Simon Kent talks to Tony
Goodwin as Antal celebrate
their milestone.

his big ideas for the recruitment industry. On the one hand he’'d

reached the point when it was time for action rather than talk — on
the other hand his friends couldn’t quite believe what he was proposing.
Today, with a constantly evolving and highly lucrative global business,
Goodwin is having if not the last laugh, then an enjoyable pause to
celebrate.
Frustrated with the saturated home recruitment market Goodwin’s big
idea was to develop an international business, targeting countries where
there was clear potential for a recruitment service. Armed with a list of
close to 500 businesses who were investing in Russia, procured from
the British Chamber of Commerce, Goodwin spent six weeks putting his
potential clients onto a computer before sending out a mailshot which
earned him a 12 per cent response rate. Goodwin believes he made ‘six
or seven’ placements from that initial marketing campaign, and it was
enough to establish himself as a go-to recruiter, particularly for placing
returning emigres.
“That was my market research,” notes Goodwin of the companies list. “I
read the financial times for six months and then asked for the list from the
Chamber of Commerce — no management consultants — just me on the
phone using my initiative and getting more business.”
From this beginning Goodwin extended his reach into Poland — from
where the name Antal was derived since it's the Polish version of Tony.
Under the auspices of the relatively new PHARE programme (Poland
and Hungary: Assistance for Restructuring their Economies) Goodwin
recruited accountants from Coopers and Lybrand and PriceWaterhouse
into those countries. However, Goodwin realised that the expat market
was not forever and within 18 months he’d established recruitment offices
on the ground in Warsaw, Budapest and Moscow. The creation of these
offices was a good move for Goodwin’s organisation, but it also brought
with it the added challenge of managing people at somewhat more than
arm’s length.

Twenty years ago Tony Goodwin stopped telling people about

Building the empire

“Managing people is a challenge if you're with therm every day,”
Goodwin says, “but managing them when they're far away is even

more difficult.” That said, Goodwin says he’s not alone in thinking that
the geographical distance between himself and some of those new
enterprises could have been a contribution factor to their success.
Describing himself as ‘old school management’ Goodwin wonders
whether these operations would have grown so well had he been more
hands-on. Even if this is so, it is clear his ability to train the people who
established these offices cannot be in doubt. Over the years the Russian
business alone grew from a back-bedroom concern to a market leading
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enterprise only three years ago for £30 million. “It was always my plan
to have an empire,” says Goodwin, “and it was misguided and probably
arrogant and over ambitious.”

Goodwin is the first to admit Antal’s trajectory has not been
straightforward or plain sailing throughout. The bursting of the dot com
bubble in the early part of the new millennium saw the organisation
diminish from 22 to 11 offices, from over 400 employees to 160 with part
of the business languishing in administration. But with the ability to build
through franchise models as well as through wholly owned operations,
the business has to some extent been able to protect itself — with one
area of work rising to cover falls elsewhere.

Even now, with operations in 35 countries, Goodwin is not content to rest
on his laurels: “India and China are our key markets for the future as well
as South America. Africa is also a very good market place for us — five
or six of the fastest growing economies are there — albeit coming from a
lowish base.”

The same, not different

For all Goodwin’s global perspective and for all the years which he’s
been in business it seems very little has changed in his approach to the
business of recruiting to ensuring success around the world. “Everyone
goes on about the differences between countries and their cultures,” he
says, “and they don'’t look at the similarities. You could spend a fortune
and a huge amount of time analysing the differences between the
Russians and French, the Germans and the British, but if you concentrate
on what makes them similar then you're going to go a lot further a lot

quicker.” =2

May 2013

www.theglobalrecruiter.com






