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How to build a sustainable talent pool for Consumer Goods companies 
 

 
Tallinn, Estonia – Talent is a hot topic – at the national level, 
in business ventures from global corporations to start-ups, and 
everywhere else, it seems. Everybody knows that "talent" is 
important for their own business or country, and feels obliged 
to mention it frequently. But what is actually behind these 
words? Does your organisation have a clear talent strategy 
and an action plan, and has it defined what exactly it 
wants to achieve? Most importantly, does the strategy exist 
only on paper, or is there clear follow-up on progress and 
measured outcomes? 

_________________________________________________________________________________________ 
 

Even if talent seems to be an area that can be postponed, business success is directly impacted by 
whether or not your employees can grow your business and move forward. 

_________________________________________________________________________________________ 
 
Unfortunately, my experience is that many companies are unable to answer these questions affirmatively. 
Companies may have a great written talent strategy, but in reality little is happening. "We know it is important," 
they may say, "But we need to focus on other more important areas to secure our business." We need to 
understand that even if talent seems to be an area that can be postponed, business success is directly 
impacted by whether or not your employees can grow your business and move forward. For this reason, 
there needs to be consistency and a non-stop focus on talent, otherwise companies limit their own success and 
do not use their full potential. 
 
As with any other organisation, FMCG companies know that the talented people in their business need to be 
kept motivated, engaged and developed continuously, and that these people are the ones on whom their current 
and future business success depends. The internal talent programmes in global FMCG companies are 
usually quite solid, and often form a benchmark for other industries and businesses. At the same time, 
established FMCG talent is often in high demand from other businesses (I will omit start-ups from this 
discussion, as they require an entirely different skill set) and they are very often headhunted outside the FMCG 
sector as well as within it. However, it is often challenging for FMCG companies to attract suitable talent from 
outside the sector, increasing the pressure to focus consistently on retaining and developing their talent. What is 
the reason for this situation, and what solutions are there to foster a constant talent pathway in FMCG 
organisations? 
_________________________________________________________________________________________ 
 

FMCG talent is proactive, business-driven, and used to a fast-changing environment. They are tough 
multilingual negotiators, versatile and adaptable, collaborative team players with world-class training. 

_________________________________________________________________________________________ 
 
The reason is simple: the FMCG skill set fits many businesses, and is highly valued in general. These 
people are proactive, business-driven, used to a dynamic and fast-changing environment, tough 
negotiators used to achieving goals with tough retailers, multilingual, versatile and adaptable, 
collaborative team players with world-class training. No wonder that local businesses and other industries 
love to get these talents on board, often luring them with higher-level positions. At the same time, the pool of 
potential recruits outside the FMCG sector is smaller – companies usually don’t want to hire people outside of 
the sector, as they will be unable to keep up without the above skill set. The sector is named FAST moving 
consumer goods for a reason! 
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There is always plenty of interest in FMCG positions, as they 
are frequently well-known brands that everybody wants to 
associate with, and the pay and benefits are comparatively 
high compared with other sectors (except finance, of course). 
However, people who are unfamiliar with this sector may not 
realise that the competitive pay goes hand in hand with 
constant hard work. To be successful in this business, your 
personality must fit, and you must love challenges and 
changes. 
 
So, how can FMCG companies lay a talent pipeline for their successors? Of course, their talent programmes 
must prioritise internal growth and development so that their people do not want to leave, but there are 
still times when you need to hire externally. Usually the first port of call is to search within the sector. However, 
this is not enough – other organisations will also be working on retention, keeping their own talent motivated and 
engaged so they are not looking to leave – so FMCG companies will need to look at employees who feel they 
are stagnating in the same position and are motivated by money, or young people with potential who will grow in 
the role. 
_________________________________________________________________________________________ 
 

Business specifics can be learned, but not attitude or capabilities. 
_________________________________________________________________________________________ 
 
But is this limited pool enough? How can you be sure that the talent is the best available in the market? I 
encourage FMCG companies to spend more time on finding a great successor, and to look beyond titles and 
specific experience, identifying a candidate's skills, experience with the required competences, and fast learning 
agility. Spending more time on finding the right skill set and paying close attention to onboarding will pay off 
handsomely in the end. After all, business specifics can be learned, but not attitude or capabilities. These 
people will challenge your business, bring in new ways of thinking and experience from outside the sector, and 
implement new things – you may well realise you were lucky to find them before your competitor did! I know that 
it takes extra effort to think outside the box in this way, but if the selection is made through very solid and tough 
recruitment processes, this could be a positive advantage. 
 
Another challenge of the status quo is limiting recruitment to a single country: for example, if your business will 
operate throughout the Baltics, you should search across all Baltic states for middle or top-level Baltic positions, 
not just within the specific country where the position is based. Again, this takes extra effort but it can be your 
best option as FMCG is a very unique and demanding sector – assuming, of course, that the language 
requirements are not an issue. Nowadays, people are becoming more and more mobile, and willing to move 
countries if it is a positive career move. So, if you need a strong candidate but cannot find one within your 
budget in Estonia, you may do better searching in Lithuania were salaries are lower – or if the talent in Latvia is 
reluctant to change jobs, then there might be more possibilities in Estonia. Expanding the options beyond 
your home country or sector can help you to fill your pipeline while broadening your talent scope. 
 
 
 

Kairi Raudmets is the Country Manager for Estonia at Pedersen & Partners. Ms. Raudmets brings to the 
firm more than two decades of in-depth functional sales and marketing expertise in the FMCG and Travel & 
Leisure industries. Prior to joining Pedersen & Partners, Ms. Raudmets spent 11 years with global food 
products manufacturer Mars – creating, recruiting, leading, and developing multicultural and often remote 
sales and marketing teams in the Baltics. She managed business in Estonia, drove customer and category 
management in the Baltics and contributed to the regional business growth as a member of the leadership 
team. Ms. Raudmets started as a Key Account Manager, was promoted to Country Sales Manager for 

Estonia and eventually became the Customer Marketing Manager for the Baltics. Her professional career began in the 
Travel & Leisure industry, where she held roles with travel services providers and an international hotel chain. 
 
 
 

https://www.pedersenandpartners.com/team/consultants/kairi-raudmets
https://www.pedersenandpartners.com/
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Pedersen & Partners is a leading international Executive Search firm. We operate 56 wholly owned offices in 52 countries across Europe, 
the Middle East, Africa, Asia & the Americas. Our values Trust, Relationship and Professionalism apply to our interaction with clients as well 
as executives. 
 
If you would like to conduct an interview with a representative of Pedersen & Partners, or have other media-related requests, please 
contact: Anastasia Alpaticova, Marketing and Communications Manager at: anastasia.alpaticova@pedersenandpartners.com 
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