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What’s absolutely 
apparent is that regardless 
of the sector you’re in, 
models of doing business 
are changing and need to 
change. 

If you’re going to generalize, 
you’d say if you’ve been 
in aluminum 2019 has 
probably been ok, if you’re 
in PVC-U it’s been a harder. 
It’s about market change 
and how well businesses are 
adjusting to it – and that’s 
regardless of Brexit.

The specific challenge right 
now, is the availability of 
finance. It’s there to a point 
but banks aren’t willing to 
fund full purchase costs, 
so support to source and 
secure finance is key.

Political uncertainty doesn’t 
help this - that’s something 
we can agree on whichever 
way you voted on Brexit.

But I come back to that 
requirement to change and 
adapt and to make sure that 
models of doing business 
are fit-for-purpose. That 
includes us and everyone 
else. 

We’re going to be focused 
in 2020 on making sure 
that our offer is right, and 
that we deliver the right 
platforms, underpinned 
by the right technical and 
service support. 

Despite the uncertainty, 
2019 has been a good 
year for both customers 
and the team at Balls2 
Marketing. Sales results 
for our customers are 
up significantly in 2019, 
with many showing 
record figures. For us, the 
agency has grown, and 
we now have 13 people 
in the team. We won the 
Chartered Institute of 
Public Relations Small 
Agency of the Year in 
the PRide awards in 
September. 

As well as the core business, 
we are also organisers for 
the top networking group 
in the industry People in 
Glazing Society aka PiGs. 
The Joinery Network was 
launched in March and 
we are founder members 
of the cooperative. The 
Joinery Network supports 
joiners looking to supply 
accredited windows into 
new build and extensions 
as the demand for timber 
windows increases. 

In 2020, our team is ready 
to support companies 
looking for additional 
growth and profitability 
with expert strategy, PR 
and digital marketing. 

Finally, 2020 marks a 
milestone for the agency, it 
will be 10 years since Sarah 
and I set up the business, so 
I predict a party! 

In terms of the domestic 
market, one word that 
seems to sum up 2019 
is caution. We saw a dip 
in activity leading up to 
the March 31st and then 
a flurry of activity as 
withdrawal from the EU 
came and went and people 
that were holding off with 
their projects decided 
to go ahead. For us, the 
commercial projects have 
continued to progress 
fairly well primarily in 
London and Manchester 
as investment seems to 
have continued at the 
top end of the market, 
much of it from foreign 
investors. 

Looking ahead, with 
the general election and 
Brexit looming, there are 
likely to continue to be 
challenges politically and 
economically to varying 
degrees depending on the 
outcome in December. 
Another hung parliament 
is only likely to add to 
uncertainty and stalemate. 

For George Barnsdale, 
the Greta Gunberg/
Attenborough effect is an 
opportunity because we 
deal solely in timber and 
architects are increasingly 
looking to incorporate 
sustainable building 
materials into their designs. 

With around a 10% 
decline in the windows 
market year-on-year 
and political turmoil, 
some companies have 
had a difficult 2019. In 
‘uncertain’ times, many 
must hope for more 
certainty and growth.

In contrast, the sun is 
shining on Deceuninck. 
Deceuninck fabricators 
have had another great 
year and our 20% year-
on-year growth reflects 
our successful investment 
strategy in product 
and colour. Colour sets 
Deceuninck and our 
customers apart - we now 
keep 30 colourways in stock 
– and 20 more on short 
lead times. 

My advice for 2020: move 
away from white windows 
and commodity pricing 
and sell colour and flush 
sash windows and doors 
to the premium sector. 
Offering a premium range 
to homeowners who 
appear happily resistant to 
‘uncertainty’ gives access to 
a significant opportunity. 
While the mass market 
delay spending, better-off 
homeowners happily spend 
on products like heritage 
and colour. We’ve invested so 
our fabricators will continue 
to see real growth in 2020. 
And with all products 
manufactured in the UK and 
high levels of stock of all 30 
colourways, we look forward 
to helping them grow in 
good times and bad.

2019 was challenging in 
the sense that volume has 
been accompanied by 
volatility in demand. 

This has had the potential 
to create a challenge in 
production. The multi-
million pound spend that 
we have committed to 
machinery, our processes 
and the consequential 
visibility our processes 
give us, have made this 
manageable.

It’s a reaffirmation that 
our strategy to invest in 
automation has paid off, 
giving us the ability to flex 
with customer demand, 
without compromising 
quality and service. 

It’s also where, as an 
investment-led and family 
owned business, the 
stability that we’re able 
to bring to market, is an 
advantage. 

Brexit has created 
uncertainty and consumer 
confidence has been lower 
as a consequence. As an 
installer that creates enough 
challenges. You don’t 
want to have to be second 
guessing if your supplier is 
still going to be there in a 
few months’ time.

We will continue to 
invest and put back into 
the business, something 
which is critical in 
underpinning our own – 
and more importantly – our 
customers growth in the 
year ahead.

Things have been tough 
for a lot of people. There’s 
pressure on prices and 
on costs with fabricators 
feeling it most. 

I don’t know if that’s down 
to Brexit entirely or in part 
the cycle of the economy 
(although I suspect 
continuing uncertainty isn’t 
helping).

Anglo European has, 
however, continued to grow 
in 2019 and we expect that 
to continue into 2020. 

If things are good you can 
perhaps overlook the cost 
of your reinforcement. If 
they’re more difficult you’re 
more inclined to review 
them. 

We offer fabricators big 
savings by buying cut-to-
size reinforcement direct, as 
opposed to bar length from 
their systems company. For 
bigger fabricators it can be 
as much as £200,000 a year. 
That’s straight back on their 
bottom line.

Our focus in the coming 
year will be to accelerate 
our independent 
test programme 
and have a series of 
product development 
announcements planned.

With two major 
acquisitions under our built 
in the space of two-years, 
we also intend to expand 
our offer as and when the 
right opportunities present 
themselves. 
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