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W
e’re 

,  
nice to m

eet you
The brand, the business, 
the people – everything

 
that goes into m

aking
 

w
ilko w

hat it is today.
tea

m
 m

em
b

ers here to

g
et stuff d

o
ne every d

a
y

bra
nd

ed a
nd w

ilko  
ow

n bra
nd prod

ucts

1.2m

20,000

23,000

custom
ers every w

eek
over 7 m

illion

m
ore tha

n

visits p
e

r w
e

e
k to w

ilko.co
m

help
 custom

ers
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W
e’re a

 fa
m

ily ow
ned

 p
riva

te lim
ited

 com
p

a
ny a

nd
 

w
e’ve b

een tra
d

ing
 for over 85 yea

rs. Every yea
r, b

usy, 
ha

rd
w

orking
 fa

m
ilies ha

ve b
een com

ing
 to us for the  

thing
s they need

 to g
et stuff d

one. W
e’ve successfully  

g
row

n from
 a

 one shop
 b

usiness to over 400 stores 
throug

hout the UK by listening
 to w

ha
t our custom

ers  
w

a
nt – a

nd
 then m

a
king

 sure w
e m

eet their need
s.

W
hether it’s m

eeting
 the d

em
a

nd
 for d

iy p
rod

ucts in the 
1950s, crea

ting
 our first w

ilko ow
n b

ra
nd

 ra
ng

e in the 1970s, 
la

unching
 online shop

p
ing

 in 2005 or introd
ucing

 C
lick  

&
 C

ollect in 2012, help
ing

 our custom
ers m

a
ke the m

ost  
of their hom

es a
nd

 g
a

rd
ens ha

s a
lw

a
ys b

een a
t the hea

rt  
of w

ha
t w

e d
o.

Back in the day
W

ho w
e a

re

JK W
ilkinson and 

fiancée M
ary  

open the first store  
at C

harnw
ood  

Street, Leicester

Hea
d O

ffice opens 
at M

a
nton W

ood, 
W

orksop

O
ur first ‘new

 look’ 
stores open in 
Sheffield, Leicester a

nd 
W

a
lton-on-Tha

m
es

W
e built the 

W
’innovate build

ing 
at Hea

d O
ffice

O
ur 400th  

store opens

Pa
int becom

es the first ever  
w

ilko ow
n bra

nd prod
uct

Annua
l turnover 

reaches £1 billion
W

e reva
m

ped our online 
presence to w

ilko.com
 a

nd 
la

unched a m
obile site

W
e cha

nged 
our na

m
e from

 
w

ilkinson to w
ilko

Annua
l turnover 

a
pproaching 

£1.5 billion

W
ilko Asia 

opens in 
Hong Kong
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By the end of 2016 w
e’ll ha

ve over 400 stores throughout  
the UK a

nd our online presence is one of the fa
stest grow

ing. 
From

 sprucing up the spa
re room

 to keeping the kid
s ha

ppy 
in the school holid

a
ys, custom

ers know
 that w

eek in, w
eek 

out, 365 d
a

ys a yea
r, w

e’ll a
lw

a
ys ha

ve the right prod
ucts  

at the right prices. 

H
ere for life 

From
 kid

s to gra
nd

pa
rents, generations shop w

ith us. 
W

e’re here for the sa
vvy shoppers, the ha

rd
w

orking  
fa

m
ilies, w

ho w
a

nt a
nd d

eserve q
ua

lity, convenience 
a

nd va
lue. O

ur custom
ers know

 they ca
n d

epend on us, 
they trust us – som

e of them
 even com

e to love us.

Lisa, granddaughter  
of the founder of 
W

ilkinson, JK W
ilkinson, 

becam
e a Fam

ily 
N

on-Executive 
D

irector of W
ilkinson  

in February 2004.  
She takes the view

 
that her role is to 
represent and 
m

aintain the values  
of the fam

ily in  
the Boardroom

.

Lisa
 W

ilkinson
  

D
irector

Sea
n joined w

ilko  
in July 2014 to ta

ke  
on the role of C

hief 
O

perating O
fficer. 

Sea
n is a d

ed
icated, 

results-d
riven reta

iler 
w

ith a long record of 
success a

nd clea
r 

strategic thinking. 
Sea

n’s m
a

in focus  
is d

eveloping  
key operationa

l  
a

rea
s includ

ing  
reta

il, d
istribution  

a
nd buying a

s w
e  

continue to d
rive  

the business forw
a

rd.

Sea
n Toa

l 
C

hief O
p

era
ting

  
O

fficer

Steve joined the w
ilko 

Boa
rd a

s a specia
l 

a
d

visor in 2009, a
nd 

w
a

s a
sked to join a

s  
a N

on-Executive 
D

irector in 2011. 

Steve has a degree in 
Architecture from

 UC
L, 

a
n M

BA from
 Lond

on 
Business School, a

nd  
a d

iplom
a in Fina

nce 
a

nd Internationa
l 

M
a

rketing from
 N

ew
 

York G
raduate School. 

Steve Sincla
ir 

N
on-Executive  

D
irector  

Aid
a

n joined the 
business a

s C
hief 

Fina
ncia

l O
fficer in 

O
ctober 2015.  

Aid
a

n joined w
ilko  

from
 W

orld
pa

y, w
hich  

is the UK’s lea
d

ing  
ca

rd acq
uirer a

nd  
the fifth la

rgest globa
l 

pa
ym

ent services 
business. Aid

a
n sits 

a
long

sid
e Lisa a

nd 
Sea

n on the Boa
rd 

a
nd w

ill focus on 
d

riving a positive a
nd 

susta
ina

ble future for 
our custom

ers.

Aid
a

n C
onnolly

 
C

hief Fina
ncia

l  
O

fficer 

John has been a  
N

on-Executive D
irector 

for 7 years. A qualified 
C

hartered C
ertified 

Accountant, he is 
C

hairm
an of the Audit 

&
 Risk C

om
m

ittee.

John Ja
ckson

 
N

on-Executive  
D

irector

Keeping
 us on course

The hold
ing

 b
oa

rd
The place to  
com

e to get  
stuff done
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W
e understand

 
fam

ily life, because 
w

e are fam
ily people

W
ilko people

6 out of 10 
shoppers in the UK  
now

 shop w
ith us – 

w
elcom

e to the fam
ily

W
ilko  

custom
ers

W
e like to think of our custom

ers a
s 

a fa
m

ily a
s w

ell – our w
ilko fa

m
ilies. 

They’re d
ow

n-to-ea
rth people of a

ll 
a

ges, from
 young

sters setting up 
hom

e for the first tim
e to busy fa

m
ilies 

w
ith young kid

s, through to the old
er 

generation w
hose fa

m
ily ha

s flow
n the 

nest. They a
re proud of their hom

es, 
they’re sa

vvy w
ith their ha

rd ea
rned 

ca
sh a

nd they look out for each other. 

W
e know

 that q
ua

lity, convenience 
a

nd va
lue m

atters m
ost to the w

ilko 
fa

m
ily – a

nd w
e give it to them

.  
W

e provid
e them

 w
ith everything 

they need to get the m
ost from

 their 
hom

es a
nd ga

rd
ens.

At every level, from
 hea

d office to the shop floor, 
w

e und
ersta

nd our custom
ers better tha

n a
nyone else, 

beca
use w

e’re just like them
 – w

e’re keen ga
rd

eners, 
pet lovers, ea

ger ba
kers a

nd ha
nd

y d
ecorators. W

e ha
ve 

busy lives a
nd fa

m
ilies, so w

e und
ersta

nd the im
porta

nce 
of good q

ua
lity prod

ucts, ea
sily a

va
ila

ble at the right prices.

W
e look for people w

ho a
re enthusia

stic a
bout w

hat 
they d

o, people w
ith the ca

n-d
o spirit, people w

ho w
a

nt  
to be the best they ca

n be.
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D
oing

 our bit…
…

loca
lly

Sup
p

orting
 com

m
unities, cha

rities a
nd

 g
ood

 ca
uses 

Helping good ca
uses a

nd d
oing our bit for cha

rity is at  
the hea

rt of our business. La
st yea

r our tea
m

 m
em

bers 
nom

inated 25 loca
l cha

rities they w
ere pa

ssionate a
bout  

or ha
d a persona

l connection w
ith – a

nd after a lot of ha
rd 

w
ork (a

nd fun) end
ed up ra

ising a fa
nta

stic £1,090,574 to 
sha

re betw
een the cha

rities.

Ba
g

s of m
oney 

C
a

rrier ba
g cha

rging ha
s been in place in W

a
les since  

2011 a
nd in Scotla

nd since 2014. M
ost recently Engla

nd  
a

lso sta
rted cha

rging 5p per ba
g.

The proceed
s from

 these sa
les a

re split betw
een 11 cha

rities 
across a

ll 3 nations – that’s £301,384 for W
a

les, £38,734 for 
Scotla

nd a
nd £663,651 for Engla

nd (in the first 6 m
onths).

H
elp

ing
 H

a
nd

s 
As pa

rt of our Helping Ha
nd

s fund, w
e give £300 to each 

of our stores to help their loca
l com

m
unity. That’s a tota

l 
d

onation of £120,000 to loca
l cha

rities a
nd com

m
unity 

groups in need of support. La
st yea

r our Bristol stores  
pooled their Helping Ha

nd
s bud

get together a
nd pa

id  
for over 250 senior citizens to ha

ve a d
a

y at the cinem
a  

to w
atch D

a
d

’s Arm
y.

W
e a

lso give tea
m

 m
em

bers the opportunity to ha
ve one 

pa
id d

a
y per yea

r to volunteer in the loca
l com

m
unity.

…
globally

Being
 a

 fa
ir, resp

onsib
le a

nd
 ethica

l reta
iler 

Since the 1930s w
e’ve b

een selling
 p

rod
ucts a

t fa
ir a

nd
 

honest p
rices. In tha

t tim
e w

e ha
ve a

lso ta
ken resp

onsib
ility 

for our a
ctions, a

nd
 a

re com
m

itted
 to ensuring

 the sa
fe a

nd
 

fa
ir trea

tm
ent of a

ll em
p

loyees a
round

 the w
orld

 involved
 

in sourcing
 a

nd
 p

rod
ucing

 our p
rod

ucts. O
ur C

orp
ora

te 
Resp

onsib
ility Stra

teg
y focuses on the thing

s tha
t m

a
tter – 

environm
ent, com

m
unity a

nd
 ethica

lly sourced
 p

rod
ucts.

  To sa
ve energ

y a
ll our store lig

hting
 is b

eing
 rep

la
ced

  
by LED

 lig
hting

  O
ur tra

nsp
ort fleet op

era
tions ha

ve b
een a

w
a

rd
ed

  
5 sta

r Ecosta
r a

ccred
ita

tion by severa
l loca

l a
uthorities. 

O
ur d

istrib
ution centres a

re consid
ered

 a
 centre  

of excellence

  W
e a

re w
orking

 to increa
se the p

rop
ortion of susta

ina
b

ly 
sourced

 w
ood

 w
e use in our p

rod
ucts

  W
e d

o not test a
ny of our p

rod
ucts or their ing

red
ients  

on a
nim

a
ls

  W
e w

ork closely w
ith our sup

p
liers to m

inim
ise the 

environm
enta

l im
p

a
cts a

ssocia
ted

 w
ith the m

a
nufa

cture  
of our p

rod
ucts

12 sup
p

orting 

loca
l cha

rities this yea
r

£1,003,769

ra
ised

d
ona

ted
 to cha

rities from
  

5p
 ca

rrier b
a

g  
c

ha
rg

e
 so

 fa
r

for loca
l cha

rities in 2015

over £1 m
illion
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14 Here, there a

nd
 everyw

here
From

 C
rew

e to C
arm

arthen, 
Killingw

orth to Kensington,  
city centres to out of tow

n  
retail parks…

 w
e put our  

stores w
here our custom

ers 
w

ant to shop.

O
ur estate

14 na
tionw

id
e

our stores a
re everyw

here

b
y the end

 of 2016

400

20reta
il p

a
rks

lond
on

a
nd

 w
e’re still g

row
ing

O
ur estate
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O
ur estate

Although w
e’re now

 opening stores beyond the tra
d

itiona
l 

high street, it’s here that w
e bega

n a
nd it’s here that w

e 
intend to sta

y. O
ur custom

ers love the fact they ca
n ‘pop 

d
ow

n to w
ilko’ a

nd get everything they need for their 
hom

es a
nd ga

rd
ens, a

ll und
er one roof.

At the hea
rt of the hig

h street
From

 notice boa
rd

s a
nd loca

l cha
rity new

s to the friend
ly 

help a
nd a

d
vice provid

ed by our tea
m

 m
em

bers, our high 
street stores a

re m
ore tha

n just stores, they’re hubs for the 
people w

ho shop in a
nd a

round them
. C

ustom
ers com

e  
to see us just a

s m
uch for the w

a
rm

 w
elcom

e a
nd a friend

ly 
chat a

s they d
o for the great d

ea
ls.

O
ur stores com

e in a
ll sha

pes a
nd sizes, from

 und
er 

2,500 sq.ft to w
ell over 45,500 sq.ft, a

nd w
e’re a

ble to  
react a

nd flex our space to reflect our custom
ers’ need

s  
– w

hatever the location. How
ever, w

e a
lso w

ork ha
rd to 

ensure the look a
nd feel of our stores rem

a
ins consistent  

a
nd strong across our w

hole estate. The q
ua

lity, choice,  
va

lue a
nd convenience never cha

nges.

Right up your street



H
a

m
m

ersm
ith

O
ccupying

 a
 p

rim
e p

osition in  
the King

’s M
ill shop

p
ing

 centre, 
our 5,479 sq.ft Ha

m
m

ersm
ith store 

op
ened

 for b
usiness in M

a
rch 2016.

18

Kensing
ton H

ig
h Street

O
ur first sm

a
ll form

a
t store in 

Lond
on op

ened
 in D

ecem
b

er 2015, 
sp

a
nning

 5,640 sq.ft over tw
o floors.

19
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M
ilton Keynes

O
p

ened
 in Aug

ust 2015 a
t the King

ston C
entre, 

this la
rg

e form
a

t reta
il p

a
rk store covers 15,793 

sq.ft over tw
o floors a

nd
 is situa

ted
 five m

iles 
southea

st of the tow
n centre.

W
oking

O
p

ened
 its d

oors in Feb
rua

ry 2016, 
our W

oking
 store covers 7,736 sq.ft 

a
nd

 is p
a

rt of the b
usy Pea

cocks 
shop

p
ing

 centre.
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Keep
ing

 our stores ship
sha

p
e 

In our ta
rget locations, w

e create stores that give us the 
space to offer custom

ers the w
id

est selection of prod
ucts 

possible. Apa
rt from

 giving us plenty of room
 to show

 
off our ra

nges, w
e a

lso need to m
a

ke sure each store is 
accessible to everyone – w

hether that’s creating d
isa

bled 
access or checking the a

va
ila

bility of public tra
nsport links 

a
nd pa

rking spaces. 

As w
ell a

s opening new
 stores, w

e a
lso put a great d

ea
l 

of tim
e a

nd effort into keeping a
ll our existing stores up to 

d
ate a

nd in line w
ith our bra

nd sta
nd

a
rd

s – keeping them
 

looking good a
nd feeling fresh, friend

ly a
nd enticing.

La
st yea

r w
e reva

m
ped, resized a

nd refitted 87  
of our existing stores – helping to stim

ulate  
sa

les a
nd d

rive bra
nd loya

lty, to enha
nce  

our custom
ers’ shopping experience.  

Im
proved fixtures, better a

d
jacencies,  

loca
l releva

nce a
nd optim

a
l use of  

space ha
ve a

ll been used to m
a

ke  
our custom

ers’ shopping experience  
the best it ca

n possibly be.

And w
e’re not d

one – w
e’ll keep consta

ntly  
evolving a

nd im
proving our stores, looking for  

new
 a

nd better w
a

ys to help our custom
ers  

get their to d
os d

one.

Park life – our m
ove 

into retail parks and
 

edge of tow
n

O
ur stores serve over 7 m

illion custom
ers every w

eek,  
from

 Scotla
nd to C

ornw
a

ll a
nd everyw

here in betw
een. 

In recent yea
rs w

e’ve noticed that a
lthough our custom

ers 
love our loca

l high street stores, they a
lso w

a
nt the option  

to d
rop into w

ilko w
hen they’re out shopping in a reta

il pa
rk,  

so that’s been a
n im

porta
nt new

 strateg
y for us. 

O
ver the la

st few
 yea

rs, w
e’ve opened new

 stores  
in reta

il pa
rks a

nd ed
ge-of-tow

n sites – at places  
like the King

ston C
entre at M

ilton Keynes a
nd Preston 

D
eepd

a
le. W

ith such a va
riety of great va

lue, q
ua

lity 
prod

ucts, covering everything from
 ga

rd
en a

nd d
iy  

to hea
lth &

 bea
uty a

nd hom
e coord

inates, our stores  
not only attract m

ore custom
ers to them

selves but  
they a

lso increa
se overa

ll visitors to the reta
il pa

rk.

O
ur estate

O
ur estate
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24 At the 

 of the city
For d

eca
d

es, w
e’ve been right at the hea

rt of reta
il in  

the UK. So of course w
e ha

ve stores in our ca
pita

l city.  
W

ith every Lond
on store, w

e m
a

ke sure its prod
uct ra

nge,  
use of la

ngua
ge a

nd im
a

gery reflects the d
iversity of  

its custom
ers. W

e’re a
lso very m

uch a
w

a
re of the need

s  
of the busy Lond

on custom
er, so w

e put a lot of focus  
on convenience a

nd getting your shopping d
one  

q
uickly a

nd ea
sily.

O
ur stores in the city 

So fa
r w

e ha
ve 14 stores in centra

l Lond
on – at Tottenha

m
  

Ha
le, Ha

rrow, W
oolw

ich, Ed
m

onton G
reen, W

a
ltha

m
stow,  

Ea
st Ha

m
, Ea

ling, W
em

bley, Tooting, Fulha
m

, Stratford,  
W

ood G
reen a

nd – m
ost recently – Kensington High Street 

a
nd Ha

m
m

ersm
ith.

Build
ing

 on our success 
W

e ca
n’t g

et enoug
h of Lond

on a
nd

 w
e’re a

lw
a

ys looking
 

for loca
tions to op

en new
 stores. From

 vib
ra

nt, youthful hub
s 

to tra
d

itiona
l hig

h streets a
nd

 reg
enera

ted
 up

-a
nd

-com
ing

 
zones, w

e w
a

nt a
 p

iece of the a
ction.

O
ur estate

O
ur estate

870
w

e’ve crea
ted 

in the ca
p

ita
l

job
s

on its op
ening

 d
a

y
custom

ers
2,000
our H

a
m

m
ersm

ith store

served
 nea

rly
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O
ur estate
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5 yea
rs

over the next 
new

 stores
100

Lots m
ore 

stores in store

O
ur estate

O
ur ta

rget is to open over 100 new
 stores over the next  

five yea
rs, w

ith a strong focus on increa
sing our high street  

a
nd out-of-tow

n presence.

W
e w

a
nt high q

ua
lity, high-footfa

ll locations in prim
e sites,  

a
nd Lond

on is a
n a

bsolute priority.

O
ur id

ea
l store size is a

round 15-18,000 sq.ft on the high street, 
but w

e recognise that in som
e locations w

e w
ill need to ta

ke 
sm

a
ller (or la

rger) stores a
nd w

ill go d
ow

n to 10,000 sq.ft on 
reta

il pa
rks a

nd 3,500 sq.ft in Lond
on w

ith A1 pla
nning consent.

O
ur stores attract over 7 m

illion custom
ers a w

eek. W
e a

re 
profita

ble, d
ebt free a

nd ha
ve a D

un &
 Bra

d
street cred

it rating 
of 5A1 – the highest achieva

ble. The la
st eight new

 stores w
e 

opened generated £6.6 m
illion in a

d
d

itiona
l sa

les serving 
nea

rly 750,000 a
d

d
itiona

l custom
ers.



29
28

C
lick &

 
C

ollect
O

rder &
 

C
ollect

D
igita

l
D

igita
l

W
e love a

 na
tter 

But it’s not just a
bout sell, sell, sell.  

O
ur d

igita
l m

a
rketing tea

m
 m

a
na

ge  
our socia

l m
ed

ia accounts too.  
Every w

eek w
e hea

r from
 1,000s  

of custom
ers. They a

sk us a
bout 

prod
ucts, give us feed

back  
(good a

nd ba
d!), show

 us photos of 
w

ilko stuff in their hom
es a

nd join in  
w

ith com
petitions. W

e love ta
lking  

to our custom
ers beca

use w
e’re just  

like them
: ha

rd
w

orking fa
m

ilies  
m

a
king the m

ost of our m
oney,  

our tim
e a

nd our hom
es. 

W
e’re clicking

 m
a

rvellous 
O

ur C
lick &

 C
ollect service lets 

custom
ers ord

er a
ny prod

uct online  
a

nd get it d
elivered to their loca

l 
store. It’s rea

lly popula
r w

ith custom
ers 

ord
ering furniture, ba

rbecues, big 
ga

rd
en item

s a
nd a

ny prod
ucts not 

stocked in their loca
l store. But it a

lso 
goes d

ow
n a treat w

ith pa
rents w

ho  
a

re shopping for toys a
nd w

ith busy 
w

orkers w
ho w

a
nt to q

uickly pick  
up bits a

nd bobs on the w
a

y hom
e 

from
 w

ork.

w
e ha

ve a
 com

b
ined

la
st yea

r

p
eop

le clicked
 on

over 150,000

socia
l m

ed
ia

every d
a

y la
st yea

r
w

ilko.com

334
w

ere visited
 on w

ilko.co
m

m
illion

250k

w
eb

 p
a

g
es

follow
ers

O
ur online presence 

goes from
 strength  

to strength
As w

e sa
id ea

rlier – w
e w

a
nt to be w

here our custom
ers a

re. 
Som

etim
es that m

ea
ns they’re on the bus, in the bath or 

burning the m
id

night oil. 

O
ur online business is grow

ing fa
st a

nd ha
s never been m

ore 
im

porta
nt to us in d

elivering convenience for our custom
ers. 

It’s a
n a

rea w
e’re rea

lly excited to invest in! IM
RG

 rated  
w

ilko.com
 w

ithin the lea
d

ing w
ebsites (top 28/500) in their 

a
nnua

l report a
nd no other reta

iler grew
 its orga

nic visibility 
w

ith G
oogle m

ore tha
n w

ilko.com
 in 2015. 

N
ot only d

o w
e w

ork ha
rd to m

a
ke sure our custom

ers’ online 
shopping experience is a

s sim
ple a

nd enjoya
ble a

s possible, 
w

e a
lso put a great d

ea
l of effort into provid

ing them
 w

ith a
ll 

the help a
nd inspiration they need. O

ur blog a
im

s to give our 
custom

ers up
-to-the-m

inute a
d

vice on how
 to d

o everything 
from

 pa
inting a fence to creating their perfect look for less.  

If it need
s d

oing, our online tea
m

 ca
n help them

 d
o it.

The ea
sy w

a
y to g

et the stuff you need

follow
ing

 of over
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ucts
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O
ur prod

ucts

From
 ca

nd
les to com

p
ost 

W
e’ve built our success on 

quality, choice and
 value...

giving
 fam

ilies everything
 they 

need to m
ake the m

ost of 
their lives and

 hom
es.

13p
rod

uct
ca

teg
ories

9,000
14,000

b
ra

nd
ed

 p
rod

ucts

w
ilko ow

n b
ra

nd
 p

rod
ucts

W
e’ve got the 

stuff you need…
…

a
nd

 the stuff you w
a

nt 
Since w

e first opened our d
oors,  

fa
m

ilies ha
ve trusted us to ha

ve the 
thing

s they w
a

nt at prices they ca
n 

afford. In 1973 w
e bega

n selling our  
ow

n bra
nd of pa

int a
nd since then 

w
e’ve a

lw
a

ys ta
ken great prid

e in 
m

eeting their need
s w

ith even m
ore 

q
ua

lity, great va
lue w

ilko ow
n bra

nd 
prod

ucts. The 1980s saw
 us la

unch our 
ow

n clea
ning a

nd ga
rd

ening ra
nges, 

w
hile in the 1990s w

e introd
uced our 

ow
n housew

a
res, kitchenw

a
re, d

iy, 
stationery a

nd pet ca
re prod

ucts. 

Since then the w
ilko ow

n bra
nd  

ra
nge ha

s expa
nd

ed to includ
e  

hea
lth &

 bea
uty prod

ucts, hom
e,  

toys a
nd m

uch m
ore.

W
e ca

rry out rigorous q
ua

lity checks 
a

ga
inst lea

d
ing bra

nd
s a

nd our 
com

petitors to ensure that our prod
ucts 

a
re of a consistent q

ua
lity a

nd a
va

ila
ble 

at prices that custom
ers ca

n rely on. 
From

 the ga
rd

en to the kitchen, for 
school a

nd college essentia
ls a

nd so 
m

uch m
ore, w

e’ve got everything our 
custom

ers could need a
nd w

a
nt.
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Pets

H
om

e

C
hristm

a
s

C
lea

ning

Kitchen
G

a
rd

en
D

ecora
ting

H
ea

lth &
 Bea

uty

O
ur prod

ucts
O

ur prod
ucts

 Q
uality, great value products to 

help our custom
ers get the m

ost 
out of life

D
iy

H
a

llow
een

Sta
tionery

H
ousew

a
res

Ba
throom

C
onfectionery

Toys
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w
ning

 ow
n brand

“ This by fa
r is the b

est p
a

int tha
t I ha

ve ever used, 
in m

ost p
la

ces only need
ed one coa

t.”

O
ur prod

ucts
O

ur prod
ucts

O
ur w

ilko ow
n bra

nd is a key pa
rt of our herita

ge a
nd one 

w
e’ve been very proud of ever since w

e first d
eveloped  

a
nd introd

uced our w
ilko pa

int back in 1973. Since then  
w

e’ve continued to d
evelop, im

prove a
nd expa

nd our  
w

ilko ow
n bra

nd offer across our ra
nges a

nd categories  
– to ensure w

e provid
e our custom

ers w
ith a q

ua
lity w

ilko  
ow

n bra
nd ra

nge that’s com
pa

ra
ble to the lea

d
ing bra

nd
s  

but better va
lue for m

oney.

W
e now

 ha
ve over 14,000 w

ilko ow
n b

ra
nd

 p
rod

ucts, 
a

ccounting
 for 51%

 of our tota
l sa

les. W
e ha

ve a
 

d
riving

 a
m

b
ition to d

evelop
 a

nd
 g

row
 this even 

further in the future.

W
e continue to ensure our w

ilko ow
n bra

nd prod
ucts cater  

for a
ll our custom

ers’ hom
e life need

s, offering stra
ightforw

a
rd 

prod
uct choices, sim

ple solutions, inspiration a
nd the latest 

trend
s – w

hilst a
lso provid

ing help a
nd guid

a
nce a

nd  
sha

ring our experience a
nd pa

ssion for prod
uct innovation 

a
nd d

evelopm
ent.

Som
ething

 for everyone 
a

nd
 everything

 
O

ur key objective is to ena
ble  

our custom
ers to achieve the  

best they ca
n w

hatever their 
need

s or ta
sks, how

ever big 
or sm

a
ll, both now

 a
nd 

in the future.

W
ilko ow

n bra
nd prod

ucts 
continue to provid

e our  
custom

ers w
ith great q

ua
lity, 

va
lue a

nd choice across a
ll our 

categories, ra
nging from

 sim
ple 

no-frills prod
ucts through to a 

m
ore consid

ered on-trend ra
nge 

of prod
ucts.

over 5,000
on w

ilko ow
n b

ra
nd

 p
rod

ucts

w
e sell over

500
m

illion
every yea

r

5   review
s

w
ilko ow

n b
ra

nd

p
rod

ucts

w
ilko ow

n b
ra

nd
 sta

rted
 w

ith p
a

int in 1973
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Prices tha
t sta

y low
 a

ll yea
r round

 
O

ur sta
y low

 price proposition is a  
m

ulti-m
illion pound investm

ent in 
thousa

nd
s of everyd

a
y low

 prices 
to d

rive our com
petitive ed

ge in a
n 

a
ggressive m

a
rketplace. 

W
e keep a

n eye loca
lly to m

a
ke sure 

w
e bring custom

ers the best prices.  
W

e a
re a

lw
a

ys com
petitive. Sta

y low
 

prices only cha
nge one w

a
y a

nd  
that’s to go low

er…
 our p

rice p
rom

ise.

O
ur prod

ucts

36

W
e put so m

uch tim
e a

nd effort into ensuring the q
ua

lity of a
ll our 

prod
ucts, that w

e back them
 a

ll w
ith our uniq

ue gua
ra

ntee.

The w
ilko prom

ise m
ea

ns that if a custom
er is not 100%

 ha
ppy w

ith 
a

nything they buy from
 us, they ca

n bring it back a
nd w

e’ll excha
nge 

it or refund them
 – no q

uestions, no q
uibbles, no ha

ssle.

O
ur prom

ise
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W
’innovate

W
’innovate

W
e’re a d

esign consulta
ncy that specia

lises in ow
n bra

nd, 
d

om
estic, consum

er-led prod
ucts. O

ur ethos is that w
ell 

d
esigned prod

ucts should
n’t cost the ea

rth a
nd should be 

a
va

ila
ble to the m

a
sses – everyd

a
y prod

ucts for everyd
a

y 
people. To d

o this w
e ha

ve to be both com
m

ercia
lly sa

vvy 
a

nd resourceful in our d
esign a

pproach. W
e ta

ke tim
e to 

und
ersta

nd the need
s of the end user, consid

ering how, 
w

hen a
nd w

here the prod
ucts w

ill be put to use. 

From
 our id

eolog
y of ha

ving gra
d

uate d
esigners at the hea

rt 
of our business, to the m

ethod
s w

e use to a
pproach d

esign, 
right through to the id

ea
s that w

e create, w
e m

a
ke sm

a
ll but 

continua
l cha

nges to im
prove our d

esign process a
nd the 

prod
ucts w

e prod
uce. 

The tea
m

  
Ta

lent is our m
ost va

lua
ble a

sset. W
e recruit com

m
ercia

lly 
sa

vvy ind
ivid

ua
ls w

ith a
ll levels of experience. 

W
e a

lso ha
ve a

n a
ltruistic a

gend
a to provid

e opportunities  
for recently q

ua
lified d

esigners. 

W
e d

em
onstrate our com

m
itm

ent to this through our 
sponsorship of N

ew
 D

esigners each yea
r. It a

llow
s us to m

eet 
the next generation of com

m
ercia

l d
esigners a

nd keeps us 
up to d

ate w
ith em

erging ta
lent a

nd the q
ua

lity of projects 
that d

egrees a
re prod

ucing. 

W
e’ve grow

n the tea
m

 from
 3 to 10 d

esigners a
nd ha

ve  
ta

ken the num
ber of prod

ucts w
e’ve d

esigned from
  

0 to over 2,000 lines. 

W
ha

t w
e d

o  
•  W

e offer a full end
-to-end d

esign service from
 resea

rch, 
id

eation, conceptua
lisation, 3D

 rea
lisation, technica

l 
specification, prototyping a

nd prod
uct d

evelopm
ent  

right through to a ‘buy sa
m

ple’ rea
d

y prod
uct

•  W
e ha

ve proven w
a

ys of w
orking, a

s w
ell a

s being curious 
to find new

 m
ethod

s, id
ea

s a
nd innovations to keep our 

outputs origina
l

W
’innovate…

 Thoughtful creativity – 
designing

 and m
aking

 purposeful 
products that m

ake everyday life 
easier or better.

•  Insight a
nd m

acro trend
s fuel our thoughts for future 

consum
er beha

viours

•  O
bserving, consid

ering a
nd und

ersta
nd

ing the end users’ 
need

s gets our creativity flow
ing

•  C
om

petitor review
s a

nd exhibitions help to ground us in the 
context of the m

a
rket place w

e com
pete in – to W

’inn!

•  Innovation is the tool of our tra
d

e. W
e keep our d

esigns 
uniq

ue by originating each piece of a
rtw

ork or concept

•  Turning id
ea

s into prod
uction-rea

d
y d

esigns is the m
a

gica
l 

pa
rt of w

hat w
e d

o. Know
ing w

hat ca
n be d

one a
nd 

how
 to com

m
unicate this to m

a
nufacturers is critica

l to 
successfully la

nd
ing a prod

uct

•  W
orking on ow

n la
bel bra

nd
s m

ea
ns that w

e m
od

ernise 
prod

ucts to m
a

ke them
 sea

sona
lly releva

nt a
nd im

prove 
upon w

hat a
lrea

d
y exists, a

s w
ell a

s pred
icting a

nd 
d

esigning new
 thing

s that custom
ers need

Visit w
w

w
.w

innova
te.co.uk for further inform

a
tion
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O
ur prod

ucts
O

ur prod
ucts

W
e love long-

term
 relationships

D
on’t get us m

ixed up w
ith outlet stores that pop

-up overnight a
nd d

isa
ppea

r just 
a

s fa
st. W

e’ve been a
round since the 1930s a

nd w
e’re here to sta

y. W
hen it com

es to 
pa

rtnerships w
e’re in it for the long ha

ul. Suppliers, la
nd

lord
s a

nd other business pa
rtners  

know
 that w

e believe in long-term
, m

utua
lly beneficia

l w
orking relationships. W

e’ve been  
w

orking w
ith som

e of our la
nd

lord
s a

nd suppliers for m
ore tha

n a d
eca

d
e. W

e’ve been  
buying our ga

rd
en bulbs from

 the sa
m

e fa
m

ily business in Holla
nd for over 60 yea

rs. 
These a

re the pa
rtnerships w

e like to d
evelop.

Everyone’s a
 w

inner 
As a reta

iler w
ith strong fa

m
ily va

lues w
e believe 

in cond
ucting our business w

ith integrity – a
lw

a
ys 

acting in a
n honest, fa

ir a
nd ba

la
nced w

a
y in 

everything w
e d

o. This principle is at the hea
rt of 

how
 w

e d
o business. W

e nurture a
n open a

nd 
respectful w

orking environm
ent beca

use w
e  

d
on’t build our success at the expense of others  

– w
e’re a

ll a
bout w

in-w
in situations. Alw

a
ys ha

ve  
been, a

lw
a

ys w
ill be.
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Asia
Asia

42 Look out w
orld, here w

e 
com

e. From
 a single store 

in Leicester to a
 truly global 

operation w
ith offices in 

Hong
 Kong

 and
 D

elhi – 
w

e’ve com
e a

 long
 w

ay 
and

 w
e aim

 to go a
 lot further.

300

60tea
m

 m
em

b
ers

over 5,000

w
e use over

in Hong Kong and D
elhi

different products

fa
ctories in Asia
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Asia
Asia

O
n the roa

d
 w

ith W
ilko Asia

 
W

ilko Asia w
a

s esta
blished in Hong Kong in 2009. It is the 

globa
l sourcing d

ivision of w
ilko. The business ha

s gone  
from

 strength to strength a
nd a second office opened  

in D
elhi, Ind

ia in 2013. It’s the job of our W
ilko Asia tea

m
  

to source w
ilko ow

n bra
nd prod

ucts for our stores from
  

C
hina, South-Ea

st Asia a
nd the Ind

ia
n subcontinent. 

There a
re over 60 tea

m
 m

em
bers w

orking for W
ilko Asia.  

O
ur tea

m
s in Hong Kong a

nd D
elhi provid

e expertise in 
sourcing, q

ua
lity a

ssura
nce, packa

ging a
nd supply  

cha
in m

a
na

gem
ent. 

Rig
ht p

rod
uct, rig

ht p
la

ce, rig
ht p

rice 
The W

ilko Asia tea
m

 a
re consta

ntly sourcing innovative 
q

ua
lity w

ilko ow
n bra

nd prod
ucts, at com

petitive prices.  
They w

ork closely w
ith the buying tea

m
s provid

ing them
 

w
ith m

a
rket intelligence on prod

uct a
nd price helping 

them
 to m

a
ke accurate d

ecisions. The W
ilko Asia tea

m
 

sw
ing into action once they get a buyer’s brief, outlining 

the kind of prod
uct our custom

ers w
a

nt. They set a
bout 

find
ing prod

ucts that m
atch the brief by visiting fa

irs 
a

nd factories, va
lid

ating their ca
pa

bility. There’s a strong 
pa

rtnership w
ith W

’innovate a
nd the W

ilko Asia tea
m

  
often w

ork w
ith their d

esigns. O
nce a suita

ble prod
uct  

is found, they go a
bout the a

ll-im
porta

nt business of 
negotiating the price. Q

ua
lity is a top priority, so there 

is stringent vetting of factories, strict prod
uct eva

luation, 
prod

uct testing a
nd prod

uct inspection to m
a

ke sure 
every prod

uct m
a

d
e is up to the exact sa

m
e sta

nd
a

rd.

A w
orld of  

difference
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They need to keep a regula
r presence in our factories to 

ensure there a
re no surprises a

nd that q
ua

lity sta
nd

a
rd

s a
re 

up to scratch. They a
lso keep a

n eye on w
hether w

ilko is  
a priority in the factory on a d

a
y-to-d

a
y ba

sis. Supply cha
in 

a
nd packa

ging tea
m

 m
em

bers a
lso m

a
ke regula

r factory 
visits – ensuring on-tim

e d
elivery, colour consistency a

nd 
red

ucing packa
ging a

s necessa
ry a

nd m
a

king sure it is the 
right size a

nd sha
pe to ship efficiently.

It’s a
ll a

b
out tea

m
w

ork 
W

ilko Asia ha
s a fun, ha

rdw
orking a

nd inform
a

l culture.  
There’s a

n a
m

azing level of creativity there, a
s w

ell a
s lots  

of ha
rd graft a

nd long hours. Their biggest m
otivator is m

ore 
business. They’ve so fa

r a
d

d
ed m

illions to our bottom
 line  

a
nd there a

re m
a

ny m
ore m

illions to com
e.

O
ne of their fa

vourite m
a

ntra
s is ‘give us m

ore w
ork’ –  

they’re a
lw

a
ys looking for the next great prod

uct, new
  

factory or em
erging m

a
rket. In Hong Kong, people genera

lly 
job

-hop q
uite a lot, often w

orking for severa
l com

pa
nies 

over the course of a few
 yea

rs. But W
ilko Asia is proud to be 

bucking that trend. O
ver 15 people got their 5-yea

r service 
a

w
a

rd
s la

st yea
r. O

ne rea
son people like w

orking there so 
m

uch m
ight be the fa

bulous m
od

ern offices overlooking the 
iconic Victoria Ha

rbour, but m
ore tha

n likely, it’s a
lso d

ow
n to 

the fact that the tea
m

 support each other, ha
ve a pa

ssion  
for their w

ork, a
nd love m

a
king W

ilko Asia a success.

Proving
 w

e ca
n d

o it 
W

ilko Asia
 a

re a
ll a

b
out overcom

ing
 cha

lleng
es.  

Initia
lly, one of their b

ig
g

est cha
lleng

es w
a

s g
a

ining
  

the confid
ence of our w

id
er b

usiness to d
eliver results a

s  
G

lob
a

l Sourcing
 op

ens up
 the b

usiness to a
 com

p
lex set  

of va
ria

b
les in a

n ever cha
ng

ing
 b

usiness environm
ent. 

After a
ll, sourcing

 g
rea

t p
rod

ucts, a
t the rig

ht p
rice, is  

a
 vita

l p
a

rt of success. So the tea
m

 felt the resp
onsib

ility  
of p

roving
 tha

t they w
ere up

 to the ta
sk. They certa

inly  
d

id
n’t w

a
nt to let the b

usiness – or our custom
ers – d

ow
n.

At a
 m

a
cro level, this ha

s m
ea

nt the W
ilko Asia

 tea
m

 d
ea

ling
 

w
ith va

rious new
 g

eog
ra

p
hies a

cross the w
orld, d

ifferent 
la

ng
ua

g
es/cultures, ever vola

tile excha
ng

e ra
tes, fluctua

ting
 

ra
w

 m
a

teria
l p

rices, new
 g

overnm
ent p

olicies, interna
tiona

l 
freig

ht a
nd

 log
istics. O

n a
n op

era
tiona

l level they ha
d

  
to show

 tha
t they ha

ve a
ll the rig

ht system
s, p

rocesses  
a

nd
 p

eop
le in p

la
ce to source even hig

h-risk p
rod

ucts.  
They’re ha

p
py to sa

y they’ve overcom
e this cha

lleng
e  

a
nd

 they’re now
 reg

ula
rly ship

p
ing

 over 5,000 p
rod

ucts.

These d
a

ys their b
ig

g
est cha

lleng
e is keep

ing
 consistency 

a
nd

 q
ua

lity hig
h, a

nd
 they’re ha

p
py to rep

ort tha
t overa

ll 
they out-p

erform
 d

om
estic sup

p
liers on q

ua
lity.

Asia



C
ontacts

H
R

Peop
le services

T: 01909 505505  E: p
ersonnelm

a
il.a

rea1@
w

ilko.com
 

If you’d
 like to join our tea

m
 visit w

w
w

.w
ilko.job

s  
or ca

ll the resourcing
 tea

m
 on 01909 505505

M
a

rketing
Ia

n Ayling
, M

a
rketing

 D
irector

T: 01909 505505  E: ia
n.a

yling
@

w
ilko.com

Prop
erty a

cq
uisition tea

m
Ia

n Ba
rtlett &

 Tra
cy Pop

e
T: 01909 505505  E: ia

n.b
a

rtlett@
w

ilko.com
T: 01909 505505  E: tra

cy.p
op

e@
w

ilko.com

Prop
erty Ag

ents
H

a
rvey Sp

a
ck Field

 – Lond
on a

nd
 the South 

Jona
tha

n Sa
lt

T: 020 7629 9663  E: sa
lt@

ha
rveysp

a
ckfield.co.uk

BN
P Pa

rib
a

s – N
orth, Scotla

nd
 a

nd
 W

a
les 

C
ha

rles H
ill

T: 0113 237 6677  E: cha
rles.hill@

b
np

p
a

rib
a

s.com

All fa
cts a

nd inform
a

tion a
re correct a

t tim
e of g
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