
LPC: 30 yeasr young and growing up fast!

C O M PA N Y P R O F I L E

A small family run business has grown over three decades to become the UK’s largest supplier of retailer
branded tissue products. With a foothold in continental Europe, LPC now is aiming to make its mark
there as well.

T he re is not one millisecond of he s i t a t ion in Peter Spencer’s voice when he re s p o nds to the simple question: Can LPC’s
g rowth cont i nue at the same fast pace that it has been go i ng for the past de c a de? “Ye s, de f i n i t e l y,” confirms Spenc e r,
t he company’s CEO, without a blink. “It is really just a matter of ge t t i ng the rig ht people on board who can think in
t e r ms of £1 billion in sales, with an int e r na t io nal outlook and the necessary ma r ket unde r s t a nd i ng. We can do that, no
doubt about it.”
LPC, which had a turnover in excess of £250 million in 2009, has grown by mo re than 15% each year over the past
de c a de. So, with that mo me ntum, ke e p i ng up the pace perhaps shouldn’t be so difficult. On the other hand, of course,
as the base gets big ge r, achie v i ng 15% of that each year also becomes harde r. But it is clear Spencer sees it as very
f e a s i b l e.
“ We are totally committed to retailer bra nded tissue, with no bra nds to distract us,” says Spenc e r. “A nd the re is no que-
s t ion that retailer bra nd is go i ng to cont i nue to grow both in the UK and cont i ne ntal Euro p e. It’s better value for the
c o ns u mer and it’s what the retailers want. While we are alre a dy very stro ng in the UK, we believe the re is still room fo r
do me s t ic growth. And cont i ne ntal Europe is also very pro m i s i ng territory for us. The company is alre a dy tra d i ng with
s o me of the largest European retailers and is poised nicely for future growth based on our curre nt stra t e g ic fo o t p r i nt
with opera t io ns in Sweden, Belgium and Fra nc e. We are also looking at mo re tactical acquisitio ns and growth opportuni-
t ie s, with an eye to Spain and Germa ny. ”
S p e nc e r, who joined LPC in mid 2008 as CEO fo l l o w i ng the unfo r t u nate sudden death of John Danton, had most pre v io u-
sly been running an $850 million business in the automotive supply indu s t r y.

R O OTS IN INDIA, UGA N DA AND RETA I L . LPC orig i nally stood for Leicester Paper Converters, an opera t ion that was star-
ted 30 years ago by the five Tejani bro t he r s. The family has its ethnic roots in Ind ia but came to the UK in the early
1970s from Uganda whe re they had been in the coffee busine s s.
In the UK the bro t hers had a small retail business in the Leicester area which at one point aro u nd 1980 had a pro b l e m
s o u rc i ng tissue pro duc t s. This led them to look at various optio ns and, instead of simply find i ng new tissue supplie r s,
t hey de c ided to ma ke converted tissue pro ducts the mselves and thus bought their first converting line. Through the
1980s and 90s they cont i nued to grow at an accelera t i ng pace, first by add i ng mo re converting lines and then in 1998
a dd i ng the first paper ma c h i ne to secure their supply of paper. A second ma c h i ne followed in 2002.

SOLID POSITION IN UK RETAILER BRAND MARKET. With a ma r ket leading position supplying retailer bra nded tissue
p ro ducts in the UK, LPC today has a very stro ng position and a solid base from which to ex p a nd. Other competitors
ma nu fa c t u r i ng retailer bra nds are SCA and Georg ia Pa c i f ic amo ngst other smaller companie s. LPC estimates the UK re t a i-
ler bra nd tissue ma r ket at about 550,000 tons.
LPC has three main plants in the UK, as well as three mill locatio ns in cont i ne ntal Europe in Sweden, Belgium and
F ra nc e. LPC’s European mills are located in Kisa, Sweden, purchased from Duni in 2002; Roanne, Fra nce from SCA in
2006 and Duffel, Belgium from Kimberly-Clark in 2007.
In the UK all opera t io ns are near Leic e s t e r, with the largest being the Hamilton site which combines both the KAMNS
paper mill (coming from first initials of the five Tejani bro t hers’ na mes) and a large converting opera t ion running alon-
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g s ide the mill. Converting started the re in 1993, paper pro duc t ion began in 1998 with PM1, and PM2 was added in
2002. The re are now eig ht converting lines with a total converting capacity of 70,000 tons. In total, the UK opera-
t ion utilizes approx i mately 1.5 million squa re feet of floor space.
As LPC gre w, the New Star Road converting plant opened in 2000 and specializes in fa c ial and napkin pro duc t io n ,
with a capacity of 20,000 tons. This is a very fast gro w i ng business for LPC and this location works closely with LPC’s
Kisa mill in Sweden for NPD (new pro duct de v e l o p me nt) for fa c ial gra de s.
T he most impressive site, both from the ins ide and the outside, is the ultra mo dern Rothley Lodge converting plant
that opened in 2006. Built low into the gro u nd with green and beige ex t e r ior colors so it will blend in nicely with
t he English landscape and the wildlife re f u ge just behind the plant, Rothley Lodge is a true state-of - t he-art tissue
c o n v e r t i ng fa c i l i t y. Output is aro u nd 60,000 tons of toilet tissue and kitchen towel in 2009 and the re is further space
available for a paper ma c h i ne at this site.

PAPER SUPPLY A CRITICAL ISSUE. Total tissue paper capacity within all of LPC’s mills is about 210,000 tons per
y e a r. In the UK, the company clearly needs a new paper ma c h i ne, or even two, as it pre s e ntly ma kes about 75,000
t o ns per year of paper and is using sig n i f ic a ntly mo re on its UK converting line s. The de c i s ion to install a third paper
ma c h i ne has been ma de and the impleme nt a t ion process is well unde r w a y.
“ It's no secret that we have a paperma k i ng and converting imbalanc e,” ex p l a i ns Spenc e r. “But that's the way it
works: you grow converting by buying paper and then follows a clear business case for ins t a l l i ng a paper ma c h i ne. Of
course we need mo ney to do this so it is about looking three years out and cho o s i ng our prio r i t ies on whe re to
invest. Being everything to everybody is not possible as you gro w. ”

ONE CLEAR VISION ACROSS VARIED CULT U R E S . As LPC has grown, particularly through acquisition in re c e nt years,
S p e ncer says, the re has been a re q u i re me nt to bring the differe nt opera t io ns toge t her as a group. “The re's no point in
b e i ng a group,” he says, “if we are all opera t i ng as separate busine s s e s. We have four differe nt businesses and ma ny
o p p o r t u n i t ies to drive syne rg ies across the LPC Group. When you acquire three differe nt mills, from three differe nt
c o m p a n ie s, it takes time to overc o me the various cultural sens i t i v i t ies and instill the unique LPC way of opera t i ng . ”
“ My job is to ma ke one company vision out of what we have, so we can drive syne rg ies and int e g ra t ion, and the re fo-
re the prof i t a b i l i t y, in all aspects of the busine s s. A high priority is ge t t i ng the rig ht people in the rig ht places. We
have been re c r u i t i ng personnel today that are capable of do i ng the job above them and ope-ra t i ng in a much large r
b u s i ness enviro n me nt . ”

SHARP FOCUS ON BIG CUSTOMERS. A no t her part of that vision is to grow in cont i ne ntal Euro p e. “Germa ny and Spain
a re two areas we are certainly looking at, as well as othe r s. This is based on whe re we need to be to satisfy re t a i l e r s
that we work with. We plan to be one step ahead of them, as they gro w, to be in place to offer the four inc re d i b l y
c r i t ical ing re d ie nts in this business: Qua l i t y, de l i v e r y, cost and inno v a t io n . ”
“ We enjoy fa nt a s t ic on time delivery ra t i ngs with our retailer partners and we will cont i nue to focus on this. In this
s e c t o r, quality and delivery are ex t re mely critical so if you don't have tho s e, you don't have a busine s s. This is a low-
ma rgin busine s s, so pro b l e ms with those issues will cost you big mo ne y. ”
A further key compone nt in LPC’s phe no me nal success in the UK has been the category ma na ge me nt support activi-
t ies that it offers re t a i l e r s. This has been highly valued by the re t a i l e r s, says Ma r ke t i ng Ma na ger Mark Gre e n b e r r y, and
used as a key tool in de v e l o p i ng retailer bra nd s, through dr i v i ng cons u mer loyalty for retail partners and ultimately a
mo re profitable 
b u s i ness mo de l .
“ We carry out full category re v iews with our retail partners on a regular basis,” comme nts Gre e n b e r r y. “This is an
opportunity to re v iew the retail ma r ketplace as it is today and, critic a l l y, whe re it is go i ng to go in the next 12-24
mo nt hs. So we ma ke re c o m me nda t io ns about future dire c t ion and then we can inc o r p o rate packa g i ng de v e l o p me nt
a nd pro duct de v e l o p me nt so the retailers are re a dy to meet the de ma nd. ”

DECISION TO GET OUT OF AFH. O ne area whe re LPC will not be gro w i ng is the Aw a y - F ro m - Ho me (AFH) sector.
S p e ncer ex p l a i ns: “We ma de a stra t e g ic de c i s ion to get out of AFH because we feel we can't be exc e l l e nt at it. It's a
little too diverse and dispersed for our business mo del. With very small volume s, mixed pallets and lots of custome r s,
it is not what we wanted to do stra t e g ic a l l y. ”

BECOMING BIG WITHOUT LOSING THE SPIRIT. G o i ng fo r w a rd, it appears as though LPC has the key ing re d ie nts in
place for growth. It is just a ma t t e r, Spencer says, of looking a few 
years out and ge t t i ng the prio r i t ies rig ht. At the same time it is important not to lose the aspects that have he l p e d
LPC grow so ra p id l y.
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“Quite simply,” he states, “you can't run a big business like a small busine s s. But we certainly want to retain our
e nt re p re ne u r ial spirit, at the same time as we put proper cro s s - g roup struc t u res in place to ma ke sure we're ge t t i ng
t he effic ie nc ies that a group should ge t . ”
Based on LPC’s very successful track re c o rd over 30 years, combined with Spencer’s confide nce and clear focus on the
f u t u re, no one should be surprised if the success cont i nues apace. •

C reation of Euro p e ’s second largest tissue pro d u c e r

T he Tejani family has today sig ned an agre e me nt to sell the LPC Group to family owned Sof idel S.p.A.. Completion of
t he sale is subject to the receipt of re q u i red regulatory approval in Germa ny. The combina t ion of LPC and Sof idel will
c reate Europe’s second largest tissue pro ducer with a combined turnover of Euro 1.3 billion per annum. The enlarge d
g roup will be enabled to serve its customers with a bro a der ra nge of pro ducts from its re i n fo rced ma nu fa c t u r i ng fo o t-
p r i nt in No r t hern and Southern Euro p e. 

About Sof ide l
S of idel is he a d q ua r t e red in Italy with 17 ma nu fa c t u r i ng opera t io ns in eig ht count r ies across Europe pro duc i ng in
excess of 700,000 tonnes ot tissue pro ducts per annum. Sof idel ge ne rated sales of mo re than Euro 1 billion in 2009
a nd curre ntly employs approx i mately 3,200 people thro u g hout Euro p e.

S o u rce: Press Release Sof idel S.p.A. - Po rcari, Lucca, 01 June 2010.
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