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1.
Introduction

1.1
Background

This study has been commissioned by Scottish Enterprise to assess the extent that Getahead has been an effective mechanism in influencing attitudes to, and the take up of, learning opportunities. The findings of the study are to be used to prepare a plan for future activity that has the aim of widening participation in learning. This will include, for example, investigating new ways to attract excluded individuals back into learning, encourage those currently in employment to re-appraise their skills and learning/retraining needs, as well as engage employers in actively participating in the learning and training market. 

In addition, the outputs of the study should inform the future development of the initiative including how it should integrate with other similar activities.

1.2
Aim

The aim of the study is to provide an impact assessment of the Getahead Shows.

1.3
Objectives

The more detailed objectives of the study are to evaluate the impact of the Getahead events with regard to:


raising awareness of the knowledge economy and the future world of work;


encouraging a more positive attitude to learning;


developing an understanding of the tangible and qualitative benefits of learning; and


encouraging show attendees to take steps towards learning appropriate to them.

In addition to the design and delivery of each show, the effectiveness of post-show follow-up activity and support, to be delivered by the Local Enterprise Company, has also to be evaluated, both in its own right and against other examples of best practice in follow-up. Whether the follow-up support has produced truly additional impacts (both attitudinal and economic) will be examined: in particular, we will consider the extent to which support has resulted in enhanced timing, scale and quality of learning activity amongst the target client groups.

However, the full impact of much of the support activity delivered to date will only become apparent over the longer term. Therefore, it may only be feasible to evaluate the influence of support upon individuals’ attitudes and levels of motivation to retrain and/or participate in the current learning market. Even these kinds of shifts will require a minimum elapsed time to be evident. 

The Getahead shows, as a marketing communications tool, will also be evaluated in terms of appropriateness in addressing market failure, and fit with current government strategy and existing national and local infrastructure to promote learning.

This rest of the Chapter discusses the three main issues that will determine the successful completion of the evaluation. These are: an understanding of the Getahead strategy within the wider context; performance measurement; and the post-show client surveys.

1.4
Structure of the Report

The remainder of the report is structured as follows:


Chapter 2
Method;


Chapter 3
Getahead Description; 


Chapter 4
Organiser Consultations;


Chapter 5
Exhibitor Consultations;


Chapter 6 
Visitor Survey; 


Chapter 7
Performance Analysis; and


Chapter 8
Conclusion and Recommendations

2.


Method

2.1
Introduction

The study was conducted in five stages, as follows:

Stage 1: Inception Period;

Stage 2: Organiser Consultations;

Stage 3: Post show client surveys;

Stage 4: Exhibitor Consultations; and

Stage 5: Synthesis and reporting.

2.2
Inception

The inception period was vital in establishing study rationale and provided the basis for subsequent work. During the inception period study scope, method and timescales were agreed along with accessing population data. In addition contact details for show organisers, partner organisations and LEC staff was obtained.

2.3
Organiser Consultations

2.3.1
Aim and Objectives

The aim of consultations with organisers/partners was to gain a thorough understanding of the Getahead activities. The information gathered from this stage was used to inform later parts of the study.

2.3.2
Process

This stage was to be achieved by a combination of face-to-face consultations and telephone interviews. Face to face consultations were arranged between a representative of EKOS and show organisers and persons responsible for the original design concept as well as LEC project managers. 

Consultations lasted between 45 minutes and one hour and were based around a semi-structured questionnaire. 

2.4
Client Survey

2.4.1
Aim and Objectives

The aim of the client surveys was to generate the principal source of data that will allow the evaluation of the effectiveness of the Getahead Shows.

2.4.2
Process

Questionnaire Design

A questionnaire was designed and submitted to the client for comments. Subsequent changes were agreed and it was decided that the questionnaire should be piloted using an initial sample of 50. This allowed time to fine-tune the questionnaire before committing to the main part of the client survey. The questionnaire is appended.

Sampling & Delivery

An initial overall sample of 2,697 was provided as the source for client interviews. A cleansing exercise was carried out to remove names from the list that were unsuitable for contact. These included clients that had not given phone numbers and others who wished not be to be contacted. Once the cleansing exercise was over there was a final usable sample of 1,207.

Telephone interviews along with data processing was delivered by Progressive Partnership, a specialist market research company, who have many years experience in this area.

Data Processing

Data processing was carried out in tandem with telephone interviews to minimise the elapsed time between survey completion and reporting of results. Survey data was processed using SNAP Professional software, a programme particularly suited to processing and analysing large-scale surveys. SNAP's flexibility also allows rigorous quality assurance techniques to be applied.

2.5
Exhibitor Consultations

2.5.1
Aim and Objectives

The aim of consultations with exhibitors was to understand their rationale for participating in the event, their involvement in the design and delivery of the event and to discover what were the shows main strengths and weaknesses. In addition exhibitors were asked about any follow up activity they had undertaken as a result of the show.

2.5.2
Process

LEC project managers provided lists of relevant exhibitors. These were contacted by telephone to arrange a telephone interview. Consultations lasted between 15 and 25 minutes and were based around a semi-structured questionnaire. Interviews were held with some 22 separate exhibits from a range of organisations. 

3.


Getahead Description 

3.1
Strategic Context

In 1998 SE commissioned initial research into the feasibility of running a personal development show that was targeted to the wider working population. This idea was a result of SE executives visiting shows like Careers 2000 and the Personal Development Show which was held in London at the time, and realising that elements of their content could be further developed into a delivery model which could address the government’s Lifelong Learning agenda. 

At this stage of concept development it was ‘early days’ in terms of the government’s Lifelong Learning agenda and many local economic development agencies were still reviewing training and learning provision and its uptake locally and planning what interventions and activities would be appropriate. However, SE were of the view that the ultimate economic benefits of promoting learning, re-skilling and upskilling were more and better jobs, and not merely a better educated population. 

The results of the initial research showed that there was a need to promote the idea of Lifelong Learning together with the world of work if a personal development approach was to be adopted and target audiences were people in work, those unemployed for a short period of time and latent learners. A new concept was therefore, also developed which involved ‘facilitating’ the individual through the personal development journey. The idea for this initiative was presented to all LECs and some 10 out of 12 opted for allocating a budget against a personal development show. However, SE felt they could not accommodate all LECs for the pilot phase and opted for 5 LECs on the basis of covering the main geographical areas in lowland Scotland.

In 1999 contractors were commissioned to develop the content and design the execution of this in terms of designing exhibition content and the process for the individual. At that time only SE had a remit to address Lifelong Learning. However, at the time of this evaluation, during 2001, there is now a much clearer allocation of roles and responsibilities within the local economic development network for the promotion of Lifelong Learning and its component parts.

Learndirect Scotland has been tasked with the promotion of Lifelong Learning nationally, and locally in partnership with LECs and other organisations. They aim to be a one-stop shop for the public who want advice about and access to learning opportunities. Individual Learning Accounts (ILAs) are a mechanism that has been designed to encourage individuals back into learning and training, and these are promoted at the local level through ‘front line’ organisations.

The government’s social inclusion strategy involves targeting considerable resources at those geographical areas and individuals that are under-performing economically as well as socially. Targeting socially excluded individuals is a key area of activity for a lot of local economic development organisations, therefore intervening at a local level with communities and targeting available resources accordingly can be a preferred approach for the delivery of particular projects and initiatives.

The new Careers Scotland organisation, as it rolls out from early 2002, will focus on all-age careers guidance providing a one-stop shop for careers advice for those seeking a first job, new job, or education or training. It will be necessary to consider what promotional activities are planned and for what target groups in order to avoid duplication or overlap.

SE’s Future Skills Unit has been tasked to understand and monitor employers’ needs and disseminate sector skills requirements to appropriate organisations.

These three organisations between them are in essence planning to deliver the Getahead ‘product’. Their approach to marketing communications and activities must necessarily be longer term as they are attempting to promote and sell an ‘intangible’ product whose benefits are not immediately appreciated by target audiences.

The organisational landscape has obviously changed since the Getahead concept was first developed and this would have to be taken into account when considering whether to mainstream this pilot initiative. Issues of duplication and overlap of activity aimed at promoting Lifelong Learning are now a real issue to be considered.

3.2
Overview of Getahead Roadshows

This section sets out an overview of the Getahead Initiative in terms of the overall design and delivery of the roadshows. The Getahead project involved a series of five events in Ayrshire, Fife, Forth Valley, Lanarkshire and Renfrewshire between October 2000 and March 2001. These events focused on ‘employability’ and were developed primarily to prepare individuals for the future economy, providing a context for making individual choices as well as ensuring that a wide range of relevant support organisations were on hand to help make immediate progress towards personal goals. 

The event took the form of five zones covering such issues as individual strengths and options, learning about the future economy and key sectors, identifying the best learning route (formal, informal, on-line etc), getting on-site support for funding; job matching; self-employment, and lastly, an introduction to the internet and the core skills of IT. 

The events were sponsored by BT Scotland and SE fronted the campaign in collaboration with Learndirect Scotland. Primarily there was one project manger from Lifelong Learning and Inclusion Division of SE and one from each of the relevant LEC areas. However a number of individuals from training programme support and other divisions such as new ventures/small business gateway were actively engaged as advisors on the events days.

The remainder of this chapter illustrates the format and delivery of the events.

3.3
Show Format 

The overall Getahead show ‘process’ is indicated in Figure 0.1 below. Prior to the shows a national and local adverting campaign was delivered. Subsequently participants were able to pre-register. Through pre-registration material, or on the day, visitors were then able to engage in an assessment of their learning needs. Consultation with an advisor, in the ‘About Me’ zone resulted in a personal action plan for the show to help motivate and guide visitors. 

As indicated above, the show was then structured around a further three zones: ‘Work and Learning’; ‘You Can Do IT’; and ‘Next Steps’. These are outlined in greater detail below. The physical layout of the show is illustrated in Figure 0.3. At the exit point of the show it was intended that a satisfaction survey be conducted and that intended action was captured.

Figure 0.1 The Getahead Process




Source: Adapted from Scottish Enterprise

Figure 0.3 Getahead Show Layout




Source: EKOS Economic Consultants

3.3.1
Zone 1 About Me

The first zone of the Getahead show was termed ‘About Me’. The stage provided an opportunity for the attendee to talk with experienced advisers in order to recognise their strengths, preferred ways of working and learning and what they want from life in general. The main objective of the zone was ‘For the attendee to learn something about themselves and to be guided to appropriate support within and outwith the event’.

Visitors could choose to be guided via a one-to-one discussion with an adviser; via an on-line questionnaire; or through taking part in a short seminar looking at CV writing or how to reach their own potential. In addition, a guidance tool (paper based and on-line) was designed to assist this area. The output from this tool formed a ‘Personal Route Planner’ or ‘Action Plan’ for the show. It is noted that pre-registered visitors had the opportunity to complete the ‘About Me’ questionnaire prior to attendance.

Thus, the objective of the zone was achieved through the following mechanisms:


Case Studies;


Getahead paper-based self assessment delivered one-to-one;


On-line self assessment tool;


Guidance software; and


Seminar programme.

The main resources available in this area included:


Tables and chairs;


Computers;


Soft seating;


Shelving for local guidance material;


Area for ‘Future Trends’ seminars; and


A cluster of PCs located in the ‘You Can Do IT’ area adjacent to ‘About Me’.

3.3.2
Zone 2 Work and Learning

The second zone within the show was termed the ‘Work and Learning’ zone. This zone facilitated discussion with people from key industries such as:


Electronics;


Tourism;


Food and drink;


Engineering; and


E-business.

The main objective of the work and learning zone was ‘To demonstrate the opportunities presented by the future world of work (covering employment opportunities; core and transferable skills; work environment; routes to learning)’. The zone was designed to illustrate how technology is bringing changes to work, leisure and learning. In turn, visitors were encouraged to examine how work practices are likely to change and what core skills will be needed in the future. A number of the associated objectives of the zone are as follows:


Experience employability skills, understand about emerging industries and sectors, see how visitor fits with future of work, recognise potential gaps and learning needs;


Experience new forms of learning, recognise work and learning are seamless, hear how others have done it and show the parallels between visitor and others who have made the change;


Dispel the myths of technology- it is here and in the home, in the workplace;


Growth in internet access- what does it mean for visitor- what could visitor do with it?;


Access information on work opportunities, learning opportunities (NTO sites and SUfI / SLN);


Appreciate that learning is for life; and


Talk to real people- employers and learners.

The following activities were used in pursuing these objectives:


Graphics panels on industry clusters and other local sector priorities;


Materials provided by priority NTOs, training providers, employers including videos and information packs;


Continuation of case studies;


Workplace of the Future demonstration;


BBC Learning Zone materials on industry sectors;


CD ROM and on-line learning support tools;


 Scottish Enterprise Workplace of the Future Web-site;


Core skills games;


Graphic panels – learning styles information and options for learning delivery; and


A range of materials associated with the Training Exchange.

The principal resources used in this zone were as follows:


Computers with CD drive;


TV and video players;


Video conferencing equipment; and


Home and office of the future environments

3.3.3
Zone 3 You can Do IT

The third zone within the show was ‘You Can Do IT’. This zone offered the opportunity to access information and learning on the internet, use CD-ROMS and learn the basic skills in a fun and supportive way with trained tutors.

The central objective of the ‘You can DO IT’ zone was ‘to present individuals with a range of information and learning resources which are accessible via technology either in the format of CD, database, or internet’.

The main means though which the above objective was realised included:


On ‘About Me’ bank of computers:


Getahead assessment on-line


On ‘Work and Learning’ bank of computers


Bookmarked sites on NTO sites;


BBC on-line learning;


Workplace of the Future CD-ROM;


Learning Resources


BBC Webwise;


European Computer Driving Licence


On ‘Next Steps’ bank of computers:


Bookmarked sites on Employment Services (Jobs on-line);


Learndirect databases;


Small Business Gateway.

The main resources used within this zone included:


Computers


Printers;


Soft seating; and


Informal tables

3.3.4
Zone 4 Next Steps

The final zone of the show had the key objective ‘to present the range of support available which addresses the barriers of finance, childcare, time, confidence and transport’. The ‘Next Steps’ zone encouraged visitors to review the show content and then access practical advice and help to plan a suitable route into learning or work. Learndirect Scotland was available on-site with information on learning opportunities. There was also a range of advice available on issues such as childcare provision, Individual Learning Accounts and self-employment options. A number of the associated objectives of the zone were as follows;


‘Making it happen’- overcome visitor’s barriers;


Indicating what’s on offer- benefits, child care, Individual Learning Accounts, Local Learning Centres, budgeting and investing in visitors future, funded employment options, develop skill through voluntary work, build visitors confidence in learning with non-vocational learning;


Learning options- full and part time study, distance learning, on-line learning, learning at work, learning at home via TV, Open University, Open College;


Getting more in depth advice- Adult Learning, Careers, NTOs, SUfI.

A wide range of mechanisms were used to facilitate this zone’s objective inducing:


ILA leaflets;


Skill seekers / Modern Apprenticeships literature;


Vocational Training information;


New Deal literature;


Learndirect database;


Learndirect Scotland literature;


Fife Direct database;


Get Into Enterprise on-line learning;


Advisors from partner organisations;


Barriers to learning graphics panels; and


Conclusion of case studies.

The principal resources required and used during this zone included tables, seating and computers.

3.3.5
Show Elements

Running through the different zones were a number of common themes. These consistent elements were as follows:


At the entrance to each zone a graphic panel detailed the content of the zone and what each visitor should expect from that areas;


Seating available in each area to encourage the visitor to stop and pause for reflection before entering the net one;


Tables to give a degree of privacy for on-to-ones coated in ‘About Me and ’Next Steps’;


Inspirational case studies illustrated using graphic panels running throughout each of the zones;


Computers available in ‘About Me’ and clusters of machines in ‘You Can Do IT’;


On-line learning and careers related information accessible through bookmarked web sites; and


Printers positioned near computers.

3.4
Initiative Targeting, Marketing Campaign And Costs

3.4.1
Targeting

On the basis of internal research SE defined several groups as key targets for the Getahead events. In short the target group were defined as ‘those who are in some way dissatisfied with their current work situation’. In addition, this group was established as one that also recognises that further learning or retraining could help in the following ways:


Unemployed and underskilled (self perception);


About to be made redundant;


Looking for ‘lighter’ work (e.g. 55 year old tradesman)


Could do better / bored- unappreciated by current employers (more likely already ‘skilled’ that not);


Currently working but could get a better job (more money) if better qualified i.e. usually if had tried harder at school; and


Some female returners- either carer-minded or lacking confidence/wherewithal to get back into work.

In contrast some definition of those for whom the shows were not targeted was also established. Thus, those who would not attend were defined as:


Those with their career path sorted and/or have continuous learning / training opportunities e.g. manager in the whisky plant, bricklayer;


Those who see no value in learning without guarantee of (better) work, e.g. many older / rural unemployed;


Those for whom ‘cost’ of learning appears prohibitive e.g. family men who cannot give up earning to learn; unemployed / very low paid who cannot afford the fees;


Female renters who value flexibility with their job and do not feel threatened by changes (even if perhaps they should).

In summary the target groups for the shows were defined as splitting into two groups:


Those who have some idea of their work options and / or training requirements but need practical help on how to move on; and


Those who are looking for ‘inspiration’ or need to have their options laid out for them (as well as then requiring practical guidance on matching skills with work and learning).

3.4.2
The Marketing Campaign

Subsequent to the definition for the target audience, SE established a marketing strategy. This incorporated national branding, national media advertising, along with associated objectives, and attendance targets. 

The national campaign was supplemented with local marketing in the two week run up to each roadshow. Costs associated with the marketing campaign are indicated below in Table 0.1.

Table 0.1 Getahead Marketing Communications Costs

	Marketing Communications
	Budget1
	SEF
	SEA
	SEFV
	SER
	SEL
	LEC Total

	
	£

	Agency fees
	43,000
	-
	-
	-
	-
	-
	-

	Production
	140,000
	21,457
	12,621
	11,836
	10,562
	26,047
	86,278

	Media space
	266,000
	21,966
	33,566
	38,380
	52,557
	64,100
	214,413

	Mailers
	-
	2,748
	1,016
	1,475
	-
	294
	6,014


Source: EKOS Economic Consultants

1 Includes SE and LEC proposed expenditure
Total expenditure of some £449,000 was budgeted for and utilised by SE and the participating LECs.  The latter contributed some £307,000.

Table 3.2 below presents the costs associated with implementing the roadshows including design and development costs.

Table 3.2 Getahead Roadshow Costs

	Expenditure Item

	Budget
	SEF
	SEA
	SEFV
	SER
	SEL
	LECs 

	
	£

	Show design
	60,000
	-
	-
	-
	-
	-
	

	Kit hire
	130,000
	20,863
	24,155
	19,388
	26,403
	21,168
	111,977

	Event mgt
	45,000
	2,802
	13,446
	7,500
	8,250
	10,510
	42,508

	Speakers
	76,000
	4,574
	6,790
	5,640
	5,200
	10,665
	32,869

	Response handling
	34,000
	3,600
	3,600
	3,600
	3,600
	3,600
	18,000

	Product development
	60,500
	1,925
	7,986
	4,473
	5,850
	1,600
	21,834

	Venue hire
	18,000
	4,845
	3,080
	4,698
	8,400
	2,610
	23,633

	Catering
	7,000
	298
	1,292
	1,362
	3,000
	1,405
	7,357

	Creche facilities
	5,000
	425
	1,880
	560
	1,514
	960
	5,339

	Transport
	4,000
	-
	-
	365
	-
	1,250
	1,615

	Other misc
	
	2,935
	7,024
	1,938
	6,100
	2,733
	20,730

	TOTAL
	439,500
	
	
	
	
	
	


Total costs of some £439,500 were budgeted for and expended by SE and LEC organisers.  The latter spent some £286,000.

4.
 Organiser Consultations

4.1
Introduction

This chapter presents the views and experiences of those individuals directly involved in designing and delivering the Getahead shows. The Core Team, responsible for designing the show concept and its various elements, comprised of representatives from:


Scottish Enterprise, Skills Directorate;


Talkback Training Limited, concept and materials development;


Curious Oranj, concept and materials development;


The Bridge Advertising Agency, branding and advertising strategy; and


The Media Shop, media selection, buying and scheduling.

Participating LECs were consulted at various stages for input to certain elements of the shows’ design.

In terms of delivering each show locally, key individuals were representatives from:


the participating LEC, Skills Directorate; and


Northern Networking, events co-ordination.

In addition to the key staff above, there were other companies involved in the build-up and break down of each show, e.g. IT contractors, BT, and exhibition stand contractors. All members of the core team necessarily supported the implementation of the initiative at the local level.

4.2
Core Team

4.2.1
Rationale

The core team believed that the rationale for the initiative, i.e. to promote the concept of Lifelong Learning, raise awareness of learning opportunities and provide information to individuals on how to access them, was valid and that there could be economic development gains from conducting this type of activity, albeit that benefits would only be realised over the medium to longer term. 

In addition, it was considered and judged that this kind of activity was not duplicatory but complementary to other initiatives being delivered within the enterprise network at the time. The Getahead messages regarding Lifelong Learning were different; they were more generic and emphasised multi-agency working.

4.2.2
Design and Delivery: Strengths

It was felt that the concept was right and the marketing messages valid. A key strength in the delivery mechanism chosen was in bringing work and education together. 

The partnership approach which underpinned the event was also unusual in that it worked at an operational level. It was also successful as judged by the number of partner organisations that took part and volunteered resources.

From the visitor point of view, there was the provision of ‘quality’ time with guidance professionals. There was also access to and the opportunity to use technology for individual visitors. In addition, the seminar programme on offer to visitors at each event provided an activity that was well integrated with the content and themes of the shows.

4.2.3
Design and Delivery: Weaknesses

With respect to the Core team’s views of the main weaknesses of the Initiative, these related in the main to the details of implementation. For example, everyone agreed that there was a failure to engage the ‘world of work’, i.e. employers either as participants or visitors. Indeed, the original feasibility study proposed an employers’ village with some 20 exhibitors, which was in effect diluted to some 2/3 employer representatives and exhibition panels. It was felt that the best use was not made of LEC company development channels for accessing employers.

There was also the view that the overall project management of the initiative was less than effective; a core project management team including a professional events organiser was, in hindsight, a key requirement to ensure consistency, economies of scale and value for money and meeting deadlines. The approach of having various project management groups did not appear to work in that everyone was eventually involved to some extent in the work and meetings of each of the ‘marketing’, ‘content’ and ‘evaluation’ groups thus resulting in less than effective decision making.

A lack of sufficient resources at each show was considered a weakness. It was the view that more sponsors would have allowed more materials for visitors’ use, e.g. a bookshop. However, the decision to adopt a national sponsorship strategy did not include an approach to local sponsors. 

4.3
LEC Network teams

4.3.1
Rationale

Participating LECs agreed that the rationale for the initiative was to promote the concept of Lifelong Learning, raise awareness of learning opportunities and provide information on how to access them. Some of those consulted stated that for them, a key aim of the initiative was to stimulate the demand for the uptake of learning and exploit the launch of Learndirect Scotland (which took place in September 2000). This involved highlighting local learning initiatives that were available to target audiences, but being seen to be doing this in a co-ordinated way. The ‘one-stop-shop’ approach was favoured by all organisers, but it was agreed that this necessarily involved fully engaging local organisations and employers. Some LECs also held the view that there was a need to promote local industries and facilitate a connection between the local population and local businesses.

At a local level the LECs’ prime motivation for participation was that there was no other mechanism on this scale for promoting learning, it therefore allowed access to a large scale event for both the LEC and its local partners, as well as being a showcase event for smaller partner organisations.

4.3.2
Design

Concept and Content Design

There was varying input from the LEC representatives in that for a variety of reasons the majority came on board late and were therefore able to attend only a few of the Project Management team meetings or sub-group meetings. Importantly, the contracted project manager was not included in team meetings, where a lot of the detailed event implementation was discussed. However, most LECs were involved in the ‘up-front’ branding and advertising strategy work, as this was considered a key part of the initiative. They also had control over local modifications, i.e. the introduction of different elements like an employers job fair, inter-active packs for school children visitors, and an employers video.

There was, however, a feeling that a certain amount of planning time was wasted in researching both the concept and the target audiences in that the ‘committee’ approach to making decisions resulted in a less innovative result.

There was agreement in the main that the ‘work’ element was the weak link in the event. As one LEC said, ‘what could an employer exhibitor offer if not a job’. It was also difficult to engage employers if there were no tangible benefits to them, i.e. a source of recruits. However, SE’s view was that the event was not a job fair or a careers event, therefore employer input needed to be different.

There was unanimous feelings that the work and learning zones needed more activities, which involved a degree of interaction with visitors. Similarly, the IT zone required more resources in the way of books and videos and advisers. However, it was agreed that interaction was dependant to a large extent on volunteers and advisers being proactive in engaging with visitors and playing the role of facilitator. This may have been in part, a quality issue with respect to volunteers, which is discussed later.

It was agreed that for a future event, there should be consistency across LECs in terms of key areas of content.

Targeting

As discussed earlier in Chapter 3, there were three main groups which were targeted by the advertising campaign. Research had shown that these types of individuals were most likely to attend a show of this sort: women returners, those in work and interested in or thinking about changing job/career, and those in work but not progressing or getting anywhere.

Views from LECs ranged from thinking that the 3 main advertising messages were effective but recognised that one event was not going to effect a mind-set change overnight. There was also the feeling that every individual of working age was a target but local circumstances may merit a slightly stronger/different message to certain sub-audiences, e.g. in Fife, there was a conscious effort to target the unemployed. However, there was still a degree of confusion about who was being targeted to attend the shows in that no one LEC had the same perception. 

This could be a result of the fact that marketing messages were developed without a detailed view of what the ‘product’ would be on the day. One LEC felt that they had to be ‘all things to all men’. In this case, marketing messages were perhaps too general. There was the feeling that the unemployed dominated attendance; actual figures show that 44 % of attendees were in fact unemployed.

With respect to the targeting of employers, it was unanimously agreed that this was not given enough attention. Telephone follow-up and tickets and packs for staff should have been the carried out, but due to a lack of resource and/or time, this did not happen in most cases. In order to better engage employers, they needed to be offered a package; this should have been done well in advance of a show, at least 6 months. It was also the view of all LECs that employers could have been better accessed with more input and assistance from the LEC’ s company development account managers.

Marketing Campaign

As discussed in Chapter 3, the objectives of local marketing activity was to generate a visit to the event on the day(s) unlike national advertising which aimed to generate a phone cal and pre-registration by the individual. However, the consensus from our consultations was that local advertising didn’t attract sufficient numbers. This could be a result of the main national messages being used; only taglines were added or amended in local adverts, and they were not always highly visible. In addition local adverts were not able to accommodate a lot of space for event details. Some adverts did not translate well into monochrome for the local campaigns, and ‘anchor’ words tended to be work or job related, which could have given out mixed or confusing messages about what the event was about.

Indeed, there was evidence that overall marketing communications messages were not understood by many visitors; exit interviews showed that a job fair was expected by a large proportion of attendees.

LECs were also disappointed in the actual numbers of visitors, which were lower than expected. Possible reasons for this are discussed later in the report. However, it is worth noting that local marketing activity had a relatively short lead-time to build awareness of the event and generate interest, some two weeks in most cases. This was due to both lack of budget available and timescales.

The majority of LECs felt that it would be beneficial to use the national brand in the future for the same or similar types of activity. However, given the level of marketing spend for a ‘roadshow’ approach, individual events may need to be more spread out to maximise opportunities to ‘reach’ individuals and engage them.

4.3.3
Delivery

Project management

As alluded to in Chapter 3, four of the five participating LECs employed the same professional events co-ordinator/project manager in the 8 week period (on average) leading up to the show. She was responsible for co-ordinating all partners, administration, event logistics, catering, and partner staff briefings.

In retrospect all LECs felt that professional project management should have been brought in much earlier, and utilised in the more crucial aspects of raising sponsorship, engaging employers and partners. 

It was suggested that for a similar event in the future, an events co-ordinator should be contracted for all LEC participants at the outset; economies of scale would also be achieved in both purchasing and dealing with suppliers. All LECs stated that putting the whole event together in terms of content, local marketing plans and delivery took much longer than anticipated, perhaps a reflection of individuals’ inexperience in managing and organising an event of this scale.

It was also suggested that a future event of this scale would benefit from having a core project management team, with clearly defined roles, ‘travelling’ with each roadshow.

Venue and Timing

With respect to timing of events, there was a preference for weekend and evening timeslots to be able to accommodate particular target audiences, i.e. those in employment. However, the constraints were staff availability and/or cost of volunteer staff at these times; Saturday was disappointingly quiet for most events.

The events took place in October/ November and, February/March, however, given the objective of promoting learning opportunities, some LECs felt that it may have been better to run the events in the lead up to the start of training and tertiary education courses, namely August and September. There was a view that the ‘committee’ approach to event planning was in part to blame for the extended planning time required. The timing of future events should be co-ordinated with other local and national Careers and job Fairs as well as College Open Days and the like.

All LECs felt that a more mobile approach to the initiative, with the aim of attracting and reaching more people, would require a range of venues. A smaller, more localised, community based event would be preferred as this would address the targeting and attendance issues discussed above. 

Local Marketing

As outlined above local advertising and marketing attempted to sell the event with varying levels of success. This may imply that at the local level, different messages from the national campaign were required. Local sponsorship was discouraged by SE, as it was considered to be more problematic from a co-ordination point of view than securing sponsors for the overall initiative. However, the event was customised for the local area with respect to participants, employers, and marketing materials. 

Event Staffing

Although a key strength of this initiative, partner staff involvement as volunteers presented some problems for organisers. Managing and promoting the concept and ‘what was in it for them’ was not easy. Also the LEC had no input to the selection of volunteers, and in some cases this led to some concerns over quality, i.e. the quality of advisers and in some cases, speakers. Indeed all LECs felt that the lack of authority over partner staff presented some problems in effectively directing and managing the customer care aspects of the events. 

It was also felt that those individuals who were zone champions for the day should have perhaps had the opportunity to visit the previous shows in order to better prepare for their own show.

Two of the LECs also reported that they felt there was insufficient input from other LEC staff and managers in both design and delivery. This would seem to be an issue concerning the need for internal promotion as part of the event planning process.

Partner Involvement

It was widely agreed that local colleges seemed to get the most from the event, given that they are probably the most experienced in promoting their services at events of this kind. In the case of Fife, however, where there was already partner collaboration in the Lifelong Learning area, i.e. their ’ Opportunity Centres’, (a one-stop shop for careers guidance and learning and training opportunities), partner organisations still found value in the event as it allowed them access to a wider audience, i.e. those in employment.

There was comment that SUfI/Learndirect Scotland should have been a key partner, but instead did not appear to have the profile it should have given their obvious remit of promoting Lifelong Learning and learning opportunities. It had limited if any, input to the content design and there was no co-ordination and thus synergy between their national advertising campaign and that of Getahead's which were taking place over the same period. Equally, Getahead follow-up activity could have been better implemented by using the resources of Learndirect’s call centre, which had handled the advertising responses and roadshow registration.

Private Sector Involvement

In all LEC cases this was very disappointing; even where the LEC client/account manager resource was used to promote the initiative, there was the feeling that the same companies are usually approached and thus were less likely to participate. For those LECs where there were no employers taking part, then NTO representatives and LEC client managers themselves manned the ‘work zone’. As mentioned above, engaging employers requires ‘something in it for them”. In future, dedicated resource for ‘selling’ the concept to employers would definitely be required. 

With respect to encouraging employers and their staff to attend the events, direct mailings (with posters and information) and various group promotional sessions still did not have the desired effect. For example SER hosted 100 employers at a breakfast to promote the event, but there was minimal participation or turn out at the event; very few individuals attended the shows with their employer hat on. It would seem, therefore, that proactive follow-up would be required with companies for future events, perhaps providing show tickets and information packs for distribution to employees.

4.3.4
Follow-up Activities

Basic pro-formas were designed and used as part of each event as a visitor exit survey. However, with no ring-fenced resource and/or money for follow-up activity as well as a lack of a co-ordinated or common approach designed at the initiative planning stages, there has been little planned follow-up. In one case, the LEC was unaware that follow-up activity was required as part of the initiative.

For those LECs keen to carry out some follow-up, there was the problem of only being able to access the visitor details in March of this year.

Follow-up activity has ranged from passing enquiries obtained on the day of the event to partner organisations, to sending mailshots containing information on ILAs and other training events news to visitors expressing a desire to be contacted.

4.3.5
Other Organisational Benefits

There was a majority view that participating in the initiative allowed LECs to reinforce other initiatives, e.g. promotion of ILAs. The event was also complimentary to other activity, e.g. local job fairs, thereby resulting in a degree of synergy.

LECs also felt that the event improved local networking with partner organisations at the operational level and gave the LEC practical experience of engaging with the public. Also, most agreed that although the volume of visitors were relatively low, organisations did get access to ‘quality’ individuals in the sense that they were motivated and keen to seek help and make changes to their current circumstances.

The event gave some LECs an opportunity to better integrate with partner activities which were happening around the same time and afterwards. For example, in Fife the Adult Guidance Network ran a series of events targeting women the previous weekend and were able to promote the benefits of the upcoming Getahead event. Similarly, post Getahead, Fife’s annual Job Fair organisers made use of the Getahead database of visitors.

In Lanarkshire, the event has prompted further partner activity. For example, the Careers Service have expressed interest in using parts of the event, and the Small Business Gateway locally, were encouraged to table the idea of running a Personal Enterprise show in the area.

4.4
Thoughts for the Future

Those consulted were asked to consider the future of the Getahead initiative and the promotion of Lifelong Learning. The common idea proposed by both LECs and some members of the core team is that of replicating the Getahead concept and roadshow mechanism with the following differences. 

A series of localised events, which would be on a smaller scale than previous shows, would be preferred. The concept, i.e. targeting people who need to be employable in the long term, and process would remain the same but this approach would make it easier to target the most appropriate local audiences using localised images and marketing messages, as well as thus being able to better engage local employers and sponsors.

It was agreed that care should be taken to ensure that the event did not turn into a job fair, although it could be run in partnership with a job fair, thus perhaps giving some tangibility to what attendance at the event offers to potential visitors. The Getahead show could continue to run as is but preferably as one of a series of inter-connected events locally, with perhaps a co-ordinated marketing effort. Reference was also made to the need to take cognisance of planned Learndirect promotional activity throughout the country which may involve engaging with the public at a local level. The same applies to the new Careers Scotland organisation which will also have marketing plans, although this is unlikely to happen before the later part of 2002.

5.


Exhibitor Consultations

5.1
Introduction

This chapter sets out the findings from consultations with a range of exhibitors at the Getahead events. These exhibitors represented a range of organisations, mainly within the public sector. A list of the exhibitors is presented in Table 5.1 below. The organisations included in the consultations are as follows:


Careers Services (4);


Colleges and Universities (4);


Chambers of Commerce (1);


Small Business Gateway (1);


Training Industry Associations (5);


Employment Service (3);


District Council representatives (1);


Adult Guidance Units (1); and


Education Business Partnerships (1).

The approach to the consultations consisted of a series of telephone interviews using a semi-structured questionnaire (appended) and following a procedure as set out in Chapter 2. A number of themes were examined in the course of these interviews. These included:


rationale for participation;


views on concept and design of shows;


inputs of exhibitors;


follow-up activities; and


organisational benefits.

Table 5.1 Consultations with Exhibitor Organisations

	Organisation

	Motherwell

	Lanarkshire Careers Service

	Motherwell College

	Braehead

	Small Business Gateway

	Renfrew Chamber of Commerce

	Paisley Careers Office

	Reid Kerr

	Employment Service

	Paisley University

	Stirling

	Careers Central

	Clackmannanshire Enterprise

	Training Industry Association

	Routes to Employment

	Employment Service

	Glenrothes

	Employment Service

	Fife Council

	Fife Careers Service

	Irvine

	Adult Guidance Unit, Kilwinning

	Ayrshire Education Business Partnership

	Kilmarnock College

	Cross-location

	BT Scotland

	Hospitality & Tourism NTO

	Adviser to Food & Drink Cluster

	E-skills NTO

	EMTA Engineering Maritime Training Association


Source: EKOS Economic Consultants

5.2
Design

The consultations with exhibitors enquired about the role of these organisations in the design of the events, and their views on issues such as, rationale, guiding concepts, targeting and selection criteria for participants, and exhibitor inputs.

5.2.1
Rationale & Concept

Exhibitors put forward a number of ideas regarding the perceived rationale for the Getahead Shows. These, as may be expected, concerned raising awareness of career development and learning opportunities. Exhibitors generally regarded the concept of the Getahead shows in a very favourable light, and most organisations felt the events fitted well with their own aims, objectives and activities. 

Several variations around this theme were expressed as listed below:


to raise awareness of lifelong learning amongst both individuals and employers;


to promote local industries and individuals;


to encourage business development;


to be training focused;


to focus both on training and further education opportunities;


to deliver careers advice and encourage career development


to assess individual needs;


to encourage the development of partnership amongst exhibitor organisations;


to promote the services of exhibitors; and


to target specific groups amongst the public.

As indicated, several exhibitors focused on perceived rationales such as the promotion of networking and partnership amongst exhibitor organisations or the promotion of the services of individual organisations. For a number of exhibitors the shows were viewed as an opportunity to promote their own existing or new activities. 

A common view was that the shows afforded the opportunity to take the work of the respective organisations to the community but through a new channel. For others the events were seen as an opportunity to gain access to a larger event than normally could be afforded by individual organisation’s marketing budgets. A number also commented that Getahead shows were an opportunity to participate in a national event, with a potentially wide audience.

The industry organisations present commented that the Getahead shows were an important mechanism for presenting information on their respective sectors as well as putting forward the views of the private sector. One of the larger private exhibitors highlighted that the opportunity to participate was importantly backed up by a comprehensive advertising campaign and the ability to partner the event. Thus the attached promotional activities were fundamentally important to this participant.

However, it is noted that many commented that the concept of the event was not effectively communicated to significant numbers of visitors. Another concern was that the show was ‘pitched too high’ for some visitors, who were in turn reluctant or hesitant to approach some stalls. This is discussed in greater detail below. In addition, a common response was to praise the overall concept but to raise a number issues with the delivery. On the other hand, as one exhibitor responded to the questions of whether the concept was a good one…’judging by the small numbers who attended probably not. Although it is difficult to pinpoint exactly why that is’.

5.2.2
Exhibitor Role in Design

It is noted that all of the exhibitors did not play any role in the design of the events, in terms of specification, set-up or marketing. Further discussion of this issue is made below.

5.2.3
Targeting & Selection

Exhibitors were asked for their views on the targeting and selection of visitors to the Getahead events. For instance how appropriate, effective or realistic was the targeting?

From the exhibitors’ point of view, most recognised that the event had been targeted at a wide audience, with a range of abilities together with career and learning experiences. For some exhibitors this provided a good balance between employed and unemployed, a feature borne out by the visitor survey in Chapter 5. For example, a Careers Service representative from Lanarkshire highlighted a good mix of unemployed and job changers attending. For most of those consulted this outcome was highly satisfactory. 

For other exhibitors, the shows were weak in terms of targeting and selection. In explanation exhibitors commented there was insufficient explanation made of the aims of the show. An exhibitor in Forth Valley indicated that some local advertising placed an inappropriate emphasis on the unemployed.

For another exhibitor, they felt that the event was not really aimed at those considering self-employment and that, in turn, not many of these people were evident at the event. Similarly an exhibitor from Ayrshire felt that some groups had been omitted and that those seeking a career change or retraining were not as well represented as the unemployed. 

Other exhibitors commented that they were not really sure what the targeting or selection criteria were for the shows. A more critical comment from an industry association representative suggested that the wide approach to targeting meant that the event was aimed at everybody and nobody and that it could have been more usefully concentrated on a narrower range, for example the young and / or unemployed. For another industry association representative, while they thought the targeting approach was correct in general terms, more effort could have been made to engage the schools.

Consultation with exhibitors pointed to a desire on the part of some colleges to have a greater involvement in the design of the event. One suggested that the core team should have talked more to local people and in greater depth regarding the needs and characteristics of the local population.

5.2.4
Exhibitor Inputs

This section examines the inputs made by exhibits into delivery of the Getahead events. As Table 5.3 indicates, the principle inputs made by exhibitor organisations were in terms of staff time. A number of exhibitors indicated associated costs with this staff time. For some organisations these costs were substantial, for example Paisley Careers Office estimated a cost of £1,300. 

The numbers of staff contributing to the events differed considerably, from one adviser attending for a half day, to a team of eight advisers on consecutive days. The greatest overall contribution was associated with BT Scotland, a major partner of the event.

Table 5.3 Exhibitor Inputs

	Organisation
	Inputs

	Motherwell
	

	Lanarkshire Careers Service
	8 advisers x 2 days

	Motherwell College
	3 advisers x 2 days

	Braehead
	

	Renfrew Chamber of Commerce
	1 adviser x ½ day 

	Paisley Careers Office
	5 advisers x 2 days (10 x £130 = £1,300)

	Reid Kerr
	Staff costs (unspecified)

	Employment Service
	3 advisers x 2 days (6 x £150 = £900)

	Paisley University
	6 advisers x 2 days

	Stirling
	

	Careers Central
	Staff costs (unspecified)

	Clackmannanshire Enterprise
	2 staff x 2 days

	Training Industry Association
	1 adviser x 2 days

	Routes to Employment
	1 adviser x 2 days

	Employment Service
	2 advisers x 2 days

	Glenrothes
	

	Elmwood College
	Staff costs c. £800

	Fife Careers Service
	Estimated staff costs for Fife Careers

Business Development Manager: 3.5 Days (staffing on day, briefing, meetings, school liaison)

3 Careers Advisers: 5 Days (staffing, briefing)

Centre Administrator: 1.5 Days (staffing, briefing)

Careers Assistant: 2 Days (staffing, briefing)

Travel costs: (briefing, event)

Additional

Mailshot to college 1,000 students (flyer, postage, stationery, admin)

Mailshot to secondary schools (letter)

Total c. £2,000

	Irvine
	

	Adult Guidance Unit, Kilwinning
	Staff costs (unspecified)

	Ayrshire Education Business Partnership
	Staff costs (unspecified)

	Kilmarnock College
	1 adviser x 2 days

	Cross-location
	

	BT Scotland
	Contributions in kind exceeding £50,000. Including Education Services Programme, installing ISDN service, Free Call Allowance.

	Hospitality & Tourism NTO
	4 advisers x 2 days. Also time for meetings, and costs associated with travel and printing.

	Adviser to Food & Drink Cluster
	4 advisers x 2 days + 1 adviser x 1 day + 1 adviser x 1 day admin = 10 man-days total

	E-skills NTO
	10 man-days. Also materials (literature, videos)

	EMTA Engineering Maritime Training Association
	5 advisers x 2 days. Also materials (literature, videos)


Source: EKOS Economic Consultants

5.3
Delivery

The chapter now turns to focus on the issue of delivery. A wide range of comments was received from the exhibitors on the delivery of the Getahead shows. These are broken down into a number of themes as follows:


timing of event;


venue;


national and local promotion;


staffing; and


private sector involvement.

5.3.1
Timing of Event

There was little criticism of the timing of the events. However, comments were received that a Saturday/Sunday schedule would have been preferable to the Friday/Saturday schedule that was in operation. For a number of exhibitors it was felt that the Friday event was rather quiet and that a weekend event would have attracted a higher attendance. Another comment indicated that the Friday event led to an over-representation of school children on that day.

However, a further comment received on the timing of the event pointed to the inconvenience caused to some exhibitors by staging events over the weekend. This was mentioned as a significant factor for those smaller organisations that could offer only limited numbers of staff. Another suggestion was received from an industry association for evening events during the week. Any decision on timing should be closely linked to the target audience characteristics.

5.3.2
Venue of Event

A wide range of comments was received on the merits of the five different venues used. The comments are grouped below by location. 

Braehead (SE Renfrewshire)

For the Braehead event, the following issues were raised:


a generally high quality of venue;


however, problems with venue management regarding advertising and promotion possibly led to lower visitor numbers;


the above was combined with ineffective signposting within the Braehead centre;


as a result comments were received on scope for greater communication with venue management and staff regarding show arrangements;


in addition, exhibitors complained about the work environment being inhospitable, that is, too cold (being based on a platform above the ice rink); and 


despite the above criticisms, the venue was viewed as generally accessible.

Glenrothes (SE Fife)

Exhibitors made the following comments with regard to Glenrothes (Kingdom Hall):


widely viewed as a suitable and successful venue in terms of size and accessibility;

Motherwell (SE Lanarkshire)

A number of positive comments were received for Motherwell (Civic Hall):


as for Glenrothes the Motherwell venue was generally regarded as a successful location. Exhibitors commented on a central and accessible location affording easy access;


one criticism referred to the design of the venue and set being too sterile and intimidating. This college exhibitor would have preferred a more welcoming environment.


one exhibitor commented that while a central location was OK, it would have also been good to offer greater local flexibility reflecting local population needs. Perhaps consisting of smaller, more tailor made events.

Stirling (SE Forth VAlley)

In Stirling, a number of different points were made:


while the Albert Hall venue was perceived as a good location there were some reservations over the accessibility of Stirling over other locations within the Forth Valley area;


a desire for a multi location event was voiced by a number of exhibitors from this event;


a further comment cited the edge of town location as discouraging casual, passing visitors; and


some criticism was made that Falkirk, rather than Stirling would have been preferred given a higher population and unemployment level. This makes the assumption that the target audience was or should have been the unemployed.

Irvine (SE Ayrshire)

Lastly, the Irvine Magnum centre received the following comments:


the Ayrshire venue (Magnum Centre) received praise as a well equipped and designed space;


however criticisms were made by a number of exhibitors regarding the poor centrality of the location; and


while measures had been made to address accessibility, i.e. free bus transport, it was perceived that such services were inadequately promoted.

5.3.3
Advertising and Promotion

Consultations with exhibitors also focused on the advertising and promotion of the Getahead events. A range of comments was made by exhibitors in relation to the marketing of the event at both a national and local level. One common response was disappointment at the perceived impact of a comprehensive and costly advertising campaign. The main objections were firstly, the low numbers attending, and secondly, the aims and objectives of visitors.

Exhibitors appeared to be aware of extensive TV advertising and advertising in local and national press as well as local leafleting. However, the marketing was also perceived as weak in that it…”didn’t raise the awareness of what (the) event could provide in terms of what the agencies like the Employment Service or Careers etc could do for you”. 

Views on whether advertising attracted the right people were mixed. Some exhibitors felt that the right people attended, others thought that the advertising should have been more carefully targeted. A common view was that the advertising did not adequately explain the nature of the event (explaining the kind of advice and assistance that was available). One exhibitor noted that visitors were uncertain about the purpose of the event; indeed many thought the event was a job fair. An additional comment was that the national advert did not make sufficient reference to events that were being held locally.

As noted above, local advertising around the venue was heavily criticised for the Braehead event. It was further commented that there might have been lapses in both Braehead and Stirling regarding local leafleting on the day.

5.3.4
Event Staffing

A further area on which discussion was held with exhibitors was the character of event staffing. As above, a range of views was encountered. For most exhibitors, the number and capabilities of staff was sufficient for the number of visitors attending. Others commented that more staff were required at certain locations within events in order to facilitate the flow of visitors. 

A different view was put forward by other exhibitors, who suggested that there was more than enough staff given the low numbers attending. One consequence of this was that visitors might have felt overwhelmed or intimidated by the number of staff present.

Pre-briefing of staff was generally regarded to have been good. One exhibitor commented on the limited abilities of some staff in dealing with visitors. A comment received questioned the value of some of the training given to staff. This was directed at the motivational techniques used with staff that was considered patronising by this exhibitor. It is noted by one of the exhibitors attending all five events that the perception was that the motivation of staff varied by location. However, a good mix of staff was generally considered to have been present at the events, although most exhibitors felt that private sector employees were poorly represented.

5.3.5
Private Sector Involvement

It has been noted above that exhibitors reported low involvement of private sector organisations. Relatively few of the mainly public sector organisations consulted commented on this other than that a greater presence of private sector employers would have been welcome in principle. It was further suggested that such organisations should be encouraged to participate in the future.

On the other hand, the view of one public sector exhibitor was that if a lot of key industry players had been invited this might have intimated some of the people who did attend. In addition, other comments highlighted the difficulty in inviting a wide number of employers and that industry associations may have been a more efficient means. An exhibitor highlighted a limit on physical space in their venue (Irvine) that would have made it difficult to incorporate a large number of private company exhibitors.

5.4
Follow-up Activities

A further aspect of the consultations with exhibitors was discussion around follow-up activity they may have been involved in with visitors. The involvement of exhibitors in follow-up activity turned out to be very low. Only one exhibitor indicated any significant follow-up activity, a college.

For most exhibitors any visitor interaction was dealt with on the day and any necessary information or advice dispensed at that time. For the exhibitor who did engage in follow-up actives these tended to be very restricted. For example, a college registered visitors on their client database. Subsequently these visitors would be informed of events or courses.

5.5
Benefits to Exhibitors

Consultations with exhibitors sought to determine the perceived benefits accruing to these exhibitors as a result of participation in the Getahead events. The majority highlighted a number of positive benefits that included the following:


Contributing to organisational aims;


Raising awareness of organisation with public; and


Raising awareness of organisation with other public or private organisations.

For most exhibitors participation facilitated the achievement of their organisational goals with respect to lifelong learning. Alongside this the events were generally viewed as a means of raising public awareness of the role, activities and services of that particular organisation. In addition, the event raised the profile of organisation with other related bodies.

A further benefit, which the majority of exhibitors indicated, was the opportunity to liaise and network with other organisations involved in careers and learning and their counterparts at the same operational level. This was considered a significant outcome and for many went some way to compensating for the generally low number of visitor contact made at the events.

However a small number of respondents indicated that they did not gain a great deal from the events, based upon the fact that very few contacts were made with visitors during the course of the two days events. One industry association exhibitor suggested that the cost and time of involvement outweighed the advantages. In general the industry associations consulted took a more critical view of the events than other organisations. This was as a result of low visitor numbers together with restrictions on the ability to use other own stands and material in some cases.

5.6
Conclusions 

Consultations were held with a wide range of exhibitors. These exhibitors all expressed strong agreement with the rationale of the Getahead events. However, views on the delivery of the events varied. A number of issues stand out in this regard. 

Firstly a number of exhibitors expressed a desire to be more involved in the design phase. This is thought to lead to better design of events in line with local needs. Content of both the local and national marketing materials was also highlighted as a concern amongst a number of exhibitors. In this case it was suggested that more explanation was required of the nature of the events, especially the misapprehension that the event was a job fair.

A number of exhibitors also expressed a desire to make better use of their existing in-house material. For these exhibits it was felt that this would have allowed them to make a more effective impact on the events.

Different views were expressed over the timing of events, with different exhibitors favouring mid week, weekend or a combination of weekend and weekday. However, the represent arrangements were largely satisfactory to most exhibitors consulted.

Consultations with exhibitors at a number of venues highlighted the importance of ensuring adequate planning of local arrangements with venue management, good local advertising and ensuring local access for out of town venues.

A further issue raised by exhibits was the low representation of private sector employers. While industry associations were present for some sectors, it was generally felt that there was too little involvement from the private sector. Such involvement was in turn welcomed for future events.

Despite a number of criticisms, the majority of exhibitors consulted expressed significant organisational benefits from participating in the Getahead events. These reflected an opportunity to network with other organisations in the field of lifelong learning as well as the opportunity to raise the profile of their organisations with the community. 

6.


Visitor Survey

6.1
Introduction 

The aim of this Chapter is to present the main findings of the Visitor Survey as described in Chapter 2. The present Chapter firstly sets out the background characteristics of visitors to the Getahead Shows. The results are then broken down and examined by a number of themes:


Employment Status of Visitors;


Previous Learning Activities;


Attendance Motivation; and


Marketing & Sponsorship Awareness.

The performance of the Getahead events is examined against each of the above themes. The outcomes of the show are then examined in greater detail with reference to a number of the main content areas, or zones, of the show. This section of the report is structured around the four zones of the Getahead shows. In this way the results are presented for outcomes associated with:


Zone 1 About Me;


Zone 2 Work and Learning;


Zone 3 You Can Do I.T.


Zone 4 Next Steps

In presenting findings from the visitor survey, combined results for all Getahead Shows are presented first. These are followed by results broken down by location where appropriate. Other more detailed results by location are appended.

6.1.1
Visitor Survey Respondents, by Location of Show Visited

The distribution of Visitor Survey respondents by location of show attended is illustrated in Figure 0.1 below. Most respondents to the survey visited the Braehead Show, followed by Motherwell, Irvine, Fife and Stirling. The number of Visitor Survey respondents in each location is compared with the actual number of attendees in each location in Figure 0.3. The latter figure indicates that Braehead and Motherwell attendees are slightly over represented in the Visitor Survey, while attendees from the remaining three locations are slightly underrepresented in the Visitor Survey. This feature of the Visitor Survey should be borne in mind when interpreting the grouped results presented.

Figure 0.1 Visitor Survey Respondents, by Location of Show Visited




Source: EKOS Economic Consultants 

Figure 0.3 Visitor Survey Respondents Compared with Actual Attendees




Source: EKOS Economic Consultants

6.1.2
Personal Characteristics of Respondents

Age

The profile of visitors to the Getahead Shows was recorded by the Visitor Survey. As indicated in Figure 0.5 below, a cross section of ages responded to the survey. However, the respondents were relatively youthful with some 56% were under the age of 35 years and only 6% were over the age of 55 years. 

Age distribution varied by location. Fife had an even more relatively youthful age profile with around 65% of visitors under the age of 35. Motherwell and Stirling also had relatively youthful respondents. This contrasts with Braehead and Irvine with around 60% of attendees 35 years or older.

Figure 0.5 Age of Visitors




Source: EKOS Economic Consultants

Gender

In terms of gender, the survey respondents were evenly split as illustrated in Figure 0.7. However, there was some variation amongst individual locations. Braehead displayed a relatively low proportion of male respondents at just over 40%. This contrasts with Fife, with just under 60% of male respondents (see Figure 0.9).

Figure 0.7 Gender of Respondents 




Source: EKOS Economic Consultants

Figure 0.9 Gender of Visitors, by Show




Source: EKOS Economic Consultants

6.2
Employment Status of Visitors

6.2.1
Employment Status at Time of Show

The Visitor Survey revealed that there was an even spilt amongst attendees that were unemployed and those that were in employment at the time of attendance. Figure 0.11 indicates that some 44% of visitors were employed and some 45% unemployed. Smaller numbers (some 7%) were either school pupils or students. 

There was notable variation within the different Getahead locations in the employment status of visitors. Figure 0.13 shows that in Motherwell almost 60% of visitors were unemployed, compared with Fife at around 35%. These findings highlight variation in the visitor profile and the make-up of the local economies and indicates the need for the shows to be able to respond to this different audience profile.

Figure 0.11 Employment Status at time of Show




Source: EKOS Economic Consultants (Q1b)

Figure 0.13 Employment Status at time of Show, by Show Attended




Source: EKOS Economic Consultants (Q1b)

6.2.2
Employment Status After Show

The Visitor Survey also examined change in employment status following attendance at Getahead. This revealed a marked change in the employment status of individuals. As indicated in Figure 0.15, close to two-thirds of respondents were employed at the time of the visitor survey (compared with only 44% at the time of the Show). Where previously 45% had been unemployed, now only 31% were unemployed. 

Figure 0.17 indicates that the number of unemployed dropped in all areas. In Braehead over 32% less respondents were unemployed. In Irvine this figure was 20% less, followed by 17% less in Motherwell, 8% less unemployed in Fife and 5% in Stirling.

Later questions in the Visitor Survey assessed the degree to which this positive employment change was attributable to the Getahead show. These results are presented below in section 0. 

Other employment status categories included:


‘On Training Scheme’;


‘Self-employed’; and


‘On Incapacity Benefit’.

Figure 0.15 Current Employment Status




Source: EKOS Economic Consultants (Q1a)

Figure 0.17 Current Employment Status, by Show Attended




Source: EKOS Economic Consultants (Q1a)

6.3
Previous Learning Activities

The aim of this section of the Visitor Survey was to identify the predisposition of the respondents to learning experiences. Respondents were questioned on recent learning activities, location of learning and the extent that this learning was certified.

6.3.1
Timing of Learning Activities

It is noted that approximately a third of respondents were engaged in learning activities at the time of the survey. In addition, a further 27% had recently engaged in learning (in 1998, 1999, or 2000). However a significant number, some 45%, had not participated in any recent learning (since 1997).

Variation in learning activities by show location is indicated in Figure 0.19. This figure reveals that Motherwell and Irvine have most ‘non-learners’. In contrast Stirling and Fie have least ‘non-learners’. Braehead occupies an intermediate position. Once again these finding illustrate the different visitor profiles attending the different events and emphasise the importance of a show design that can adapt to these different needs.

Figure 0.10 Recent Learning Activities




Source: EKOS Economic Consultants (Q2)

Figure 0.19 Recent Learning Activities, by Show Attended




Source: EKOS Economic Consultants (Q2)

6.3.2
Location of Learning Activities

Some 55% of recent learners undertook this learning within a college or university. It is noted that while some 61% of respondents were in employment only 6% of respondents had engaged in learning at work. Community learning and school based learning were also significant venues for the remaining respondents. Other learning venues were a training organisation, a private company, and a museum.

Figure 0.12 Location of Recent Learning Activities




Source: EKOS Economic Consultants (Q3)

6.3.3
Certification

It is noted that much of the recent learning with which respondents were engaged was learning that lead to the receipt of a qualification. Figure 0.13 shows that 81% of recent learning activities led to the receipt of a qualification. There was little variation in the extent to which this was the case depending upon location. 

Figure 0.13 Receipt of Qualifications from Recent Learning Activities




Source: EKOS Economic Consultants (Q4)

6.4
Attendance Motivation

A further objective of the Visitor Survey was to determine the motivation of visitors for attending. Given that 45% of visitors were unemployed at the time of the show it is not surprising that almost one third of respondents came to the Getahead show to find a job. Only a fifth of respondents came to the Shows for broader career information that was a principal focus of the Shows. Figure 0.15 indicates that many attendees also came to find out about specific skills and qualifications required as well as to generally access unspecified information.

The motivation for attending did not vary greatly by location. Although, in Stirling and Fife, the numbers seeking broader career information was greater than other locations, whereas the numbers looking for general access to information was low. This perhaps suggests more focused objectives for the attendees to the Stirling and Fife shows.

Other previous sources of information were as follows:


Agencies


Career Service


Personal Contacts;


Colleges;


Word of Mouth; and


Learndirect.

Figure 0.15 Motivation for Attending Getahead Show




Source: EKOS Economic Consultants (Q5)

Figure 0.17 Previous Sources of Job Information




Source: EKOS Economic Consultants (Q6)

6.5
Marketing & Sponsorship Awareness

As part of the Visitor Survey, respondents were questioned about their awareness of sponsors associated with the event. In the first of the questions on this area, respondents were asked which main sponsors of the Getahead Shows they could recall. Respondents were not prompted. 

In response, some 71% of respondents were unable to identify any sponsors. Of those respondents who did recall a sponsor, the most commonly recalled sponsor was BT, followed by Scottish Enterprise, as indicated in Figure 0.18. A small number of respondents identified the Scottish University for Industry (SUfI), Learndirect Scotland and the Small Business Gateway. 

As may be expected, when prompted, a more positive recall was elicited from respondents. As illustrated in Figure 0.20, Scottish Enterprise fared best in terms of identification of sponsors (67% of respondents identified them), followed by Learndirect Scotland (61%), BT (55%) and the Small Business gateway (42%).

Other sponsors identified were as follows:


Scottish Power;


Fife Council;


NDT;


ADC;


New Approaches; and


Royal Bank of Scotland.

Figure 0.18 Identification of Sponsors (unprompted)




Source: EKOS Economic Consultants (Q6a)

Figure 0.20 Identification of Sponsors (prompted)




Source: EKOS Economic Consultants (Q6b)

6.6


Outcomes of Show

As explained in Chapter 3, the Getahead Shows were arranged around a number of themes or zones, each with their specific aims. These zones were as follows: 


zone 1 About Me


zone 2 Work and Learning;


zone 3 You Can Do I.T.; and


zone 4 Next Steps.

The Visitor Survey examined outcomes against the aims of each of the above zones. 

6.6.1
Zone 1 About Me

The first zone was aimed at helping visitors to define their personal, career and learning goals. The Visitor Survey examined the degree that the show permitted improved understanding against a number of such criteria as:


personal strengths and weakness;


knowledge of best career opportunities;


knowledge of learning opportunities available to visitor; and


knowledge of organisations that can provide particular advice.

Understanding of Personal, Career and Learning Goals 

Figure 0.22 indicates that the greatest impact of the Zone 1 areas were in improving understanding of available learning sources and in gaining a better understanding of what organisations can provide particular advice (70% or more of respondents). In contrast a lower proportion of respondents indicated that their understanding of personal and career goals were helped.

There was little variation in the results by location of show for ‘understanding of own strengths and weakness’ and ‘understanding of available learning sources’. However, ‘understanding of best career opportunities’ was considerably higher in Stirling when compared with the Renfrewshire show (see Figure 0.25).  This could be attributed to the quality of the advisers on hand and the organisation from which they had been volunteered, e.g. the Adult Guidance Network.

Figure 0.22 Improved Understanding of Personal, Career and Learning Goals




Source: EKOS Economic Consultants (Q7)

Figure 0.19 Improved Understanding of Own Strengths and Weaknesses, by Show Attended




Source: EKOS Economic Consultants (Q7)

Figure 0.25 Improved Understanding of Best Career Opportunities, by Show Attended




Source: EKOS Economic Consultants (Q7)

Figure 0.21 Improved Understanding of Available Learning Opportunities, by Show Attended




Source: EKOS Economic Consultants (Q7)

Figure 0.22 Improved Understanding of Advice Services, by Show Attended




Source: EKOS Economic Consultants (Q7)

6.6.2
Zone 2 Work and Learning

Zone 2 of the Getahead Show was focused on the theme of Work and Learning. Within this theme a number of objectives were set around improving the understanding of industry opportunities, namely:


a better understanding of Scotland’s industries where current and future employment opportunities exist;


a better understanding of key industries in the visitors local area;


a better understanding of career opportunities in certain sectors; and


a better understanding of the qualifications needed to work in certain sectors.

In turn, a number of further objectives were aimed at improving understanding of education opportunities, that is:


a better understanding of the range of places to learn in the visitor’s area;


a better understanding of the flexible options to learn in the visitor’s areas; and


a better understanding of what core skills are needed for the future.

Understanding Industry Opportunities

Figure 0.23 indicates that the Getahead Shows have varied influence on these four industry-related objectives. The best results were obtained with reference to improving knowledge of required qualifications (43%) and the career opportunities associated with certain sectors (40%). Ways the show gave a better understanding of career opportunities in certain sectors included:


sectors such as computing and IT;


call centres;


college courses;


talking to adviser;


BT stand, looking at technology and training;


information on career opportunities;


general information; and


engineering

Visitor comments about how the show gave a better understanding of qualifications needed to work in certain sectors included:


‘talking to the colleges representatives’;


‘obtaining information from LearnDirect’;


‘using web sites and the internet’; and


‘through careers advisers’.

There was less success in improving understanding about those Scottish industries offering greatest opportunities (29%) and, in particular, local opportunities (17%). Visitor comments about how the show gave a better understanding of Scotland’s industries where current and future employment opportunities exist included:


a ‘computer emphasis’;


‘general information from leaflets & stands’; and


‘internet opportunities in the IT industry’

Further comments indicated how show gave a better understanding of key industries in client’s local areas through:


‘general information on employment opportunities’; and 


‘information on call centres’;


‘electronics industries’; and the


‘IT sector’.

That less than a fifth of respondents improved their knowledge of key local industries is disappointing and suggests further examination of the role of local employers in the events. Stirling and Fife fared marginally better in this regard relative to other areas. Overall there was little variation in these factors by location of show.

Figure 0.23 Improved Understanding of Industry Opportunities




Source: EKOS Economic Consultants (Q8)

Understanding Education Opportunities

Significant success was achieved in improving the understanding of education opportunities amongst Getahead visitors. Some 48% of respondents stated that they had a wider understanding of the range of places to learn in the their area (see Figure 0.25). A slightly smaller proportion (some 42%) agreed that their understanding of the core skills needed for the future had been improved. In turn, a third of respondents to the Visitor Survey suggested that their awareness of the flexible learning options in their area had been improved. 

While these results are encouraging, it is noted that in all cases over half of all respondents suggest that the Getahead show had not improved their understanding of education opportunities.

If these variables are examined by location of show it is evident that improved understanding of the local flexible learning options was particularly low in Motherwell. There was less local variability in terms of understanding core skills needed for future and understanding the range of places to learn the local area.

Visitor comments indicated how the show gave a better understanding of the range of places to learn in the client’s area including:


‘Lists of colleges’;


‘Via college and university stands’; and


‘Through Learndirect Scotland’.

Further visitor comments indicated how the show gave clients a better understanding of the flexible options to learn in their area including:


‘Through colleges’;


‘Via LearnDirect’


‘Night school’;


‘Part time courses’; and


‘Distance learning’;

Another visitor comment indicated how the show gave a better understanding of core skills needed in the future included:


through an ‘Emphasis on IT & Computing skills’.

Figure 0.25 Improved Understanding of Education Opportunities




Source: EKOS Economic Consultants (Q8)

6.6.3
Zone 3 You Can Do I.T.

Awareness of Internet

The third zone of the Getahead show centred around the use of the internet with regard to on-line learning and career information. In terms of internet uses, just over a fifth of respondents indicated that their awareness of online learning packages was improved via the Getahead show. However, most respondents, some three-quarters, did not identify this as an outcome of the show. 

A slightly more favourable outcome was achieved in improving awareness of the career opportunities available through the internet, with some 29% of respondents registering this as an outcome (see Figure 0.27). It is noted that there was little variation in the outcomes by the location of the show attended.

Visitor comments indicated how clients were more aware of the career opportunities available through the internet including:


‘Via job sites’;


‘Through Learndirect web site’; and


‘Through internet job searching and job search engines’

Figure 0.27 Improved Awareness of Internet uses




Source: EKOS Economic Consultants (Q9)

Use of Internet

The Visitor Survey also examined change in attitudes to using the internet. Figure 0.29 indicates that 29% of respondents were more inclined to search for employment on the internet following the Getahead event. Just under a quarter of respondents were more inclined to use the internet and e-mail. 

These variables also showed large differences by location of show as indicated in Figure 0.31 and Figure 0.33. In Fife around 47% of respondents indicated that they were more inclined to search for employment on the internet. Stirling also displayed a relatively good response in this regard. These figures contrasted with those for Braehead, Irvine and Motherwell, all with relatively low change reported in these areas. It is noted that these results may be related to the relative youthfulness of the Stirling and Fife respondents.

Figure 0.29 Change in Attitude to Using Internet




Source: EKOS Economic Consultants (Q10)

Figure 0.31 Extent that Visitors are More Inclined to Search for Employment on the Internet, by Show Attended




Source: EKOS Economic Consultants (Q10)

Figure 0.33 Extent that Visitors are More Inclined to Use the Internet and E-mail, by Show Attended




Source: EKOS Economic Consultants (Q10)

6.6.4
Zone 4 Next Steps

Zone 4 of the Getahead shows provided visitors with information on the next steps towards their career or learning goals. Thus, this section of the Visitor Survey examined outcomes in terms of changed awareness of support sources in a number of areas as well as changed awareness of Learndirect Scotland in particular.

Awareness of Support Sources

The Visitor Survey revealed large differences in the impact of the Getahead show on awareness of different types of support sources. Figure 0.35 shows that increased awareness of sources of funding for learning was positively affected by the shows. Support for job searching also benefited from the shows. As a result of Getahead show clients were more aware of funding for learning in the context of:


Learndirect;


Individual learning Accounts


Through Colleges;


General grant availability.

Less awareness was developed for support for ‘starting own business’ or ‘support for childcare’. The former is disappointing and perhaps reflects a weakness on the level of enterprise information available at the shows. Limited impact on support for childcare may also be a significant problem where this leads to increased barriers to participation in work or learning. Increased awareness of ‘support for starting your own business’ was achieved with reference to:


The Small Business Gateway;


Scottish Enterprise; and


Learndirect.

It is noted that both Stirling and Fife performed relatively well in terms of improving awareness of support for job searching and funding for learning (see Figure 0.39 and Figure 0.41).

Figure 0.35 Increase in Awareness of Support Sources




Source: EKOS Economic Consultants (Q11)

Figure 0.30 Increase in Awareness of Support for Childcare, by Show Attended




Source: EKOS Economic Consultants (Q11)

Figure 0.31 Increase in Awareness of Support for Starting Own Business, by Show Attended




Source: EKOS Economic Consultants (Q11)

Figure 0.39 Increase in Awareness of Support for Job Searching, by Show Attended




Source: EKOS Economic Consultants (Q11)

Figure 0.41 Increase in Awareness of Funding for Learning, by Show Attended




Source: EKOS Economic Consultants (Q11)

Awareness of Learndirect Scotland

A further aim of the Visitor Survey was to determine the degree to which the Getahead Show raised awareness about the Learndirect Scotland organisation and its activities. As Figure 0.34 shows, some 43% of respondents agreed that they were more aware of Learndirect Scotland’s role. Similarly, 42% of respondents were more inclined to contact Learndirect Scotland. This appears as a particularly strong impact of the show, although over half of visitors did not change their attitude or awareness regarding Learndirect.

Quite marked variations in the impact of the Getahead on awareness of Learndirect’s role were found by show location, as indicated in Figure 0.36. For example, around a third of visitors increased their awareness in Fife, compared with nearly two thirds in Stirling. A similar disparity between Stirling and all other locations was found for an increase in inclination to contact Learndirect Scotland (Figure 0.38).

Figure 0.34 Awareness and Attitude Towards Learndirect Scotland




Source: EKOS Economic Consultants (Q12)

Figure 0.36 Increase in Awareness of Learndirect Scotland’s Role, by Show Attended




Source: EKOS Economic Consultants (Q12)

Figure 0.38 Increase in Inclination to Contact Learndirect Scotland, by Show Attended




Source: EKOS Economic Consultants (Q12)

6.6.5
Awareness and Use of Information Sources

Awareness of Information Sources

Outcomes of the Getahead Shows were evaluated with reference to the change in awareness of & use of career and learning related information. The majority (79%) of respondents to the visitor survey indicated that hey had indeed received such information while attending the shows, as illustrated in Figure 0.40. There was some variation on the provision of relevant information as further indicated in Figure 0.42. This figure displays that Braehead and Motherwell were slightly less successful in providing career and learning information to visitors in the other shows.

Types of information received from the Getahead show:


Leaflets and booklets (Scottish Enterprise, Small Business Gateway, BT)


Prospectuses from colleges


Web site information

Figure 0.40 Receipt of Information at Getahead Show




Source: EKOS Economic Consultants (Q13)

Figure 0.42 Receipt of Information at Getahead Show, by Location




Source: EKOS Economic Consultants (Q13)

Of the career and learning information received by Visitors to the Getahead shows, the Visitor Survey reveals that only 27% of respondents had prior awareness of this information and its sources (see Figure 0.44). This figure was largely consistent across the five locations with the exception of Irvine, where a lower proportion was familiar with the information and its sources. Table 6.1, below, indicates the information sources identified by respondents to the Visitor Survey.

Figure 0.44 Prior Awareness of Information & its Sources




Source: EKOS Economic Consultants (Q14)

Figure 0.46 Prior Awareness of Information & its Sources, by Show




Source: EKOS Economic Consultants (Q14)

Table 6.1 Information Sources Known Prior to Shows

	Information Sources
	Number of Responses

	Internet Information and Addresses
	42

	Learndirect
	39

	Courses
	12

	Careers Advisory Service
	7

	College Opportunities
	6

	Employment Service
	6

	European Computer Driving License
	8

	Individual Learning Accounts
	4

	Small Business Gateway
	3

	Scottish Enterprise
	2


Source: EKOS Economic Consultants (Q15)

It was further indicated by the Visitor Survey, that a large number of respondents were informed of new sources of information on learning, careers or jobs. Figure 0.47 shows that 201, or 37%, of respondents gained new information in these areas. However, the provision on new information was quite varied by location. Figure 0.49 indicates that visitors to Renfrewshire and Motherwell were less well served in this regard.

Figure 0.47 Provision of New Sources of Information




Source: EKOS Economic Consultants (Q15)

Figure 0.49 Provision of New Sources of Information, by Show Attended




Source: EKOS Economic Consultants (Q15)

Use of INFORMATION Sources

The Visitor Survey also examined the utilisation of career and learning information. A positive response was gained in that some 55% of respondents revealed that they had made use of information sources since the Getahead Show (see Figure 0.51). The information sources used are listed in Table 6.3. The greatest utilisation of information sources was witnessed in Renfrewshire with over 65% of respondents making use of information sources since the Getahead show. At the opposite end of the spectrum less than half of visitors to the Fife show made subsequent use of the information sources highlighted during the Getahead show.

Nonetheless, as Figure 0.54 indicates, the great majority, some 73%, of respondents to the Visitor Survey intended to use relevant information sources in the future. This overall figure masked significant variations amongst individual locations. In Renfrewshire, only just over half or respondents intended to use relevant information sources in the future, whereas in Stirling and Fife, over 80% did. Reasons for using information sources in the future are listed in Table 6.5. This figure indicates that job search is a key objective for these respondents. This further suggests that the rationale of many visitors was to find employment opportunities directly. This carries implications for show content and marketing messages.

Figure 0.51 Use of Information Sources since Getahead Show




Source: EKOS Economic Consultants (Q16)

Figure 0.44 Use of Information Sources since Getahead Show, by Show Attended




Source: EKOS Economic Consultants (Q16)

Table 6.3 Use of Information Sources

	Information Sources
	Number of Responses

	Job Search
	30

	Funding
	5

	Course Information
	5

	To get ILAs
	4

	Information on Starting Own Business
	3

	Accessing Learndirect
	3

	Getting on to a course
	3

	To gain European Computer Driving Licence
	3

	To access Careers Advice
	2


Source: EKOS Economic Consultants (Q17)

Figure 0.54 Intention to Use Information Sources in Future




Source: EKOS Economic Consultants (Q18)

Figure 0.46 Intention to Use Information Sources in Future, by Show Attended




Source: EKOS Economic Consultants (Q18)

Table 6.5 Reasons for Using Information Sources in Future

	Reasons
	Number of Responses

	Securing Employment
	32

	To get Funding
	15

	To find out about courses or training
	27

	To set up own business
	3


Source: EKOS Economic Consultants (Q20)

6.6.6
Future Intentions Towards Similar Shows

Overall, the majority of respondents to the Visitor Survey indicated that they would be willing to attend a similar type of show to the Getahead event in the future. However, some 23% would be unwilling to attend, and a further 9% were unsure. These figures did not vary greatly by location of show, as indicated in Figure 0.48.

Figure 0.47 Willingness to Attend a Similar Type of Show 




Source: EKOS Economic Consultants (Q21)

Figure 0.48 Willingness to Attend a Similar Type of Show in Future, by Show Attended




Source: EKOS Economic Consultants (Q21)

6.6.7
Influence of Getahead on Subsequent Actions

An important aspect of the Visitor Survey was the measurement of the influence of the Getahead event on subsequent career or learning actions by visitors. It has already been indicated that a large number of Visitors to the Getahead show found employment in the period following the shows. The survey revealed that many other actions were also undertaken. Importantly, the survey also permitted an estimation of the extent to which these actions were attributable to the Getahead event itself.

Table 6.7 indicates that a wide range of actions was undertaken by visitors following attendance at the Getahead Shows. These actions were of both a specific nature, such as applying for a job, or of a more general nature, such as improvements in confidence or motivation. The most frequent actions were applications for jobs, securing work, or improvements in preparation for job applications. In addition, more general motivation and confidence building were important outcomes. Less significant were actions in the areas of training (either through full or part time courses) or through work. 

Of the top three actions listed, there were considerable differences in the frequency of these actions by the locations of show attended. For job applications, Irvine fared relatively poorly (less than 40% of respondents). In contrast Stirling had over 70% of respondents applying for a job in the period following the show (see Figure 0.49).

Less variation was evident in the level of motivation amongst respondents of the different locations. However, levels of activity in accessing information on training, job opportunities and skill required showed considerable variability. In both Irvine and Motherwell around one third of respondents were active in this area. In Renfrewshire between 40 and 50% of respondents were active. However, in Stirling around two-thirds of respondents were active in this area (see Figure 0.52)

Table 6.7 Career or Learning Actions Since Attending Getahead Show

	
	Yes
	No

	
	Number
	%
	Number
	%

	Applied for a job
	268
	51
	253
	49

	Been more motivated
	246
	47
	275
	53

	Been more prepared for job search (CV etc.)
	223
	43
	298
	57

	Been more active in accessing information on training, job opps and skills required
	223
	43
	298
	57

	Been more confident
	208
	40
	313
	60

	Got a job
	144
	28
	377
	72

	Participated in work related training
	91
	17
	430
	83

	Enrolled on a part time course
	70
	13
	451
	87

	Obtained funding for training
	67
	13
	454
	87

	Enrolled on a full time course
	60
	12
	461
	88

	Been promoted within your own company
	14
	3
	507
	97

	Made arrangements for childcare to allow me to learn/train
	13
	2
	508
	98

	Other
	4
	1
	517
	99


Source: EKOS Economic Consultants (Q22)

Figure 0.49 Visitors Applying for a Job Since Attending Getahead, by Show Attended




Source: EKOS Economic Consultants (Q22)

Figure 0.50 Visitors that have been More Motivated Since Attending Getahead, by Show Attended




Source: EKOS Economic Consultants (Q22)

Figure 0.52 Visitors that have been More Active in Accessing Information on Training, Job Opportunities and Skills Required Since Attending Getahead, by Show Attended




Source: EKOS Economic Consultants (Q22)

An important element of the Visitor Survey is the amount of credit given to Getahead for subsequent career or learning actions by visitors. Table 6.9 indicates that those areas where Getahead influenced most were in:


Being more motivated (42%);


Being more confident (44%);


Being more active in accessing information on training, job opportunities and skills required (40%); and


Being more prepared for job search (33%).

Getahead was less influential in actions relating directly to engaging in training or in applying or getting a job. However, it is noted that just under a third respondents indicated that Getahead was in applying for a job. Some 10% of respondents said it helped them get a job. Another 27% said that it helped a lot in engaging in training. For the top three areas where Getahead was influential in subsequent actions, Irvine stands out as the location where Getahead was consistently more influential than in other locations (see Figure 0.52, Figure 0.54 and Figure 0.56).

Table 6.9 Extent that Getahead Show helped with Subsequent Career or Learning Activities.

	
	A lot
	A Little
	None
	Total

	
	N
	%
	N
	%
	N
	%
	

	Been more motivated
	103
	42
	127
	52
	16
	7
	246

	Been more confident
	92
	44
	103
	50
	13
	6
	208

	Been more active in accessing information on training, job opps and skills required
	90
	40
	106
	48
	27
	12
	223

	Been more prepared for job search (CV etc.)
	73
	33
	116
	52
	34
	15
	223

	Obtained funding for training
	33
	49
	15
	22
	19
	28
	67

	Enrolled on a part time course
	33
	47
	16
	23
	21
	30
	70

	Enrolled on a full time course
	18
	30
	15
	25
	27
	45
	60

	Applied for a job
	17
	6
	60
	22
	191
	71
	268

	Got a job
	13
	9
	29
	20
	102
	71
	144

	Participated in work related training
	9
	10
	10
	11
	72
	79
	91

	Made arrangements for childcare to allow me to learn/train
	6
	46
	1
	8
	6
	46
	13

	Other
	2
	50
	0
	0
	2
	50
	4

	Been promoted within your own company
	1
	7
	1
	7
	12
	86
	14


Source: EKOS Economic Consultants (Q22)

Figure 0.52 Extent that Getahead helped with Visitors ‘Being More Motivated’, by Getahead Show Attended




Source: EKOS Economic Consultants (Q22)

Figure 0.54 Extent that Getahead helped with Visitors ‘Being more Confident’, by Getahead Show Attended




Source: EKOS Economic Consultants (Q22)

Figure 0.56 Extent that Getahead helped with Visitors ‘Being More Active in Accessing Information on Training, Job Opportunities and Skills Required’, by Show Attended




Source: EKOS Economic Consultants (Q22)

Table 6.11 Reasons That Getahead Shows Helped with Subsequent Career or Learning Activities

	Reasons
	Number of Responses

	Information on colleges, courses and qualifications needed
	30

	More confidence since show
	19

	Helped to get me motivated into finding a job
	15

	Pointed me in the right direction
	12

	CV Guidance
	11

	Motivation, seminar ‘On being the best you can be’ was good
	11

	Good source of information
	10

	Learn direct Scotland
	9

	Gave me a lot of ideas where to head
	9

	Realisation of the help out there and job vacancies available
	6

	Showed me a range of options and career paths
	6

	I accessed some information on funding and training opportunities
	6

	Gave me more ideas of where to look for jobs and the qualifications needed
	5

	Understanding more about setting up as business
	5

	Other
	28


Source: EKOS Economic Consultants (Q23a)

6.6.8
Exhibitor Follow-up Activity

It is noted that ongoing contact and follow-up activities were envisaged as a potentially significant and beneficial feature of the Getahead model. In this regard, the Visitor Survey examined the level of follow-up activities. In turn, respondents to the Visitor Survey indicated that only 17% of them were contacted by an exhibitor organisation after the show. This low level of follow up was common amongst all five locations, as indicated in Figure 0.59.

Of those organisations that were involved in follow-up activities,  visitor survey results show that Learndirect was the most prominent, followed by Local Enterprise Companies, Local Colleges and the Employment Service or Career Service (see Figure 0.61). However, the organisations making follow-up actions were very different amongst the five locations. For instance, in Glasgow, the local colleges, the Careers Service and SE Renfrewshire were most active. In Irvine, Learndirect Scotland, along with local colleges and the local enterprise company led activity. Stirling followed a similar pattern. For Motherwell, the lead was taken by the Employment Service, followed by Learndirect Scotland and the Careers Service. In Fife local colleges were most active along with the Employment Service and a range of other organisations. 

It is noted that the variability partly reflects the low total numbers receiving follow-up advice or assistance. This was to be expected given the lack of follow-up implemented as highlighted in Chapter 4.

Figure 0.55 Follow-up Contact by Exhibitor Organisations




Source: EKOS Economic Consultants (Q24)

Figure 0.59 Follow-up Contact by Exhibitor Organisations, by Show Attended




Source: EKOS Economic Consultants (Q24)

Figure 0.61 Exhibitors Organisations Making Follow-up Contacts




Source: EKOS Economic Consultants (Q25)

Figure 0.58 Exhibitors Organisations Making Follow-up Contacts, by Show Attended




Source: EKOS Economic Consultants (Q25)

6.7
Conclusions 

In conclusion, the Getahead events succeeded in attracting a range of attendees including large groups from within the employed and unemployed sectors. In the latter group many visitors were subsequently identified to be in a period of transition from unemployment to employment in which Getahead undoubtedly played a role, although the significance of that role was moderate. 

Indeed, around a third of visitors to the shows came to find a job, and only a fifth to find broader career information (although many also came seeking general information and advice). Therefore the role and purpose of the Getahead event, as more than a job-fair, was not clear to many visitors.

In terms of marketing and sponsorship, there was poor performance from a sponsor’s perspective, with low sponsor recall amongst visitors. The best performance was found for Scottish Enterprise, Learndirect Scotland, BT and the Small Business Gateway.

Zone 1, ‘About Me’, of the Getahead Show achieved moderate to high success and proved good in identifying available learning opportunities and advice sources. However it performed less well in identifying the best career opportunities and individual strengths and weaknesses of visitors. 

Zone 2, ‘Work and Learning’, attained low to moderate impacts. It was best at identifying the qualifications and career opportunities within specific areas or sectors. It was worst at communicating opportunities in key sectors at both a Scottish and local level. Zone 2 also achieved moderate impacts in improving awareness of education opportunities.

In Zone 3, ‘You Can Do IT’, there was low to moderate success in improving awareness and use of IT. However, there were only limited impacts in changing attitudes toward future use of the internet for careers and learning.

For Zone 4, ‘Next Steps’, the Getahead Shows achieved very low to moderate success in improving awareness of support services. However, it is noted that there was moderate success in improving awareness of Learndirect Scotland.

The overall impact on awareness and use of career and learning information indicated moderate success in introducing new material to visitors. However, there was a moderate to high impact in stimulating the subsequent use of relevant information sources.

Finally, in terms of influencing career and learning actions, the Getahead Shows achieved moderate success in some areas, such as improving motivation and confidence, although less so in more direct outcomes such as applications for, and attainment of, employment.

7.


Performance Analysis

Previous Chapters have set out an analysis of the Getahead shows from the perspective of organisers, visitors and exhibitors. This Chapter presents a further analysis of the performance of the Getahead shows with reference to supplementary data sets in the form of attendance figures, and detailed marketing costs. 

7.1
Getahead Attendance

This section presents an analysis of attendance data collected by Database Direct and including information on persons pre-registering for the shows as well as actual visitors attending. 

Table 0.1 illustrates the number of persons pre-registering for the Getahead shows by location of show. The table reveals that a total of 1,905 persons pre-registered. Of this number, Fife had the highest level of pre-registration with some 571 persons, or 30% of the total, pre-registering. Renfrewshire, Lanarkshire, Ayrshire and Stirling followed Fife in descending order of pre-registration levels. The latter two areas commanded only 14% and 9% respectively of total pre-registrations. 

Table 0.1 Pre-registered responses

	
	Number
	%

	Fife
	571
	30

	Renfrewshire
	466
	24

	Lanarkshire
	431
	23

	Ayrshire
	274
	14

	Stirling
	163
	9

	Total
	1,905
	100


Source: EKOS Economic Consultants

While, as indicated above, some 1,905 persons pre-registered, only 1,133 were recorded as actual attendees at the Getahead shows (see Table 0.3). Therefore there was a significant drop-off between pre-registration and attendance. This drop-off was highest for Fife, with 64% of pre-registered persons not recorded as visitors. This fall was far less in the remaining locations. In turn, this suggests that either Fife was particularly poor in sustaining the commitment of pre-registered persons, or that there was a failure to adequately record the attendance of pre-registered visitors. It is not possible from the available data to determine the precise cause of this drop-off.

Table 0.3 Number of attendees who pre-registered

	
	Number
	%
	% Conversion from pre-registered to attendees

	Fife
	204
	18
	36

	Renfrewshire
	303
	27
	65

	Lanarkshire
	311
	27
	72

	Ayrshire
	198
	17
	72

	Stirling
	117
	10
	72

	Total
	1,133
	100
	59


Source: EKOS Economic Consultants

Table 0.5 indicates the total numbers actually attending the five shows. Thus, some 2,686 persons attended in total, of which just under half pre-registered. Overall visitor figures reveal that Lanarkshire was the most popular event, followed in descending order by Renfrewshire, Fife, Ayrshire and Stirling.

Table 0.5 also shows that of those visitors that came along on the day (without pre-registering), Lanarkshire was most successful in this regard, followed by Fife, Renfrewshire, Ayrshire and Stirling. The latter two locations performed worst in terms of both on-the day visitors and pre-registration levels.  

Table 0.5 Number of Pre-registered and Non Pre-registered Visitors by Location

	
	Pre-registered
	Secondary
	On door
	Total

	Lanarkshire
	106
	205
	448
	759

	Renfrewshire
	168
	135
	297
	600

	Fife
	89
	115
	346
	550

	Ayrshire
	92
	106
	237
	435

	Stirling
	50
	67
	225
	342

	Total
	505
	628
	1553
	2686


Source: EKOS Economic Consultants

7.2
Pre-registered Persons

If pre-registered persons are examined in greater detail, it is apparent, as can be see from Table 0.7, that a majority of those pre-registering are female (54%). In terms of age, some 45% of pre-registrants were between the ages of 25-39. A further 24% are between 40-49 years of age (Table 0.9).

Table 0.7 Pre-registered by Gender
	
	Number
	%

	Male
	864
	46

	Female
	1034
	54


Source: EKOS Economic Consultants (Base 1898)

Table 0.9 Pre-registered by Age
	
	Number
	%

	17 and under
	43
	3

	18-24
	244
	18

	25-39
	603
	45

	40-49
	329
	24

	50-55
	102
	8

	56-65
	30
	2


Source: EKOS Economic Consultants (Base 1351 )
Employment status of pre-registered visitors indicates that some 86% were ‘employed’ or ‘unemployed’, with an even split between these groups (Table 0.11). 

Table 0.11 Pre-registered by Employment Status
	
	Number
	%

	Still At School
	14
	1

	Unemployed
	581
	43

	Employed
	587
	43

	Facing Redundancy
	19
	1

	Self Employed
	30
	2

	Returner To Work After a Career Break
	44
	3

	College Student
	25
	2

	University Student
	11
	1

	Retired
	11
	1

	Other
	30
	2


Source: EKOS Economic Consultants (Base 1352)

Of those people pre-registering, the majority (48%) indicated that their main motivation for registering was to obtain advice on job opportunities. A further 34% sought ‘general advice’. The remaining 18% were specifically looking for advice on courses (see Table 0.13).

Table 0.13 Pre-registered by motivation for attendance
	
	Number
	%

	General advice
	366
	34

	Advice on learning Courses
	191
	18

	Advice on job opportunities
	522
	48


Source: EKOS Economic Consultants (Base 1079)

Further information supplied by Database direct gave an indication of the previous learning characteristics of pre-registered persons. Table 0.15 indicates that these experiences were widely varied and encompassed a variety of levels and venues, the most prominent of which were college courses and university level activities.

Table 0.15 Individuals sent tickets by type of personal training
	
	Number
	%

	School
	152
	18

	College Course
	270
	33

	University Course
	168
	20

	Govt Funded Training Initiative
	44
	5

	Company Based Training Programme
	112
	14

	Self Direct Learning at Community Learning Centre
	44
	5

	Private Training Company
	34
	4


Source: EKOS Economic Consultants (Base 824)

7.3
Visitors

This section provides a more detailed analysis of attendees (both pre-registered and others) by age, employment status, participation in learning and attendance motivation.

Interestingly, the age profile of attendees is generally more youthful than that of the pre-registered group. A higher number of those 17 year and under attended, mainly at the expense of the 25-39 year old group (see Table 0.17). This is accounted for by a high proportion of those attending on-the-day being from a youthful age range, in comparison with the pre-registered as a whole. However, some of these individuals were school pupils bussed in for the day by organisers.

Table 0.17 Attendees by Age Group
	
	Pre-registered
	Secondary
	On door
	Total

	
	N
	%
	N
	%
	N
	%
	N
	%

	17 and under
	8
	2
	99
	20
	162
	12
	269
	12

	18-24
	66
	17
	92
	19
	268
	20
	426
	19

	25-39
	165
	43
	162
	33
	440
	33
	767
	35

	40-49
	106
	28
	90
	18
	304
	23
	500
	23

	50-55
	27
	7
	33
	7
	118
	9
	178
	8

	56-65
	10
	3
	11
	2
	50
	4
	71
	3

	65 and over
	0
	0
	0
	0
	6
	0
	6
	0


Source: EKOS Economic Consultants

In terms of employment status, as for pre-registered persons, the unemployed and employed made up the majority, although the latter are dominant (Table 0.19). This contrast with the perceptions of some organisers and exhibitors, that unemployed persons dominated the visitors.  This highlights, that the targeted messages associated with the marketing campaign were successful in attracting the right type of person, however as is shown below, there were misconceptions about the actual product offering available at the show on the day.

Table 0.19 Attendees by Employment Group
	
	Pre-registered
	Secondary
	On door
	Total

	
	N
	%
	N
	%
	N
	%
	N
	%

	Still At School
	5
	1
	0
	0
	0
	0
	5
	0

	Unemployed
	169
	45
	225
	47
	573
	42
	967
	44

	Employed
	160
	42
	244
	51
	716
	53
	1120
	51

	Facing Redundancy
	5
	1
	0
	0
	0
	0
	5
	0

	Self Employed
	8
	2
	0
	0
	0
	0
	8
	0

	Returner to work after a career break
	4
	1
	0
	0
	0
	0
	4
	0

	College Student
	10
	3
	0
	0
	0
	0
	10
	0

	University Student
	4
	1
	0
	0
	0
	0
	4
	0

	Retired
	3
	1
	10
	2
	64
	5
	77
	3

	Other
	10
	3
	0
	0
	0
	0
	10
	0


Source: EKOS Economic Consultants

In terms of current participation in learning activities, just under two thirds (65%) of visitors were not presently engaged in learning activities (see Table 0.21). Of the group who were participating in learning, the majority of these, some 75%, were working towards a qualification (Table 0.23). 

Table 0.21 Attendees by Participation in Learning
	
	Pre-registered
	Secondary
	On door
	Total

	
	N
	%
	N
	%
	N
	%
	N
	%

	Yes
	3
	1
	269
	46
	544
	37
	816
	35

	No
	256
	99
	318
	54
	935
	63
	1509
	65


Source: EKOS Economic Consultants

Table 0.23 Attendees by Participation in Learning - Towards a Qualification
	
	Pre-registered
	Secondary
	On door
	Total

	
	N
	%
	N
	%
	N
	%
	N
	%

	Yes
	2
	67
	192
	73
	395
	76
	589
	75

	No
	1
	33
	70
	27
	128
	24
	199
	25


Source: EKOS Economic Consultants

Bearing in mind the large number of pre-registered attendees who were not currently participating in learning, only 19% of pre-registered visitors indicated that a motivation for attendance was to obtain advice on courses. Instead, some 46%, sought information on job opportunities. A further 36% sought ’general advice’ (see Table 0.25).

Table 0.25 Pre-registered Attendees by Motivation for Attendance
	
	Number
	%

	General advice
	116
	36

	Advice on learning Courses
	60
	19

	Advice on job opportunities
	148
	46


Source: EKOS Economic Consultants (Base 324)

7.4
Marketing Campaign

This section relates the costs involved in the marketing campaign associated with the visitor flows described above. As described in Chapter 3, five main advertising mechanisms were employed, namely, TV, National Press, Local Press, Radio and Door Mailing (see Table 0.27). Of these methods, TV was by far the most costly at £142,403 for the five locations, representing 61% of the total marketing costs. National Press, Local Press, and Radio accounted for 13%, 12% and 11% respectively. Door mailing contributed some 3% of marketing costs. In turn, pre-registration data collected attributed cost per response to each of the above marketing methods. These figures are presented below in Table 0.29 to Table 0.34. 

Table 0.27 Marketing Methods by Cost, £s

	
	TV
	National Press
	Local Press
	Radio
	Door Mailer
	Total

	Shows
	£

	Renfrewshire
	45,058
	5,923
	2,071
	8,732
	886
	62,670

	Ayrshire
	15,665
	5,866
	7,935
	3,733
	2,761
	35,960

	Lanarkshire
	38,239
	6,308
	6,513
	9,491
	1,950
	62,501

	Forth Valley
	25,923
	7,998
	6,072
	199
	1,358
	43,351

	Fife
	17,518
	2,445
	4,396
	1,452
	1,568
	27,378

	Totals
	142,403

(61%)
	28,540

(13%)
	26,987

(12%)
	25,407

(11%)
	8,523

(3%)
	231,860

(100%)


Source: The Media Shop, Costs are ex vat.

Table 0.29 Cost per Response by Medium, SE Renfrewshire

	Media
	No. of Responses
	Cost (£)
	Cost per Response (£)

	Scottish TV (Central West)
	346
	45,059
	130.22

	Daily Record (West)
	16
	2,176
	136.00

	The Sun (West)
	4
	1,061
	265.25

	The Herald
	14
	1,462
	104.43

	The Metro
	6
	1,224
	204.00

	Paisley Daily Express /R. World
	Not Recorded
	915
	/

	Greenock Telegraph
	Not Recorded
	481
	/

	Gazette Group
	Not Recorded
	675
	/

	Radio Clyde
	10
	4,692
	469.20

	Scot FM (West)
	7
	1,620
	231.43

	Beat FM (West)
	1
	1,207
	1,207.00

	96.3 QFM
	4
	1,214
	303.50

	Door to Door Mailer
	16
	887
	55.44

	Totals
	424
	62,673
	147.81


Source: The Media Shop

Table 0.16 Cost per Response by Medium, SE Ayrshire

	Media
	No. of Responses
	Cost (£)
	Cost per Response (£)

	Scottish TV (Central West)
	107
	15,665
	146.40

	Daily Record (West)
	18
	2,266
	125.89

	The Sun (West)
	6
	1,104
	184.00

	The Herald
	9
	2,496
	277.33

	S & UN Ayrshire 3
	11
	3,415
	310.45

	Ayrshire Weekly Press
	6
	4,270
	711.66

	Beat FM (West)
	2
	907
	453.50

	West Sound
	9
	2,826
	314.00

	Door to Door Mailer
	77
	2,761
	35.86

	Kilmarnock FC Screen
	2
	250
	125.00

	Totals
	247
	35,959
	145.58


Source: The Media Shop

Table 0.17 Cost per Response by Medium, SE Lanarkshire

	Media
	No. of Responses
	Cost (£)
	Cost per Response (£)

	Scottish TV (Central West)
	146
	37,531
	257.06

	Lanarkshire TV
	N/A
	708
	708.00

	Daily Record (West)
	2
	2,266
	1,133.00

	The Sun (West)
	1
	1,104
	1,104.00

	The Herald
	8
	1,522
	761.00

	The Metro
	2
	1,416
	708.00

	Motherwell Times / Bellshill Speaker
	6
	1,337
	222.83

	Lanark Gazette
	2
	770
	385.00

	Cumbernauld News
	0
	1,283
	1,283.00

	S&UN Lanarkshire
	6
	3,123
	520.50

	Radio Cyde 1 & 2
	10
	5,141
	514.10

	Scot FM (West)
	0
	2,163
	2,163.00

	Beat FM (West)
	4
	1,436
	359.00

	Clan FM
	3
	751
	250.33

	Door to Door Mailer
	27
	1,950
	72.22

	Totals
	217
	62,501
	288.02


Source: The Media Shop

Table 0.18 Cost per Response by Medium, SE Forth Valley

	Media
	No. of Responses
	Cost (£)
	Cost per Response (£)

	Scottish TV (Central West)
	67
	25,923
	386.91

	Daily Record
	1
	2,761
	2,761.00

	The Sun (West)
	2
	1,104
	552.00

	The Herald
	4
	1,522
	380.50

	The Scotsman
	1
	1,416
	1,416.00

	The Metro
	8
	1,195
	149.38

	Stirling Observer
	10
	1,481
	14.81

	Falkirk Herald
	6
	1,820
	303.33

	Alloa & Hillfoots Advertiser
	7
	1,855
	265.00

	Wee County News
	1
	916
	916.00

	Beat FM (West)
	3
	1,178
	392.67

	Central FM
	0
	821
	821.00

	Door to Door Mailer
	24
	1,358
	56.58

	Totals
	134
	43,351
	323.51


Source: The Media Shop

Table 0.34 Cost per Response by Medium, SE Fife

	Media
	No. of Responses
	Cost (£)
	Cost per Response (£)

	Scottish TV (East)
	65
	17,518
	269.51

	Daily Record (East)
	3
	1,197
	399.00

	Dundee Courier
	2
	1,248
	624.00

	Dunfermline Press Group
	1
	1,904
	1,904.00

	Fife Free Press Group
	9
	2,492
	276.89

	Kingdom FM
	4
	1,452
	363.00

	Door to Door Mailer
	29
	1,568
	54.06

	Totals
	113
	27,378
	242.28


Source: The Media Shop

The tables suggest that marketing impacts were variable across the different media and locations. Average costs by area are as follows:


SE Renfrewshire
£147.81;


Se Ayrshire

£145.57;


SE Lanarkshire
£288.02;


SE Forth valley
£323.51; and


SE Fife


£242.28

Average costs by medium are presented below in Table 0.20. These figures highlight the relative expense of local press and radio. However comparison with figures obtained for the Personal Enterprise Shows, suggests the Getahead figures are broadly comparable.

Table 0.20 Average Marketing Costs by Medium, Getahead and Personal Enterprise Show

	Medium
	No of Responses (Getahead)
	Cost per Response

	
	
	Getahead (£)
	Typical figures for PES (£)

	TV
	731
	194.80
	480.00

	National Press
	106
	264.26
	160.00

	Local Press
	65
	415.18
	203.00

	Radio
	58
	438.05
	44.00

	Door to Door mailer
	173
	49.27
	-

	Other (Kilmarnock Stadium Screen)
	2
	125.00
	

	Totals
	1,135
	204.28 (av)
	221.75 (av)


Source: EKOS Economic Consultants

7.5
Conclusions

Attendance data suggests that the messages associated with the marketing campaign worked well in attracting appropriate target groups including both unemployed and employed persons, and across a range of ages and learning backgrounds. However, motivation for attending reinforces other findings presented in Chapters 5 and 6 that indicates a prime concern of visitors in finding job information rather than wider learning and career advice and information.

It is noted that high drop-off of pre-registered persons in Fife suggests that there may have been an issue regarding marketing effectiveness in this location. However, this drop-off occurred despite relatively high marketing spend in Fife. In general variation in drop-off or pre-registered persons does not appear to correlate with marketing spend. However, it is noted that in Fife, a relatively low number of different marketing channels were used in comparison with the other locations. 

In conclusion, the figures reveal that in terms of cost per attendee, the marketing element of the project was expensive. However, it is noted that the costs represent investment in building awareness for a longer-term initiative, rather than for five isolated events. Nonetheless, the high costs involved raise questions about whether the present Getahead model represents the best means of communicating lifelong learning messages in contrast with other mechanisms that have since emerged within this arena.

8.


Conclusions and Recommendations

8.1
INTRODUCTION

The Getahead project involved a series of five events in Ayrshire, Fife, Forth Valley, Lanarkshire and Renfrewshire between October 2000 and March 2001. These events focused on developing ‘employability’ and were developed primarily to prepare individuals for the future economy, providing a context for facilitating individual choices as well as ensuring that a wide range of relevant support organisations were on hand to help make immediate progress towards personal goals. Some 2,686 persons attended the events.

The events took the form of a personal development show consisting of four zones covering such issues as individual strengths and options; learning about the future economy and key industry sectors; identifying the best learning route (e.g. formal, informal, on-line); getting on-site support for funding, job matching, self-employment; and lastly, an introduction to the internet and the core skills of IT. The events were sponsored by BT Scotland and fronted by Scottish Enterprise in collaboration with Learndirect Scotland.

This report has provided an assessment of the impact of the Getahead shows with regard to individuals against the stated objectives of :


raising their awareness of the knowledge economy and the future of work;


encouraging a more positive attitude to learning;


developing their understanding of the tangible and qualitative benefits of learning; and


encouraging show attendees to take steps towards learning appropriate to them.

It has also reviewed the operational aspects of designing and delivering a series of events of this kind.

The following sections present our conclusions about what worked well and the lessons learned from those areas which would require to be modified for the future.  We examine show design and delivery, follow-up activities, and the initiative’s overall performance in terms of economic impact and value for money.

8.2
what worked

In terms of the elements of the initiative which worked well, we conclude that these were: the branding exercise, targeting, the product offering and partnership working.  We now discuss each of these in turn.

8.2.1


Branding

The Getahead branding was a tool used to aid the delivery of the awareness raising objectives of the event through both the national and local marketing campaigns and marketing materials used at the events themselves. The messages associated with Lifelong Learning, i.e. the important links between the world of work and learning and the benefits of education and training, are difficult ideas to sell to a target audience unfamiliar with the current world of learning and training.  

Strong branding was therefore deemed necessary to allow target audiences to clearly identify with the campaign’s messages and the roadshows’ objectives.  

Supporting this conclusion was the level of recall of those attendees surveyed as part of the study fieldwork; it was found that 1 in 2 attendees recalled the Getahead brand.

8.2.2
Targeting

The target audiences for the initiative fell in the main into two groups: those in employment and who have some idea of their work options and/or training requirements but need practical help on how to move on, and those who are looking for inspiration or need to have their options laid out for them, as well as then requiring practical guidance on matching skills with work and learning opportunities.  These target groups were chosen as a result of carefully conducted research which tested the Getahead concept and subsequently the validity of the marketing messages targeting these groups.  

Actual attendance at the shows showed that these audiences were reached; some 51% of attendees were in employment; 65% were not participating in any form of learning currently and some 36% were motivated to attend to gain general advice on learning, skills and work opportunities.  

8.2.3
The Product Offering

The Getahead product offering represented a relatively unique approach in encouraging individuals to think about and take responsibility for their own personal development.  A new concept was developed which involved ‘facilitating’ the individual through their own personal development journey of self analysis, learning needs assessment and information search.  The focus was on the provision of one-to-one guidance with a trained adviser providing the individual with ‘quality time’ to prepare a personal action plan.  The show content, in promoting the concept of Lifelong Learning and its benefits, brought together the world of work and learning in a readily understandable format with for example, a programme of seminars, and the presence of industry and training representatives, both aimed at helping attendees to make the links between job opportunities, core skills and appropriate learning routes.

The success of the product offering can be evidenced by the impact of Getahead attendance on attendees.  Of those surveyed and claiming to be more confident and motivated since show attendance, 42% attributed a lot of this to the help and guidance provided at the show; of those claiming to be more active in accessing information on training and job opportunities, 40% attributed this in great part to the knowledge gained at the show; and of the 144 people who got a job in the period after the show, 10% attributed this to attendance at the show itself. The impacts of the show are discussed further in section 8.5 below.

8.2.4
Partnership Working

A unique feature of the initiative was the role played by partners in all aspects from concept design through to delivery and follow-up.  The partnership approach which  underpinned the entire event was very successful judged by the number of partner organisations taking part and the amount of staff resources volunteered to man the shows on the day.  Partners reported improved networking between organisations at an operational rather than management level, as well as a better knowledge of each other’s activities and approaches with their various client groups.

8.3
What worked less well

There were several areas of the Getahead initiative, which could be improved for future events, whether similar or in a slightly different format.  These are marketing communications planning, private sector involvement and certain aspects of show operations.

8.3.1
Marketing Communications Planning

With respect to the marketing communications plan, there were in actual fact two tiers of objectives, i.e. national and local objectives.  The former aimed to build awareness of the issues surrounding work and job opportunities and aimed to generate a response from viewers/listeners in the form of a telephone call to pre-register for show tickets and information pack.  However, local objectives were to generate a show visit.  The marketing messages used at the local level, however, were not dissimilar to the national media messages used.  The latter were thought provoking, presented ideas and were about appealing to individuals’ feelings; the local advertising and marketing materials, however, were modified versions of the national advert layouts.  

The latter approach, although most likely dictated by cost considerations, was inadequate in that local marketing should have been about inciting action and needed therefore to offer potential show visitors a clearly identifiable product which was reflected in promotional materials.  The actual result was mixed and/or confusing marketing messages as shown by some of the show exit surveys where many visitors had expected a job/recruitment fair.  The EKOS visitor survey results also show that almost one third of attendees came to find a job.  The implications for future similar activities are the need for clear marketing communications objectives as well as overall initiative objectives. 

In terms of the number of show visitors generated by the marketing campaign, response rates were deemed to be low by participating organisations.  Overall targets set were 5000 visitors over the five shows; actual visitors numbered some 2700.  This can be attributed in part to the factors outlined above as well as the fact that local marketing activity had only a two week lead time to build awareness and elicit action.

With respect to value for money, the cost per response (for those pre-registering for a show) was some £204, which was slightly lower than the cost for the last Personal Enterprise Show, which was £222.  This could be judged to be a relatively good result given that PES as an event has a track record and a more tangible product offering to promote.  However, the overall cost of some £900,000 to deliver the Getahead shows increases this figure to some £345.  It would require a significant uplift in the absolute numbers attracted to the shows to be deemed a cost effective way of reaching and engaging with these target audiences.  

It could be argued that these significant costs represent an investment in building awareness of Lifelong Learning issues for the medium to longer term.  But this pre-supposes that the marketing messages and activities will be sustained and continue into the future.  In addition, without a means of tracking the outcomes and impacts of this type of awareness raising activity, it is becomes hard to justify this level of expenditure based on show visitor numbers alone.

8.3.2
Private Sector Involvement

Private sector organisations were involved in Getahead as sponsors, exhibitors and visitors.  In terms of raising local sponsorship individual show organisers were discouraged from this by the main funder SE as there were fears that this may have interfered with maintaining consistency in content and messages across shows.  In addition, it was thought that it might have been difficult to co-ordinate the input from a number of different local sponsors.  With hindsight, however, local organisers felt that local sponsorship would have enhanced the content of the shows and allowed the Getahead product to be ‘localised’ as required.

As exhibitors, very few employers were persuaded to take part in the ‘work zone’.  The original design concept included an employers’ village but organisers found it difficult to engage employers.  This was deemed to be due to two factors, namely the lack of a clear product offering, i.e. the ‘what’s in it for me’, as well as a lack of dedicated ‘selling’ resource to target, visit and follow-up on potential employer participants.

There were a negligible number of employer visitors to the Getahead shows.  This is not surprising given that the marketing communications campaign aimed to target individuals and not employers.

8.3.3
Show Operations

Three key lessons were learned in terms of event delivery and they were concerned with project management, timing of shows and follow-up activity.  

It was agreed that professional project or event management is needed to deliver an initiative of this kind and scale.  Although used by four out of the five show organisers, it was introduced too late and focussed on a relatively narrow administrative role.  Future events of this sort require the use of an external or experienced project management team from a much earlier stage in the planning cycle.  The scope of the project manager’s responsibility should also be widened to include: raising sponsorship, and engaging employers and partners.  There are also economies of scale to be gained in purchasing and the use of staff time. 

The timing is crucial to the number of visitors an event of this sort will attract. The event should be planned to fit in with the start of local college and training organisations’ calendars and recognising the timings of national and local job and careers fairs, and college open days.

With respect to follow-up activity  this was not effectively planned prior to the roll-out of the roadshows.  There was no co-ordinated plan of activities, timings and allocation of responsibilities.  The lack of a formal follow-up plan co-ordinated with partners, has no doubt negatively affected the impact of the roadshows, however, this can only be assumed as measurement is not possible.  This is confirmed by the visitor survey results which show that only 1% of visitors said they had been contacted post roadshow, with 84% saying they were unsure whether there had been some follow-up activity.  A lack of ring-fenced resources and budget for follow-up has doubtless contributed to the lack of activity.  

8.4
local issues

In this section we present the key areas, which require consideration at the local level by organisers for the delivery of an event such as Getahead.  They include: the local labour market, the quality of human resources, and the integration of the initiative with other local public sector activity.

8.4.1
Local Labour Market

The local labour market will dictate the selection of target markets and the subsequent focus of marketing messages which should clearly communicate the product offering.  For example the Fife Getahead show targeted the unemployed in particular and designed marketing messages and methods appropriately.

In turn the marketing methods employed need to ‘suit’ the local situation.  For example communication methods already successfully used by partner organisations with their client groups, should be used if possible.  Similarly, depending on the characteristics of the target markets chosen the Lifelong Learning ‘product offering’ can be tailored accordingly, taking into account complementary partner activity. 

8.4.2
Human Resources

The implementation and success of an event such as Getahead is highly dependant on the availability and quality of partner organisations’ employees and staff. However, in most cases event organisers have no input to the selection of volunteers or staff, and therefore, quality can be an issue.  This was seen as a concern with an event of this kind given that staff are required to play a proactive facilitation role and adopt a customer care focus on the day.  Not all volunteers will have this type of front line role in their normal day-to-day job.

8.4.3
Integration

Future events must integrate well with partners’ strategic and/or marketing objectives and activities.  This will ensure a better product offering and minimise duplication and overlap, thus ensuring a more cost effective use of resources.  In addition, integration can aid the implementation of client follow-up through working closely with partner organisations to deliver follow-up support as well as to track outcomes of the support delivered to individual clients. 

8.5
initiative performance

This report has presented evidence that the objectives set out in section 8.1 above, have all been met with a varying degree of success. 

The post show visitor survey, reported in detail in Chapter 6, indicated that the Getahead events succeeded in attracting a range of attendees including large groups from within the employed and unemployed sectors. In the latter group, many visitors were subsequently identified to be in a period of transition from unemployment to employment in which Getahead undoubtedly played a role, although the significance of that role was reported as moderate. 

In terms of marketing, around a third of visitors to the shows came to find a job, and only a fifth to find broader career information (although many also came seeking general information and advice). 

Therefore the role and purpose of the Getahead event, as more than a job-fair, was not clear to many visitors. There was a poor performance from a sponsor’s perspective, with low sponsor recall amongst visitors. The best performance was found for Scottish Enterprise, Learndirect Scotland, BT and the Small Business Gateway.

In terms of the central objectives of the shows, Zone 1 of the Getahead Show, ‘About Me’, achieved moderate to high success and proved good in identifying available learning opportunities and advice sources.  However, it performed less well in identifying the best career opportunities and individual strengths and options of visitors. 

Zone 2, ‘Work and Learning’, attained low to moderate impacts. It was best at identifying the general qualifications and career opportunities within broad industry areas or sectors. It worked less well at communicating opportunities in specific locations. However, the visitor survey revealed that this zone achieved moderate impacts in improving awareness of education opportunities.

In Zone 3, ‘You Can Do IT’, there was low to moderate success in improving awareness and use of IT. In addition, there were only limited impacts in changing attitudes toward future use of the internet for careers and learning. 

For Zone 4, ‘Next Steps’, the Getahead Shows achieved very low to moderate success in improving awareness of support services. However, it is noted that there was moderate success in improving awareness of Learndirect Scotland specifically.

The overall impact on awareness and use of career and learning information indicated moderate success in introducing new material to visitors. However, there was a moderate to high impact in stimulating the subsequent use of relevant information sources. Finally, in terms of influencing career and learning actions, the visitor survey revealed that the Getahead Shows achieved moderate success in some areas, such as improving motivation and confidence, although less so in more direct outcomes such as applications for, and attainment of, employment.

As a caveat, it is re-stated that the full impact of much of the support activity delivered will only become apparent over the longer term.

A further objective of the report was to examine the effectiveness of post-show follow-up. As discussed in section 8.3 above, this was found to be generally absent. The focus of most exhibitors was towards on-the-day activity and did not include a longer-term relationship or dialogue with visitors that was of a direct nature. The main exception was educational establishments that directed visitors towards specific courses or maintained communication through mailing arrangements.

8.6
future delivery models

8.6.1
Strategic Fit, Duplication and Overlap

An additional objective of this report was to assess whether there was evidence of market failure and whether the Getahead shows were an appropriate mechanism for addressing this.  At the time of concept development, it was ‘early days’ in terms of the government’s Lifelong Learning agenda and many local economic development agencies were still reviewing training and learning provision and its uptake locally, as well as planning what interventions and activities would be appropriate.

SE, in recognising that the ultimate economic benefits of promoting learning, re-skilling and upskilling were more and better jobs, and not merely a better educated population, wanted to help individuals understand the ultimate benefits of learning and thus encourage them to engage in the world of training and education.  In the absence of any existing mechanism which promoted this message at that time or any organisation directly tasked with promoting Lifelong Learning, the Getahead concept was developed by SE’s Skills Team.

However, the fit of the Getahead initiative, with existing national and local infrastructure, in promoting learning is now in question.

Learndirect Scotland has been tasked since September 2000 with the promotion of Lifelong Learning nationally, and locally in partnership with LECs and other organisations. They aim to be a one-stop shop for individuals who want advice about, and access to, learning opportunities. Individual Learning Accounts (ILAs) are a mechanism that has been designed to encourage individuals back into learning and training, and these are promoted at the local level through ‘front line’ organisations.

The government’s social inclusion strategy involves targeting considerable resources at those geographical areas and individuals that are under-performing economically as well as socially. Targeting socially excluded individuals is a key area of activity for many local economic development organisations, therefore intervening at a local level with communities and targeting available resources accordingly is currently a preferred approach for the delivery of many projects and initiatives.

The new Careers Scotland organisation, as it rolls out from early 2002, will focus on all-age careers guidance providing a one-stop shop for careers advice for those seeking a first job, new job, or education or training. It will be necessary to consider what promotional activities are planned and for what target groups, in order to avoid duplication or overlap. In addition, SE’s Future Skills Unit has been tasked to understand and monitor employers’ needs and disseminate sector skills requirements to appropriate organisations.

The above organisations between them are in essence planning to deliver the Getahead ‘product’. The organisational landscape has changed since the Getahead concept was first developed and this must be taken into account when considering whether to further develop this pilot initiative. 

Depending on how Getahead was developed for the future, e.g. to include a job fair element, a further example of potential overlap is provided by the Glasgow Careers, Enterprise and Jobs Fair (at the Scottish Exhibition and Conference Centre) organised by private sector events organiser Jarvis.  This is a well established event which attracts sponsorship from a wide variety of organisations and companies including SE.  The event targets job seekers and has a strong emphasis on recruitment that contrasts with the holistic Getahead approach to customised information on enterprise, training and education. 

Nonetheless the job information on offer at recruitment fairs such as Jarvis events acts as a strong hook for exhibitors (especially private sector employers) and visitors alike. In turn, this permits a scale of event, in terms of visitor numbers and exhibitor diversity, which Getahead found difficult to sustain.

Issues of duplication and overlap of activity aimed at promoting Lifelong Learning are now a real issue to be considered in shaping the future of the Getahead or any similar initiative.  

The following sections present a number of options for the future development of the Getahead initiative. A number of Getahead organisers were asked to consider the future of the Getahead initiative and the promotion of Lifelong Learning. These views are taken into account below.

8.6.2
Model 1 Enhanced Recruitment Opportunities

The first model assumes the format of the pilot events is maintained with the additional element of more job and recruitment information. This is likely to generate greater ‘buy-in’ from private sector exhibits and visitor numbers. However, this format is unlikely to be sustainable on the grounds of duplication and overlap as discussed above. In addition, issues of effective targeting and marketing value are unlikely to be resolved.

8.6.3
Model 2 Complementing Existing National Events

A second opportunity is to adapt the Getahead event in such as way as to complement existing national job and careers events, through the provision of customised career and learning information. 

Advantages of this approach are to access well attended events, with a high degree of private sector employer involvement. There are in addition, opportunities to reduce marketing costs through combined efforts. From the perspective of private sector organisers, such a strategy affords the opportunity to engage and co-ordinate more effectively with relevant public sector bodies.

Disadvantages of this approach are: 


potential conflict over branding/ marketing;


issues over the scope to fulfil the Getahead process in a physically reduced setting (bearing in mind private sector organiser’s commercial requirements); and


restricted access to Getahead activities for individuals at the local and regional level.

Other issues to be considered are:


planning and coordination of relevant follow-up activities; and


allocation of responsibility for the costs, training and logistics of staffing events with relevant advisers.

8.6.4
Model 3 Local Activities

A current strength of the Getahead approach is its multiple regional events. A future opportunity for development is of replicating the Getahead concept and roadshow mechanism in the form of localised events, which would be on a smaller scale than previous shows. The concept, that is, targeting people who need to be employable in the long term, and process would remain the same but this approach would make it easier to target the most appropriate local audiences using localised images and marketing messages, as well as being able to better engage local employers and sponsors.

It is important that care should be taken to ensure that the event des not turn into a job fair, although it could be run in partnership with a job fair, thus perhaps giving some increased tangibility about what attendance at the event offers to potential visitors. 

The Getahead show could also continue to run as is but preferably as one of a series of inter-connected events locally, with perhaps a co-ordinated marketing effort. 

Reference is also made to the need to take cognisance of planned Learndirect promotional activity throughout the country that may involve engaging with the public at a local level. The same applies to the new Careers Scotland organisation that will also have marketing plans, although this is unlikely to happen before the latter part of 2002.

A number of issues stem from this approach relating to private-public co-operation:


the need to identify coverage of locally-based job fairs and to identify the degree to which co-operation is viable; and


the desirability/feasibility of tying in the Getahead brand for local/national marketing campaigns.

Further issues relate to the requirement to scale down the size of events for local venues:


that the activities remain inter-agency;


that the process and messages remain intact;


that employers, sponsors, images and marketing are appropriate to a local setting;


that events are co-ordinated with partners initiatives at the local level (e.g. Learndirect road shows); and


that there is consistent project management across localities.

Other issues to be considered are the need to adapt content to reflect the increased variability of local audiences and to ensure that their particular needs are addressed. 

In addition, greater decentralisation of the events requires that consideration be given to ring-fencing funds in order to secure the capacity to fulfil the potential of the Getahead process.

8.6.5
The Next Steps

The above models must be considered in consultation with SE’s partner organisations, taking cognisance of different organisations’ marketing objectives and planned activities.  To what extent the positive aspects of the Getahead concept can be developed to fit and bring synergy to these organisations’ activities will only be known after discussion and consultation.

EKOS
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