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IN THE 
BEGINNING...



IN THE BEGINNING...



In the beginning...

“I AM BEST DESCRIBED AS JUST A GUY 
WITH A VERY LARGE BUMP OF CURIOSITY 
AND A GAMBLING INSTINCT.”

CLARENCE BIRDSEYE



In the beginning...



1 – 2 big visuals - FISH





TARGETTING 
CONSUMERS 
WITH SPECIFIC 
MESSAGES 
WHERE IT 
MATTERS 
MOST– AT 
SCALE 

Goes to Carrefour and sees a promotions on 
different meal options for family favourites that 

are on offer

Searches for deals online for meal ideas at different retailers–Online

She prepares the Frozen 
Fish, Frozen Peas and 

Frozen Chips for on of the 
meals

She purchases all the items needed 
for 5 weekday family meals

Sara is looking for something for some weekday meals that everyone will enjoy 
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Reported not wanting to purchase 
online, rather just to find meal ideas 

and then pick up in-store

She’s browsing online and sees an 
advert for fish & chips for family meals 

& remembers she has some in the 
freezer
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30%
OF OUR SPEND 
IS IN DIGITAL

FROM O% IN 2014



NOMAD 
FOODS
9TH QUARTER OF 
CONSECUTIVE 
GROWTH

2.6% ORGANIC 
GROWTH

1Q17 2Q17 3Q17 4Q17 1Q18 2Q18 3Q18 4Q18 1Q19

Quarterly Organic Growth

1.1%
3.5%

5.9%
5.6% 2.9% 1.3% 1.9%

4.2% 0.9%



CONSISTENT 
DELIVERY OF 
RESULTS 
LEADS TO TOP 
QUARTILE 
TOTAL 
SHAREHOLDER 
RETURN

NOMAD FOODS SHARE PRICE



DIGITAL 
TRANSFORMATION





“GLOBALLY, OF THE $1.3 
TRILLION SPENT ON DIGITAL 
TRANSFORMATION IN 2018, 
$900 BILLION WENT TO 
WASTE!!”
REFERENCE: HARVARD BUSINESS REVIEW – DIGITAL 
TRANSFORMATION IS NOT ABOUT TECHNOLOGY



RESEARCH SHOWS 
THAT LACK OF 
SENIOR EXECUTIVES 
BUY-IN USED TO BE 
THE PROBLEM

NO LONGER THE CASE
Stéfan Descheemaeker
CEO Nomad Foods



PROBLEM NOW: 
LACK OF ENGAGEMENT OF FRONTLINE STAFF



DIGITAL TRANSFORMATION IS 
ABOUT PEOPLE

S K I L L SB E L I E F T O O L S



B E L I E F



B E L I E F
INSPIRE

COMMUNICATION EMPOWERMENT

THE RIGHT CULTURE



COMMUNICATE COMMUNICATE COMMUNICATE



STORYTELLING YOUR DIGITAL TRANSFORMATION



VALUE

DATA

WISDOM

INFORMATION

KNOWLEDGE

WHY STORYTELLING IMPORTANT: 
DIKW PYRAMID

Given context,
becomes

Given meaning,
becomes

Given insights,
becomes





“BRING 
SILICON VALLEY 
START-UP 
CULTURE INSIDE”
Encourage and enable Intrapreneurship

EMPOWERMENT



NOMAD 
VISION 
WHEEL

TO BUILD ON OUR 
HERITAGE AND 

CREATE A LEADING 
GLOBAL CONSUMER 

FOOD COMPANY



S K I L L S



GROWTH 
MINDSET



CROSS-DISCIPLINE COMPETENCE

DEEP
DISCIPLINE
EXPERTISE

TECHNICAL SEO ANALYTICSPRESS & PRCONTENTUI/UX

T SHAPE EMPLOYEES



FUCK IT TIME 
PER WEEK

2-HR



T O O L S



“TEAM WORK IS #1 
TOOL IN DIGITAL

TRANSFORMATION” 



WHAT ARE THEY?

• Small multi-disciplinary agile teams

• T-shaped with growth mindset

• Using growth marketing techniques

• Driven by a focused objective 

• Autonomy to deliver and experiment

NOMAD
SQUADS

Squadmaster Digital Manager UK Digital Manager Europe Digital Manager DE

Creative Strategic Planner Media PlannerInsights



AGILITY = SPEED



AGILITY = SPEED



CMO JOB 
DESCRIPTION







LOW SELF ESTEEM

CONNECTED YET LONELY

LOW RESILIENCE



EI for AI GenerationEI
AI

FOR

AGE

EI
AI



CMO
Chief Mentoring Officer
A Chief Mentoring Officer is THE catalyst for change in an 
organisation. Whilst historically linked to HR, this role is now critical 
for the (previously titled) Chief Marketing Officer in an organisation 
to take accountability for the continuous personal, team & cultural 
growth of the marketing digital natives in their businesses to drive 
innovation, creativity, & learning. They create connection and a 
sense of belonging for the organisation and the people within it 



THANK
YOU


