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1. Introduction

This report presents the results, conclusions and recommendations of an evaluation of Phase 3 of the Media Innovation Support Programme delivered by The Research Centre (TRC). 
1.1 Study Background

In 1998, TRC was established by Channel 4 (C4), in partnership with Scottish Enterprise Glasgow (SEG), to enable independent production companies based in Glasgow (and the Nations and Regions
) to invest in research and development (R&D). This was to help companies compete more successfully with London-based companies for UK broadcast commissions.

TRC is located in the C4 Nations and Regions office in Glasgow, and operates a portfolio of different projects and programmes aimed at building the competitiveness of independent production companies (indies) across the Nations and Regions. TRC’s aim is to improve the quality of ideas emerging from the independent production sector in order to increase network television commissions and to develop a culture of innovation. There is also an emphasis on developing ideas that will sell and will generate income both in the UK and internationally, and on developing the skills and knowledge required to engage with international television markets and, increasingly, to access new digital media markets and generate revenue from them (by exploiting content rights).  

Within Glasgow, TRC manages the Media Innovation Support Programme (hereafter referred to as the Project), with funding support from C4, SEG and the European Regional Development Fund (ERDF) through the Western Scotland Objective 2 Programme. This is the third Phase of this Project and since its inception, the services delivered have developed in line with industry need. The key elements of the current Project are:

· hot-desk R&D sites for companies to access market research information and other research resources; 

· seminars, workshops and master classes to connect Glasgow companies to UK and international programme commissioners, and new content aggregators;
· R&D funding to support the development of new programme ideas for existing and new markets; 
· an international skills programme to provide key companies with the market knowledge and contacts to compete in international markets; and

· an online information resource and talent database. 

Although based in Glasgow, the work of the Project extends to the rest of Scotland, particularly in terms of access to the on-line network and the website. The organisation also manages a portfolio of programmes to which companies from across the Nations and Regions have access, i.e. the Researcher Development Programme (sponsored by C4), Series Producer Programme (sponsored by the BBC) and the Research Programme
 (supported by the University of Stirling, C4 and Scottish Enterprise). Finally, in 2005 TRC also ran a training programme for indies, Raising the Bar, sponsored by Scottish Enterprise and other Nations and Regions partners.

1.2 Aims, Objectives and Method

The overall aim of the study was to evaluate the impacts of Phase 3 of TRC, and develop potential options for the future development of the Project.  More specifically, the study focussed on: 

· assessing the performance of the Project in terms of its original objectives;

· establishing the economic impacts of the Project;

· examining the progress of the Project in meeting its operational targets (both Scottish Enterprise and ERDF); and

· exploring potential options for the future development of the Project in light of both existing and new opportunities in television and digital media. 

The study was carried out in five stages as follows:

· desk research to review the available monitoring data, assess the progress of the Project towards its operating targets and examine the wider context for the Project;

· consultations with key partners to seek their views on the impacts of the Project and about its future development;

· a telephone and face-to-face survey of companies assisted by TRC during Phase 3 of the Project.  The company survey was aimed at generating quantitative and qualitative data on the impacts of the support on individual businesses;

· a workshop with the key partners in the Project to explore options for the future of the Project and agree the next steps; and

· production of this draft report. 

1.3 Structure


The rest of this report is structured as follows:

Chapter 2 describes the broad strategic and market context for the Project and states the Project’s objectives, aims and targets;

Chapter 3 reports the performance of the Project according to both the strategic partners and the beneficiary companies, largely focussing on the qualitative impacts;

Chapter 4 reports the economic impacts of the Project and examines the progress of the Project in meeting its operational targets (both Scottish Enterprise and ERDF); 

Chapter 6 discusses the potential future options of the Project in light of company feedback and existing and new opportunities in the television and digital media markets; and

Chapter 7 presents our conclusions and recommendations.

Study Context

1.4 Project Description

TRC was established in 1998 as a partnership between SEG and C4. The Centre is located in C4’s Nations and Regions office in Glasgow city centre.  

The remit of TRC was to provide support and advice to promote greater investment in R&D amongst independent television production companies in Glasgow (and in the Nations and Regions).  It is important to note that although TRC was established with a remit to work across the Nations and Regions, the support received by SE and ERDF was, and continues to be, focussed on the development of the independent production sector in Glasgow.  Projects and activities targeting companies across the whole of the Nations and Regions were not supported by SE or by ERDF funding.  These other activities have been funded through other sources as described below, although Glasgow companies remain able to participate in Nations and Regions programmes. 

The specific objectives defined for TRC were as follows:

· to be the centre of excellence for television research, industry training, access to markets and specialist business development for independent companies and talent;

· to improve the skills base and quality of innovative ideas emerging from the independent production sector; and 

· to increase programme commissioning within this sector from traditional and new media channel providers.
1.4.1 TRC: Phase 1 

The first Phase of TRC was the start-up Phase, which focussed on three key projects:

Production Company Development Funding: provision of funding support and access to TRC facilities to companies seeking to develop a television or new media project for a UK broadcaster;

‘Hothouse’ sessions: researchers and producers from independent production companies were exposed to broadcasting commissioners to gain a stronger idea of market requirements in terms of television and new media products; and

Cross Creatives: an event, first held in May 2000, in which television and new media businesses explored the potential for joint venture activity to create new digital media projects. 

An evaluation of Phase 1 of the Project, carried out in 2001, established that TRC had achieved its initial objectives of establishing itself as a centre for innovative thinking and that it had delivered a range of benefits to Glasgow based production companies. Given that the market opportunities became more challenging, sophisticated and competitive (from London and the other Nations and Regions), it was felt that there was ongoing rationale and demand for TRC support. 

1.4.2 TRC: Phase 2

Phase Two of the Project ran for three years, from July 2001 to July 2004.  Following the start-up phase, the aim of Phase 2 was to consolidate TRC's position by deepening and widening its service provision to the sector in Glasgow, enabling more companies to take greater advantage of the market opportunities brought about by the increased demand for quality programmes/content and the growth of digital media channels. The Business Plan for Phase 2 identified the following objectives:

· to become a centre of excellence for R&D within the independent production sector and the driver for sectoral development;

· to engender suitable R&D capability within the sector;

· to improve the quality of the ideas and commercialisation of content from creative SMEs;

· to increase content commissions within the independent production sector; and

· to encourage the cross-fertilisation of content ideas for multi-platform digital outlets.

These objectives were delivered through an integrated programme of activity and support targeted at Glasgow-based production companies, and via programmes delivered through the wider Nations and Regions remit of TRC. 

The four key areas of project activity supported by SEG and ERDF monies were as follows:  
R&D sites: six ‘hot desks’ available to start-ups, emerging companies and those seeking to relocate to the region.  Each hot desk provided access to a PC with broadband access, audience data and research, an extensive regulatory and reference library, market research and trend data, access to broadcasters, a viewing and multiple dubbing facility and boardroom and meeting facilities.  In addition, the tenants had access to the advice and support of TRC staff;

On-Line resources: the development of a website was one of the four projects to be supported by SEG, ERDF and Channel 4; 

Think-Tank Seminars: the third project was the provision of a series of industry seminars with leading practitioners and experts in the creative content industries.  The aim of this project was to build market knowledge and understanding amongst the Glasgow production base and provide learning opportunities relating to new media opportunities; and  

Business Network: The final core project of Phase 2 was the development and facilitation of an online business network for creative content businesses.  The specific objectives of this project were to encourage the exchange of ideas, promote co-venturing, support local companies seeking partners for idea development, to provide a networking and discussion forum and provide information on technological development.

1.4.3 TRC: Phase 3

Phase 3 (the focus of this evaluation) began in July 2004 and runs until June 2007. The projects delivered through the Media Innovation Support Programme funded by ERDF and SEG are similar to those of Phase 2.

The R&D sites continue as before, as do the online resources. However, the website now includes a talent database and a new website has recently been launched with enhanced resources. An online database for production talent was developed: producers and researchers working in Glasgow are able to submit their details and other companies can then access this information and determine the availability of key talent for upcoming projects. In addition to this, the website contains:

· information on the activities of TRC;

· information on trends in media convergence;

· news pages;

· links to key public agencies and stakeholder sites; 

· TRC’s research publications; and

· members login and bulletin board.
The Events Programme for Phase 3 involves a series of events over the three years of the project.  These are ‘Meet the Buyer’ events, branded as the Creative Breakfast series, and they bring together production companies and commissioners and key personnel within broadcasters and other media companies.  

In addition to the above, the project has two new elements in Phase 3.

The first is the R&D Fund. The Project provides small grant awards to production companies towards the costs of researching programme ideas aimed at developing ideas for returning series.  Companies are required to demonstrate 50% contribution to the project, either in cash or in kind. The fund is used in a strategic way to support ideas that demonstrate true market potential, or that have already secured an expression of interest from a broadcaster, but which still required further development before securing financial commitment from the broadcaster. 
The second addition in Phase 3, is the International Skills Programme. Key personnel from production companies are provided with tailored assistance to grow their awareness, knowledge and contacts in international television markets.  The Project combines a series of seminars with key industry contacts from the UK and international broadcasting industry with a bespoke programme to take companies to international markets.  Participant companies are those that have already established a strong reputation within the domestic market, with the Project focusing on developing the skills and contacts required to engage successfully in the international television market.  
Overall, Phase 3 of the project offered a coherent mix of support for SMEs at different stages of company growth and development, and integrated well with the wider activities of TRC across the Nations and Regions.  

In addition to the support delivered by the Media Innovation Support Programme, TRC operates a range of other projects as part of its wider Nations and Regions remit.  These projects are described below. 

Researcher Development Programme (RDP): funded by C4 and now in its seventh year, the Programme subsidises the costs to companies of employing a dedicated researcher for a year and delivers a programme of training and development to the participant researchers.  The training includes skills development, access to commissioning editors, industry seminars and intensive research attachments.  

Series Producer Programme (SPP): formerly the Executive Producer Programme and previous to that the Producer Development Programme, this is a high-end talent development initiative for network programme-makers in Scotland, Wales, Northern Ireland and the English Regions. The scheme is funded by the BBC but is open to freelance and independent producers as well as to BBC staff. It provides a year-long programme of training to experienced producers across the Nations and Regions.  The project is aimed at developing the executive producer base in the three nations and the English regions.    

Raising the Bar (RTB): a business skills development programme for indies based in the Nations and Regions funded in partnership with SE, Scottish Screen and the Northern Ireland Film & Television Commission, among others. The aim is to enhance and add to the existing skills of the company management, allowing them to maximise company potential for growth. 

The last RTB began in June 2005 and ran for 12 months. Participants attended 1–2 days of training seminars each month at TRC in Glasgow. Topics covered in the sessions included strategic planning, board development, company communication, culture and internal structure, marketing and profile raising, employment law and HR issues, and financial management skills.

1.5 Project Funding 

Phase 3 of the Media Innovation Support Programme (the Project) received external funding from the Western Scotland Objective 2 Programme (ERDF), SEG and C4. In addition, TRC receives funding from other sources for their activities outwith the Project (the Nations and Regions projects described above). These partners include BBC Nations and Regions, Northern Ireland Film and Television Commission, South West Screen, Northern Film and Media, Enterprise Ireland, and North West Vision.
Table 2.1, below, shows the breakdown of funding from each of the partners for the Project.  

	Table 2.1: Project Costs (Phase 3)

	
	July 04-June 07

	
	£
	%

	SE Glasgow
	375,631
	27%

	ERDF 
	375,631
	27%

	Channel 4
	632,102
	45%

	Total
	1,374,364
	


Source: ERDF application form, March 2004.

The total cost of the Project stands at £1.37m, with C4 accounting for 45% and the public sector collectively accounting for 55%.

1.6 Market Context

In September 2005 Ofcom, in association with PACT, published the results of a survey of the UK television production sector
. The report revealed that:

· 56% (£1.5bn) of output was produced in house by the public service broadcasters (BBC, ITV, C4, Five and S4C), and 44% (£1.1bn) by external producers;

· 63% (£1.6bn) of all original productions are made in London or within the M25 area  (55% in-house and 45% external); and

· of the remaining 37% outside London and the M25 area, 58% (£550m) of production is accounted for by in-house producers and 42% (£400m) by external producers.

A number of changes in the marketplace have implications for future intervention for TRC. These are outlined below, and focus around regulation, new platforms, consolidation and internationalisation. 

1.6.1 Regulation

The UK broadcasting industry has experienced significant regulatory change as a result of the Communications Act 2003, the formation of the new regulator (Ofcom) and the Review of Public Service Broadcasting (PSB) undertaken by Ofcom
. The main changes here relate to the independent quota and the new Terms of Trade. 

Independent Quota

Firstly, all main terrestrial broadcasters must fulfil a quota requiring them to commission at least 25% of their content from independent producers
. The Communications Act (2003) reinforces the obligation that 25% of all UK Terrestrial Broadcasters’
 productions are commissioned from the independent TV sector. 

In the past, the BBC, the largest broadcaster in the UK market, has been criticised for failing to meet this 25%.  However, the BBC has recently made public its intention to increase the amount of programming commissioned from the independent sector in the future in excess of the 25% threshold. 

In particular, the BBC introduced the Window of Creative Competition (WoCC). The WoCC comprises 25% of all BBC’s programme output (circa  £250m) over and above the independent production quota, and opens this up for competition amongst external (whether indies or not
) and in-house producers. Therefore, the BBC is proposing that 50% of its production output is committed in-house, 25% to the indie sector and 25% open to both. The BBC commitment of 25% of programme output to indies is therefore intended to be seen as a floor not a ceiling figure. 

Nations and Regions Quota

In addition to the quotas for independent production, public service broadcasters are also required to ensure a proportion of production spend outwith the Greater London area (i.e. within the Nations and Regions). The rationale for the Nations and Regions quotas is to deliver benefits in terms of:

· diversity of social, cultural and geographic perspectives;

· diversity of corporate scale and structure; and

· diversity through a number of players in the market. 

The Nations and Regions quotas across the main terrestrial broadcasters stand at:

· 30% for the BBC;

· 50% for Channel 3;

· 30% for Channel 4; and

· 10% for Five.

It should be noted that the Nations and Regions quotas do not guarantee work for indies outwith London, only that money is spent outwith London. That spend could be with indies, broadcaster-owned production companies or in-house.  

Terms of Trade

As a result of the Communications Act, the BBC and Channel 4 now have to agree new Terms of Trade governing their business with the indie sector. These new Terms of Trade were introduced to improve the position of indies in negotiating programming rights with the BBC and Channel 4. This results in terms being more closely aligned with those of ITV.

Historically (with the exception of ITV) indies had to give up significant control in secondary and ancillary rights
 in respect of their programming to broadcasters in return for the funding of their commissions. This limited their ability to build up a library of their own exploitable rights and consequently, limited revenues from the exploitation of those rights. 

The new Terms of Trade effectively unbundle the rights negotiation process, and set out the rights that broadcasters can acquire as part of a primary UK broadcast licence, providing indications of the price by genre (known as ‘per programme rate’) that they will pay for those rights. Broadcasters can no longer insist that indies assign them the programme rights. The broadcasters will retain the primary rights license but the indies can now retain the secondary and ancillary rights allowing them to exploit secondary revenue streams separately from the primary broadcasting fees. These rights can be exploited through wider distribution of international, merchandising and licensing rights.

All the UK terrestrial broadcasters have agreed that for programmes with prices falling within the relevant indicated range, the indie will be entitled to at least 85% of the net profits arising from the non-UK exploitation of that programme. 

The historic practice of ‘cost-plus’ margin pricing, which set indies’ profit margins, has for some indies been replaced by a licence fee arrangement. However, larger indies, of which Scotland has few, are likely to benefit most from this system, as they have greater negotiating power with broadcasters and better established routes for the wider distribution and exploitation of rights. Although the changes are intended to transfer value from the broadcaster to the indie, there is a risk that the lack of scale and negotiating power could limit the overall gain for Scottish indies. There will also be a time lag before the full economic benefits of the changes in the Terms of Trade will be visible. 

There are also fundamental issues regarding the commercial value of secondary and ancillary rights. Ownership of rights alone will not result in economic benefit to Scottish indies. Companies will only benefit if the rights have commercial value, which means developing the right kind of content. For example, factual entertainment formats (e.g. ‘Wife Swap’) are popular in the international market as they have proven appeal and can be easily adapted for local markets. Other kinds of cultural specific content (e.g. some documentary programmes) may have lower value in international markets or on other distribution platforms (see below). Therefore, while rights unbundling does provide opportunities for indies, primary TV rights remain the largest source of revenue for the sector (accounting for 79% of total reported turnover in 2004 for UK companies
). The challenge for indies in seeking to move beyond the ‘cost-plus’ model is to develop the content with broader market appeal.  

Finally, although there is a growing market for secondary and ancillary rights (international secondary and ancillary rights expected to grow by 15% per annum from 2005-2010 with UK rights by 11%)
, the share of  the revenue for UK independent production companies in 2010 will remain dominated by new UK commissions (77%), with secondary and ancillary rights accounting for 21% and international productions by around 3%. 

1.6.2 New Platforms

In addition to the changes in the regulatory environment, continued technological advances have driven an increase in distribution channels with resulting fragmentation of the TV audience. The growth of multi-channel viewing, emerging digital platforms and other new media opportunities are changing the way in which content is delivered and consumed.

However, in order to take advantage of such prospects, the indies themselves must not only have access to the necessary skills (in-house or external), they again need to be able to create saleable high-quality content.

Digital Channels

Demand for programmes from digital channels has increased. Excluding BBC digital services, spend by multi-channel services has grown by 19% per year from 1999-2004 (Ofcom, 2006). In 2004, multi-channel spend accounted for £123m of total spend of first run originations in 2004. 

The rise in digital channels means that audiences have an ever-increasing choice of programme viewing. In the UK, although satellite and cable providers continue to increase household penetration levels, the launch of the Freeview platform has significantly driven the adoption of digital broadcasting services. Competition on digital platforms is now very strong, and the number of potential content buyers is growing.   

However, digital channels do not typically offer the kinds of programmes budgets and the Terms of Trade available with the terrestrial PSBs.  

Distribution Platforms

With the rise of digital distribution channels, and in particular the rapid adoption of mobile phones and broadband internet, versatile content has a greater number of routes to the consumer and a greater number of revenue generating opportunities. Multi-platform exploitation opportunities include: 

· mobile content (programme clips, previews, pictures, updates, interactive games); 

· web based content (distribution of programming via internet subscription, video on demand, extra programme material, clips, previews). Big Brother used this extensively;  

· telephony income such as phone and text voting. The rise in reality TV shows has seen this used widely (e.g. X-Factor); and

· sponsorship (TV, mobile or web based, product placement).

Compelling content, which is capable of multi-platform exploitation, will have increasing value in the digital environment. The main challenge for the Scottish production sector will be to develop this content. This may require new thinking about the converging media environment, and wider partnerships with new media companies. 

The converged media marketplace also raises major challenges around rights ownership and revenue sharing and new Terms of Trade are being agreed with the broadcasters around the sharing of new media rights with indies.  

1.6.3 Consolidation

Consolidation is a growing feature of the production sector UK-wide. Acquisition is an increasingly popular growth strategy amongst production and for others, selling to another indie is a way of realising a return from the business.  

In Scotland, the two largest indies (IWC and The Comedy Unit) have been acquired by the super-indie RDF. While some believe that this will benefit the industry, others see consolidation as a threat. On one hand, there are perceived benefits that come from scale and commercial experience, and from the contacts and access to markets that larger indies bring with them. On the other hand, there are concerns about the loss of creative control and the rise of the super-indie creating and/or increasing the barriers of entry for start-up production companies. 

Regardless, consolidation is an important driver of the production industry, and consideration of the future role of TRC must take this into account.   

1.6.4 Internationalisation

In addition to the sale of rights internationally, there is also a growth in international productions. In 2005, overseas productions accounted for less than 2% (£20m) of the overall revenue for UK indies
. By 2010 this is expected to rise to £45m, accounting for 3% of overall revenue. The rise of new thematic channels around the world has lead to this steady growth in UK programming sales overseas. 

However, only the best UK content will attract large audiences overseas. There is likely to be ongoing international trade in entertainment, factual and reality TV formats with growth in drama and comedy formats. Again, accessing these opportunities is about developing content with commercial appeal. 

1.7 Summary

The market context in which TRC operates is undergoing significant and rapid change, driven by the interlinked drivers of technology, regulation and consumer behaviour. While this creates a degree of uncertainty, a number of key messages emerge:

· the independent production sector has been growing and is likely to continue to grow in the short to medium term;

· the sources of demand for production are growing – mainly from digital channels but also from emerging demand from international markets and new distribution platforms. These are developing markets, and will undoubtedly present opportunities, particularly at the lower end (production budgets on digital channels tend to be small). The main UK broadcasters will remain the main buyers of original content, at least in the medium term; 

· indies will increasingly seek to shift from a ‘cost-plus’ pricing model towards one in which the new Terms of Trade facilitate the retention and exploitation of secondary and ancillary rights. Although rights income will grow in importance (particularly through exploitation across new media channels), primary broadcast commissions will remain the mainstay of the industry. Key opportunities will continue to lie in returning series and higher value genres with greater longer term revenue potential;  

· growth and consolidation in the indie sector will be of particular benefit to the larger companies (the ‘super-indies’). Despite some concerns from the smaller indies in Scotland around this issue, consolidation may help bring benefits of scale and expertise;

· recent analysis also suggests that there is a strong future for small niche players with real expertise, with the implication that medium-size indies without deep genre expertise will struggle unless they diversify; and

· the ongoing and rapid convergence of the digital media environment creates opportunities, although the production sector may need to think more widely about the kinds of content required and about the partners and clients with which it engages.

Project Performance

1.8 Introduction

The main objectives of the Project were to:

· establish a centre of excellence for television research and development;

· improve the quality of ideas from the regional independent production sector; and

· increase programme commissions within the sector from traditional and multi-channel providers.  

In order to examine the performance of the Project, a programme of primary research was undertaken top gather qualitative and quantitative feedback from assisted companies and key partner organisations. This Chapter presents the key findings of this exercise, with a focus on the qualitative measures. The quantitative economic impacts are reported in Chapter 4.

1.9 Fieldwork

Company Survey


Activity monitoring data provided by TRC indicated that since June 2005, 60 companies and 8 freelancers have received support through the Media Innovation Support Programme. 
For 41 of the supported companies/individuals, the only form of assistance received was attendance at one or more networking events or seminars. The remaining 27 (all companies) received, in addition to the networking/seminar support, a combination of support in the form of business advice, hot desks, grants for R&D and participation in the international programme. 


The evaluation survey process targeted those companies that had received more in-depth support from the Project (i.e. not just attendees at networking events).

A total of 25 individuals from 24 companies were interviewed by telephone. In addition, data from a further four companies were collected from previous monitoring exercises conducted by EKOS. Overall, the evaluation captured data from 85% of companies that had received significant levels of support in Phase 3 (47% of all companies). 

Partner Consultations

An agreed set of consultations with the key partners and stakeholders were also conducted as part of the study. The main aims of these consultations were to gain an understanding of:

· the perceived value and impacts of the Project;

· the value and rationale for this kind of support and the extent to which the original rationale remains valid;

· strengths and weaknesses of the various components of the Project;

· the degree of fit between the Project and the wider provision of TRC and other support organisations (both sector specific and mainstream); 

· key issues for the Project moving forward; and

· future options for TRC’s activities in Scotland/Glasgow. 

Consultations were conducted with seven individuals from six organisations: TRC; Channel 4; Scottish Enterprise; Scottish Screen; BBC Scotland; and PACT.
1.10 Assistance Received

The most frequently accessed form of support was the Creative Breakfasts, with 22 of the 24 companies surveyed reporting attendance at least one session. This was followed by networking (12 companies), specialist business development advice (11), R&D grants (9) and hot desks (8). Each of these elements of support, in addition to all other support, was rated by beneficiaries on a scale of one to five with one being very poor and five very good. The results are given in Table 3.1 and Figure 3.1.

	Table 3.1: Rating of Support

	
	Number of Respondents
	% Rating Support as Very Good/Good

	Creative breakfast
	22
	86%

	Networking
	12
	83%

	Specialist business development advice
	11
	72%

	R&D grant
	9
	100%

	Hot desks
	8
	88%

	International programme
	4
	100%

	Edinburgh TV festival*
	4
	100%

	Research reports
	4
	100%


* Edinburgh TV Festival attendance was as part of the Raising the Bar programme
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Overall the responses reveal a very high level of satisfaction with the support received In all areas, at least 72% of respondents rated the support as very good/good. In four cases (R&D grant, the International Programme, Edinburgh TV Festival and research reports) all respondents rated the support as very good/good. More detailed comments and feedback are discussed below as they relate to each element of support. 

Creative Breakfasts and Networking

It is notable that for the most commonly used support (Creative Breakfasts), 86% rated the support as very good/good. Attendees commented that the Creative Breakfasts were part of a critical mass of events that bring key players out of London, not only creating direct benefits for individual companies, but also helping to create a positive perception of Glasgow’s TV production industry. 

In addition, the format provides an opportunity to engage with commissioners and with other production companies, which can potentially lead to collaborative opportunities.  

Despite an overall positive reaction to the Creative Breakfasts, a few companies did highlight that it would be useful to widen the programme to include more BBC commissioners (particularly in light of the importance of the BBC’s commissioning practice in the ongoing development of the sector). Two respondents also felt that despite the benefits of meeting other production companies, it would also be useful if the Creative Breakfasts were also a tool to introduce talent, in particular writers. 
The general networking provided by TRC was rated very highly by 10 of the 12 respondents. A suggested improvement to the networking echoes one of those suggested for the Creative Breakfast – that there should be more involvement from the BBC.

Specialist Business Advice

There was evidence of measurable impact on companies as a result of the specialist business advice provided by TRC. The support enabled at least three companies to shift their strategic direction to focus on higher value genres and formats, with all reporting significant impacts in terms of company development. Some of the economic benefits of this development have already been realised (see Chapter 4), while others are not yet visible, although there was an expectation of future gain. All reported qualitative benefits in terms of developing business knowledge and skills.

Amongst the partners, the specialist nature of TRC’s work was identified as a strength and a key factor in its success, as was the clear focus on business development. The general view is that the Project has helped to professionalise the production industry in Glasgow and has significantly contributed to greater market knowledge and understanding, helping to promote stronger focus on business objectives. Importantly, it was also felt that the Project has contributed to a more positive perception of Glasgow as a leading centre for production activity and for thinking about the broadcasting industry.

These impacts were felt to stem directly from the depth of industry knowledge and expertise within the Project and the degree of specialism in its services. 

R&D Grants

Recipients used the R&D grants in a variety of ways, although all were primarily focussed on developing new genres, new formats and/or new markets.  For one company, the R&D grant resulted directly in them creating a podcast, which subsequently led to them selling an idea to Channel 4 radio. Another three companies completed pilots (for the BBC, Channel 4 and More 4), one of which was a radio pilot which allowed the company to develop characters and script which may then develop into a TV series. one grant recipient hired a researcher and another used the grant to help with script development.

Although the level of funding was relatively low, recipients felt that it was made available at the right time and was enough for the company to take risks in areas that they may otherwise have avoided.  For all of these companies the projects, and resulting benefits, would not have happened without the R&D grant. 

Hot Desks

The hot desks were rated as very good or good by seven of the eight respondents. It was reported that the cost of bringing a researcher into the company can be substantial for small companies (furnishing them with PC, desk etc) and hot desks offer an excellent resource for short bursts of research. One company reported that it was fundamental to the start-up of their company and another that it was critical to nurturing the growth of the business at a particular time by allowing them to have an office in Glasgow.

One company criticised the hot desk provision on the basis that they had to leave after securing their first commission. However, the hot desks are set up to support R&D activity and not to house companies indefinitely. Perhaps this criticism suggests a lack of clarity regarding the key objectives of the hot desks and the conditions of use, particularly when a company is required to leave.  

This lack of clarity regarding the criteria around hot desk support (and R&D grants) was an issue that was also raised by the consultees. Consultees believed that there is a need for TRC to communicate clearly who is eligible for hot desk support (and for R&D grants) and the reasons for that eligibility or otherwise. Some indies felt that TRC can be ‘cliquey’ and companies are more likely to be accepted onto TRC programmes if they are ‘in’ with TRC. Clarity of eligibility criteria would help to alleviate this perception.

International Programme

Regarding the International Programme, Edinburgh TV Festival and research reports all recipients of the support rated it as very good or good. 

In fact for the International Programme all beneficiaries rated it as very good. The Project allowed the companies to make connections and new contacts in new markets that they otherwise would not have been able to achieve. The main benefits of the Project were seen to be that it breaks down the two major constraints of accessing international markets – contacts and finance. 

For one company the Project has already lead directly to a commission from PBS in New York. For others it is too early in the process for direct economic benefits to be visible. However, all recognise that breakthrough in international markets is a long-term process and all are confident, given the connections that have been made, that they will reap the benefits in the longer term.

Edinburgh TV Festival

Although not funded by ERDF, some companies on TRC training schemes including RTB, SPP and RDP, were assisted to attend the TV Festival. The support involved paying for delegate fees, travel expenses and accommodation for participants to attend the festival.

Attendance at the Edinburgh TV Festival was considered to be too expensive for some companies to fund entirely alone, therefore, without the support from TRC they would not have attended and the resulting benefits would have been lost. For one company in particular, attendance had a very positive effect on their business. It provided them with the opportunity to meet buyers and gain market intelligence which led directly to an idea being sold to Channel 4.

Research Reports

Finally, the industry research reports were viewed in a very positive light by the industry. Comments throughout the telephone consultations were that they were a useful resource that companies turn to again and again. One company in particular commented that they now work with three new distributors that they accessed from the ‘Inside the Distributors’ report. This has consequently helped with the retention and sale of rights both nationally and internationally. It should be noted that the research work is not funded through the ERDF project (see Chapter 2).

1.11 Qualitative Benefits

Chapter 4 details the quantitative economic impacts of the support provided by TRC, however, a number of qualitative benefits were reported by the beneficiary companies. 

One of the most common and highly valued benefits of the support was increased knowledge and skills, especially business development skills, which allow the company to become more strategically and commercially focussed. The Project has contributed to a general professionalisation of the sector through its work in influencing the business thinking of the companies. This has resulted in shifting the strategic priorities of many production companies towards higher growth, higher value-added activities (such as drama) and new activities (such as sport). Although not all of the impacts of this have yet been realised, there is evidence that the Glasgow based indies are moving in the right direction. 

The companies were asked how much of an impact TRC support had on their level of knowledge and skills on a scale of one to five, with one being no impact and five being a significant impact. Over three quarters of those that responded
 gave a 4 or 5 rating. Full details are given in Figure 3.2 below.
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It is difficult to attribute the impact on knowledge and skills to a particular type of support or training programme provided by TRC, with most believing that the impact came from a combination of the support. However, there were a few that mentioned the International Programme and more that singled out Raising the Bar as having a significant influence on their knowledge and skills
. 

In addition to this, TRC was considered by beneficiary companies and strategic partners to add value to company development in the indie sector in a number of respects including:

· access to broadcasters and commissioners (and at a higher level than companies would otherwise be able to access);

· provision of industry contacts and networking (both at the national and international level);

· provision of industry knowledge, particularly regarding ongoing market opportunities;

· professionalisation of the sector through influencing the business thinking of the companies;

· contribution to maturity, confidence and understanding in company management; and

· provision of essential start-up resources.
In particular, industry specialism, market knowledge and access to commissioners and industry contacts has provided a unique resource to Glasgow companies resulting in potential competitive advantage, particularly over the other areas in the Nations and Regions.

In addition, there is evidence to suggest that TRC helps in the attraction and retention of companies and talent to Glasgow. Some companies would not have established offices in Glasgow without assistance from the hot desk facilities. Therefore, as reflected in the previous evaluation, there is evidence to suggest that TRC’s presence in Glasgow results in wider benefits to the city. This helps create a positive perception of Glasgow’s indie sector.

The positive impact that TRC has on the production sector in Scotland came through very strongly in the consultations. Not only has it helped companies to win commissions and create employment, TRC’s presence in Glasgow has helped to create a positive perception of Glasgow’s indie sector to the rest of the Nations and Regions, London and internationally. It has helped Glasgow’s companies to gain a competitive edge by providing them with key industry insights and knowledge and has also matured alongside the companies through adapting its services to assist with company development and diversification.

Overall, the study has provided strong evidence of high levels of company satisfaction with the services provided by TRC and the Project has widespread support from the production sector, and from public and private sector partners.  

The key strengths of TRC were viewed as:

· industry specialism (advice and training);
· professionalism and expertise of the staff;

· uniqueness of the offering;

· presence in Scotland; and

· access to key contacts.
Elsewhere, some weaknesses were noted. In particular, there was concern about the reach of the Project and the lack of transparency around criteria for support (as discussed earlier). Importantly, a number of the consultees raised issues with the Centre’s stakeholder relationships. While generally very good (as evidenced by the multitude of funders) it was felt that the Centre should work to develop its relationship with Skillset and with Scottish Screen. There was also a comment that the Centre, while it has clearly had an impact on business performance, has perhaps done less to address creativity. Although not a criticism, this was felt to be an area worth considering in future.

1.12 The Future

1.12.1 Company Prospects

Respondents were asked a series of questions regarding changes and opportunities within the indie sector, and the potential impact of these on the future prospects for their company.

Companies were asked to rate their company prospects on a scale of one to five, with one being very poor and five being very good. As shown in Figure 3.3, around 87% rated their prospects at four or five. None of the companies suggested that their prospects were poor.
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Reasons for this optimism included:

· moving into new geographic markets and high-end genres (e.g. drama);

· exploitation of ancillary rights;

· consolidation of the industry in Scotland resulting in critical mass;

· company brand development and company credibility gained through productions and awards won;

· full time employment of development personnel; and

· company ambition.

1.12.2 Market Growth

The future prospects for the companies were based on market growth conditions and the opportunities and threats facing the industry. Each of the respondents were asked their views on the growth potential of the TV production market and the main opportunities and threats they face. 

As shown in Figure 3.4, 95% of those that responded (20 in total) to the question on market growth believed that the TV production market was growing or growing strongly. These perceptions are in line with the findings of an Oliver and Ohlbaum report
, which predicted growth at almost 7% a year from 2005-2010. Only one company believed that the market was static and none of the companies believed that they operated in a declining market. 

However, while almost all respondents believed that the market was growing some qualified this:

· the market is growing but it is crowded;

· consolidation with the super indies raises questions of whether or not the creative teams in these companies will remain in Glasgow;

· growth will depend on the type of content and the genre in which the company operates; and

· although there is a growth in niche channels, this is not huge in the factual market, in which a number of Glasgow indies operate.

[image: image5.wmf]Figure 3.4: Market Conditions
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1.12.3 Opportunities and Threats

The reasons given by the companies to support their optimism for growth were similar to those given by TRC management and the strategic partners, and focussed largely around the potential future opportunities for the TV production market. These included:

· Nations and Regions quotas and the introduction of the BBC’s WoCC;

· increase in the number of digital channels;

· growth in the on-demand market;

· the new Terms of Trade, resulting in the possible exploitation of rights both in the international and new media markets;

· international opportunities in co-productions;

· opportunities in high-end, high value comedy and drama;

· start-up opportunities (including spin out from larger indies); and

super indies presence in Scotland bringing talent and creating a critical mass. There is a persistent problem of attracting and retaining talent (both on and off screen) and the larger indies may have a role to play in helping to fill the skills gaps especially with regards to high-end talent (i.e. series producers). 

However, a number of key challenges were also highlighted. 

Firstly, the new Terms of Trade present challenges for Glasgow indies. Although, a number of respondents believed that the new Terms of Trade would have a positive impact on the industry, some of the companies did not mention this at all, suggesting that awareness levels and/or ability to take advantage of this is low in the Scottish indie market. On the other hand, it could reflect the fact that the companies were aware that they were not developing the right kind of content to exploit. 

There is also concern that the BBC and C4 will freeze or reduce commission prices as the previous commission price (i.e. before the introduction of the new Terms of Trade) included all rights. Given that the vast majority of production companies’ income is from broadcaster commissions this would impact substantially on their bottom line. 

Furthermore, it is unlikely that many Scottish indies would be able to offset this through the exploitation of primary and ancillary rights as they are not producing enough saleable formats. Finally, it was also noted that the new Terms of Trade do not apply to many of the rising digital channels and their Terms of Trade can be particularly poor (e.g. unlimited repeats for two years).

Regarding the Nations and Regions quotas, there were two main issues raised:  the competition from Manchester and the definition of what constitutes an indie. Three companies commented on the legislative need to clearly define what constitutes a ‘Nations and Regions indie’. Some believe that with consolidation, the creative elements will remain in London and ideas developed there and then simply passed to a Nations and Regions office to benefit from the quota. Three respondents also commented that growth in company size creates a danger of stagnation and reduced creative independence. 

Regarding the Nations and Regions quota, although it presents an opportunity to Scottish companies, the impact of that opportunity may be reduced by the intensity of competition across the Nations and Regions. The main competition will come from Manchester which will strengthen if the BBC relocation to the city goes ahead. 

Although an opportunity, realising international market prospects depends very much on establishing contacts and a sound company reputation and this takes time and effort, with the resulting benefits realised only in the longer term.

Respondents also complained of a London bias (perceived or real) in the commissioning process. London-based commissioners were seen as risk averse, tending to use indies that they know, although some believe that the lack of experienced series producers in Scotland justifies this risk aversion. In addition, it was also noted that nobody at BBC Scotland has the power to commission a programme for the network, which again presents barriers.

Consolidation was viewed as both an opportunity and a threat. It was seen as an opportunity to build critical mass and attract and retain high-end talent. On the other hand there was concern that it would stifle creativity and increase competition in the market. The super indies have greater bargaining power with the broadcasters regarding the terms of commissions. There was also evidence of some concern over super indies lobbying to change the definition of a Nations and Regions indie, resulting in them gaining further from the new Nations and Regions quota. 

Finally, there has been a general downturn in advertising revenue (threatened further by the rise of digital broadcasting and on demand TV) which has contributed to slower growth in programming spend. Ongoing pressure on advertising revenues has the potential to constrain the growth of the production market. 

1.12.4 Future Support

There is strong evidence of future demand for TRC support. The companies were asked if they would require assistance from TRC in the future and if so, in what areas. All of the companies stated that they would seek some form of support from TRC. 

Each of the respondents were asked how significant a role TRC should play in supporting companies across various areas. They were asked to rate their support needs on a scale of one to five, with one being no support and five being a significant level of support. The results are given in Figure 3.5, over.
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As the data show, there is strong demand for training of company managers, researchers and producers. This was a reflection the high regard companies held for TRC training programmes. Related to this was the role TRC should play in strategic business development advice (90% believed that it should have a significant role). 

Respondents also believed that TRC should play a key role in providing information on market opportunities and emerging opportunities in digital media. 

Although a very high proportion believed that TRC should provide investment, its role was seen more as a being at the project level rather than in investment in companies. It is also important to note that more sought training and access to market opportunities than direct financial investment.

Finally, fewer believed that TRC should play a significant role in advising on rights management and exploitation. Instead, PACT was seen as the key agency with the expertise in this area. 

Generally the feeling was that TRC services are well developed at the moment and should continue very much along the same path. The main areas of support suggested were:

Market access: continue to provide routes into commissioners and broadcasters but extend into new market areas, both international and new media.  Engaging more with the BBC would also be advantageous to the indies who complained that the BBC proved difficult to access;

· Genre diversification: support indies to move into higher value genres (e.g. drama, comedy etc) and into saleable formats and returning series. Although this is essentially about creative strategies, it is unquestionably linked into business growth; 

· Knowledge and research: continue to develop itsrole as a provider of market knowledge for the sector. TRC could be a little more proactive in providing this to the industry. The companies said that a newsletter from TRC would be one that they would actually be interested in receiving. There was a feeling by a few very small companies that the information provided by TRC is limited to a select and not open to all;

· Start-up support: continue with the hot desk support. The TV production industry was seen as a difficult industry to start out in and the role that TRC plays in providing start up support is very important for helping businesses keep overheads down, develop networks and contacts. In addition, the start-up role may become increasingly important for TRC in the light of consolidation within the industry. There is anecdotal evidence that suggests there will be a spin-out of individuals seeking creative independence setting up their own business;

· New media: the role for TRC was in interpreting this market for the indies and to work with PACT to help explain the complex nature of rights. Regarding new media, diversity of TRC training was suggested to meet the needs of this new sector. This will require involving other information providers such as BT and may also involve matching multimedia companies to TV production companies to work in a collaborative manner; and

· Talent and business development: although the training provided by TRC was rated highly by participants, TRC should play a greater role in attracting, retaining and supporting high-end talent. 

We would also note here that it does seem that TRC has a critical role to play in assisting companies to shift strategic direction. EKOS has been involved in monitoring TRC’s progress over the last few years through conducting the Phase 2 previous evaluation and the ongoing collection of monitoring data. Based on our understanding of the data, it is clear that TRC achieves its greatest impacts when it helps companies to achieve a strategic shift in business direction.  

2. Economic Impacts

2.1 
Introduction

The impact section of the evaluation questionnaire focussed on key output measures required for reporting progress against ERDF and KMIS targets. The main indicators were:

· number of new commissions as a result of support from the Project (number of new products);

· value of new commissions as a result of support from the Project (sales);

· employment (FTEs and job years) created as a result of support from the Project;

· employment gains broken down according to ERDF targets for women, ethnic minorities, disabled and areas of most in need; and

· outputs split for new and existing businesses.

In addition, questions were asked in order to determine the degree of attribution to the Project. In particular, we accounted for the fact that the beneficiary companies may have received other forms of support, not only from other support organisations, but also from the TRC under their Nations and Regions projects. Other TRC support included the Researcher Development Programme (RDP), the Series Producer Programme (SPP) and Raising the Bar (RTB). This is described below.

Before describing in detail the reported impacts, we would note a couple of methodological issues against which the findings should be viewed. Phase 3 of the Project still has 9 months to run. Therefore, at this stage in the project, it is not possible to provide a robust assessment of the overall final impacts of the Project, and the study should be seen as an interim review and evaluation rather than a final impact evaluation.  

In addition to the timing issue, the study has been constrained by the reluctance/inability
 of companies to attribute benefits to the kinds of assistance provided by TRC.  Also, some of the companies were unable to provide accurate employment impacts. As a result, the impacts may be underestimated. It is important therefore, that the findings are seen in this context.  

2.2 Attribution of Impacts


As mentioned above, in addition to the Media Innovation Support Programme, TRC also manages a number of training and development programmes across the Nations and Regions (as described above). Many of the companies supported through the Media Innovation Support Programme are also beneficiaries of these other Nations and Regions programmes. It is very difficult for the companies that have received both ERDF funded and non-ERDF funded support to attribute impacts to specific support.  


Therefore, in order to ensure robust attribution of benefits to the Media Innovation Support Programme, it was necessary to carry out a pro-rata calculation based on the financial inputs.


For those companies in receipt of other TRC support during the monitoring period, we have calculated the total costs of the support received (the costs of each Programme from which they have received support) and apportioned the reported impacts pro-rata according to the share of these costs accounted for by the Media Innovation Support Programme. This approach has been applied consistently throughout the Project’s monitoring processes. 

2.3 Performance against Targets

The Media Innovation Support Programme has created the following gross impacts from July 2004 to September 2006:

· companies assisted by the Project have secured 31 new programme commissions as a result of the support received;

· the 31 commissions secured as a result of the support of the Project had a total net value of £5.11m. 

· a total of 30 productions are attributable to TRC support;

· the Project had led to the creation of 44.5 gross FTEs (five-year equivalents) in supported companies, 25.2 of which were for women;

· this equates to 31.8 net FTEs, 16.9 of which were for women; and

· supported companies attributed a total increase in gross sales of £5.52m
 to the support of the Project, equating to net sales of £4.63m.

Performance against ERDF Targets

Table 4.1 summarises the performance of the Project in the 27 months from July 2004 to September 2006 against its pro-rata ERDF targets. Note: these are gross targets.  

	Table 4.1: Performance against ERDF Targets (July 04–Sep 06)

	
	Target
	Actual
	%

	Activities

	Instances of advice to existing companies
	316.8
	377
	119.0%

	Instances of advice to new companies
	20.8
	28
	134.9%

	Existing companies receiving advice
	22.8
	40
	175.8%

	New companies receiving advice
	1.8
	13
	742.9%

	Networks supported 
	5.5
	9
	163.6%

	Employment

	Gross jobs created
	61
	44.5*
	73%

	Gross new jobs created for members of ethnic minorities
	0.75
	0.71
	95%

	Gross new jobs created for people with disabilities
	-
	-
	-

	Gross new jobs created for women
	27.5
	25.2
	92%

	Gross new jobs created in areas defined as most in need
	2.25
	0
	0%

	Jobless people securing employment
	2.5
	4.8
	192%

	Jobless people from areas of most need securing employment
	0.75
	0
	0%

	Gross jobs created
	2.5
	8.7
	348%

	Gross new jobs created for members of ethnic minorities
	0.75
	0
	0%

	Sales

	Sales in existing businesses (£m)
	£6.16
	£4.63
	75%

	Sales in new businesses (£m)
	£0.63
	£0.89
	141%

	Products

	New products introduced by businesses
	37
	30
	81%



Source: ERDF Application March 2004 and Monitoring Data.

*Note: This figure includes direct and indirect jobs created, jobs safeguarded and production employment.

Overall, performance in the first 27 months has been relatively strong. In particular, targets have been exceeded on all activity measures. Total gross employment created stands at 73% of target. However, it should be noted that we were unable to collect production employment for five productions. In addition, very few of the companies surveyed were able to provide employment figures for crews used in productions. Therefore, we believe that the figure of 44.5 FTEs underestimates the extent of employment creation achieved by the Project. 


With regards to gross employment in equal opportunities target groups, performance has been strong. Targets have been met for employment created for those under 25 years (348%) and those previously unemployed (192%). Jobs created for members of ethnic minorities and women fall less than eight percentage points below the target – at 95% and 92%, respectively. Respondents were unable to provide data on employment created for those living in areas most in need. 

In addition, the increase in sales in new businesses supported by TRC has exceeded the target (141%), although the increase in sales in existing businesses is below target (75%). Combining the two shows that the Project achieved 81% of the overall target set for sales. 

Finally, the number of products (i.e. productions) falls below the target (30 achieved against a target of 37). However, this should rise slightly given that two commissions won as a result of TRC support may also go into production.

These results must also take into account the inevitable time lag between support and impact. There will always be a delay between the activities undertaken (e.g. company advice, networking) and the impacts that result from these activities (e.g. new commission as a result of new contact made at the networking event). This delay is heightened for Programmes such as the International Programme, where the process of building relationships and nurturing contacts can be lengthy.

It is also important to note that the data collected covers only 28 of the 60 businesses (47%) supported by TRC. Although the survey covered the majority of those that received the most significant levels of support and assistance, there were four companies that received more than networking support, but were unable to participate in the evaluation.

Therefore, in the absence of data from those four companies, and based on the assumption that a similar levels of support will result in similar impacts, the impacts have been grossed up to reflect that 32 rather than 28 companies were supported. The grossed up results are given in Table 4.2, over.

	Table 4.2: Grossed up Performance against ERDF Targets (July 04–Sep 06)

	
	Target
	Actual
	%

	Activities

	Instances of advice existing companies
	316.8
	430.9
	136.0%

	Instance of advice new companies
	20.8
	32.0
	153.8%

	Existing companies receiving advice
	22.8
	45.7
	200.5%

	New companies receiving advice
	1.8
	14.9
	825.4%

	Networks supported 
	5.5
	10.3
	187.0%

	Jobs Created

	total no. of gross jobs created
	61
	50.9
	83%

	no. of gross new jobs created for members of ethnic minorities
	0.75
	0.8
	108%

	no. of gross new jobs created for people with disabilities
	-
	-
	-

	no. of gross new jobs created for women
	27.5
	28.8
	105%

	no. of gross new jobs created in areas defined as most in need
	2.25
	0.0
	0%

	total no. of jobless people securing employment
	2.5
	5.5
	219%

	no. of jobless people from areas of most need securing employment
	0.75
	0.0
	0%

	total no. of people under 25 securing employment
	2.5
	9.9
	398%

	no. of people under 25 from areas of most need securing employment
	0.75
	0.0
	0%

	Sales

	increase in sales in existing businesses (£m)
	£6.16
	£5.3
	86%

	increase in sales in new businesses (£m)
	£0.63
	£1.0
	162%

	Products

	no. of new products introduced by businesses
	37
	34.3
	93%


When grossing up, only sales in new businesses exceeded the target, with jobs, sales in existing businesses and products reaching 83%, 86% and 93%, respectively.

Although these key impacts remain slightly behind target, we would note the time lag between the delivery of support and the realisation of impacts. The commissioning process is lengthy and often, winning commissions depends on developing and nurturing relationships while continuing to develop new ideas for presentation. We would also note that the target specification in the original ERDF application does not account for these time lag issues, and the targeted employment impacts are distributed evenly across the life of the Project. Therefore, the pro-rata targets shown above are higher than they should be for this stage in the Project’s lifespan. With this caveat in mind, we do not consider the performance to date to be a cause for concern.   

Although ERDF targets are based on gross impacts, KMIS targets refer to net impacts. Details of the gross to net calculations are provided below. 

2.3.1 Calculation of Net Economic Impacts

Gross impact assessments ignore the fact that the measured impacts may have been achieved - in some form, in some location, at some time - without the specific Project intervention. Therefore, to reach net impacts, the economic impact assessment examined the level of additionality achieved by the Project.  

Our approach to the assessment of additionality is fully consistent with the new draft guidance being developed by SE
. In particular, through the detailed interviews with the companies, we gathered the data required to assess:

· deadweight (the proportion of gross direct impacts that would have been expected to occur in the absence of TRC support) Beneficiaries have been assessed according to the following types of deadweight:
· zero deadweight: taken to apply where none of the outcomes would have occurred in the absence of TRC support (e.g. the commission would not have happened at all). Where there is no evidence of zero deadweight we have made allowance for:

· scale/quality: where the support has a positive influence on the level of gross direct impacts. This has been obtained through in-depth discussions with beneficiaries to ascertain the nature of any scale and quality impacts of the support

· time: where TRC support enabled commissions, productions and business growth to happen sooner;

· displacement (present when the assisted companies inhibits the growth of - or subtracts from – another area or business). In practice, the assessment of displacement involves ascertaining industry growth, the geographical spread of the activities of the beneficiaries and the nature and location of competitor centres; and
· economic multiplier effects - the increase in economic activity as a result of the support will also have two types of wider impact on the economy:
· supplier effect: an increase in sales in a business will require it to purchase more supplies than it would have otherwise. A proportion of this ‘knock-on’ effect will benefit suppliers in the local and Scottish economies

· income effect: an increase in sales in a business will usually lead to either an increase in employment or an increase in incomes for those already employed. A proportion of these increased incomes will be re-spent in the local and Scottish economies.
Standard Scottish employment and income multipliers were used to calculate indirect and induced employment effects. 

Deadweight/Additionality

Deadweight was calculated on a company by company basis, ranging from a low of 0% to a high of 80%. Overall deadweight was calculated at 28%, meaning that 28% of the impacts would have occurred without the support from TRC. This results in a level of additionality at approximately 72%. In our experience, this represents very strong performance for business development projects.

Displacement

There are well-established assumptions covering the assessment of displacement at Scottish levels, for a range of different activities and sectors of the economy. 

In practice this involves ascertaining the geographical spread of the activities of the beneficiaries and the nature and location of competitor centres. Displacement was calculated based on three key questions:

· the anticipated future growth of the TV production market;

· the proportion of sales from Scotland, UK and overseas; and 

· the location of competitors.

The displacement levels were applied on a company-by-company basis according to the following factors:

	Table 4.3: Displacement Factors

	Level
	Displacement
	Displacement

	None
	No other firms/demand affected
	0%

	Low
	There are some displacement effects, to a limited extent
	25%

	Medium
	About half of the effects will be displaced
	50%

	High
	A high level of displacement
	75%

	Full 
	All of the activity will be displaced
	100%


Source: English Partnerships Additionality Guide Second Edition, 2004, quoted in Scottish Enterprise Additionality Guidance Note: Draft for consultation (2006).

Overall, displacement was low to medium at 34%. As reported in Chapter 3, there was a near unanimous view from both consultees and beneficiary companies that the market was experiencing growth and will continue to do so in the immediate future (next five years). This growth helps to reduce the level of displacement. 

Although there was still a high degree of reliance on BBC Scotland commissions, there was evidence of increasing emphasis on network commissions amongst respondent companies and indeed, some overseas activities. The over-reliance on BBC Scotland increases the level of displacement while activity beyond the local market decreases it. In addition, competition was not solely seen as other Scottish indies but increasingly other indies based in the Nations and Regions. This increase in non-local competition helps to reduce the level of displacement. 

Multipliers

Using the standard Scottish Input-Output multipliers and standard industrial classifications (SIC), the SIC 92.20: Radio and Television Activities (including production and broadcasting), was matched to the input-output multiplier 121, which uses an output multiplier of 1.579 and an employment multiplier of 1.503. The output multiplier is above the average of 1.365 and the employment multiplier is around the average of 1.508. 

Gross to Net Impacts

As shown in Table 4.4, below, applying the additionality and displacement factors and the multipliers to the gross employment figure of 44.48 results in net employment of 31.75 and gross sales of £5.52m results in net sales of £4.63m.

	Table 4.4: Gross to Net Calculations

	
	Employment
	Sales

	Initial Impacts
	55.69
	£6.37m

	Less Non-Attributable
	44.48
	£5.52m

	Total Gross
	44.48
	£5.52m

	Less Deadweight @ 28%
	31.92
	£4.19m

	Less Displacement @ 34%
	21.12
	£2.93m

	Plus Multipliers @ 1.503 and 1.579
	31.75
	£4.63m

	Total Net
	31.75
	£4.63m


The progress of these net impacts against the KMIS targets set by SE Glasgow is described below. 
Performance against KMIS Targets

All of the activity measures (assists, companies supported and individuals participating in training/networking) set by SE have been met. However, the resulting net impacts and outputs are generally behind target. Although the target for indirect/induced sales has been exceeded (133%), net additional sales is behind target (67% achieved) as is net direct FTEs 50%), new indirect/induced FTEs (83%) and products launched (80%). Full details are given in Table 4.5 below.

	Table 4.5: Performance against KMIS Targets (July 04–Sep 06)

	
	Target
	Actual
	%

	Activities

	Number of assists
	225
	405
	180.0%

	Companies supported
	18.8
	53
	282.7%

	Individuals taking part in training/networking
	112.5
	131
	116.4%

	Employment

	Net direct FTEs
	42.0
	21.1
	50.2%

	Net indirect/induced FTEs
	12.8
	10.6
	83.1%

	Sales

	Net additional sales
	4.4
	2.93
	67.4%

	Net indirect/induced sales
	1.3
	1.7
	133.3%

	Products

	Products launched
	37.5
	30
	80.0%


Table 4.6, below, shows the grossed-up performance against KMIS targets. Although performance is inevitably improved, none of the net output/impact targets have been met, with the exception of indirect/induced sales. Therefore, performance against gross targets (see Table 4.2 above) has been stronger than performance against net targets. 

	Table 4.6: Grossed-up Performance against KMIS Targets (July 04–Sep 06)

	
	Target
	Actual
	%

	Activities

	Number of assists
	225
	462.9
	205.7%

	Companies supported
	18.8
	60.6
	323.0%

	Individuals taking part in training/networking
	112.5
	149.7
	133.1%

	Employment

	Net direct FTEs
	42.0
	24.1
	57.4%

	Net indirect/induced FTEs
	12.8
	12.1
	95.0%

	Sales

	Net additional sales
	4.4
	3.3
	77.0%

	Net indirect/induced sales
	1.3
	1.9
	152.4%

	Products

	Products launched
	37.5
	34.3
	91.4%


This bears further consideration. In our experience, the level of additionality achieved by the Project is significantly higher than many comparable interventions, and displacement is low-medium. Combined the broadly average multipliers, the performance against gross targets should translate to strong performance in terms of net impacts (time lag issues notwithstanding). However, we do not find this to be the case, suggesting that the KMIS targets have targeted a very high level of additionality with very low displacement. 

In fact, the target setting process assumed additionality of 80% and displacement of 20%, based on the findings of the previous evaluation. In our view, this level of additionality is over optimistic, particularly in light of what is very strong performance at 72%. The previous evaluation assessed displacement according to a slightly different method to that used here. As described, our method here is based on the new approach recommend by SE and does tend to result in higher levels of displacement than the method previously used. Therefore, the difference between the displacement level of 34% and the targeted 20% may be partly, but not entirely, explained by the change in method. 

2.4 Value for Money

Calculating the cost per job for the project gives an indication of the value for money achieved. 

The total cost of the Project for the first 27 months is estimated as £915,605. The public sector contribution was £500,470 (see Table 4.7). This results in cost per gross job of £5,623 for ERDF funding only and £11,247 for total public sector funding and cost per net job of £7,820 and £15,640, respectively. Full details are given in Table 4.8, over.

	Table 4.7: Project Costs (July 04-Sep 06)

	
	Contribution
	% share

	ERDF
	£250,235
	27%

	SE
	£250,235
	27%

	

	Total Public Sector 
	£500,470
	55%

	Channel 4
	£415,135
	45%

	Total Project Costs
	£915,605
	-


	Table 4.8: Cost per Job

	Gross jobs
	44.5

	Net additional jobs
	32

	ERDF cost per job (gross)
	£5,623

	Public sector cost per job (gross)
	£11,247

	ERDF cost per job (net)
	£7,820

	Public sector cost per job (net)
	£15,640


This compares favourably both with the previous evaluation
 where the cost per net additional job equated to £19,055 FTE, and to the ERDF Programme target. The inferred target for Measure 1.2 under which the Project was supported was £9,334 per gross job and £10,109 per net job. 

If we compare the achieved cost per gross job with that targeted by the Project, we find that the Project has underperformed slightly, as shown in Table 4.9.  However, we expect that this will improve with the anticipated upturn in employment impacts (time lag and market issues, as discussed). 

	Table 4.9: Cost per Job Target vs Actual

	
	Target 
	Actual

	ERDF cost per gross job 
	£3,910
	£5,623

	Public Sector cost per gross job
	£7,826
	£11,247


2.5 Summary


Overall, performance in the first 27 months of Phase 3 of the Media Innovation Support Programme has been relatively strong. Targets have been exceeded on all activity measures. However, the number of products developed is below target, which has adversely impacted on sales and employment impacts. This may be a reflection of general market conditions such as the slowing of growth in spending on new UK TV commissions over the last three years, partially attributable to the new Terms of Trade at the BBC and C4 introduced early in 2004.  

In addition, we expect that the employment impacts reported above underestimate the actual achievement. At least two of the commissions attributed to TRC support have yet to go into production, and production employment was unavailable for five productions. Also, it is worth noting that a number of companies were unable to provide accurate figures for production employment. Many could not identify crew employment on productions, therefore, some of the employment impacts of productions shot in Scotland will not be captured by the data presented here.

The gross performance (ERDF targets) was strong but the net performance (KMIS targets) less so. Despite high levels of additionality, low-medium displacement and above average multipliers, the net performance, particularly net employment, was relatively poor. This suggests that the net targets were set too high, and assumptions regarding additionality and displacement were over optimistic. 

Despite the above, the cost per job analysis demonstrates that the Project is delivering good value for money, although it is not yet delivering the targeted value for money. 

Future Development

The final objective of the evaluation was to explore potential options for the future development of the Project in light of existing and new opportunities in the television and digital media markets. Here we discuss the future development of the Project, drawing upon feedback from partners and production companies, and from a workshop held with TRC management and Scottish Enterprise. 

2.6 Rationale for Support

In looking to the future, it is important to consider the original rationale for the Project and the extent to which this remains valid. Each of the consultees gave their views on the original rationale and its validity in today’s market. 

The core rationale for the work of TRC is centred on the underperformance of the Scottish indie sector within its primary UK market. The Scottish production sector does not secure a proportionate share of UK network broadcast commissions, although performance is clearly improving.  Therefore, at a broad level, the original rationale of the Project remains robust today. 

Consultees clearly identified the original key strategic objectives and functions of TRC as:

· training and business development for indies;

· support and thinking about company development and change in the broadcasting sector;

· mechanism to improve the quality of R&D in the sector;

· access to contacts/commissioners;

· knowledge building (research function); and

· start-up support.

All believed that these objectives remain valid today, and strongly believed that the support provided by TRC should continue. However, there was also support for change, in order to reflect the evolving market conditions (rise of the super indies, digital market convergence, start-up agenda, etc). Consultees felt that the changing market environment provided opportunities, strengthening the rationale for TRC.

In particular, the following issues present a case for continuing support to the indie sector:

· the market is growing and is forecast to continue to grow over the medium term;

· new opportunities are opening up to indies, but these require different kinds of content (TV genres, formats and digital content) and wider client relationships and partnerships (e.g. with digital media companies). These are areas in which TRC has already delivered effective support (R&D and market access);

· competition is increasing across the Nations and Regions, and TRC can help to provide Glasgow with competitive advantage; and

· there is clear evidence of demand for further support. 

2.7 Contextual Issues and Influences 

As discussed in Chapter 2, there have been a number of changes to the marketplace that should now be considered as part of the project development process. In particular, the following issues have implications for the future of TRC and its activities:

· regulatory changes;

· new platforms;

· consolidation; and

· internationalisation 

In addition to these broad market drivers, a number of other issues should also be considered:

· Manchester: TRC has already taken steps to establish a presence in Manchester and has well-developed relationships with the BBC and the local partners involved in the BBC relocation. This places the Centre in a strong position to benefit should the BBC move go ahead as planned. However, it may also have implications for TRC’s provision in Scotland. Indeed, the tension between a wider Nations and Regions remit and support for Scottish indies was raised as an issue by one of the consultees. In framing future support for Scottish indies, the link to Manchester should be considered;

· Stakeholder relationships: as mentioned in Chapter 3, TRC has many strong relationships with partners in Scotland and across the Nations and Regions. However, it was felt that there was potential to develop further its relationships with Skillset and with Scottish Screen. In particular, it was felt that TRC could consider delivering high end training on behalf of Skillset; and

· Funding: the future availability of funding support is an issue for the Project. The overall level of European funding available in Scotland will reduce, and it would be wise to consider in detail the kinds of interventions that can secure external funding support.

In addition to considering these wider contextual issues, any future provision must ensure that it is firmly focussed on the needs of the industry. Here there is a further issue to consider. In fast moving markets where technological and market drivers are pushing rapid change, incumbents may not always have the clearest view of their support needs. Indeed, lack of knowledge and understanding about changing market conditions may be one of the fundamental reasons for support.     

2.8 Industry Needs

As reported in Chapter 3, all of the companies that participated in the evaluation fieldwork reported an ongoing need for TRC support. In particular, the following findings emerged:
· the hot desks, networking and training activities will continue to be in demand. In particular, the success and popularity of RTB has contributed to recognition of the importance of management training, and the start-up and spin out agenda continues the rationale for the hot desk provision; 

· access to buyers will always be important, although there may be a need to extend the range of buyers in light of the changing market;

· international development remains a key opportunity and an area in which companies need very tailored and industry specific input;

· the new media environment – mobile content, on-demand, digital channels etc – is confusing and complex. TRC may have a role in translating this into clear opportunities for Scottish indies;

· there was evidence of demand for advice on development of content with wider rights value (focussing the R&D efforts of companies); and 

· the feedback suggested ongoing demand for market knowledge and insight, particularly in light of the significant changes discussed in Chapter 2.

Companies also voiced demand for more regular contact and communication from TRC. A number mentioned a newsletter as a useful way of keeping in contact, and commented that a newsletter from TRC would be one of the few that they would like to read.  

2.9 Future Development Issues

It is clear that there is both an ongoing rationale for TRC to provide support to the Scottish indie sector, and demand from companies for it to do so. However, the key task is to specify in more detail both the content and delivery of this support.

This task is beyond the resources of the evaluation study, but here we offer some thoughts on the broad areas that the Project should now consider. These are drawn from the outputs of the discussions held at the partner workshop:

· the Project should be a combination of ongoing need and demand and new content and/or wider audiences (wider market opportunities and drivers);

· there is an ongoing need for start-up support and TRC should continue to provide the hot desk support, but should now clarify and communicate the following:

· what the hot desk is and crucially what it is not 

· relationship with C4, making it clear that the companies do not only develop commissions for C4 but also other broadcasters  

· how long you can be in a hot desk and how this may differ for different companies working in different markets/genres 

· the focus is on business development and support will be targeted at those with a clear business plan and commercial focus; 

· attracting and retaining high-end talent is an increasingly important issue for Scotland and TRC has an ongoing role in this area. Management training was identified as a need and there is ongoing pressure on series producers. TRC should now consider new formats and new ways of engaging talent, for example: 

· short course focussing on specific issues/training needs

· master lab of 2-3 days that high-end talented individuals could present to a very small handpicked audience;

· TRC has real impact when helping indies to identify and manage strategic changes in their business. Changing market structures offer opportunities in this respect including shifting into new genres, rights exploitation, new kinds of content (e.g. digital) and new clients. This focus on business strategy runs through all of TRC’s support, but perhaps could now be more perhaps through a new programme format, for example:

· those in the production industry have a story to tell regarding their business model and how it works for them. “My Business Model” theme

· TRC could provide an independent voice on rights issues trough seminars and case studies illustrating the ways in which companies have successfully retained, managed and exploited content rights internationally and via multi-platform opportunities

· short courses/masterclasses pulling on individual modules within Raising the Bar;

· there may be potential for different formats of support – perhaps for some shorter, bespoke support (2-3 days, residential/non residential). There may also be a need to segment the support. This may enhance the criticism that TRC is a clique but this is not necessarily wrong – to support those companies that will deliver the wider (economic) benefits to the industry;

· regarding TRC’s role in new media, there are some issues to consider: 

· TRC’s specialism in TV production is seen as a key strength and this should not be compromised

· TRC is about the TV broadcasting industry, therefore, new media should be addressed through this lens – i.e. new media as it relates to broadcasting – ‘TV plus’, and there will be some key sub-sectors of new media

· Mobile content

· Digital channels

· On demand

· Audio

· TRC’s work in this area should be about helping indies access these new media opportunities (which means bringing in more expertise); and helping the new media companies get into the broadcasting market; and

questions were raised about the type of support TRC can give to companies that are not growing (some through choice). Some companies have chosen to specialise in areas with limited market appeal. As a result, these companies may not deliver the wider economic benefits targeted by TRC, and a decision on this may be needed (again raising the issue of clarity of support criteria).  

2.10 Future Role

Based on the evidence collected in the fieldwork, and on the discussions with key partners and stakeholders, the future role of TRC in Glasgow was felt to be focussed around six key areas:
· market access: continue to provide routes into commissioners and broadcasters but extend into new market areas, both international and new media.  Engage more with the BBC in light of the growing importance of their commissioning practice to the indie sector across the UK. The international dimension is also critical and the international programme had very strongly positive feedback. As more companies reach a point at which they could productively engage in international markets, this support will become increasingly important;

· strategic diversification: where appropriate, support indies seeking to move into higher value genres (e.g. drama, comedy etc) and into saleable formats and returning series. Although this is essentially about creative strategies, it is unquestionably linked into business growth. Assistance here should also focus on the growing opportunities in new media and digital channels. Companies need TRC to translate all of the market information into a clearer account of the opportunities available; 

· knowledge and research: TRC should continue to develop their role as a provider of high quality, original research and market knowledge for the sector. Additionality TRC could perhaps consider a newsletter or other form of regular bulletin/communication with the sector; 

· start-up support: targeting new entrants and spin-out talent from larger indies/broadcasters. Also provide assistance to support inward investment from other parts of the UK;

new media: the role for TRC is in interpreting this market for the indies and working with PACT to help explain the complex nature of rights. New media thinking and content should be ‘mainstreamed’ within all TRC training programmes, and the Creative Breakfasts (or equivalent) should continue to bring new media companies into the indie environment. TRC support could also now consider broadening the audiences for networking events and also consider new formats of support (e.g. a day long course on new media business models); and

· talent and business development: the training provided by TRC was rated highly by participants. However, in light of the ongoing challenges facing the Scottish sector, there may be a role for TRC to play in attracting, retaining and supporting high-end talent. Here the super indies may offer some opportunities as key users of that talent and more thinking is required on how TRC engages with this section of the industry. 

3. Evaluation Conclusions

This Chapter presents our conclusions from the evaluation of Phase 3 of the Media Innovation and Support Programme.  

As specified in the Introduction, the overall objective of the study was to evaluate Phase 3 of the Project to establish the extent to which it has met its targets and objectives, and to explore options for the future development of the project.  

In particular, the study was to establish the following:

· the performance of the Project in terms of its original objectives;

· the progress of the Project in meeting its operational targets (both Scottish Enterprise and ERDF);

· the economic impacts of the Project; and

· exploring potential options for the future development of the Project in light of both existing and new opportunities in television and digital media.
These objectives form the basis of the conclusions in this chapter. Before discussing these conclusions, there are some broad methodological issues that have impacted on the study. These are described below. 
3.1 Methodological Issues

As discussed in Chapter 3, the overarching constraint on the study has been the timing of the evaluation process.  Phase 3 of the Project still has 21 months to run (9 months from the original three years of Phase 3, plus the one year extension). Therefore, at this stage in the project, it is not possible to provide a robust assessment of the overall final impacts of the Project, and the study should be seen as an interim review and evaluation rather than a final impact evaluation.  

In addition, there is the related issue of the time lag between support and impacts, a common feature in projects of this nature. This time lag was not fully reflected in the profiling of target impacts, and as a result performance against targets appears to be lower than it is in reality. 

Finally, we have already noted the reluctance/inability of companies to attribute benefits to the kinds of assistance provided by TRC, and the fact that some companies were unable to provide accurate employment impacts. TRC undertakes regular and robust monitoring, and it is hard to see how these processes could be significantly improved. However, it may be important to communicate more clearly to assisted companies the objectives of the Project, and the need for the Project to be in a position accurately to identify the impacts of its services. As ever, the provision of regular monitoring information should be a condition of support.   

3.2 Conclusions

3.2.1 
Progress Against Objectives

As stated in Chapter 2, the original objectives for Phase 3 of the Project were as follows:

· to be the centre of excellence for television research, industry training, access to markets and specialist business development for independent companies and talent;

· to improve the skills base and quality of innovative ideas emerging from the independent production sector; and 

· to increase programme commissioning within this sector from traditional and new media channel providers.

It is clear from the evidence presented in Chapters 3 and 4 that TRC is performing well against these original objectives. The evidence collected demonstrates growth in the sector, albeit with some slowing of growth in the last two years. 

There is also evidence to suggest that the quality of ideas emerging from Glasgow-based production companies has been improving. Recipients of R&D grants have used these to access new genres, new formats and new markets, and the ongoing support provided by TRC has clearly helped companies to improve their R&D processes and develop new ideas with commercial potential (as evidenced by commissions). 

In addition, respondent companies have also been successful in securing higher value commissions (some of which have been re-commissioned), which is testament to the increasing quality of ideas and R&D activity in the sector.  

Undoubtedly, TRC has increased the level of programme commissions from traditional broadcasters. A total of 31 commissions were attributed to the support from TRC, with a very high level of additionally reported (around 72%). Therefore, it is estimated that without TRC support, 23 of these commissions would not have been secured. In addition, although some may have gone ahead later (time additionality) many reported a degree of time sensitivity in the commissioning process. Usually if the Project has not been commissioned at a particular date, it is unlikely that it would be commissioned at all. However, the contacts that TRC generated from the indies certainly contributed to the companies gaining quicker, and often higher level, access to the broadcasters. 

There is also evidence that TRC has supported indies to secure commissions from non-traditional broadcasters e.g. digital channels, digital radio and international broadcasters. Of the 31 commissions, seven were for digital channels, two for international broadcasters and one for Channel 4 radio. 

However, the commissions attributable to TRC reflect the focus of Scottish indies as a whole on factual entertainment. Although it was reported that TRC was helping companies move into other genres such as drama and sport, only one company so far has gained commissions in these areas, although it should be recognised that it takes time to develop quality ideas in these genres and many are working towards this. 

Overall, our first conclusion is that the Project is performing well against its stated objectives. 
3.2.2 Progress Against Targets and Economic Impacts

The review of TRC’s progress against its operating targets gives considerable comfort that the Project is performing well. 

Firstly, all of the activity targets have been met to date. The progress against gross economic impact targets is reasonable but it is still lagging.  The number of products (i.e. commissions that have gone into production) has fallen below the target which has adversely impacted on the both the sales and employment impacts. 

In the previous evaluation, the Project was reported to have almost met its gross sales targets and it was projected that this target would be exceeded by 2004. This did not happen, but this may be a reflection of the national trend over the last three years – the slowing down of growth in spending on new UK TV commissions. From 2005 to 2010, new UK commissions are expected to grow by almost 8% per annum, which may help TRC reach targets in the remainder of Phase 3 of the Project. The projections for the future, both from the primary research for this evaluation and other secondary research, suggest that the level of commissioning will increase year on year from 2005 to 2010.

It is notable that despite overall gross sales outputs sitting at 82% of the target, the target set for sales in new companies has been exceeded. This demonstrates TRCs strong performance in the start-up market.

In addition, the impact data will likely under-estimate employment creation, as there were two reported commissions that have yet to go into production, production employment was unavailable for five productions and a number of companies were unable to provide any data on crew employment. 

Although the gross performance (on which ERDF targets are based) for sales and employment was relatively strong, the net performance (on which KMIS targets are based) was less so. Despite high levels of additionality (72%), low-medium displacement (34%), an above average output multiplier (1.579) and an average employment multiplier (1.503), the net performance, particularly net employment, was below target. This suggests that the net targets set for the Project were too high, due to over optimistic expectations around additionality and displacement effects. 


Despite the (currently) below target employment figures, value for money (i.e. cost per job) is good, with clear evidence of improvement since the previous evaluation in 2003. The project is also delivering good value for money in terms of the Western Scotland Objective 2 Programme (cost per job is below the inferred target for ERDF Measure 1.2).

Therefore, our second conclusion is that the Project is delivering good economic impacts and strong value for money. In particular, we would note the very strong performance in terms of additionality. 

Furthermore, the study has provided strong evidence of high levels of company satisfaction, with the key strengths of the Project being industry specialism, market knowledge on ongoing opportunities and access to commissioners and industry contacts. In particular, TRC has industry credibility that affords the Project access to very senior commissioners and other broadcasting contacts. There is kudos attached to TRC, and its reputation as a centre of excellence is a powerful attractor.  Its services are unique and not duplicated elsewhere in Scotland (an possibly not elsewhere in the UK).

This unique support provision was viewed as giving Glasgow-based companies a competitive advantage over other Nations and Regions companies. Given the emerging competitive threat from Manchester, it is vital that TRC remains in Glasgow in the long term. The fact that Glasgow production companies have benefited disproportionately from TRC’s Nations and Regions training programmes (e.g. RDP, SPP and Raising the Bar) is evidence of the benefits of the project being located in the city.  

Another key benefit has been the general professionalisation of the sector and TRC’s upgrading influence on the business thinking of Scottish companies. This has resulted in shifting the strategic priorities for companies towards higher growth, higher value-added activities, although the impacts of this may not yet be fully apparent. 

Although the performance of TRC in terms of meeting its original objectives and targets has been undeniably positive, there is still room for improvement. 

Firstly, it was suggested by the respondent companies that TRC could be more proactive in reaching the target audience by providing information on new market trends and on their programme of support by email. It was suggested that a newsletter from TRC would be one of very few that they would read.  

There were also concerns raised by both the companies and the partner consultees regarding transparency about support criteria. This was particularly referring to the provision of the hot desks and in particualr clarity of eligibility criteria, when a company is required to leave and how this may differ depending on the markets/genres that a company is targeting.

Persistent issues were raised regarding the need for TRC to broaden broadcaster engagement, especially with the BBC. Some of the companies felt that BBC has the most opaque commissioning process, and that gaining accessing to the right people at the BBC was very difficult. Also, although less evident than in the previous evaluation, there was still a perception that TRC is a Channel 4 project.

Despite being regarded as excellent in its training delivery, it was felt that TRC needs to engage more with high-end talent (e.g. series producers) and with those who can help deliver content across multi-media platforms. In particular, a matchmaking scheme between TV production companies and new media companies was seen as a possible way forward to bring the two sectors together.  In addition to engaging new clients, TRC should also consider new formats to deliver the support to both new and existing clients, thus avoiding being too locked into existing structures and methods.  

It was also suggested that stakeholder relationships could be stronger in places e.g. Skillset, PACT, Scottish Screen. This could also prevent duplication of existing service e.g. Scottish Screen providing investment, PACT on rights negotiation and SE on general business development.

Finally, future organisational sustainability was acknowledged as an issue/challenge by most of the consultees. In particular over-reliance on SE and C4 brings risks and there is a need to strengthen other relationships. For instance, Skillset has funds for training and as a training provider, TRC can deliver much of Skillset’s strategic agenda. There is strong support for TRC across the Nations and Regions and loss of funding in Glasgow would risk losing the Centre (perhaps to Manchester). It was unanimously agreed by the partners that this would be a negative outcome for the sector in Scotland. 

Therefore, our third conclusion is that while there are areas for improvement, the Project is a valuable part of the overall support environment for the digital media and creative industries in Glasgow and Scotland. 

Losing this to a competitor region would be detrimental to the ongoing development of Glasgow’s (and Scotland’s) creative economy. 

3.2.3 Future Development

There is a clear case for TRC continuing to deliver support to the production sector in Glasgow and Scotland:

· the Project is delivering strong economic impacts, and presents a strong case for continuation;

· there is evidence of ongoing demand for support;

· the market environment for the Project is changing in ways that present opportunities and challenges for the sector. TRC is well placed to help the sector meet these challenges; and

· the project is delivering wider benefits to Glasgow and Scotland and has the support of its main partners.

Based on the information and feedback collected in the evaluation process, we do not believe there is a need for radical overhaul of TRC services. Rather, there are opportunities for work in new areas, and for exploring new delivery formats and broader target audiences/clients. Many of TRC’s services remain relevant and well aligned with the reported needs of the industry, and as such they should continue. In particular, we consider the following to be the key areas for TRC to provide support:

· start-up support through the ongoing provision of the hot desk facilities and access to research resources. TRC should develop and disseminate clear guidance on the criteria for support and the conditions around the length of time that hot desks will be available;

· access to commissioners/content buyers through bespoke events to connect the Scottish indie sector with key content buyers in traditional and non-traditional broadcasters and media companies. Here the approach should become more focussed, with TRC playing a role in matching companies invited to (possibly smaller) sessions with the buyers. There is also potential to use larger events (e.g. creative Breakfasts) as a way of engaging a wider audience in the Centre’s activities e.g. new media companies;

· internationalisation through the international programme should continue, as this was very highly rated by participants and is strategically well aligned with the needs of the sector;

· ongoing strategic development of companies through a clear focus on business strategies – new genres, new (digital) markets, international opportunities, rights exploitation strategies. Here TRC could make use of case studies of different business models and structure events (perhaps shorter form events) around specific market opportunities and/or sectors;

· market intelligence through the ongoing provision of high quality original research and market knowledge for the sector, perhaps considering a newsletter or other form of regular bulletin/communication with the sector; 

· addressing the new media opportunities by interpreting this market for the indies and working with PACT to help explain the complex nature of rights. New media thinking and content should be ‘mainstreamed’ within all TRC training programmes, and the Creative Breakfasts (or equivalent) should continue to bring new media companies into the indie environment. TRC support could also now consider broadening the audiences for networking events and also consider new formats of support (e.g. a day-long course on new media business models). There is ongoing potential for the development of new programme in this area, but these must be aligned with the focus on strategic business development as noted above; and

· there may be a role for TRC to play in attracting, retaining and supporting high-end talent. Here the super indies may offer some opportunities as key users of that talent and more thinking is required on how TRC engages with this section of the industry.

Final Comments 

The Media Innovation Support Programme still has 21 months to run (from the end of September 2006) and during that time, the team at TRC should continue to focus on helping companies to secure new commissions, and to create employment opportunities. Based on the evidence reported here, we believe that the Project should be able to meet its targets, barring any major shocks in the broadcasting markets. 

However, during this time, the management team at TRC should also start to consider the detailed structure of new provision, and in so doing should take account of the following:

· the future needs and expectations of the key partners (SE and C4);

· the future shape and priorities for the European funding programmes in Scotland;

· the potential for new stakeholder relationships within Scotland (and across the UK) in particular with Skillset and Scottish Screen; and

· the findings of this evaluation. 

TRC has clearly developed a successful model for the provision of support to the independent production sector. It has widespread industry support and is viewed very positively by its partners and wider stakeholders. There is real value in this model, and in the expertise developed by the Centre, and in developing future provision it is important to retain these benefits. 





















































































� Nations and Regions is a broadcasting term used to denote all countries and regions outside the Greater London area i.e. Scotland, Wales, Northern Ireland and the English regions.


� This involved TRC conducting research and producing the reports – ‘Risky Business’, ‘Inside the Commissioners’ and ‘Inside the Distributors’.


� Ofcom (2005) A Survey of TV Programme Production in the UK.


� Ofcom (2004) Review of UK Public Service Broadcasting.


� This is known as the statutory independent production quota, as detailed in the Communications Act (2003).


� This comprises the BBC, ITV, Channel 4 and Five.


� Other broadcaster owned production facilities can also compete with the indies and BBC’s in-house team for commissions under the WOCC. One such example is SMG Productions.


� Secondary and ancillary rights include sales or rights to digital and international channels and those rights that can be exploited through merchandising (e.g. DVDs, games , toys etc) and publicity.   


� Ofcom (2006). Review of the Television Production Sector.


� Oliver & Ohlbaum (2006). Prospects for the UK Independent TV Production to 2010.


� Oliver & Ohlbaum (2006). Prospects for the UK Independent TV Production to 2010.


� A total of 21 companies responded to this question.


� It should be noted that RTB is not part of the Media Innovation Support Programme delivered by TRC.


� Oliver & Ohlbaum (2006). Prospects for the UK Independent TV Production to 2010.


� We believe that there has been an element of self-presentation i.e. some companies reporting winning commissions as a result of their own contacts and ability rather than the TRC, even when TRC introduced them to the contacts in the first instance. 


� This includes commissions, development funding and sale of rights.


� Scottish Enterprise Additionality Guidance Note (Draft version for consultation), October 2006.


� EKOS (2003). Interim Evaluation of The Research Centre for TV and Interactivity.
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