracting 
additional costs has been one 

of our biggest selling - Titanium White Oil Colour. 
All ranges of Titanium White oil colour contain Zinc Oxide, 
which at the normal percentage addition require our prod-
ucts to carry the symbol pictured above. 
Once a tube carries this symbol an additional “Hazardous 
Freight” cost is incurred. 
As part of our “GET WISER” focus to reduce our “toxic foot 
print” and improve our “economic” position, our teams in the 
Innovation & Development laboratories were given the chal-
lenge to abolish this issue, by reducing or eliminating the 
quantity of Zinc Oxide in the affected formulations, without 
having any noticeable effect on the quality of the end prod-
uct.  
I am very pleased to inform you that following extensive 
teamwork across the UK, French and Chinese labs, this ob-
jective has now been met and new formulations have passed 
extensive testing by the laboratory, consumers and a number 
of artists. All of our Titanium Whites formulations now com-
ply with current transport regulations and avoid the need for 
a freight surcharge. 
We are rolling out these new formulations during 2015 and 
will be the first Artist Material manufacturer in the world to 
supply Oil Colour Titanium White without this hazard sym-
bol. 
All in all, a successful GET WISER project where our value of 
being INNOVATIVE and challenging the status quo has: 

 Reduced the quantity of hazardous materials handled by 
ColArt 

 Provided lower logistics costs  

 Set us apart from our competition 
Well Done Team! 
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Shirley Zhang, Marketing Manager China, writes, the new 
trial for the ColArt China Campus Recruitment plan in Shan-
dong Art University, a major Art University located in middle 
China, began in Jan 2015. The university produces many well-
known artists in China, including the first lady, Mrs. Peng Li 
Yuan. 

As a part of a strategic plan, Vincent Wang, ColArt residential 
artist, was invited to kick off the Winsor & Newton Course in 
the university, which is the first time a commercial company 
has had a course named after its brand and been able to se-
lect the content itself. This gave the Winsor & Newton brand 
a big presence in the campus, and transferred the course 
from purely Oil Painting to a more comprehensive one.  
The Winsor & Newton Course fulfilled its enrolment quota 
only half a day after it was advertised and has proved a huge 
success. 
With the success of the Winsor & Newton Course, ColArt Chi-
na will further develop an integrated platform to win more 
exposure on our brands and products, and plans to establish 
a retail store in the campus.  
As a leading player in the Fine Art market, ColArt has acted 
as a pioneer to propel the development of the industry. And 
we’ll continue to head for such an innovative cooperation in 
the coming days to create masterpieces for generations! 

Jasper van der Wurff, Key Account Manager ColArt Germany, 
writes, in Munich city centre there is a fine art specialist serv-
ing its customers since 1877: Schachinger Künstlerbedarf. 
This is the type of shop where the owners are still on the shop 
floor every day, looking after their customers.  Schachinger 
has been a long term partner for Winsor & Newton for almost 
100 years now, literally offering artists in Munich the art mate-
rials of choice for generations. 

In May we ran a promotion on Winsor & Newton Watercolours, 
putting special emphasis on the heritage of both the brand 
and the partnership with Schachinger.   
With the support of Rebecca Pelly-Fry, we were able to borrow 
a few selected items from the Winsor & Newton museum 
highlighting the heritage of the brand and the lasting quality 
of our products. 

On the first day customers 
were enquiring about the 
price of the portraits of Mr. 
William Winsor and Mr. 
Henry Newton.  A lot of 
feedback was also received 
on the old tubes of paint 
and the well preserved wa-
ter colour wooden box on 
display. The museum-like 
atmosphere drew extra 
attention to our brand and 
products. 
Fortunately, the lion-share 
of customers were interest-
ed in the new as well as the 
old, ensuring sell-out re-

sults of 110% during May with exceptional results on the NPD’s 
Watercolour Markers and Watercolour Sticks. 
Other categories, like Series 7 Brush and surfaces, profited as 
well resulting in high awareness for Winsor & Newton as a 
brand, and Professional Water Colour specifically. 
This approach emphasized the long heritage and partnership 
between Winsor & Newton and Schachinger Künstlerbedarf 
reaching many consumers within the Munich area, its impact 
lasting far longer than the initial promotional period.  

Chinese students are hungry to find out more about all 
aspects of art and art products 

Schachinger Künstlerbedarf window display reflecting 
the long history of the Winsor & Newton brand  

DID YOU KNOW …? 

We have just held our Griffin Gallery Open competition 
which was a huge success.  Out of 2,500 submissions, 93 artists 
were chosen to show 99 pieces of art.  We had 500 people on 
the opening night, which is a record.  If you are in London this 
summer, please come by and see the exhibition—it is open 
until 21 August. 
 
You can now follow us on LinkedIn!  Our Corporate  Commu-
nications Director, Karin O’Connor, invites you all to follow us 
on LinkedIn.  During the first month of activating the page we 
had 150 followers.  So please spread the word!  And if you have 
anything you would like to post on LinkedIn, please send to 
Karin direct. 
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COLART STAFF EXCEL FOR AGE UK ART EVENT 

Johana Kedjam, Junior Brand Manager Liquitex, writes, one 
year ago, at London Head Office, we decided to start a pro-
gramme for Age UK, a charity which helps the elderly to so-
cialize through different activities: from gardening to dancing 
through to cooking.  

Our project was to create an art programme based on 12 ses-
sions run by an artist who comes to teach a specific tech-
nique. However, we had quite a big challenge: to make this 
programme happen we needed to raise £5000. 
Moved by our initiative, the Kensington and Chelsea's com-
munity donated the first £2500.  
During the next 6 months, ColArt employees organised a lot 
of fundraising activities both together (international cooking 
sale, craft market, wine o’clock, golf day…) and individually 
(such as running a marathon).  

People at Head Office 
were really involved and 
happy to organise their 
activities together, and 
it was good fun. 
Through everyone’s 
determination and gen-
erosity we did it! We 
had managed to raise a 
total of £5000. But that 
was just the beginning; 
we then had to start the 
programme. The art 
workshops began in 
May and the first round 
of sessions was based 
on mosaics.  
Once again, people vol-
unteered to go to the 
workshops and help run 
the sessions. Not only 
did people bring their 
smiles and assistance, 

they also gave their best to make it even more enjoyable, by 
baking cakes and even participating in the class.  

The people from Age UK were delighted and proud of the mo-
saics they created. 
The second round of sessions will feature ink and watercolour. 
Lots of people have already signed up to volunteer and we 
look forward to seeing some pictures! 

Thank you to all the people who donated, organised or partici-
pated in the activities, and gave their time during the art ses-
sions.  Not only did it help the people from Age UK, but also 
the social integration of our ColArt people. And it was good 
fun! 

International lunch sale organised by the I&D department 
Everyone hard at work mosaic making 

Paul Lamoureux raised £500 by 
running a ½ marathon 

The National Account team recently visited Snazaroo in Mine-
head and participated in some face-painting training.  They 
had a fantastic day with the Snazaroo team.  
Martyn Symes, National Sales Controller, sums up the day as 
follows: “I found the day an eye-opener; it was really interest-
ing to see how ‘hands on’ operations are there and to see the 
team spirit you have (all embracing the ColArt values!).”   
Can you recognise any of the faces below? 

FACING UP TO FACE PAINTING AT SNAZAROO 

The National Account Team experience  
just another day at Snazaroo Head Office! 


