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Executive Summary

Introduction

The food and drink sector is a major contributor to the Scottish economy as a whole, with sales of around £7.6 billion (including whisky sales of £2.6 billion) and employing 17% of Scotland’s manufacturing employees.  

Scottish Food and Drink is an industry led strategy
 designed to achieve a sustainable and profitable food and drink sector that is consumer focused, market led and internationally competitive, benefiting primary and secondary producers.  A particular focus has been on establishing an industry that can work together – one that shares best practices and co-operates to achieve a competitive advantage in the marketplace.  

The SFD Information Service is a flagship project for the industry’s strategy, which sets ambitious targets for growth by 2010.  It provides the infrastructure to underpin the industry’s strategic goals and also represents a key channel for the delivery of the Scottish Enterprise (SE) Network’s services under the Modernising Government agenda.  The Service is funded jointly by SE and Highlands and Islands Enterprise (HIE) but it is managed by SE.

Study Aims and Objectives

The main objective of this study was to inform future decision-making (post March 2008) on any further funding of the SFD Information Service.

The discrete objectives addressed by this study, were to:

· measure progress against the targets set in November 2004 Evaluation and to check that the Service is meeting its objectives in relation to the business benefits being delivered;

· establish the framework for future cost/benefit analysis for the period April 2008 to March 2011; and

· recommend SMART
 objectives for the period April 2008 to March 2011.  

The specific output requirements for each of the above objectives are detailed in the main report.

Study Method

The study has made use of a range of information sources.  Central to the process has been an online survey with beneficiary companies, key stakeholder and partner organisations and with representatives from the SE and HIE Networks.  Respondent companies were asked if they would be willing to take part in a telephone discussion with EKOS to explore in more depth some of the specific experiences and benefits of the SFD Information Service.  A total of 15 more detailed telephone consultations were undertaken with such companies, five less than the 20 interviews proposed.  

Key Findings and Conclusions

This Executive Summary sets out the key findings from the evaluation and highlights the general conclusions and recommended key SMART objectives to be considered going forward.

Progress Against Targets

It is clear that the Service has indeed made good progress against all of its objectives in terms of the business benefits being delivered, bar that of productivity improvements.  Table E1 below summarises the targets set in the 2004 Evaluation and the 2005 Approval Paper compared with the actual achievements derived from this current study.  

However, these results have been derived by attributable impacts provided by a different sample of companies than that in the 2004 Evaluation.  That said, it is encouraging to note that the projected target turnover and cost reduction figures for 2007/2008 in the 2004 Evaluation have been exceeded in 2007.  However, as noted in the report, productivity improvements have fallen well below expectations.  We propose that net additional cumulative GVA and/or net additional GVA per annum should also be tracked in future.

	Table E1: Performance Against Projected Targets

	Target
	2004 Evaluation
	2005 Approval Paper
	2007 Evaluation

	Turnover per annum
	£1.3m by 07/08
	£2.8m by 07/08
	£3.51m by 07/08

	Cost savings per annum 
	£186,340 by 07/08
	£470,000 by 07/08
	£310,037 in 07/08(1)

	Productivity improvements
	121 companies and 110 partners
	330 companies and 300 partners
	81 companies and 14 partners


Source: 2004 and 2007 Evaluations of the SFD Information Service and SE Grampian, Approval Paper, January 2005.

Note:

(1) The cost savings figure reported for 07/08 includes the limited data provided by 2007 evaluation respondents and cost savings for the year 06/07 to give a more realistic figure.

Table E1 also depicts the progress in terms of the cost benefit analysis conducted in 2004.  

In 2004 a ‘regular’ user of the Service was defined as user who accessed the Service more than once a month.  The current level of ‘regular’ company, partner, SE and HIE users totals 510.

Therefore this represents an annual cost saving of £608 for every ‘regular’ user of the Service.

In addition given that the analysis has been undertaken using financial years, the above figures from this current evaluation are the gross results for this current financial year, ending March 2008.

Return on Investment and Value for Money

Based on recent SE Guidance in terms of using a standard error approach, a total actual public sector contribution of £1,362,000 to be realised by the end of March 2008 has helped to generate an estimated total net additional cumulative GVA of between £2.76 million and £3.14 million.  Therefore, £1 of public sector investment has generated an estimated £2.02 to £2.31 of net additional GVA since the launch of the Service in 2003.  

Public sector expenditure of £770,000 is anticipated by March 2011
.  The estimated total net additional cumulative GVA of between £3.2 million and £3.8 million to be realised over the next three years to March 2011 is expected to generate an estimated £4.19 and £4.95 of net additional GVA per £1 of public sector investment.  

Therefore total public sector expenditure on the SFD Information Service over the lifetime of the Service (2003 to 2011) is estimated to be £2,132,000 and total net additional cumulative GVA is estimated to be between £5.98 million and £6.96 million.  This is expected to generate an estimated £2.81 and £3.26 of net additional GVA per £1 of public sector investment.

In future, with the advent of Scotland Food and Drink, it is anticipated that the private sector contribution will increase and public sector investment will decrease over a 10-year period, as noted in the Scotland Food and Drink Approval Paper, May 2007.

Market Focus
In general, the SFD Information Service has serviced its intended market in terms of Scottish food and drink companies, partner/stakeholder organisations and the SE/HIE Networks.  

Food and Drink Companies

Overall, the satisfaction with the SFD Information Service among Scottish food and drink companies was generally good.  It is clear that the web site and the associated Helpline Service is providing a welcome service:

· 80% of respondents gave the web site a positive rating, of which 31% viewed the overall support provision as excellent; and

· 40% of survey respondents had used the Helpline and 32% of gave it a positive rating, of which 14% reported it was excellent and 18% viewed the Helpline service as good.  
Furthermore:

· 44% of users regarded the SFD Information Service as a superior service to most other information sources; and

· 79% of the organisations that accessed the web site (sfd.com) used it once a month or more frequently (a step-change from the 52% reported in 2004).

Indeed most regular users of the web site did report SFD as their preferred source of information.  In addition, 90% of users believed that the Service was extremely relevant or relevant to their business needs.

In particular, the comprehensive range of online information available from a single source was a valuable time saver for small businesses, providing a “one-stop-shop” for many companies.  Specifically, the time saving aspect of the Service allowed for some redirection of effort into other aspects of their respective businesses, resulting in some companies achieving greater capacity and capability.   

Overall, there was agreement among those that used the web site regularly that it had increased the knowledge base within the company.  The key driver for businesses accessing the web site was to keep in touch with current industry News (91%), Events (92%) and the Buyers’ Guide (68%) – similar findings were reported in 2004.  Being better informed about the industry through information on the market place led to more robust business planning and generally companies that were more market aware.  This was particularly relevant for start-up companies.  

It was more difficult to assess whether there had been any change in attitude toward the collection and dissemination of knowledge in these individuals or enterprises.  Almost invariably these individuals were seeking information when they encountered the SFD Information Service.  In general, the web site or Helpline was able to satisfy these requirements and the users returned to it as a proven and reliable source.  Encouragingly, only 21% of respondent companies were not aware of the Helpline in comparison with the research results of 35% in 2004 and 25% in 2005.

Overall, satisfaction with the SFD Information Service was generally good.  While some made no use of the Service beyond registering their company details, those that did make more use of the facility were generally happy with the results from it.  The SFD Information Service has improved business plans, introduced buyers to suppliers, improved marketing and informed users of developments in training and regulatory matters.  Therefore, the SFD Information Service is still a welcome information source for Scottish food and drink companies at this time of anticipated growth.  

Partner Organisations

The key issue with the findings of the partner/stakeholder organisations survey is that the absolute number of responses was very low.  This issue should be borne in mind when considering the following results.

However, from the small number of respondent partner organisations, 83% gave the Service a positive rating, of which 33% viewed the overall support provision as excellent.  The ratings for the Helpline were also positive with 60% rating the service as good and 20% had no opinion.  None of the respondents rated the web site or the Helpline as poor or very poor.

Over half of the respondents (57%) rated the SFD Information Service as a superior service to most other information sources.  In addition, 86% viewed the Service as extremely relevant to the needs of their needs and that of their clients – on par with the 87% reported in 2004.
SE and HIE Networks

It is evident that the web site provided a key service to SE and HIE staff across the networks given that 100% of respondents gave the site a positive rating, with 32% rating the provision as excellent.  The ratings for the Helpline were also positive with 50% rating the service as good and 22% as excellent.  
61% (11 respondents) of the SE and HIE staff intended to use the site for both their own needs and the needs of their clients and over half of the users across the networks (53%, 10 respondents) rated the SFD Information Service as a superior service to most other information sources.

The principal benefits the Service offered SE and HIE staff was that of time saving with regard to searching for the relevant food and drink industry information (44% strongly agreed and 50% agreed that this had been achieved) and an improvement to network contacts’ standard of food and drink intelligence (21% strongly agreed and 74% agreed that this had been achieved).  That said it is interesting to note that 89% of staff within the SE and HIE networks recognised that they would have been able to get the information elsewhere, although 65% highlighted that it would be more difficult to find and would have taken more time and 24% noted that it would have incurred a cost.

Customer Reach

Overall the Service has increased customer reach and has provided appropriate channels to market in line with the Modernising Government agenda and the SE Customer Relations strategy.  

As noted above the Service has successfully engaged with its key audiences and increasingly so over the last three years.  Indeed in terms of the frequency of use:

· 79% of the companies that accessed the web site used it once a month or more frequently (a step-change from the 52% that used the Service once a month or more frequently in 2004);

· the majority of partner organisations, 86%, that accessed the web site used it once per week.  This has risen dramatically compared with 2004 where only 26% of respondent partners accessed the site once pre week or more often; and

· 58% of respondents across both the SE and HIE networks accessed the Service at least once a week, compared with 55% in 2004.

It is apparent that the provision of such an effective and value-added online Service to key target audiences is valued by Scottish food and drink companies, partner organisations and the staff for the SE and HIE economic development agencies.

Future Cost/Benefit Analysis

Costs and Benefits

A key component of this evaluation was to establish a framework for a future cost/benefit analysis for the period April 2008 to March 2011.  Such a framework has been prepared, as detailed in Chapter 5 of the main report, with future costs based on that which will be incurred in terms of the Service’s development, management and delivery as Scotland Food and Drink and benefits accrued to be assessed in terms of net additional GVA per annum.  It is encouraging to note that for both the lower and upper limits in terms of the derived future net additional GVA per annum based on the anticipated future fixed costs, the NPV is positive.  This confirms that the Service is viable. 

Monitoring and Evaluation Framework

A future monitoring and evaluation framework is depicted in Chapter 6 of the main report.  The framework includes details on how the data will be sourced and generated, complete with roles and responsibilities for the data collection.  The suggested indicators to track in the future are outlined in detail in Table 6.4 in the main report.

Future Targets

The future targets proposed, particularly the outcome and impact measures, as detailed in Table 6.4 in report, are in alignment with the Growing Businesses and Global Connections strategic agendas.  Therefore the future achievement of such targets should contribute to the development and longer-term sustainability of ‘A Smart, Successful Scotland’ and indeed ‘A Smart, Successful Highlands and Islands.’

Recommendations

SMART Objectives

One of the key outputs for this study was to recommend SMART objectives for the next stage of the SFD Information Service.  In addition to discussions on monitoring data, as noted in Chapter 6, another key topic of discussion is the development of future SMART objectives in light of Scotland Food and Drink.

To this end the proposed SMART objectives focus on the operational objectives for the Service based on the results from the ‘Best in Class’ review of other web sites and the ‘Technical’ review of sfd.com itself.

Since 2003 the Service has helped to address information failures for Scottish food and drink companies through the provision of information (with no vested interest) such as identifying new suppliers and business opportunities to enable these companies to achieve business benefits in terms of increases in turnover, the creation and retention of employees and a reduction in operating costs.

As previously stated, the provision of such as free service is not a long-term option for the investment of public funds.  As firms become aware of the benefits of information and relevant sources, and more proficient in utilising information, the rationale for public sector support reduces and a new approach is required.  

However, the recent creation of Scotland Food and Drink, a true private-public sector partnership (with core funding from the industry, the public sector, the levy organisations, trade associations and other stakeholders i.e. everyone involved in the food and drink supply chain) is expected (although this has yet to be agreed) to takeover the management and delivery of sfd.com by 2009
.  It is anticipated that financial support from the public sector will diminish overtime with increasingly more funding support generated from the private sector, stakeholders and partners of the Service in the medium- to longer-term.  

Operational Objectives

The monitoring data in Chapter 6 of the main report is not being fully utilised at this time.  Unfortunately it does not give sufficient resolution to allow an effective analysis of current usage.  However this might be resolved by using appropriate web analytical tools to analyse the historical data i.e. the data that is already in place.  This is a tactical issue that needs to be investigated and confirmed without building any false expectation within the Client Group and sfd.com project team. 

Also going forward, similar and appropriate analysis should be implemented.  This too is a tactical issue.  Therefore, the first two operational objectives outlined below are in effect measuring the sfd.com status quo.  However, much more challenging are the recurrent questions:

· what is the target audience for Scotland Food and Drink?; and

· given that these communities of interest can be defined, what do you want them to do when they visit the web site?
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SMART Operational Objective 1

The site promotion strategy should be critically reviewed going forward, complete with an initial statement of the unique site purpose, which should be developed and deployed on the site as soon as possible.  This should align with the emerging Scotland Food and drink business model (and any linked revenue model where this is appropriate).  (SMART: increase awareness of the sites content, in particular to Scottish food and drink companies, from the current 62% to 70% of company users by March 2011).

Although it was recognised during discussions with the Client Group that only so much site penetration can be achieved, we suggest that the first SMART operational objective, as detailed above, is important because it results in an agreed, confirmed and jointly owned statement of purpose.  

SMART Operational Objective 2
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Consideration should be given to additional sections targeting new users.  These should be designed to attract and retain new site ‘clients’.  (SMART: increase the number of all ‘regular’ users (510) by at least 30% by March 2011).  
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SMART Operational Objective 3

An evolution of the sfd.com site should move to a membership business model in the longer-term (once it is run and managed by the private sector) coupled if appropriate to a supporting revenue generation mechanism through membership subscriptions, where subscribers would be able to view more detailed company information rather than the more generic food and drink information published on the main web site.  (SMART: to be achieved by 2017 as noted in the first SMART operational objective).
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SMART Operational Objective 4

There is undoubtedly an opportunity to proactively seek links from members, partners, stakeholders, other industry sites, etc.  This could begin immediately.  (SMART: increased site links could lead to collaborations with other organisations, with a proposed target of 30% of all company users (members and non-members of Scotland Food and Drink) to have done so by March 2011.  Tracking links between sites can be measured using analytical software, for example, Unica NetTracker).
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SMART Operational Objective 5

Site navigation is a fundamental issue of data access and efficient retrieval.  The Home Page side bar with its hierarchy of categories and topics should be simplified.  This should form part of strategic redesign project – but is contingent on the timing of the new model (SMART: this could help increase the benefit for users (members and non-members of Scotland Food and Drink) through improved accessibility and increase the ability of companies, in particular, to identify other sources of information and advice by 20% by March 2011.  Tracking increased accessibility will require asking users directly through a future user survey, using the results from this current survey as a baseline for comparative purposes).
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SMART Operational Objective 6

In an appropriate business model context, consideration should be given to user customisation through the implementation of ‘cookies’.  Such a function could lead to the creation of a ‘My sfd.com’ facility where the site personally recognises the users. (SMART: increase the number of ‘regular’ company users who access the site once per month to once per week from 33% to 50% by March 2011).

Future Outcome and Impact Targets 

It is recommended that the following future outcomes and impacts are tracked complete with the proposed targets to be realised by March 2011 (from March 2008).

	Outcomes
	Target by March 2011

	
	

	O1
	Number of companies reporting annual operational cost savings
	£977,396 million of cumulative cost savings (based on a 2.5% increase per annum)

	
	Impacts
	Target by March 2011

	
	
	

	IM1
	Net additional turnover generated on an annual basis
	£512,500 per annum (removing £3 million of attributable data in 2007 to give a more realistic medium-term target)

	
	
	

	IM2
	Net additional cumulative GVA generated
	£3.2 million to £3.8 million of cumulative GVA (based on a 2.5% increase per annum)

	
	
	

	IM3
	Number of jobs created and retained
	Increase by 2.5%


1. Introduction

This study was commissioned by Scottish Enterprise Grampian to undertake an evaluation of the Scottish Food and Drink (SFD) Information Service.
1.1 Background

The food and drink sector is a major contributor to the Scottish economy as a whole, with sales of around £7.6 billion (including whisky sales of £2.6 billion) and employing 17% of Scotland’s manufacturing employees.  

Scottish Food and Drink is an industry led strategy
 that aims to achieve a sustainable and profitable food and drink sector that is consumer focused, market led and internationally competitive, benefiting primary and secondary producers.  A particular focus has been on establishing an industry that can work together – one that shares best practices and co-operates to achieve a competitive advantage in the marketplace.  

The SFD Information Service is a flagship project for the industry’s strategy, which sets ambitious targets for growth by 2010.  It provides the infrastructure to underpin the industry’s strategic goals and also represents a key channel for the delivery of the Scottish Enterprise (SE) Network’s services under the Modernising Government agenda.  The Service is funded jointly by SE and Highlands and Islands Enterprise (HIE) but it is managed by SE.

1.2 Study Objectives

The main objective of this study was to inform future decision-making (post March 2008) on any further funding of the SFD Information Service.

The discrete objectives addressed by this study, with their associated specific output requirements, were to:

· measure progress against the targets set in November 2004 Evaluation and to check that the Service is meeting its objectives in relation to the business benefits being delivered.  Specific outputs to be delivered were to: 

· establish how to assess Return On Investment through a model that enables scaling up of the web based user survey results to establish gross impact, using the same assumptions and methodology as the 2004 evaluation

· analyse and summarise the results of the web based survey

· validate information gathered through the project and desk-based research

· identify and fill in any information gaps that are required to carry out the work 

· provide evidence of progress against the original cost/benefit analysis 

· estimate the gross results expected to be achieved by March 2008 

· establish whether the project is servicing its intended market – primarily the Scottish food and drink industry, but also key partners/stakeholders and the SE/HIE networks

· establish whether the project is increasing customer reach and providing appropriate channels to market in line with the Modernising Government agenda and SE Customer Relations Strategy. 

· review the project’s operation in terms of Value For Money (effectiveness, efficiency and economy)

· establish the framework for future cost/benefit analysis for the period April 2008 to March 2011.  Specific outputs to be delivered are to:

· devise a future monitoring and evaluation framework

· prepare a future cost benefit model drawing on operating experience and review of other industry information services

· verify future targets are appropriate to deliver against strategic economic development objectives; and 

· recommend SMART
 objectives for the period April 2008 to March 2011.  Specific outputs to be delivered are to:

· review other web-enabled industry information services as a benchmark for www.scottishfoodanddrink.com  

· undertake a technical review of the site

· recommend SMART objectives for the next stage.

1.3 Method

The study made use of a range of information sources.  Central to the process was an online survey with beneficiary companies, key stakeholder and partner organisations and with representatives from the SE and HIE Networks.  Respondent companies were asked if they would be willing to take part in a telephone discussion with EKOS to discuss in more depth some of the specific experiences and benefits of the SFD Information Service.  A total of 15 more detailed telephone consultations were undertaken with such companies, five less than the 20 interviews proposed.  

1.4 Structure of the Report

The remainder of this report is structured as follows:

· Chapter 2: provides an overview of the Service and a review of the context in which it operates, covering strategic and market failure rationale, targets and delivery details including customer reach and appropriate channels to market; 

· Chapter 3: presents the findings of the desk-based research, including a detailed technical review of the web site and other ‘best in class’ information services, to feed into the findings from the evaluation fieldwork and in particular the development of the future cost/benefit framework and SMART objectives;

· Chapter 4: provides a summary of the key fieldwork results for each target audience;

· Chapter 5: focuses primarily on the Service’s impact in terms of costs and benefits;

· Chapter 6: presents the proposed monitoring and evaluation framework including appropriate guidance materials; and

· Chapter 7: outlines the study’s conclusions and recommendations with a focus on the proposed future target information and SMART objectives for the next stage.

SFD Information Service Overview

1.5 Introduction

This chapter provides an overview of the SFD Information Service and a review of the context in which it operates, covering strategic and market failure rationale, targets and delivery details including customer reach and appropriate channels to market.

1.6 Description of the Service

The Service, launched in March 2003, operates as a first port of call resource for the Scottish food and drink industry, designed to provide solutions to critical business problems and to help build company capability.  The principal delivery channel is the web site (www.scottishfoodanddrink.com abbreviated throughout this report to sfd.com) which gathers, catalogues and distributes key intelligence required by the Scottish food and drink industry.  This helps companies to undertake market research, source new suppliers, find new customers, develop new packaging and products, build employee skills and meet legislative requirements. 

It is supported by the Scottish Food and Drink Helpline, delivered through Business Gateway and supported by one-to-one specialist support for technical enquiries.

1.7 Strategic Rationale

With reference to the Scottish Food and Drink Strategy 1999, the food and drink sector is a major contributor to the Scottish economy as a whole, with sales of around £7.6 billion (including whisky sales of £2.6 billion) and employing 17% of Scotland’s manufacturing employees.

The Scottish Food and Drink Information Service is fully in line with the three key strategic documents, namely: 

· A Smart, Successful Scotland (2004); 

· A Smart, Successful Highlands and Islands (2005) and

· The Scottish Food and Drink Strategy (1999).

A Smart, Successful Scotland (2004)

A Smart, Successful Scotland (2004) provides the overarching economic policy context for the SE Network and sets out the key priorities against which this evaluation will seek to deliver.

The overall economic policy aims for Scotland are to “have an ambitious and confident population, be committed to lifelong learning, be excited and focused on innovation and embed sustainable development principles in all it does, where the benefits of a strong dynamic economy are shared across all communities.”

The evaluation is built around achieving progress in three key areas in order to achieve growth, productivity and sustainable economic development.

A Smart, Successful Scotland sets out the overarching economic policy for the SE area and in that context, the SFD Information Service sets out how SE will respond to the relevant challenges and priorities detailed below. 

	A Smart, Successful Scotland – Relevant Priorities for the Scottish Food and Drink Information Service

	Growing Businesses
	Learning and Skills
	Global Connections

	· a culture of enterprise and more businesses of scale
	· developing people who are in work
	· increased involvement in global markets: taking Scottish knowledge to the world and bringing  the world’s knowledge to Scotland

	· increased innovation and commercialisation of research
	· 
	· Scotland to be a globally attractive location

	· success in key sectors
	· 
	· connecting to the rest of the world

	· use of e-business to create business advantage
	· 
	· more people choosing to live, study and work in Scotland


A Smart, Successful Scotland, 2004.

A Smart, Successful Highlands and Islands (2005)

Likewise the HIE Network places particular emphasis on the development of the food and drink sector.  From past research the sector is estimated to generate sales in excess of £600 million per annum and supports over 7,000 full-time equivalent (FTE) jobs across the region.  There are around 325 processing businesses in the Highlands and Islands spread across all the Local Enterprise Company (LEC) areas.  The range of products is diverse, including fish and shellfish, meat, jams and preserves, dairy, biscuits and confectionery.  Equally diverse is the profile of the sector, ranging from world-renowned businesses such as Baxters of Speyside and Walkers Shortbread to small innovation producers successfully supplying niche markets and with growth potential.

The SFD Information Service contributes directly to the Growing Businesses, Making Global Connections and Developing Skills strategic goals outlined in the Smart, Successful Highlands and Islands strategic document.  

It addresses two of the four strategic themes within the Growing Businesses strategic priority as detailed below:

· a culture of enterprise and more businesses of scale - the provision of advice and guidance to early stage and existing food and drink companies provides the basis for transforming ideas and opportunities into reality and profit; and
· success in key sectors - where the support and expertise delivered through the Service acts to build on the positive exploitation of the natural food and drink resources of the Highlands and Islands.  In particular the need to foster the competitiveness of the Scottish food and drink industry is key, where the needs for product excellence and market focus fit well with sustainable development aims. 

The Programme also contributes toward the Global Connections strategic priority of:

· increased involvement in global markets - where attendance at events/exhibitions can lead to contacts being made and business opportunities in overseas markets.  In particular, the Service aims to equip businesses with market knowledge, competitor information and awareness of key industry trends, enabling participant companies to identify and take advantage of new business opportunities.
For the Developing Skills strategic goal the Programme helps to contribute towards the following strategic priority:

· developing people who are in work - through providing information on workforce training in order to respond to the challenges in the market place.

Scottish Food and Drink Strategy (1999)

The most explicit statement of strategic intent for the food and drink sector is contained in the Scottish Food and Drink Strategy, 1999, which sets ambitious targets for growth by 2010.
To achieve such targets, there are six strategic goals for the food and drink industry in Scotland:

· develop and grow leading processors of food and drink;

· exploit the premium retail and foodservice markets of the UK and Europe;

· grow advantage through innovation and exploiting technology;

· develop an efficient supply chain;

· develop the capabilities of our people; and

· communicate the need for collaboration across the industry.

Since the launch of the Scottish Food and Drink Strategy in 1999 a plethora of initiatives have been delivered in partnership on the back of this strategy in order to assist Scottish businesses within the industry.  One of the key areas has been the provision of better tools to assist Scottish food and drink companies to compete, such as the SFD Information Service (sfd.com).  Other examples are outlined below, where for information can be accessed via the SFD Information Service:

· accessing UK Premium Markets – working with the key UK retail multiples, the convenience and independent/speciality sectors and with foodservice operators to develop and exploit opportunities of benefit for Scottish food and drink companies

· providing better tools to compete, including:

· good practice with regard to food sector logistics

· industry foresight to improve awareness of future industry trends and opportunities

· an annual programme of food and drink conference and events

· branding advice ‘Beyond the Logo’

· recruiting and building a workforce with the right skills through training support and advice;

· bringing innovation to the marketplace through practical advice on health enhancing foods and innovation support by strengthening linkages with other successful Scottish food and drink initiatives and through access to new technologies; and

· entering new international markets thus helping companies export through market intelligence, company capability development, joint industry action groups and international trade exhibitions.

1.8 Market Failure

Strategic fit in itself is not enough to justify intervention by public agencies.  It is essential to identify gaps in provision and to understand why these gaps have come about.  Market failure is the key to setting the strategic rationale for public sector intervention in any local economic development market.  

The SFD Information Service is designed to address information market failures.  The food sector in Scotland is characterised by a relatively large number of small firms and a smaller number of large firms.  The small firms, in particular, cannot be expected to possess all the skills and knowledge they require to take advantage of market opportunities and develop their business.  As a result, they are therefore likely to under-invest in potential market opportunities and / or be unaware of all the risks of investments they are making.  They can also be unsure of reliable sources of information and even worse, unaware of the value of information.  

The SFD Information Service aims to address these failures by providing information (with no vested interest) thereby enabling firms to develop business benefits from gaining access to and an understanding and knowledge of wider market trends, competitors, potential new suppliers and partners, etc.

That said the provision of such as free service is not a long-term option for the investment of public funds.  As firms become aware of the benefits of information and relevant sources, and more proficient in utilising information, the rationale for public sector support reduces and a new approach is required.

However, the recent creation of Scotland Food and Drink, a true private-public sector partnership (with core funding from the industry, the public sector, the levy organisations, trade associations and other stakeholders i.e. everyone involved in the food and drink supply chain) is expected (although this has yet to be agreed) to takeover the management and delivery of sfd.com by 2009
.  It is anticipated that financial support from the public sector will diminish overtime with increasingly more funding support generated from the private sector partners of the Service in the medium- to longer-term.  

2. ‘Best in Class’ & Technical Site Review

2.1 ‘Best in Class’ Review

This section provides a review of some of the ‘Best in Class’ industry sector web based information services. 

However an outline definition of ‘Best in Class’ in this context will be helpful.  There is a wealth of rich web based content in this area, and it comprises a vast number of potential candidate web sites.  ‘Best in Class’ in this context is taken to mean industry web sites that illustrate an innovative or effective use of at least one of a core set of services deliverables (these are outlined below).  A few sites are also nominated in a more holistic sense and noted as exemplars.  (Here however it is acknowledged that this ‘nomination’ is ultimately a subjective judgment call).

The following section – Technical Site Review - comments on the specifics of the sfd.com site from a high-level technical viewpoint are presented.

Before progressing with specific site illustrations it is worth making some current observations on ‘the web’ in a general sense.  Use of the web is now ubiquitous, both at home and in the work setting.  People are now happily to book flights and holidays, undertake personal banking and a host of other activities.  In the business context a company’s web site has become a fundamental component in its marketing mix.  It is also increasingly the mechanism for internal communication (its intranet), and the means by which it links with its suppliers, stakeholders etc (extranet). So web users expectations are already high…and are increasing rapidly.

This is particularly true with Business to Consumer (B2C) sites, but is increasingly now expected in the Business-to-Business (B2B) context.  Effective commercial web sites can no longer be passive brochure-ware.  Most users, even in the business context, now expect to be actively engaged by the sites they choose to visit.  The most successful sites find increasingly innovative ways of adding value by involving their communities of interest.

The analysis for this section has involved the review of a large number of industry sector web sites.  In the process a few important high-level themes have emerged.  It is worth noting these themes at the outset.

The themes are as follows:

· core services: there is an apparent common ‘core’ to the service-set delivered by an industry portals.  Not all of these core services are present in every web site, but a high percentage usually feature;

· spectrum of user interaction: portal users can be passive through to active when using a particular site.  At one end of the spectrum, absolutely no user interaction e.g. the simple review of a strategy document say – all the way through to full user interaction e.g. participation in real time discussion forums;

· breadth & depth: breadth here means a site offering a wide ranging industry sector usually comprising a number of active sub-sectors.  Depth in this context means a sub-sector specialist area covered in detail.  Some industry sectors sites like sfd.com are both broad and deep.  Others can focus on a precise niche within the larger sector e.g. Optoelectronics within Electronics; and
· public through private model: industry portals can be totally sponsored by public bodies (e.g. economic development agencies), or may be underwritten by trade/industry associations and ultimately can be ‘free-standing’ private commercial enterprises (e.g. trade/sector publications).

Any or all of these themes can be at play within the sites that have been chosen to illustrate particular ‘Best in Class’ potential or practice.

Two industry scan approaches were proposed for this review – namely Horizontal and Vertical.

Horizontal: this was a review across key industry sectors both in Scotland and further afield.

Vertical: this was a review specifically within the food and drink industry and closely related fields – again within Scotland, UK and further afield.

2.1.1 Horizontal

Horizontal: a scan across the principal industry sectors.

Scotland: in addition to food and drink there are 13 other SE industry groups that have varying degrees of web based information deployment
. These have been reviewed in conjunction with a similar key industries list from Scottish Development International (SDI
) and related links.  This provided a robust high-level perspective on the current state of sectoral information deployment in Scotland.

It should be noted that comments are offered on the Scottish sites for ‘local’ comparison purposes – not particularly because they are exemplars as such – but there are some worthy illustrations.

Excluding Food & Drink the other SE sectors reviewed were: Academics/Business, Aerospace, Chemicals, Digital Media & Creative Industries, Electronics, Energy, Financial Services, Forest Industries, Life Sciences, Microelectronics, Optoelectronics, Textiles and Tourism.  Additional SDI sectors reviewed were: Contact Centres and Shared Service Centres. 

As mentioned above in the totality of the entire review process a number of core service elements emerged.  A high percentage of these information service deliverables featured in almost all of the sites reviewed.

Some of the sites reviewed were truly immense.  Consequently ‘review’ in this context means/became confirming core service functionality and checking for additional innovative or particularly effective site components.

In terms of the sfd.com deployment model: obviously this is an important factor both now with the status quo – and also crucially with any future reconfiguration of the business model – i.e. its future vision and purpose.  This however will be influenced by the very recent launch of the new Scotland Food and Drink organisation.  

Finally, a key but invariably ‘complex’ question: who is the site actually for?  With sfd.com there are currently a number of stakeholders.  Whereas with the more commercially oriented sites reviewed it seemed that the answer was somewhat easier - and it almost always was to be found in their published 'list of membership benefits'. 

Most of the following core elements were freely available to all site visitors.  Others required a simple sign-up procedure.  For access to special content a full registration process was invoked.  This latter option often offered privileged access (extranet) to premium content and the like.  This may also involve membership and subscription fees etc.  Sites can even include advertising and surprisingly with a UK Government site - Google AdWords were used. (Perhaps an example of a win-win service providing mutual benefits to both the site visitor & developer) 

The list of core portal elements identified is presented below.  Is should be noted that not every one was always present - but usually a significant percentage featured.  Some of these services, and certainly most of the more innovative or unique, depend on the business model (final theme noted above) underpinning the site.

Static elements (these are elements which are freely available to all site visitors and required no registration or sign-up):

· vision (of the particular industry sector)

· industry strategy
· industry statistics (demographics, performance statistics, etc)

· statement of capabilities
· cluster information

· high level market research data featuring various aspects of the sector

· sector news and forthcoming events plus media centre for press contacts

· publications (often offered as downloads)

· industry directories/databases (reasonably enough this often depended on the bread and depth of a specific sector)

· site search capability

· links or signposts to other web sites - from quite general through to very helpful and specific links leading to…partners

· partnerships & collaborations

· FAQs re industry
· site maps

Subscription/registration elements:

· electronic newsletter (eNL: abbreviation used below)

· specific industry market research (usually only available after completing a subscription or membership request)

· careers/job engagement with sector (upload CV and or review job opportunities lists)

· (subscription) member Login to premium content

More active or innovative elements:

· ask 'industry specific' questions and queries with a response service

· site revenue generation through advertising (e.g. Google AdWords) and affiliate-like schemes

· subscription) member Login to forums, projects etc (access to potentially high value-add services delivered at the ‘back-end')

Items under this last heading are perhaps the more leading edge and innovative services, and as such are more difficult to categorise with fixed descriptions.

The items listed above, under the first two headings, are the functional core service deliverables of a typical industry or sector portal.  The use of bold text above has been carried forward into the summary site descriptions in order to emphasise these elements in use.  Also particularly innovative or non-standard elements are also noted in bold text.  It should be noted that only site exemplars are noted in the main text and the other site reviews are outlined in Appendix A.
Another important factor is the design ‘look and feel’ of any such portal.  This has much to do with how the user interacts with the site and how it looks or presents to the user - the aesthetics.  This and a range of other issues are covered in the Technical Site Review in the next section. 

Scottish Examples of Industry Portals

The specific sectoral web sites noted in Appendix A are worthy of comment not particularly because they are ‘excellent’, but simply because they illustrate current Scottish examples of industry portals.  Fortunately however there are examples of good use of the core elements.  When and where appropriate comment(s) are given in relation to the sfd.com, both now and in the future. 

The sites that follow have been chosen because they illustrate or embody some good ideas or innovative portal features (again noted in bold text).  Although inevitably somewhat subjective, a few of these have achieved a good overall look and feel.  These are noted in the text below as exemplars, the remaining site reviews are outlined in Appendix A.  (Note: clearly not everything about these sites is perfect.  Moreover as already noted, some of these sites are truly vast and consequently not every aspect has been reviewed).

Illustrative Industry Sectors

This section on illustrative industry sectors examines sites from farther afield.  Whilst not a particularly ‘pretty’ site: www.virtualpet.com/industry/mfg/mfg.htm does give access to a very rich source of industry Portals and Hubs (principally USA based).  It has been used as a source to identify sites which illustrate constructive portal elements and ideas – some of which may be relevant to a refreshed, revised or next generation sfd.com. 

Exemplar Sites

Agriculture: www.farmassist.com: exemplar 

In terms of the themes mentioned at the beginning of this section - this site has considerable breadth and depth.  However the site acts as an effective portal to a wealth of industry information.  The very simple, but prominent, 'why register' on the Home Page leads to a clear benefits statement.  Also the 'Programs and Resources' tab leads to specific and targeted sector information.  This is presented in an engaging manner with items like 'Ask the Expert' and 'Question of the Week'.  Overall this site looks good and is easy to use.  It is an excellent example of an industry portal. 

Automotive Industry: www.autoindustry.co.uk: exemplar 
Although it doesn't look it - this is a UK Government run site.  It's another very broad and deep industry portal.  It has a lot of user customisation options, with RSS feeds, registration leading to user forums, etc.  It has some interesting partner site links.  The site also makes extensive use of Google AdWords.  This is a very extensive and well presented site which embodies a number of innovative techniques for engaging with the site visitor. 

Key comments: the well-populated user forums on this site have been implemented using third party modular software systems.  They were not developed specifically for the site.  Consequently any evolved sfd.com site could relatively easily deploy user forums.  Ensuring that they are active is a promotional and marketing challenge, at least initially. 

Bio-tech: www.bio.org: exemplar 

This is another robust industry portal.  It offers a simple members benefits statement, has a suggestion box and features National Issues.  It makes use of video (members only) content.  It also lists site sponsors on the Home Page. 

Key comment: this site illustrates a portal engaged in national issues on behalf of the sector. 

Energy: www.awea.org: exemplar 

This is the site of the American wind energy association.  It is included for the quality of its overall presentation.  Although its Legislative section is noteworthy. 

Pharmaceuticals: www.pharmiweb.com exemplar 
This UK registered site presents very well with clean design and clear navigation.  It is towards at private/commercial end of the deployment theme model - receiving sponsorship from many of the world's leading pharmaceutical corporations.  It also makes use of AdWords.  The site also hosts user Polls. The 'How to...' section is an interesting addition. The general look and feel is also excellent.

This section has in effect confirmed the extensive use of the core industry portal elements and has also started to highlight some additional features which can be used to add user value to industry sector sites.

2.1.2 Vertical

This section focuses on sites specifically within the food and drink related industry. 
From the previous section, the 'generic' core elements of industry sites have now been identified, together with some additional service elements, which again in a generic sense can be used to add additional user value.  As these reviews continue below the core elements will be taken as ‘givens’, and attention will now be given to the more novel or innovative site features.  In this section any additional elements specific to food and drink are also identified in Appendix A with any sites that present as exemplars included in the main text below.  The review starts with some Scottish sites then broadens out to UK and further a field. 

Finally there is a brief review of countries with some similarities to Scotland. 

Scottish Food and Drink Related Sites

Exemplar Site

The Scottish Salmon Producers Organisation: www.scottishsalmon.co.uk: exemplar 
This is a well put together web site.  It is easy to navigate and has good design.  Because of its niche market focus the information content is relatively modest.  It has an interesting consumer section.  The site map is particularly helpful.  All in all this is a good niche sector portal. 

The scope of the review is now broadened to look at some UK sites. 

UK Food and Drink Related Sites 

These are illustrative food and drink sites which feature some niche portals together with federations, confederations and the like.  Many of these sites could offer sfd.com potential for strategic link building.

Exemplar Site 

Agricultural Industries Confederation (AIC): www.agindustries.org.uk exemplar 
Another broad and deep site that is presented very well.  It is a membership based confederation.  AIC additional services include: help lines, health and safety information, template contracts for members, arbitration facilities, insurance schemes and training courses.  Overall a very complete industry portal. 

There are of course very many other similar sites apart from the exemplar site noted above and those listed in Appendix A featuring both niche and more general food and drink industry content.  All confirm the use of the core elements and associated functionality.

Many of these and other sites at the UK level have 'public facing' content, targeted at the consumer, and as such provides helpful and useful information in a B2C context.  They have potential scope for the inclusion of advisory and community information: e.g. diets, recipes, etc. 

However the most B2B industry portals have a much narrower focus and are specific to a particular segment e.g. frozen foods. 

International Food and Drink Related Sites 

A review of some additional international food and drink related sites was also undertaken. 

Exemplar Sites

Beverages:www.just-drinks.com and www.just-food.com exemplars
These are good membership sites with very clear benefits statements.  They offer RSS feeds and email alerts plus the ability to customise 'your account'.  Both sites are clearly using the private/commercial model.  They also have links with many partner organisations.  They have other innovative elements e.g. jobs, forums, blog, etc, which make them good overall examples of industry portals. 

Small Country Food and Drink Related Sites

Finally a review of other ‘small country’ food and drink web deployment was undertaken.  The premise is that they are thought to have same or similar market development challenges as Scotland.  This comprised New Zealand, Denmark, Ireland and Norway.  A few sites were reviewed but the only one which has a material impact on this review is the 'Food and Drink Industry Ireland' site. 

Exemplar Site

Ireland: www.fdii.ie exemplar 
The Food and Drink Industry Ireland (FDII) is an open membership based site.  It is an important example of a food and drink industry portal.  It is clean, crisp with a businesslike design and a simple navigation scheme.  It has a helpful brochure download in the 'About Us' section which describes the FDII structure and what it can do for its members.  The 'Associates & Affiliates' section (also in 'About Us') gives an effective link to allied organisations.  There is also a list of 'European Connections'.  Membership is open to all via an online registration enquiry form.  The 'Information Centre' provides an excellent entry point to specific information (with some member only content).  The Committees option provides good connections across the Irish sector. 

The site offers a wide range of links to partners and industry collaborators across the food and drink industry in Ireland.  This simply presented site has much to commend it. 

2.1.3 Section Summary 

The above comments have been aggregated under headings which are deemed to have a potential impact on sfd.com and its evolving business model – and of course ultimately on the deployed web site.

Site Demarcation

It is important that any new or repurposed sfd.com site is clearly demarcated within its ‘industry space’ or sector.  This can usually be achieved within the site by an unambiguous statement of purpose.  This is further helped if there is a defined membership with an associated clear benefits statement (see below).  However if the site is one of a cluster within a fixed geography say (e.g. Tourism in Scotland) then a higher-level industry ‘industry map’ would certainly be helpful to the visitor.  Immediate consideration should be given to this issue as the new model is developed.

Side Bar Navigation

This is a fundamental issue, not simply of the look and feel but more for data navigation and efficient access.  With any substantive site this can be difficult to design and execute.  However it was evident with most of the exemplars mentioned (a case of knowing it when you see it).  Sfd.com has a particularly large and rich repository of industry content.  As the sfd.com model evolves the opportunity should certainly be taken at the earliest point to reexamine and reconfigure the information and data hierarchy as represented on the current site’s navigation scheme.

Business Model

Of the industry portals reviewed those that seemed to work best were towards the middle of the ‘public through private model’ theme mentioned near the beginning of this section.  Further, those that had a registered membership whether open or paying (depending on their chosen revenue model) – seemed to work best.  This is because by so doing they create a well defined targeted member group to whom they can offer a clear statement of membership benefits.  The new private/public partnership should seriously consider the membership model construct.

Revenue Model

Clearly this is an integral part of the Business model above.  If revenue generation is to be part of the evolved sfd.com then a set of potentially interesting mechanisms can then come into play.  An online membership registration and sign up is recommended - coupled to a clear published fee structure.  Then a number of other possibilities come into play.  Many will be contingent on the target business culture and context of the site.  They include but need not be limited to consideration of advertising (including members), use of Google’s AdWords and participation in appropriate business affiliate schemes.

As and when a sfd.com revenue generation model is determined – there should be an immediate broad ranging but critical review of potential revenue generating mechanisms for implementation on the site. 
Site Interactivity

As has been stated web site visitors’ expectations are now high.  They are used to doing something at a site – and of course being engaged particularly in the B2C arena.  The same is increasingly true with B2B sites.  If sfd.com opts for a form of membership registration (recommended) then serious consideration should be given to mechanisms which allow the user to ‘Self Customise’ the site e.g. to develop ‘My sfd.com’ for example (using cookies).  RSS feeds should also be considered as an information distribution method.  This is a medium-term issue as it is somewhat contingent on any site data structure and navigation redesign.

Delivery of Value-Added Content & Materials

This is potentially a very broad topic.  However a significant number or the reviewed sites had sections which were called ‘Information Centres’, ‘Knowledge Centres’ or the like.  These were populated with business development materials, market development tools, member web site development options, White Papers and so on.  Some also gave access to industry networking opportunities and community initiatives.  In terms of content and tool development this can be an awesome first time undertaking.  However sfd.com already has material and content which is likely to come under this heading.  SE also has generic business development tools which could be repurposed for the food and drink industry.  Even making use of affiliate links to web development resources.  Again this last point and some of the other will be contingent on the preferred business model.

This new category of value-added content and materials provision should be considered for a sfd.com in the medium to long-term.
Food and Drink Sector

The food drink industry portals conformed in their entirety to the core site elements and to the other portal features already mentioned.  The one additional item perhaps worthy of consideration is the inclusion of a section on Consumer issues.

Finally of all the sites reviewed the Food and Drink Industry Ireland (FDII) site is the one which comes closest to the ideal. 

2.2 Technical Review

The Scottish Food and Drink Information Service operates as a first port of call resource for the Scottish food and drink industry, designed to provide solutions to critical business problems and to help build company capability.  

The principal delivery channel is the web site (sfd.com) which gathers, catalogues and distributes key intelligence required by the Scottish food and drink industry.  

It is intended to help companies to undertake market research, source new suppliers, find new customers, develop new packaging and products, build employee skills and meet legislative requirements.  It is supported by the Scottish Food and Drink Helpline, delivered through the Business Gateway in Glasgow and supported by one-to-one specialist support for technical enquiries. 

As a first time reviewer of the site, a unique opportunity is afforded to view it with a ‘fresh pair of eyes’ and in effect to see it from the perspective of a new user or visitor.  In this process one can gauge the effective and efficient nature of the service provided.

Also as sfd.com evolves towards a modified Scotland Food and Drink model it is important to keep in mind these important questions: 

· who will visit the sfd.com site?;

· what is the profile of the targeted site user?; and

· what are their likely intensions or expectations?

Although the project features many stakeholders, on the face of it there would appear to be two main business constituencies:

· Food and Drink Industry players based in Scotland; and

· International Food and Drink players.

(Stakeholders are those partners involved in the development and promotion of sfd.com e.g. Members of the Economic Development community)

The web site has been reviewed under a number of separate headings: purpose; finding the site; site content; navigation and general issues and detailed in Appendix B.  Where a point or issue is raised that has a recommended action this is highlighted is italics.  By the nature of this review process some issues and topics recur under different headings.  This is noted but any previously suggested action is not repeated.  The recommended actions are brought together at the end of each headings section.  Again, the details are outlined in Appendix B.
The recommended actions presented in Appendix B have been consolidated and summarised below.

2.2.1 Section Summary

Reassuringly many of the recommended actions in this section echo and support those of the previous section – but at an increased level of detail.  Many direct action recommendations are constrained pending a new business model to underpin the sfd.com site. 

The actions are consolidated below under the headings below.  

Purpose

The consolidated actions in terms of purpose are as follows:

· a statement of the unique site purpose should be developed and deployed on the site as soon as possible;

· the Home Page side bar with its hierarchy of categories and topics should be simplified.  This should form part of strategic redesign project – but is contingent on the timing of the new model;  

· consideration should be given to additional sections targeting new users.  These should be designed to attract and retain new site ‘clients’;

· an evolution of the sfd.com site should move to a membership business model;

· the presentation of search results could be streamlined.  This too should form part of a combined strategic redesign project – but as stated, this depends on the new model and

· the site promotion strategy should be critically reviewed going forward. This could begin immediately.
Finding the Site

The consolidated actions in terms of finding the site are as follows:

· the current domain name and any future changes should be reviewed in the context of the evolving sfd.com site to ensure that all relevant variations on the theme have been secured where possible.  This could begin immediately;

· serious consideration should be given to the timely implementation of a site map.  A number of those illustrated in the ‘Best in Class’ section can serve as format templates.  This action however will follow the site refresh or redesign; and

· strategic action: there is undoubtedly an opportunity to proactively seek links from members, partners, stakeholders, other industry sites, etc.  This could begin immediately.

Site Content

The consolidated action in terms of finding the site is as follows:

· more active user engagement mechanisms should be included in sfd.com once the new business model is determined. 

Navigation

The consolidated actions in terms of finding the site are as follows:

· the current navigation icons scheme would benefit from a fuller explanation.  They could form the basis of an enhanced site wide navigational aid, but should he held pending the new model;

· mouseover: where instructions and explanations are given to the user when their mouse hovers over a button.  This could be used to greater and beneficial effect.  This could begin immediately; and

· cookies: in an appropriate business model context, consideration should be given to this level of user customisation.

There are of course more issues at increasing levels of detail.  However the intent has been to find an appropriate level of granularity that allows the key issues to surface.  Unfortunately in the transition from the status quo to the new evolving sfd.com the proposed actions are less focused and time bound than would have been hoped.  Once a target end state for sfd.com has been developed (model, revenue expectations, resourcing etc) these issues will be able to be prioritised and aligned with that direction.

Survey Results

This chapter presents the key fieldwork results, focusing primarily on the Service’s impact in terms of costs and benefits.

2.3 SFD Information Service Beneficiaries

The key thrust of the fieldwork component of this study was to engage online with three main target audiences:

· Scottish food and drink companies;

· other stakeholders/partners; and

· SE and HIE Network users.

In order to compare the response rate with that attained during the 2004 Evaluation of the SFD Information Service and the subsequent User Survey, November 2005, the online surveys primarily used the same questions as used in these previous studies.  However, it is noted in the report where changes in variables were made and comparisons with the 2004 Evaluation and 2005 User Survey are not appropriate.  

We conducted the online surveys using recipients’ e-mail addresses that were provided to EKOS by the Client Group at Scottish Enterprise and through the implementation of online SNAP software.  A summary of the number of individuals contacted in relation to each of the above surveys, along with the final response rate, is outlined in Table 4.1 below.  Furthermore a comparison is made with the responses achieved in 2004 and 2005.

	Table 4.1: Responses to Online Surveys

	Target Audience
	Number of Individuals Contacted
	Number of Responses Received
	Response Rate

	
	2004
	2005
	2007
	2004
	2005
	2007
	2004
	2005
	2007

	Companies
	738
	688
	878
	118
	77
	119
	16%
	11%
	14%

	Stakeholders/ Partners
	446
	248
	65
	36
	47
	9
	8%
	19%
	14%

	Network users
	88
	71
	94
	24
	38
	23
	27%
	54%
	24%


Source: Online Surveys, June 2007.

The online survey was sent to 949 companies, 67 stakeholders and partners and 100 SE and HIE Network users.  However, a total of 71 companies, two stakeholders/partners and six Network users had e-mail addresses that proved to be undeliverable.  Therefore the actual number of recipients was 878 companies, 65 stakeholders/partners and 94 Network users as depicted in Table 4.1 above.

The company response rate has improved since 2005 and is virtually on par with than attained in 2004.  The stakeholder/partner response rate has declined since 2005 but is greater in percentage terms than that for 2004.  However, it is important to note that the absolute numbers involved in the stakeholder/partner survey this time were substantially smaller.  Finally for Network users, the response rate has slightly risen since 2004, but is much less than that achieved in the 2005 User Survey – 15 fewer respondents.

In addition, through completion of the online survey respondent companies indicated whether they would be willing to undertake a more detailed telephone conversation with EKOS to discuss in more depth some of the specific experiences and benefits of the SFD Information Service.  In total we undertook 15 out of 20 proposed telephone discussions with companies – a 75% response rate.

The results by key target audience are presented below in a similar format and order to that outlined in the SFD Information Service Evaluation in November 2004.  This provides a clear focus so that results from this current evaluation, particularly for the company perspective, can be compared and contrasted with those obtained in 2004 and indeed the data captured in the 2005 User Survey as appropriate.

It should be noted that not all respondent for each of the target audiences answered all the questions.  Therefore, the analysis highlights the total number of responses to each discrete question – some of which include multiple responses to specific issues.  

2.4 Company Beneficiaries

The evidence outlined below incorporates the results of the online survey and the supplementary telephone interviews with pre-selected businesses.

2.4.1 Company Background Information

Survey Respondents and Organisation Type

The majority of the respondent companies defined themselves as Food Producers (58%), Food Processors (30%), Retailers (26%) and Distributors (18%).  It should be noted that some companies provided multiple responses to this question i.e. they may retail the food they produce.  In the main senior company representatives participated in the online survey, with responses from the owner/proprietor (33%), a company director (34%), senior manager (17%) or manager (11%).  The remaining five participants (5%) were made up of three general employees, one consultant and one trainer.

Employment

The 119 respondent food and drink companies employ over 9,800 staff (9,803.5 FTEs).  However, it should be noted that this number is skewed by two very large respondent businesses that currently employ 2,200 and 1,200 staff respectively.

Turnover and Profit

The turnover for the 119 participating companies over the last financial year 2006/2007 was estimated to be £1.4 billion (18.5% of the total industry sales of £7.57 billion).  This figure was once again skewed by 10 companies that reported turnover in the £10 million to £50 million range and those where turnover was between £50 million to £250 million.  Some companies were able to provide exact figures, where others indicated the appropriate range  - thus a mid-point analysis was undertaken.

The profit margin was estimated to be £11.7 million, 0.9% of the total annual turnover (this figure may appear to be low, but was based on the responses given during the online survey).

2.4.2 General Understanding of the Service and the Rationale for Involvement

In general, there was a broad consensus of understanding of what the Information Service is about: to provide information on the food and drink market to and for Scottish companies. 

Inevitably there were different perceptions of the scope and scale of such provision, largely dependent on the level of interaction the respondent enjoyed with the Service.  At its most basic, some companies saw SFD as little more than an advertising platform on which they posted their details and then waited for potential suppliers or buyers to contact them.  Companies reporting this view of the Service made little other use of the web site or Helpline. 

Other companies had a more detailed understanding and knowledge of the web site, although establishing commercial contacts could still be a useful adjunct to the Service.  Several companies reported using the Service as part of their business start-up phase to inform their understanding of the market place they intended to enter and strengthen their business plan.  Smaller companies reported most of the tangible benefits.  More established, larger companies, perhaps with an existing export market for their product, typically made less frequent use of the Service and found it less directly relevant to their activity.  However, some respondents from larger businesses did feel the Service could inform their wider understanding of developments across the food and drink sector as a whole or their knowledge of the Scottish consumer. 

The next section explores the level of awareness of the Service and it usage in more detail.

2.4.3 Levels of Awareness and Usage of the Service

A total of 62% of respondents had heard of and used the Service – an increase compared with the 58% reported in 2004 but a decline on the 70% of users outlined in the 2005 survey.  The proportion of companies that had heard of the Service but had not used it was 29%, which is similar to the 27% reported in 2005, but 10 percentage points less than the 39% reported in 2004.  The remaining 9% of respondent companies had not heard of the SFD Information Service.   

Of the 34 respondents who had heard of the Service but not used it, all respondents provided a reason.  The results were as follows:

· “I have not had a chance to look at it” (24)

· “I have looked at it but did not find if helpful” (4);

·  “I use other sources of industry information” (4)
· “I will only use the Service if I feel it is applicable” (1); and

· “I don’t feel that the Service is of relevance to our particular niche market” (1). 

Alternative sources of industry information or advice cited by non-users of the SFD Information Service were: Fine Food Fairs/Shows; Guild of Fine Foods; Soil Association; TNS (international market research agency) AC Neilsen and own company research.

Users of the SFD Information Service also used other sources of information and advice.  These were: 

· HIE; 

· SE Grampian;

· Grampian Food Forum;

· Scottish Association of Master Bakers;

· business to business linkages such as fellow manufacturers;

· Eat Scotland; and

· other research purchased from other third parties.

Figures 4.1 below provides a detailed overview of how the companies initially became aware of the Service (106 respondents).  

Therefore, companies that have used the Service first heard about it in the main via contact with the SE and HIE Networks (19% and 9% of respondents respectively) and through SFD events, publications or brochures (13% of respondents).

For those participating companies that has heard of the Service, but were non-users, the predominant means of initial awareness raising of the Service was through SE (9% of respondents) and the SFD monthly e-zine (5% of respondents).     
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Figure 4.1: Source of Awareness by User and Non-User

Source: Online Scottish Food and Drink Company Survey, June 2007.
None of the participant companies became aware of the SFD Information Service through advertising, the media (including newspaper/journal article/radio programme) trade associations or from another company.  As presented in Figure 4.1 there was also an element of respondent users and non-users who were not sure how they first became aware of the Service.  The  ‘other’ means of awareness raising, was through existing clients. 

For respondent users of the SFD Information Service, only 2.5% had had the site brought to their attention over the last six months and 20.5% had known about the Service for a year.  An encouraging 77% had been aware of the Service for over a year, broken down by 26% for more than one year; 18% more than two years and 33% more than three years.

Unsurprisingly among non-user respondents, almost one-quarter (24%) had only become aware of the SFD Information Service over the last six months. A further 26% has just known about the Service for a year.  50% had been aware of the Service for over a year, but this comprised of 35% for more than one year and only 6% for more than two years and 9% for more than three years.

As depicted in Figure 4.2, 79% of the organisations that accessed the web site (sfd.com) used it once a month or more frequently (a step-change from the 48% that used the site once a month or more frequently in 2004).
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Figure 4.2: Frequency of Use of the SFD Information Service Site

Source: Online Scottish Food and Drink Company Survey, June 2007.
In terms of duration of use of the Service, 59% of users visited the site for less than 10 minutes at a time.  A further 29% visited the site between 11 and 20 minutes, 4% between 21 and 30 minutes, and 4% usually spend more than half an hour on the site.  In addition, 4% of respondents were unsure of the length of their average visit to the site. 

Table 4.2 below identifies the extent to which respondent companies accessed the services and information available through the web site.  The most frequently visited elements of the site, independent of the duration of visit, were the News (47%), Events (39%) and the Buyers’ Guide (20%) where such information provides some of the more tangible information of value to the companies.  In contrast, companies do not tend to use information on Logistics (74%), advice on Export activities (69%) and Strategy (63%).  

	Table 4.2: Use of the Web Site Services and Information

	
	Number of Respondents

	
	Use frequently
	Use occasionally
	Do not use
	Total no. of respondents

	News
	32 (47%)
	30 (44%)
	6 (9%)
	68 (100%)

	Events
	26 (39%)
	35 (53%)
	5 (8%)
	66 (100%)

	Forums
	5 (8%)
	31 (48%)
	28 (44%)
	64 (100%)

	Marketing & Sales
	7 (10%)
	43 (64%) 
	17 (25%) 
	67 (100%)

	Packaging
	5 (8%)
	28 (43%)
	32 (49%)
	65 (100%)

	Logistics
	3 (5%)
	13 (21%)
	45 (74%)
	61 (100%)

	Hygiene, Safety & Compliance
	7 (11%)
	30 (47%)
	27 (42%)
	64 (100%)

	Export
	4 (6%)
	15 (24%)
	43 (69%)
	62 (100%)

	FoodService
	8 (13%)
	29 (45%)
	27 (42%)
	64 (100%)

	Retail
	7 (11%)
	39 (60%)
	19 (29%)
	65 (100%)

	Organic
	6 (10%)
	32 (52%)
	23 (38%)
	61 (100%)

	Learning & HR
	4 (7%)
	26 (41%)
	32 (52%)
	62 (100%)

	Healthy Eating
	5 (8%)
	33 (54%)
	23 (38%)
	61 (100%)

	Innovation
	8 (13%)
	39 (63%)
	15 (24%)
	62 (100%)

	Sustainable Development
	5 (8%)
	28 (47%)
	27 (45%)
	60 (100%)

	Buyers’ Guide
	13 (20%)
	31 (48%)
	21 (32%)
	65 (100%)

	Projects
	6 (10%)
	22 (37%)
	32 (53%)
	60 (100%)

	Strategy
	3 (5%)
	19 (32%)
	38 (63%)
	60 (100%)

	‘How do I’ Guides
	8 (13%)
	23 (38%)
	30 (49%)
	61 (100%)


Source: Online Scottish Food and Drink Company Survey, June 2007.

Note: Percentage figures subject to rounding.

The results for 2007 mirror the most frequently visited areas of the web site in 2004 and 2005.  Only the top five elements of the web site were reported in the 2004 evaluation and these have been compared with the same web site elements for 2005 and 2007 in Figure 4.3.  It is encouraging to note that the data representing usage of the site, whether frequently or occasionally, is greater for all the areas in 2007 compared with 2004.  In other words, the current evaluation reported fewer ‘non-users’ of these sources of information than three years ago.

However, when comparing 2005 to 2007 the usage of the Buyers’ Guide has fallen slightly from 71% to 68%; the access of Marketing & Sales information has decreased from 77% to 74%
; and the largest decrease in usage is in the FoodService area a drop of from 67% to 58% - 9 percentage points.
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Figure 4.3: Use of Web Site Services 2004, 2005 and 2007

Source: Online Scottish Food and Drink Company Survey, June 2007, User Survey, 2005 and Evaluation, November 2004.  N.B. Percentage figures are subject to rounding.

Companies were asked to give details of any benefits gained as a result of accessing any of the above elements of the site.  A total of 12 respondents highlighted explicitly that the site helped them to identify potential new customers, business opportunities and new suppliers.  In addition a further 14 participant companies reported that the web site kept them up-to-date with the latest industry news and market trends and regulatory information.  Six respondents also noted how useful the site was in keeping them informed of the various Scottish food and drink events, such as Buyer Briefings and exhibitions. 

Given that all aspects of the site are accessed by more than one respondent company, it would suggest that all information accessible through the site is of current relevance.

The main functions or departments in respondent companies that accessed information from the web site were that of marketing and sales (60%) followed by product development (40%).  A further 24% reported that there was no one else that they were aware of that accessed the site.  As stated in the 2005 User Survey, in the main these respondents are likely to comprise of directors, proprietors or owner-managers of small Scottish food and drink companies.  It should be noted here that companies provided multiple responses, thus percentage figures presented are calculated on a response-by-response basis.  The detailed findings are presented in Table 4.3 below.

	Table 4.3: Functions and Departments that Access the Web Site

	
	Number of Respondents
	Percentage of Total Respondent (70) to this Question

	Human resources
	7
	10%

	Marketing/sales
	42
	60%

	Product development
	28
	40%

	Exports/international trade
	12
	17%

	Procurement/purchasing
	14
	20%

	Production
	15
	21%

	Finance/administration
	0
	0%

	Logistics
	4
	6%

	Training
	8
	11%

	No one else that you are aware of
	17
	24%


Source: Online Scottish Food and Drink Company Survey, June 2007.

Note: Percentage figures subject to rounding.

2.4.4 Levels of Awareness and Usage of the SFD Helpline

A total of 72 respondents answered the set of questions relating to the SFD Information Service Helpline.  21% of respondent companies were not aware of the Helpline, which is encouraging in comparison with the research results of 35% in 2004 and 25% in 2005.  For the 29 respondents (40%) that had used of the Helpline, only six (8%) did not find it helpful.  There has been an increase of 13 respondents since 2004 and an increase of 15 respondents since 2005 who have used the Helpline.  A total of 28 (39%) participant companies had still not used the Helpline but this again compared favourably with the 47% in 2004 and 56% in 2005. 

In general, the company benefits as a result of using the Helpline derived by the 20 respondent companies that provided additional information were as follows:

· access to good and valuable market and technical information (14 respondents of which 2 respondents highlighted the speed of getting the data and time saving aspect of using the Helpline);

· advice on food safety standards (1 respondent);

· found out about a specific training event (1 respondent);

· sourced relevant suppliers in terms of equipment, packaging and haulage activities (2 respondents); and

· generally an efficient and helpful service (2 respondents).

The principal reasons why five (out of the six) respondents did not find the Helpline helpful were that they were not able to provide the company with information, other than that which had already sourced.

For companies that had not used the SFD Helpline, a total of 19 respondents provided a more detailed explanation, as follows:

· the reason or need had not arisen (15 respondents);

· the company representative had never been able to obtain any substantive input or specific advice (1 respondent);

· the company usually just uses the web site (1 respondent);

· not sure what is was for (1 respondent); and

· never occurred to company to use (1 respondent).

Finally, those who had used the Helpline (23 respondents) were asked to choose a statement which best described their opinion of the service.  The responses were as outlined below:

· I use the Helpline to access information highlighted on www.scottishfoodanddrink.com (2 respondents);

· The Helpline is a useful addition to www.scottishfoodanddrink.com because I ask for more detail on specific points of interest (14 respondents);
· I use the Helpline because I prefer using the telephone and discussing my needs with someone rather than only using the web site (3 respondents);
· I use the Helpline because I find it difficult to find what I am looking for on the web site (3 respondents); and
· I use the Helpline to access information or support that is outside the scope of the web site (1 respondent).
2.4.5 Implementation of the Information from the Service

As outlined in Table 4.4 below, respondent companies used the SFD Information Service principally (87%) to keep in touch with current industry news, events and issues.  This mirrors the top findings in the 2004 Evaluation (71%) and the 2005 User Survey (67%)
.

Other sources of information and advice identified by respondents were as follows:

· Safe and Local Supplier Assurance Scheme (SALSA) project to ensure access to supermarket accreditation;

· obtained information about the Innovation Advice programme being run by Faraday; and

· general information on strategies, geographies, logistics and competitors in the area.

	Table 4.4: Implementation of the Information from the Service

	
	Number of Respondents

	
	Yes
	No
	Don’t know
	Total no. of respondents

	Kept in touch with current industry news, events and issues
	60 (87%)
	8 (12%)
	1 (1%)
	69 (100%)

	Identified new suppliers, products or services
	35 (53%)
	27 (41%)
	4 (6%)
	66 (100%)

	Identified key market trends
	41 (59%)
	25 (36%)
	4 (6%)
	70 (100%)

	Accessed information about sources of funding
	16 (23%)
	47 (68%)
	6 (9%)
	69 (100%)

	New product development/product diversification
	26 (39%)
	35 (53%)
	5 (8%)
	66 (100%)

	Sourced packaging and/or labelling advice
	21 (31%)
	45 (66%)
	2 (3%)
	68 (100%)

	Found regulatory and/or quality standard information
	30 (45%)
	34 (51%)
	3 (4%)
	67 (100%)

	Acquired knowledge of technological advances
	15 (23%)
	47 (72%)
	3 (5%)
	65 (100%)

	Identified other sources of information and advice
	4 (10%)
	29 (71%)
	8 (20%)
	41 (100%)


Source: Online Scottish Food and Drink Company Survey, June 2007.

Note: Percentage figures subject to rounding.

However, most regular users of the web site did report SFD as their preferred source of information.  The web site was described as reliable, quick and easy to use.  The comprehensive range of information available from a single source was a valuable time saver for small businesses and the fact that it was also online made it convenient.  More than one respondent saw the service as a “one-stop-shop” and the fact that much of the data is free to users was also an important advantage over other, commercial industry resources. 

However, not all respondents viewed the SFD Information Service as the preferred option, but rather as one of several sources of information they could turn to.  These people typically had a food and drink background before starting up their own business and so already had a range of pre-existing knowledge and networks within the industry.

Food and drink businesses were asked to identify whether the SFD Information Service had led to a series of pre-defined tangible improvements, as depicted in Table 4.5 below. 

In general, it is encouraging to note that improvements in turnover (23%) – an increase of eight percentage points from that attained in 2004.  However, fewer users were able to identify productivity improvements (16%) and a reduction in costs (12%) compared with 2004 where the results were 20% and 20% respectively.  

However, the reduction in costs for the 12% of current respondents, using mid-point analysis was in the order of £34,000 per annum, compared with £5,000 per annum savings by one-fifth of the 2004 evaluation participants.  The results for 2005 were not very encouraging.

	Table 4.5: Improvements further to use of the Service

	
	Number of Respondents

	2007 (Annual basis)
	Yes
	No
	Don’t know
	Too early to say
	Total no. of respondents

	Productivity improvements
	11 (16%)
	36 (53%)
	10 (15%)
	11 (16%)
	68 (100%)

	Lowered costs
	8 (12%)
	39 (57%)
	11 (16%)
	11 (16%)
	69 (100%)

	Improved turnover
	16 (23%)
	33 (47%)
	9 (13%)
	12 (17%)
	70 (100%)

	Additional profit
	14 (20%)
	33 (48%)
	9 (13%)
	13 (19%)
	69 (100%)

	Jobs created and retained
	12 (17%)
	35(51%)
	10 (14%)
	12 (17%)
	69 (100%)

	2005 (Annual basis)
	Yes
	No
	Don’t know
	Too early to say
	Total no. of respondents

	Productivity improvements
	1 (6%)
	10 (67%)
	4 (27%)
	N/A
	15 (100%)

	Lowered costs
	0
	10 (67%)
	5 (33%)
	N/A
	15 (100%)

	Improved turnover
	2 (13%)
	8 (53%)
	5 (33%)
	N/A
	15 (100%)

	2004 (Annual basis)
	Yes
	No
	Don’t know
	Too early to say
	Total no. of respondents

	Productivity improvements
	20%
	No data
	No data
	N/A
	No data

	Lowered costs1
	20%
	No data
	No data
	N/A
	No data

	Improved turnover1
	15%
	No data
	No data
	N/A
	No data


Source: Online Scottish Food and Drink Company Survey, June 2007, User Survey 2005 and Evaluation, November 2004.

Note: 

1. Percentage figures subject to rounding.

2. The data in the 2004 Evaluation related to annual reduction in costs and annual additional income.

A total of 27 respondents provided more detailed reasons for why they had not witnessed any of the above improvements further to use of the SFD Information Service.  The key issues identified were as follows:

· not relevant to count only the impact to the SFD Information Service on company performance there are a lot of other factors that also need to be considered (11 respondents);

· only used the Service as a source of information in areas such as market trends and industry research (5 respondents); and

· generally received direct assistance through the company’s LEC representatives rather than through the SFD Information Service (2 respondents).

Across the various tangible variables, around one-third of respondent companies did not know or felt it was too early to say.  Of these companies, 13 gave a more detailed account with regard to these two responses.  In general, the most common reason was that it was difficult of companies to directly attribute any of the business performance improvements directly to the Service and where new customers and new initiatives had been developed it was still too early to assess any of these direct impacts to the use of the Service. 

The actual level of company impacts directly attributable to use of the SFD Information Service is presented in more detail in Chapter 5.

The overall, more qualitative, benefits highlighted by companies as a consequence of using the SFD Information Service are presented in Table 4.6 overleaf.  The top five benefits reported were as follows:

· better informed about the industry (58 respondents);

· better informed about market trends (48 respondents);

· using new suppliers, products or services (31 respondents);

· greater awareness of competitors (29 respondents); and

· better able to develop business opportunities with new customers (26 respondents).

It is encouraging to note that the industry and market information available through the Service, coupled with enabling companies to use new suppliers/products, is undoubtedly influencing respondent companies to develop business opportunities with new customers.

	Table 4.6: Overall Benefits of the SFD Information Service

	
	Number of Respondents

	
	Yes
	No
	Don’t know
	Total no. of respondents

	Better informed about the industry
	58 (82%)
	10 (14%)
	3 (4%)
	71 (100%)

	Using new suppliers, products or services
	31 (46%)
	31 (46%)
	6 (9%)
	68 (100%)

	Accessed new markets
	24 (35%)
	36 (53%)
	8 (12%)
	68 (100%)

	Better informed about market trends
	48 (69%)
	18 (26%)
	4 (6%)
	70 (100%)

	Developed new products/undertaken product diversification
	19 (29%)
	43 (65%)
	4 (6%)
	66 (100%)

	Accessed new sources of funding
	10 (15%)
	55 (81%)
	3 (4%)
	68 (100%)

	Established collaborations with other organisations
	14 (21%)
	49 (73%)
	4 (6%)
	67 (100%)

	Better able to develop relationships with buyers
	19 (28%)
	41 (61%)
	7 (10%)
	67 (100%)

	Won new customers/business
	17 (26%)
	41 (62%)
	8 (12%)
	66 (100%)

	Better able to develop business opportunities with new customers
	26 (39%)
	35 (53%)
	5 (8%)
	66 (100%)

	Developed new packaging/labelling
	20 (29%)
	42 (62%)
	6 (9%)
	68 (100%)

	Accessed international trade/export opportunities
	6 (9%)
	51 (80%)
	7 (11%)
	64 (100%)

	Committed to attaining quality standards
	19 (29%)
	41 (63%)
	5 (8%)
	65 (100%)

	Greater awareness of competitors
	29 (43%)
	33 (49%)
	5 (7%)
	67 (100%)

	More knowledgeable of technological advances
	24 (36%)
	36 (55%)
	6 (9%)
	66 (100%)


Source: Online Scottish Food and Drink Company Survey, June 2007.

Note: Percentage figures subject to rounding.

Where data was available
, we have compared the benefits reported above with that in the 2004 evaluation as depicted in Figure 4.4.  

The overall benefits derived from the Service have improved since 2004 not only in areas such as being ‘better informed about the industry’ (increase of 18% points) and ‘committed to attaining quality standards’ (increase of 13% points) but in areas where tangible business benefits can be derived, namely a 17% point increase in ‘using new suppliers, products or services’ and a 10% point increase in terms of ‘winning new customer/business.’  Where there has been a decrease in the proportion of benefits, such as for participants that have ‘accessed new source of funding’, ‘established collaborations with other organisations’ and ‘accessed international trade/export opportunities’ this decrease has been comparatively small.
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Figure 4.4: Overall Benefits of the SFD Information Service

Source: Online Scottish Food and Drink Company Survey, 2004 and 2007.

Companies’ Perceptions of the SFD Information Service

Just over two-fifths of users (44%) rated the SFD Information Service as a superior service to most other information sources.  A further 32% felt that the standard of the Service was similar to that of most other information sources.  Only 4% of respondent companies rated the standard as lower.  Companies were not asked to qualify such negative responses, but from previous points of clarification it is suggested that such responses have arisen as a result of specific information requirements posed by companies which have taken longer to research.

Just under one-fifth (19%) of companies did not know how the SFD Information Service rated in comparison with other sources of information.

Over one-third (36%) of food and drink company respondents reported that using the Service had encouraged them to access other SE or HIE web sites and services.  However, 51% did not do so. 

As presented in Figure 4.5 it is apparent that the Service is extremely important for most organisations that use it (90% of users believe that the Service is extremely relevant or relevant to their business needs).  This overall figure has fallen slightly over the last three years given that 93% of users reported such findings in 2004.  However, the proportion of those who considered the Service to be extremely relevant has increased since 2004 by three percentage points (up from 23% to 26%). 
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Figure 4.5: Overall Relevance of the SFD Information Service

Source: Online Scottish Food and Drink Company Survey, 2004 and 2007.

Finally the companies were ask to rate the overall support service provided to them through the SFD Information Service with a focus on its two key elements: the web site (sfd.com) and the Helpline.  The results are depicted in Table 4.7 below.  This question was unique to the 2007 survey, so no data has been provided for 2004 and 2005.

Overall, there was agreement among those that used the web site regularly that it had increased the knowledge base within the company, i.e. by keeping up-to-date with industry news or awareness of food exhibitions or fairs as previously noted.  Others, particularly those using the Service as part of their start-up process, reported that the support or information they obtained through it had wider impacts.  Information on the market place has led to more robust business planning and therefore a better prepared and more aware company. 

The time saving aspect of the Information Service allowed for some redirection of effort into other aspects of their respective businesses, resulting in some companies achieving greater capacity and capability.  A few respondents also reported more direct impacts on their operations.  For example, one company reported that their first step towards EFES certification was through SFD.  Another start-up business had initially planned to sell a product online or at Farmers’ Markets but as a result of information and links found on SFD, now had the confidence to tender for sales through more prestigious outlets such as major multiples and the Scottish Parliament shop.

Despite these reported improvements to the knowledge base and, in some instances, capability of respondent companies, it was hard to determine any change in the attitude towards the collection and dissemination of knowledge in these individuals or enterprises.  Almost invariably these individuals were seeking information when they encountered the SFD Information Service.  In general, the web site or Helpline was able to satisfy these requirements and the users returned to it as a proven and reliable source.
Therefore, it is clear that the web site is providing a welcome service with 80% of respondents giving it a positive rating, of which 31% viewed the overall support provision as excellent.  The figures for the Helpline were lower given that 52% of respondents to this question had not used this particular component of the SFD Information Service.  However, 32% of respondents gave the Helpline a positive rating, of which 14% reported it was excellent and 18% viewed the Helpline service as good.  Only three respondents rated the web site as poor (3%) and very poor (1%).  Similarly, only three respondents rated the Helpline as poor (3%) and very poor (2%).

	Table 4.7: Overall Improvements further to use of the Service

	
	Excellent
	Good
	Neither/Nor
	Poor
	Very Poor
	N/A

	sfd.com
	31%
	49%
	11%
	3%
	1%
	6%

	Helpline
	14%
	18%
	12%
	3%
	2%
	52%


Source: Online Scottish Food and Drink Company Survey, June 2007.

Note: Percentage figures subject to rounding.

The key findings from the supplementary telephone interviews are outline in Appendix C.

2.4.6 Business to Business Partnerships and Collaborations

Relatively few businesses reported any partnership or collaborative ventures with other enterprises as a result of contacts first made through SFD Information Service.  Although some reported sales and or purchases as a result of such contacts, only two reported any form of collaboration.  In one case this was an agreement to purchase and sell another companies products in addition to their own range.  In the other instance training and accreditation with a trade organisation allowed access to European funds in support of the activity.

2.4.7 Companies’ Future Plans and Expectations

The future growth outlook was viewed as positive, with a significant proportion (87%) anticipating that their organisation would grow, with 37% of companies expecting expansion to happen relatively quickly.  It was encouraging to note that only one respondent reported that the company would retract in size and one other company would cease trading in the future.  A total of nine respondents (10%) felt that there would be no change in the organisation’s growth and would carry on at this static level.

Probing this issue further in the in-depth telephone calls with 15 of the respondent companies, in terms of future usage of the Service, no one expected to reduce or cease their use of the SFD Information Service, although for some this was irregular and or infrequent.  Two or three respondents indicated that their use of the site would increase and these were companies reporting low or no use of the site and service at the moment. 

Most expected their frequency of use to remain about the same but several reported that the nature of usage would change.  This was in response to the changes in their own businesses as they move through various stages of growth and development, a testament to the perceived versatility of the resource.  The remainder would continue to use the service as a means of keeping in touch with the latest news and developments within the food and drink sector.

2.4.8 Further Support

Only a small proportion of businesses reported benefiting from Network support or projects as a result of initial contacts made through SFD Information Service.  The benefits reported by those that did were access to funding and support from Network programmes designed to improve the marketing, promotion or production efficiency of the company.  That said, a total of 32 respondents highlighted that they would like a Scottish Food and Drink adviser to contact them to discuss particular support issues.

Summary

In general, from the evidence supplied by respondent Scottish food and drink companies above, the value and impact derived from the SFD Information Service has been positive.

The principal findings were as follows:

· the proportion of companies that had heard of the Service but had not used it was 29%, which is similar to the 27% reported in 2005, but 10 percentage points less than the 39% reported in 2004;

· 79% of the organisations that accessed the web site (sfd.com) used it once a month or more frequently (a step-change from the 52% reported in 2004);

· the key driver for businesses accessing the web site was to keep in touch with current industry News (91%), Events (92%) and the Buyers’ Guide (68%) – similar findings were reported in 2004; 

· 21% of respondent companies were not aware of the Helpline, which is encouraging in comparison with the research results of 35% in 2004 and 25% in 2005;

· fewer users were able to identify productivity improvements (16%) and a reduction in costs (12%) compared with 2004 where the results were 20% and 22% respectively;

· 44% of users regarded the SFD Information Service as a superior service to most other information sources;

· 90% of users believed that the Service was extremely relevant or relevant to their business needs – a reduction on the 93% of users who reported such findings in 2004.  However, the proportion of those who considered the Service to be extremely relevant has increased since 2004 by three percentage points (up from 23% to 26%); and 

· the growth outlook for respondent food and drink businesses continues to be very promising.  

Overall, satisfaction with the SFD Information Service was generally good.  While some made no use of the Service beyond registering their company details, those that did make more use of the facility were generally happy with the results from it.  The SFD Information Service has improved business plans, introduced buyers to suppliers, improved marketing and informed users of developments in training and regulatory matters.  Therefore, the SFD Information Service is still a welcome information source for Scottish food and drink companies at this time of anticipated growth.  

2.5 Partner/Stakeholder Beneficiaries 

Given the low absolute responses achieved for the online Partner survey care must be taken when comparing the 2007 results to that in 2004 and 2005.  Comparisons have only been made where it has been deemed appropriate to do so.

2.5.1 Survey Respondents and Organisation Type

As noted at the beginning of this chapter, the number of responses from partners/stakeholders was very small (14%) – only nine respondents out of a sample population of 65.  From the small sample, the three respondent stakeholders were from Consultancies and two were from Business Support Agencies.  The remaining four respondents represented a Distributor, a Further Education College, a Service Provider and a Trade Organisation/Industry Association. 

In the main senior partner representatives participated in the online survey, with responses from a Director (44%), a senior manager (11%) or manager (11%).  The remaining 3 participants (33%) were made up of two general employees and one owner.

2.5.2 Levels of Awareness and Usage of the Service

A total of eight out of nine (89%) respondents had heard and used the Service – an increase compared with the 53% reported in 2004 and the 68% of users outlined in the 2005 survey.  The proportion of stakeholders that had heard of the Service but had not used it was 11%, 20 percentage points less than the 31% reported in 2004.  The remaining 11% of respondent partners had not heard of the SFD Information Service.   

The one respondent partner who had heard of the Service but not used it, highlighted reported that:

·  “I have looked at it but did not find if helpful” (1).

None of the respondent partners noted any alternative sources of industry information or advice used.

In general most of the partners first heard about the SFD Information Service through SE (2 respondents) or SFD events, publications or brochures (3 respondents).  

For those eight respondents who had known about the SFD Information Service, only one had had the site brought to their attention over the last six months and one had known about the Service for a year.  The remaining six respondents had been aware of the Service for over a year, broken down by two of more than one year; one more than two years and three more than three years.

The majority of partner organisations (86% - 6 out of 7 respondents) that accessed the web site (sfd.com) used it once per week and one other respondent used the site once per quarter.  This has risen dramatically compared with 2004 where only 26% of respondent partners accessed the site once pre week or more often.

In terms of duration of use of the Service, 14% of users visited the site for less than five minutes at a time.  A further 57% visited the site between five and 10 minutes, and 29% usually spend between 11 to 15 minutes on the site.  The 71% of users that visited the site for 10 minutes or less is on par with the 72% reported in 2004.

Table 4.8 below identifies the extent to which respondent stakeholders accessed the services and information available through the web site.  The most frequently visited elements of the site, independent of the duration of visit, were the News (86%), Events (71%) and the Buyers’ Guide (57%) where such information provides some of the more tangible information of value to the partners.  

However, compared with the services used by companies, partners have a tendency to only occasionally use information with regard to Marketing & Sales (67%), Packaging (50%), Logistics (50%), Hygiene, Safety and Compliance (33%), Export advice (33%), FoodService (50%), Retail (57%), Organic (83%) and Learning & HR (50%).  

	Table 4.8: Use of the Web Site Services and Information

	
	Number of Respondents

	
	Use frequently
	Use occasionally
	Do not use
	Total no. of respondents

	News
	6 (86%)
	1 (14%)
	0 (0%)
	7 (100%)

	Events
	5 (71%)
	2 (29%)
	0 (0%)
	7 (100%)

	Forums
	1 (14%)
	3 (43%)
	3 (43%)
	7 (100%)

	Marketing & Sales
	0 (0%)
	4 (67%)
	2 (33%)
	6 (100%)

	Packaging
	0 (0%)
	3 (50%)
	3 (50%)
	6 (100%)

	Logistics
	0 (0%)
	3 (50%)
	3 (50%)
	6 (100%)

	Hygiene, Safety & Compliance
	0 (0%)
	2 (33%)
	4 (67%)
	6 (100%)

	Export
	0 (0%)
	2 (33%)
	4 (67%)
	6 (100%)

	FoodService
	0 (0%)
	3 (50%)
	3 (50%)
	6 (100%)

	Retail
	0 (0%)
	4 (57%)
	3 (43%)
	7 (100%)

	Organic
	0 (0%)
	5 (83%)
	1 (17%)
	6 (100%)

	Learning & HR
	0 (0%)
	3 (50%)
	3 (50%)
	6 (100%)

	Healthy Eating
	1 (17%)
	4 (67%)
	1 (17%)
	6 (100%)

	Innovation
	1 (17%)
	3 (50%)
	2 (33%)
	6 (100%)

	Sustainable Development
	0 (0%)
	5 (83%)
	1 (17%)
	6 (100%)

	Buyers’ Guide
	4 (57%)
	2 (29%)
	1 (14%)
	7 (100%)

	Projects
	1 (17%)
	5 (83%)
	0 (0%)
	6 (100%)

	Strategy
	1 (17%)
	3 (50%)
	2 (33%)
	6 (100%)

	‘How do I’ guides
	0 (0%)
	3 (50%)
	3 (50%)
	6 (100%)


Source: Online Scottish Food and Drink Partner/Stakeholder Survey, June 2007.

Note: Percentage figures subject to rounding.

As for the company data only the top five elements of the web site were reported in the 2004 evaluation and these have been compared with the same web site elements for 2005 and 2007 in Figure 4.6.  

As shown in Figure 4.6 stakeholders both currently and in the last two studies appear to be more interested in areas such as acquiring knowledge, through event information, news and strategy development, than some of the more factual and practical applications of information sought by food and drink companies.  The Buyers’ Guide was a key area used by partners currently, but not in previous years.
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Stakeholders were asked to give details of any benefits gained as a result of accessing any of the above elements of the site.  A total of two respondents highlighted explicitly that the site helped them to identify potential new suppliers (one of these respondents also reported that the site assisted in accessing retailers, while the other praised the food forums as a successful mechanism for networking opportunities).  Another respondent highlighted how the site had improved awareness of what is happening in the industry and what sources of assistance and support are available to Scottish food and drink companies.  The final respondent identified the benefits of keeping in touch with the industry and being kept up-to-date with market advice through reference to the events and buyers’ guides.   

Overall 86% (6 respondents) of the partners tend to use the site for both their own needs and the needs of their clients.  Only one respondent accessed the site primarily for their own requirements.

2.5.3 Levels of Awareness and Usage of the SFD Helpline

A total of seven respondents answered the set of questions relating to the SFD Information Service Helpline.  All respondent partners were aware of the Helpline, but only 43% (3 respondents – as noted in the 2005 User Survey) had used it – none found it unhelpful.  However in contrast to the 2004 and 2005 studies, all respondents were aware of the Helpline service, albeit a small absolute number.

The benefits derived as a result of using the Helpline for two respondent stakeholders were as follows:

· obtained further information not readily available from their own resources on key sectors (1 respondent); and

· ability to access information free of charge and identify other food and drink companies in terms of good practice approaches (1 respondent).

The three out of the four respondent partners who had not used the SFD Helpline, provided a more detailed explanation, as follows:

· the reason or need had not arisen (2 respondents); and

· used it some time ago and did not find it helpful as the Helpline failed to answer their query, so they did not automatically think of using the Helpline for assistance (1 respondent).

Finally, those who had used the Helpline (3 respondents) were asked to choose a statement which best described their opinion of the service.  The response for all three was as outlined below:

· The Helpline is a useful addition to sfd.com because I ask for more detail on specific points of interest (3 respondents).
In terms of recommending the SFD Helpline to clients, one stakeholder recommended it to all clients, while another recommended its use to selected companies depending on their requirements.  One further respondent only recommended its use if a client had a specific problem or issue to be addressed.

Overall, again only three participating stakeholders were able to rate their clients’ experience with the SFD Helpline.  Two partners reported that the clients occasionally said that the Helpline was useful and the other partner organisation was not aware of clients ever commenting, positively or negatively, about the Helpline.

2.5.4 Implementation of the Information from the Service

As outlined in Table 4.9 below, all seven respondent stakeholders used the SFD Information Service to keep in touch with current industry news, events and issues.  This mirrors the top finding in the 2004 Evaluation (87%) and the 2005 User Survey (53%)
.

Four respondents (57%) also used the Service to identify new suppliers, products or services.  

Other sources of information and advice identified by two respondents were as follows:

· useful links through Buyers’ Guide to other service providers; and

· branding information.

	Table 4.9: Implementation of the Information from the Service

	
	Number of Respondents

	
	Yes
	No
	Don’t know
	Total no. of respondents

	Kept in touch with current industry news, events and issues
	7 (100%)
	0 (0%)
	0 (0%)
	7 (100%)

	Identified new suppliers, products or services
	4 (57%)
	3 (43%)
	0 (0%)
	7 (100%)

	Identified key market trends
	2 (29%)
	5 (71%)
	0 (0%)
	7 (100%)

	Accessed information about sources of funding
	2 (29%)
	5 (71%)
	0 (0%)
	7 (100%)

	New product development/product diversification
	3 (43%)
	4 (57%)
	0 (0%)
	7 (100%)

	Sourced packaging and/or labelling advice
	1 (14%)
	6 (86%)
	0 (0%)
	7 (100%)

	Found regulatory and/or quality standard information
	1 (14%)
	6 (86%)
	0 (0%)
	7 (100%)

	Acquired knowledge of technological advances
	1 (17%)
	5 (83%)
	0 (0%)
	6 (100%)

	Identified other sources of information and advice
	2 (33%)
	4 (67%)
	0 (0%)
	6 (100%)


Source: Online Scottish Food and Drink Partner/Stakeholder Survey, June 2007.

Note: Percentage figures subject to rounding.

Stakeholders were asked to identify whether the SFD Information Service had led to a series of pre-defined tangible improvements, as depicted in Table 4.10 below.

The same partner organisation noted an improvement in productivity and turnover and lower costs further to their use of the Service.  The reduced cost for this respondent partner in 2007 was between £5,000 and £10,000 per annum and the estimated annual additional income was between £10,000 and £50,000.  Likewise in the 2005 User Survey, only one respondent was able to report that the Service had had a positive impact on productivity levels and costs.  The reduction in costs, in the last year, for the 2005 respondent had been between £1,000 to £5,000 and additional income had been gained within the same range.  In 2004, 20% of respondents had been able to gain additional income on an annual basis of between £1,000 and £5,000 and a reduction of costs in the region of £5,000 per annum.

	Table 4.10: Improvements further to use of the Service

	
	Number of Respondents

	2007 (Annual basis)
	Yes
	No
	Don’t know
	Total no. of respondents

	Productivity improvements
	1 (17%)
	4 (66%)
	1 (17%)
	6 (100%)

	Lowered costs
	1 (17%)
	4 (66%)
	1 (17%)
	6 (100%)

	Improved turnover
	1 (17%)
	4 (66%)
	1 (17%)
	6 (100%)

	2004 (Annual basis)
	Yes
	No
	Don’t know
	Too early to say

	Productivity improvements
	47%
	No data
	No data
	N/A

	Lowered costs
	13%
	No data
	No data
	N/A

	Improved turnover1
	20%
	No data
	No data
	N/A


Source: Online Scottish Food and Drink Company Survey, June 2007 and Evaluation, November 2004.

Note: Percentage figures subject to rounding.

The questionnaire then probed further to assess whether the SFD Information Service had helped to achieve any the pre-defined benefits highlighted in Table 4.11.  Furthermore, one respondent reported that the Service had helped the organisation to obtain general research information and details of up and coming Scottish food and drink events.

An additional stakeholder reported productivity improvements further to the information accessed.  However, the response to a reduction in operating costs and an improvement in turnover remained unchanged.  However, 50% (3 respondents) did highlight the time saving aspect of the Service with regard to sourcing relevant information for their clients or members. 

	Table 4.11: Further Benefits Achieved via the use of the Service

	
	Number of Respondents

	
	Yes
	No
	Don’t know
	Total no. of respondents

	Improved your productivity through the quality and range of information available
	2 (29%)
	4 (57%)
	1 (14%)
	7 (100%)

	Lowered your operating costs by avoiding the need for you to provide this service for your members or clients
	1 (17%)
	4 (66%)
	1 (17%)
	6 (100%)

	Improved your income or turnover as a result of being more informed about your market
	1 (17%)
	4 (66%)
	1 (17%)
	6 (100%)

	Saved time and money in terms of avoiding the need for you to source, publish or provide industry information for you members of clients.
	3 (50%)
	3 (50%)
	0 (0%)
	6 (100%)


Source: Online Scottish Food and Drink Partner/Stakeholder Survey, June 2007.

Note: Percentage figures subject to rounding.

A total of two respondents provided more detailed reasons for why they had not witnessed any of the above improvements further to use of the SFD Information Service.  The key issues identified were as follows:

· the information provided was sometimes in a format that was not directly useful to members and indeed the respondent highlighted that they often had information before it was on the SFD site.  However, more importantly, the measures such as improved productivity and turnover and reduced operating costs were not easily applied to trade associations, given the nature of their funding and the type of service provided to members; and

· the suppliers identified on the site were not the cheapest.

The actual level of partner/stakeholder impacts directly attributable to use of the SFD Information Service is presented in more detail in Chapter 5.

As outlined in Table 4.12 overleaf, partner organisations highlighted the more qualitative benefits that, as consequence of using the SFD Information Service, would have assisted their members and clients.  The top five benefits reported were as follows:

· better informed/more knowledgeable about the industry (6 respondents);

· more knowledgeable of technological advances in the food and drink sector (5 respondents);

· using new suppliers, products or services (4 respondents);

· established collaboration(s) with other organisation(s) (3 respondents); and

· accessed new sources of funding (3 respondents).

It is interesting to note that stakeholder organisations believe that the most beneficial aspect of the Service for their client and members is that of knowledge management, the opportunity for collaborative activities, whether with a new supplier or on organisation-to-organisation basis, and as a source of new funding initiatives and mechanisms.  

	Table 4.12: Overall Benefits of the SFD Information Service

	
	Number of Respondents

	
	Yes
	No
	Don’t know
	Total no. of respondents

	Better informed/more knowledgeable about the industry in general
	6 (86%)
	1 (14%)
	0 (0%)
	7 (100%)

	More knowledgeable of technological advances in the food and drink sector
	5 (71%)
	2 (29%)
	0 (0%)
	7 (100%)

	Using new suppliers, products or services
	4 (57%)
	1 (14%)
	2 (29%)
	7 (100%)

	Established collaboration(s) with other organisation(s)
	3 (43%)
	2 (29%)
	2 (29%)
	7 (100%)

	Better able to develop longer-term collaborative relationships with buyers
	1 (14%)
	4 (57%)
	2 (29%)
	7 (100%)

	Better able to develop longer-term deals with buyers
	1 (14%)
	4 (57%)
	2 (29%)
	7 (100%)

	Improved business or marketing planning
	1 (14%)
	4 (57%)
	2 (29%)
	7 (100%)

	Expanded into new market sectors
	1 (14%)
	4 (57%)
	2 (29%)
	7 (100%)

	Won new customers/business
	1 (14%)
	4 (57%)
	2 (29%)
	7 (100%)

	Better able to develop business opportunities with new customers into the longer-term
	1 (14%)
	4 (57%)
	2 (29%)
	7 (100%)

	New international trade/exports
	1 (14%)
	4 (57%)
	2 (29%)
	7 (100%)

	Accessed new sources of funding
	3 (43%)
	3 (43%)
	1 (14%)
	7 (100%)

	Committed to attaining quality standards
	1 (14%)
	4 (57%)
	2 (29%)
	7 (100%)

	More knowledgeable of buyer requirements and regulations
	1 (14%)
	4 (57%)
	2 (29%)
	7 (100%)

	More aware of key competitors in your market
	1 (14%)
	4 (57%)
	2 (29%)
	7 (100%)

	Improved skills levels within your organisation
	1 (14%)
	3 (43%)
	2 (29%)
	7 (100%)


Source: Online Scottish Food and Drink Partner/Stakeholder Survey, June 2007.

Note: Percentage figures subject to rounding.

As for the company survey, where partner/stakeholder data was available
, we have compared the benefits reported above with that in the 2004 evaluation as depicted in Figure 4.7.  

The overall benefits derived from the Service have improved since 2004 not only in areas such as being ‘better informed about the industry’ (increase of 11% points) and ‘committed to attaining quality standards’ (increase of 1% points) but in areas where tangible business benefits can be derived, namely a substantial 38% point increase in ‘using new suppliers, products or services’.  However, unlike the company data, where there has been a decrease in the proportion of benefits, such as for participants that have ‘established collaborations with other organisations’ (a fall of 7% points), ‘expanded into new market sectors’ (a decrease of 36% points) and ‘accessed international trade/export opportunities’ (a fall of 17% points) this decrease has been more significant.  However, as already noted, these figures should be reported with care given the small number of respondents for the 2007 evaluation compared with that in 2004. 

Figure 4.7: Overall Benefits of the SFD Information Service

Source: Online Scottish Food and Drink Partner/Stakeholder Survey, 2004 and 2007.

Stakeholders’ Perceptions of the SFD Information Service

Over half of the users (57%, 4 respondents) rated the SFD Information Service as a superior service to most other information sources.  A further 29% (2 respondents) felt that the standard of the Service was similar to that of most other information sources.  

Only one participating stakeholder organisation did not know how the SFD Information Service rated in comparison with other sources of information.

Exactly one half of food and drink partners (3 out of 6 respondents) reported that using the Service had encouraged them to access other SE or HIE web sites and services.

As presented in Figure 4.8 it is apparent that the Service is important to meet the needs of partner organisations’ clients and members.  Overall, 86% of partners believe that the Service is extremely relevant or relevant to the needs of their members and clients – on par with the 87% reported in 2004.  The proportion of stakeholders who considered the Service to be extremely relevant has increased since 2004 by 30 percentage points (up from 13% to 43%).  The remaining respondents in 2004, ‘did not know’ if the Service was relevant or not relevant.

Figure 4.8: Overall Relevance of the SFD Information Service

Source: Online Scottish Food and Drink Partner/Stakeholder Survey, 2004 and 2007. 

Finally the partners were ask to rate the overall support service provided to them through the SFD Information Service with a focus on its two key elements: the web site (sfd.com) and the Helpline.  The results are depicted in Table 4.13 below.

It is clear that the web site is providing a welcomed service with 83% of respondents giving it a positive rating, of which 33% viewed the overall support provision as excellent.  The ratings for the Helpline were also positive with 60% rating the service as good and 20% had no opinion.  None of the respondents rated the web site or the Helpline as poor or very poor.

	Table 4.13: Overall Improvements further to use of the Service

	
	Excellent
	Good
	Neither/Nor
	Poor
	Very Poor
	N/A

	sfd.com
	33%
	50%
	17%
	0%
	0%
	0%

	Helpline
	0%
	60%
	20%
	0%
	0%
	20%


Source: Online Scottish Food and Drink Company Survey, June 2007.

Note: Percentage figures subject to rounding.

Stakeholders were invited to make any further comments on their experience with the SFD Information Service.  The two key comments noted were as follows:

· the Service needs to be more proactive in contacting companies when new information and/or advice is made available online which will further encourage food and drink businesses to engage with the SFD Information Service; and

· although the news provided online is of interest the second respondent felt that it was not essential to their business.

2.5.5 Partners’ Future Plans and Expectations

The future growth prospects for the participating partner organisations was viewed as positive, with two-thirds (4 respondents) anticipating that their organisation would grow, but such growth would be slow.  The remaining two respondent stakeholders felt that there would be no change in the organisation’s growth and would carry on at this static level.

Summary

The main concern with regard to the online partner/stakeholder responses is the small absolute number to give a total response rate of only 14%.  Therefore, it should be acknowledged that a 14% response rate has posed some limitations in terms of comparing and contrasting the current results with those obtained in 2004 and 2005.

However, despite that above caveat some key findings are outlined below:

· the proportion of stakeholders that had heard of the Service but had not used it was 11%, 20 percentage points less than the 31% reported in 2004; 

· the majority of partner organisations, 86%, that accessed the web site sfd.com used it once per week.  This has risen dramatically compared with 2004 where only 26% of respondent partners accessed the site once pre week or more often;

· the most frequently visited elements of the site, independent of the duration of visit, were the News (86% - only 29% in 2004) Events (71% - only 17% in 2004) and the Buyers’ Guide (57% - data for 2004 not known);

· overall 86% (6 respondents) of the partners tend to use the site for both their own needs and the needs of their clients;

· all respondent partners were aware of the Helpline, but only 43% (3 respondents) had used it - none found it unhelpful;

· only one respondent partner organisation noted an improvement in productivity and turnover and lower costs further to their use of the Service;

· 50% (3 respondents) did highlight the time saving aspect of the Service with regard to sourcing relevant information for their clients or members;

· over half of the users (57%, 4 respondents compared with 64% in 2004) rated the SFD Information Service as a superior service to most other information sources;

· overall, 86% of partners believe that the Service is extremely relevant or relevant to the needs of their members and clients – on par with the 87% reported in 2004;

· it is clear that the web site is providing a welcomed service with 83% of respondents giving it a positive rating, of which 33% viewed the overall support provision as excellent; and

· the future growth prospects, for two-thirds of participating partner organisations was viewed as positive, despite such growth anticipated to be slow.  

2.6 SE and HIE Network Beneficiaries

2.6.1 Survey Respondents and Organisational Role 

Of the 23 respondents to the SE and HIE online survey, a total of 18 responses were received from SE and five from HIE.  It is encouraging to note that participants from both networks were located as far north as Shetland and as far south as Dumfries and Galloway and the Scottish Borders.  However, not all of the respondents highlighted in which local area they were situated.

Figure 4.9 depicts the role of respondents within these public sector organisations, with a split by number of respondents as follows: Senior Managers (3), Account Managers (10), Client Managers (2), Project Managers (7) and Senior Executive (1).

Figure 4.9: Organisational Role

Source: Online Scottish Food and Drink SE and HIE Survey, June 2007.
2.6.2 Levels of Awareness and Usage of the Service

In total 83% respondents had heard of and used the Service – an increase of six percentage points compared with the 77% reported in 2004.  All respondents had heard of and had used the Service according to the 2005 survey.  The proportion of stakeholders that had heard of the Service but had not used it was 13%, 10 percentage points less than the 23% reported in 2004.  Only one respondent (4%) had not heard of the SFD Information Service.   

For the three staff who had heard of the Service but not used it, and for the person who had not heard of it, the following explanations were reported by three respondents:

·  “I have not had a chance to look at it yet” (1);

· “It has note been relevant yet for the client base that I work with” (1); and

· “I’m new in post” (1).
None of the respondent SE and HIE staff noted any alternative sources of industry information or advice used.

In general the 22 SE and HIE representatives who were aware of the Service had first heard about the it as outlined below:

· within SE (13 respondents);

· within HIE (2 respondents);

· within a LEC (1 respondent);

· within Business Gateway (1 respondent), 

· through SFD events, publications or brochures (2 respondents); and

· from a colleague/associate (3 respondents).

For these above respondents only two had had the site brought to their attention over the last six months and three had known about the Service for a year.  The remaining 17 respondents had been aware of the Service for more than two years (4 respondents) and three more than three years (13 respondents).

A total of 15 respondent staff across both networks that accessed the web site sfd.com did so on a fairly regular basis (once per month or less), with 58% doing so at least once a week, as depicted in Figure 4.10 below. 

Figure 4.10: Frequency of Use

Source: Online Scottish Food and Drink SE and HIE Survey, June 2007.

In terms of duration of use of the Service, 18 SE and HIE staff supplied a response.  The results were as follows: 5.5% of users visited the site for less than five minutes; 50% between five and 10 minutes; 17% between 11 to 15 minutes; 22% between 16 and 20 minutes; and finally, 5.5% between 21 to 30 minutes.  

Table 4.14 below identifies the extent to which SE and HIE respondents accessed the services and information available through the web site.  As for the company and partner beneficiaries, the most frequently visited elements of the site, independent of the duration of visit, were the News (56%), the Buyers’ Guide (50%) and Events (41%).  

However, compared with the services used by companies and partners, SE and HIE staff have a tendency to access all area of the site on an occasional basis.

	Table 4.14: Use of the Web Site Services and Information

	
	Number of Respondents

	
	Use frequently
	Use occasionally
	Do not use
	Total no. of respondents

	News
	10 (56%)
	8 (44%)
	0 (0%)
	18 (100%)

	Events
	7 (41%)
	9 (53%)
	1 (6%)
	17 (100%)

	Forums
	2 (12%)
	8 (47%)
	7 (41%)
	17 (100%)

	Marketing & sales
	3 (18%)
	13 (76%)
	1 (6%)
	17 (100%)

	Packaging
	1 (6%)
	10 (63%)
	5 (31%)
	16 (100%)

	Logistics
	0 (0%)
	9 (56%)
	7 (44%)
	16 (100%)

	Hygiene, safety & compliance
	0 (0%)
	11 (69%)
	5 (31%)
	16 (100%)

	Export
	2 (12%)
	11 (65%)
	4 (24%)
	17 (100%)

	Foodservice
	2 (13%)
	12 (75%)
	2 (13%)
	16 (100%)

	Retail
	1 (6%)
	13 (81%)
	2 (13%)
	16 (100%)

	Organic
	1 (6%)
	11 (65%)
	5 (29%)
	17 (100%)

	Learning & HR
	1 (6%)
	7 (44%)
	8 (50%)
	16 (100%)

	Healthy eating
	2 (13%)
	11 (69%)
	3 (19%)
	16 (100%)

	Innovation
	2 (11%)
	14 (78%)
	2 (11%)
	18 (100%)

	Sustainable development
	2 (13%)
	10 (63%)
	4 (25%)
	16 (100%)

	Buyers’ guide
	9 (50%)
	6 (33%)
	3 (17%)
	18 (100%)

	Projects
	5 (29%)
	8 (47%)
	4 (24%)
	17 (100%)

	Strategy
	0 (0%)
	11 (73%)
	4 (27%)
	15 (100%)

	‘How do I’ guides
	1 (10%)
	6 (38%)
	9 (56%)
	16 (100%)


Source: Online Scottish Food and Drink SE and HIE Survey, June 2007.

Note: Percentage figures subject to rounding.

SE and HIE participant staff were asked to give details of any benefits gained as a result of accessing any of the above elements of the site.  It should be noted that 16 SE and HIE staff responded to this question.  A total of four respondents highlighted explicitly that the site helped them to keep up-to-date with the latest industry news and market trends and information.  Four respondents were able to pass new articles and other relevant data on to companies, which has helped to improve interactions with such clients.  Easy access to information of up and coming events and to appropriate company and client information was a plus point for four respondents.  Three respondents valued the Service, as a source for them to continually increase their knowledge of the food and drink sector and related topics. One other survey participant tended to refer companies to the web site, so that they could use it themselves.  The company feedback from such referrals has always been positive.

Overall 61% (11 respondents) of the SE and HIE staff tend to use the site for both their own needs and the needs of their clients.  A further 17% (3 respondents) accessed the site primarily for their own requirements and the remaining 28% tended to access the site solely to address specific client issues.

32% of staff across the both networks recommend the use of web site to all their clients, while 47% only highlight the use of the site to selected companies depending on their specific requirements.  A further 10.5% of network contacts tend to only recommend the Service to clients as appropriate in order to address a particular problem or issue.  The remaining 10.5% explicitly stated that they only recommend the site’s use to food and drink companies/clients.  

The majority of respondents (84%) were also aware that some of their clients were already in the habit of accessing the site – 16% did not know.

Table 4.15 highlights why in SE and HIE respondents’ opinion their clients have not accessed the SFD web site.  It was viewed by 41% of respondents that their clients had not the chance to do so yet, 18% surmised that their clients were not aware of this information source and nearly one-third simply did not know.
	Table 4.15: Reason for Not Accessing the Web Site

	
	Number of Respondents
	Percentage of Respondents

	They are not aware of it
	3
	18%

	They have not had the chance to look at it yet
	7
	41%

	They have looked at it but did not find it helpful
	0
	0%

	They access other sources of industry information
	2
	12%

	They access the SFD Helpline
	0
	0%

	Don’t know
	5
	29%


Source: Online Scottish Food and Drink SE and HIE Survey, June 2007.

Note: Percentage figures subject to rounding.

Other sources of industry information that SE and HIE staff were aware that clients had accessed are listed below:

· various research materials compiled by the private sector such as Mintel reports, Kompass, Keynote and Euromonitor;

· general information from trade associations and related bodies; and

· public sector information sources including, but not limited to, Innovation Relay Centre (IRC) Scotland and the Euro Info Centre (Inverness) and a selection of web sites such as Food from Britain, SE, SDI and HIE.

2.6.3 Implementation of the Information from the Service

Table 4.16, overleaf, depicts how important SE and HIE staff believed that the SFD Information Service is in helping their clients to undertake such predetermined activities.  In general, some respondents from each agency felt that the Service had an important role for each of the variables listed. The most highly regarded (rated excellent or very important) were:

· keeping in touch with current industry news, events and issues (73%);

· identifying new suppliers, products and services (77%); and

· identifying new market trends (65%).

	Table 4.16: Importance of Service to SE and HIE Network Clients

	
	Number of Respondents

	
	Excellent
	Very Important
	Neither/

Nor
	Not Imp’t
	Not at all Imp’t
	Total Resp’dents

	Kept in touch with current industry news, events and issues
	3 (17%)
	10 (56%)
	5 (28%)
	0
	0
	18 (100%)

	Identified new suppliers, products or services
	2 (12%)
	11 (65%)
	3 (18%)
	1 (6%)
	0
	17 (100%)

	Identified key market trends
	1 (6%)
	10 (59%)
	5 (29%)
	1 (6%)
	0
	17 (100%)

	Accessed information about sources of funding
	0
	4 (23%)
	12 (71%)
	1 (6%)
	0
	17 (100%)

	New product development/product diversification
	0
	11 (61%)
	7 (39%)
	0
	0
	18 (100%)

	Sourced packaging and/or labelling advice
	0
	9 (53%)
	6 (35%)
	2 (12%)
	0
	17 (100%)

	Found regulatory and/or quality standard information
	0
	7 (41%)
	9 (53%)
	1 (6%)
	0
	17 (100%)

	Acquired knowledge of technological advances
	0
	3 (18%)
	13 (76%)
	1 (6%)
	0
	17 (100%)

	Identified other sources of information and advice
	0
	3 (27%)
	7 (64%)
	1 (9%)
	0
	11 (100%)


Source: Online Scottish Food and Drink SE and HIE Survey, June 2007.

Note: Percentage figures subject to rounding.

In the main 72% of SE and HIE respondents reported that their clients occasionally said that the Service was useful, while a further 5.5% of respondents often received positive feedback from clients on how on the usefulness of the Service. 17% had never been in receipt of any client feedback on the Service, of a positive or negative nature and a final 5.5% did not know.  

2.6.4 Levels of Awareness and Usage of the SFD Helpline

All SE and HIE respondents were aware of the SFD Helpline and over two-thirds (68%) had used it and found it helpful.  The remaining 32% of participants from both networks has not used the Helpline service.

Benefits derived as a result of using the Helpline for seven respondent contacts from SE and HIE were as follows:

· the Helpline service was very good at identifying appropriate market information, trends and reports to assist SE and HIE staff with client queries (5 respondents); 

· the Helpline staff have always provided excellent information; (1 respondent); and

· readily available materials that can be printed and access to various directories and subscription services (1 respondent).

The following statements best described SE and HIE staff opinion of the Helpline Service.  The responses were as outlined below:

· The Helpline is a useful addition to sfd.com because I ask for more detail on specific points of interest or support (8 respondents);
· I use the Helpline because I prefer using the telephone and discussing the needs with someone rather than only using the web site (3 respondent);
· I use the Helpline because I find it difficult to find what I am looking for on the web site (1 respondent); and
· I use the Helpline to access information or support that is outside the scope of the web site (1 respondent).
In terms of recommending the SFD Helpline to clients, 23% of SE and HIE staff recommended it to all clients, while 54% only recommended its use to selected companies depending on their requirements.  One other respondent only recommended its use if a client had a specific problem or issue to be addressed and one further participant tended to recommend the web site itself rather than the Helpline explicitly.

Overall, seven participating SE and HIE staff were able to rate their clients’ experience with the SFD Helpline as useful through occasional feedback.  Three respondents were not aware of clients ever commenting, positively or negatively, about the Helpline and a further two respondents did not know.

2.6.5 SE and HIE Staff Perceptions of the SFD Information Service

SE and HIE network staff were asked to rate how important the Service was in terms of helping to fulfil their needs outlined in Table 4.17 overleaf.  

84% of respondents felt that acquiring the latest news and industry information was of importance, of which 21% deemed the gathering of such knowledge as a very important activity.  The other key area of great importance to 32% of respondents and important to 42% of participants was the need to improve their ability to support food and drink companies.  This directly reflects the strategic goal of the networks in terms of supporting companies in key Scottish industries, such as food and drink, in order to grow businesses of scale.

In addition one respondent found that the Service fulfilled their needs in terms of the provision of information from subscription organisations.

	Table 4.17: Importance of Service to Fulfilling Needs

	
	Number of Respondents

	
	Very Important
	Important
	Neither/

Nor
	Not Imp’t
	Not at all Imp’t
	Total Resp’dents

	Keeping up to date with news and information on the industry
	4 (21%)
	12 (63%)
	3 (16%)
	0
	0
	19 (100%)

	Helping you to develop your skills and knowledge related to the industry
	2 (11%)
	8 (42%)
	8 (42%)
	1 (5%)
	0
	19 (100%)

	Improving your ability to support food and drink clients
	6 (32%)
	8 (42%)
	5 (26%)
	0 
	0
	17 (100%)


Source: Online Scottish Food and Drink SE and HIE Survey, June 2007.

Note: Percentage figures subject to rounding.

Respondents from both networks were then asked to be more specific in terms of how the Service had helped them to achieve the issues presented in Table 4.18 below.  The principal benefits the Service offered SE and HIE staff was that of time saving with regard to searching for the relevant food and drink industry information (44% strongly agreed and 50% agreed that this had been achieved) and an improvement to network contacts’ standard of food and drink intelligence (21% strongly agreed and 74% agreed that this had been achieved).  A lesser proportion of 11% strongly agreed and 32% agreed that the Service resulted in the avoidance of alternative support for clients.

	Table 4.18: Specific Achievements Derived from the Service

	
	Number of Respondents

	
	Strongly Agree
	Agree
	Neither/

Nor
	Disagree
	Strongly Disagree
	Don’t Know

	Saved you time in terms of finding information
	8 (44%)
	9 (50%)
	1 (6%)
	0
	0
	0

	Avoided you having to provide alternative support for clients (i.e. commissioning research of appointing consultants)
	2 (11%)
	6 (32%)
	5 (26%)
	5 (26%)
	0
	1 (5%)

	Improved the standard of food and drink intelligence you can offer
	4 (21%)
	14 (74%)
	1 (5%)
	0
	0
	0


Source: Online Scottish Food and SE and HIE Survey, June 2007.

Note: Percentage figures subject to rounding.

That said, 89% of SE and HIE respondents recognised that they would have been able to get the information elsewhere – 65% highlighted that it would be more difficult to find and would take more time and 24% noted that it would have incurred a cost.

Alternative information sources to the SFD Information Service were reported as:

· business information officers/advisers;

· general web searches;

· IGD.com – food and grocery market information and research;

· JustFood.com;

· The Grocer; and

· Mintel reports.

Over half of the users across the networks (53%, 10 respondents) rated the SFD Information Service as a superior service to most other information sources.  A further 26% (5 respondents) felt that the standard of the Service was similar to that of most other information sources.  The remaining 21% did not know.

Finally the SE and HIE respondents were ask to rate the overall support service provided to them through the SFD Information Service with a focus on its two key elements: the web site (sfd.com) and the Helpline.  The results are depicted in Table 4.19 below.

It is clear that the web site has provided a key service with 100% of respondents giving it a positive rating, of which 32% viewed the overall support provision as excellent.  The ratings for the Helpline were also positive with 50% rating the service as good and 22% as excellent.  None of the respondents rated the web site or the Helpline as poor or very poor.

	Table 4.19: Overall Improvements further to use of the Service

	
	Excellent
	Good
	Neither/Nor
	Poor
	Very Poor
	N/A

	sfd.com
	32%
	68%
	0%
	0%
	0%
	0%

	Helpline
	22%
	50%
	0%
	0%
	0%
	28%


Source: Online Scottish Food and Drink SE and HIE Survey, June 2007.

Note: Percentage figures subject to rounding.

SE and HIE were invited to make any further comments on their experience with the SFD Information Service.  The two key comments noted were as follows:

· a couple of respondents noted the requirement to be cautious in making attributions to changes in turnover, operating costs, profitability and jobs solely through the use of the Service; and

· one other respondent found the site difficult to navigate.

Summary

The key findings from the online survey of targeted SE and HIE staff are as follows:

· 83% respondents had heard of and used the Service – an increase of six percentage points compared with the 77% reported in 2004;

· 58% of respondents accessed the Service at least once a week, compared with 55% in 2004;

· as for the company and partner beneficiaries, the most frequently visited elements of the site, independent of the duration of visit, were the News (56% - 45% in 2004), the Buyers’ Guide (50% - 45% on 2004) and Events (41% - 33% in 2004);

· 61% (11 respondents) of the SE and HIE staff tend to use the site for both their own needs and the needs of their clients;

· all SE and HIE respondents were aware of the SFD Helpline and over two-thirds (68%) had used it and found it helpful, compared with 96% in 2004;

· over half of the users across the networks (53%, 10 respondents) rated the SFD Information Service as a superior service to most other information sources;

· the principal benefits the Service offered SE and HIE staff was that of time saving with regard to searching for the relevant food and drink industry information (44% strongly agreed and 50% agreed that this had been achieved) and an improvement to network contacts’ standard of food and drink intelligence (21% strongly agreed and 74% agreed that this had been achieved); and

· 89% of SE and HIE respondents recognised that they would have been able to get the information elsewhere – 65% highlighted that it would be more difficult to find and would take more time and 24% noted that it would have cost more.

It is clear that the web site has provided a key service with 100% of respondents giving it a positive rating, of which 32% viewed the overall support provision as excellent.  The ratings for the Helpline were also positive with 50% rating the service as good and 22% as excellent.  
Economic Impacts

As outlined in Chapter 1, the main objective of this study is to inform future decision making on any further funding of the SFD Information Service.  Key to this decision making process it to provide evidence to show whether the SFD Information Service has met the targets set in the November 2004 evaluation and to check that the Service is meeting its objectives in relation to the business benefits being delivered.  A particular focus will be given to the impact on company performance data as a consequence of the information and advice derived from the Service, such as employment, increases in productivity, increases in turnover and reduced operating costs.  However, it should be noted that appropriate impacts reported by respondent partners or SE/HIE staff are also included.  The Service’s value for money will also be assessed.  

This economic impact assessment was derived from information and data gathered from this study’s online and telephone delivery fieldwork programme. 

This chapter details the impact of the support delivered through the Service in terms of gross to net attributable turnover, cost savings and employment through the application of additionality, leakage, displacement, substitution, linkages and multiplier effects at the Scottish level.

It should be noted that only gross absolute values of impacts were included in the 2004 Evaluation report.  However, for completeness this section highlights the gross absolute values and the results applying the recent SE guidance standard error approach.  Results that would have been obtained using a grossing-up approach to the entire population of companies and partner organisations are also outlined, as appropriate in this chapter, and in more detail in Table D1 in Appendix D, prior to the use of the SE standard error approach. 

2.7 Gross to Net Attributable Turnover

2.7.1 Company Beneficiaries

Further to detailed analysis of the online company survey return, the total estimated gross annual turnover of £3.48 million is attributed directly to using the SFD Information Service.  It should be noted that this includes a response from one company which indicated that attributable turnover was within the range £1 million to £5 million, therefore, through midpoint analysis £3 million was taken as directly attributable to the Service.  

It could be argued that this outlier figure of £3 million should be removed from the analysis.  However, given that the sample of companies interviewed included large businesses with 2,200 staff members to micro (often family businesses) with less than 10 employees it is reasonable to retain this outlier within the calculations.

The current estimated gross annual turnover of £3.48 million appears to be a marked increase on the estimated £850,000 of increased turnover per annum for Scottish food and drink companies reported in 2004.  However, given the anonymous nature of the online survey, it is not possible to identify which companies attributed turnover increases to the Service three years ago and those that did so today, i.e. the samples may consists of different companies, so care must be taken in the interpretation of increases between these two figures.  

The result of applying additionality, leakage, displacement and substitution factors and multiplier effects (as detailed in Appendix D) to the gross attributable annual turnover is shown in Table 5.1 below. 

	Table 5.1: Annual Net Attributable Turnover (£s) 

	
	Scotland

	Gross direct turnover
	£3,482,500

	Less non-additional turnover (56%)
	£1,950,200

	Gross direct attributable turnover
	£1,532,300

	Less leakage
	£0

	Less displacement (10%)
	£153,230

	Less substitution 
	£0

	Net direct turnover further to using the Service
	£1,379,070

	Plus Type II (indirect + induced) multiplier
	£965,349

	Net attributable (indirect and induced) turnover
	£2,344,419


Source: Online Scottish Food and Drink Company Survey, June 2007.

Note: Figures subject to rounding.

Therefore, by following revised SE guidelines, a standard error of +/- 8.36% (based on 119 responses from a total population of 878 companies), results in a range of estimated annual net attributable turnover of:

· £2,148,426 to £2,540,412 at the Scottish level.

2.7.2 Partner/Stakeholder Beneficiaries

Further to the detailed analysis of the online stakeholder survey return, the total estimated gross annual turnover of only £30,000 is attributed directly to using the SFD Information Service.  

The result of applying additionality, leakage, displacement and substitution factors and multiplier effects (as detailed in Appendix D) to the gross attributable annual turnover is shown in Table 5.2 below. 

	Table 5.2: Annual Net Attributable Turnover (£s) 

	
	Scotland

	Gross direct turnover
	£30,000

	Less non-additional (56%)
	£16,800

	Gross direct attributable turnover
	£13,200

	Less leakage
	£0

	Less displacement (10%)
	£1,320

	Less substitution 
	£0

	Net direct turnover further to using the Service
	£11,880

	Plus Type II (indirect + induced) multiplier
	£8,316

	Net attributable (indirect and induced) turnover
	£20,196


Source: Online Scottish Food and Drink Partner/Stakeholder Survey, June 2007.

Note: Figures subject to rounding.

Therefore, by following revised SE guidelines, a standard error of +/- 30.56% (based on 9 responses from a total population of 65 partners), results in a range of estimated annual net attributable turnover of:

· £14,024 to £26,368 at the Scottish level.

2.7.3 All Beneficiaries

Total estimated gross annual turnover of £3,512,500 is attributed directly to using the SFD Information Service.  

The range of total estimated net attributable turnover per annum in terms of the company and stakeholder findings is defined as follows:

· companies: £2,148,426 to £2,540,412 at the Scottish level; and

· partner organisations: £14,024 to £26,368 at the Scottish level.

2.8 Gross to Net Attributable Employment 

As employment impacts were not captured in the 2004 Evaluation or in the 2005 User Survey, we have assumed that the employment impacts reported here are those that have been realised since the advent of the SFD Information Service in March 2003.  In order to annualise the jobs created and retained we have assumed a phased approach which depicts the fact that for employment benefits to come to fruition companies require time to embed any information, contacts made, contracts won etc, as a direct consequence of the Service into their business.  

2.8.1 Employment Created

Companies could attribute the creation of seven FTEs to the use of the SFD Information Service.  Gross direct employment created through the use of the SFD Information Service was 7 FTEs.  As depicted in Table 5.3, net attributable employment created is estimated at around 4.5 FTEs at the national/Scottish level.  

	Table 5.3: Net Attributable Employment Created 

	
	Scotland

	Gross direct employment
	7.00

	Less non-additional (56%)
	3.92

	Gross direct attributable employment
	3.08

	Less leakage
	0.00

	Less displacement (10%)
	031

	Less substitution
	0.00

	Net direct turnover further to using the Service
	2.77

	Plus Type II (indirect + induced) multiplier
	1.66

	Net attributable (indirect and induced) employment
	4.44


Source: Online Scottish Food and Drink Company Survey, June 2007.

Note: Figures subject to rounding.

By following revised SE guidelines, a standard error of +/- 8.36% (based on 119 responses from a total population of 878 companies) would suggest total net attributable employment created over the last five financial years inclusive of between:

· 4.1 FTEs to 4.8 FTEs at the Scottish area level.

We have assumed that these jobs will have been created as depicted in Table E1 in Appendix E.

2.8.2 Employment Retained

Companies could attribute the retention of 44 FTEs to the use of the SFD Information Service.  . 

As depicted in Table 5.4 overleaf, net attributable employment retained is estimated at around 29 FTEs at the national/Scottish level.  

	Table 5.4: Net Attributable Employment Retained 

	
	Scotland

	Gross direct employment
	44.00

	Less non-additional (56%)
	24.64

	Gross direct attributable employment
	19.36

	Less leakage
	0.00

	Less displacement (10%)
	1.94

	Less substitution
	0.00

	Net direct turnover further to using the Service
	17.42

	Plus Type II (indirect + induced) multiplier
	11.62

	Net attributable (indirect and induced) employment
	29.04


Source: Online Scottish Food and Drink Company Survey, June 2007.

Note: Figures subject to rounding.

By following revised SE guidelines, a standard error of +/- 8.36% (based on 119 responses from a total population of 878 companies) would suggest total net attributable employment retained over the last five financial years inclusive of between:

· 26.6 FTEs to 31.5 FTEs at the Scottish area level.

We have assumed that these jobs will have been retained as depicted in Table E2 in Appendix E.

2.9 Cost Savings

Companies and stakeholders were asked to identify if the information gained from the Service had contributed to any savings in their operational costs.  As indicated in Chapter 4 a total of eight respondent companies and only one partner organisation were able to attribute costs savings to their use of the SFD Information Service.  The respondents indicated the particular range which matched their estimated level of cost savings – no exact figures were given.  Using midpoint analysis the total gross annual savings was estimated to be £34,000.  However, SE also provided data on the cumulative value of reports provided to companies over the financial year April 2006 to March 2007 – a total of £276,037 as presented in Table D2 in Appendix D.  With the inclusion of the conservative estimated figure from the survey and the figure provided by SE, the total annual savings to operating costs is estimated to be £310,037.  The represents a substantial increase (221%) on the cost savings of £140,000 per annum reported in 2004.

In 2004 a ‘regular’ user of the Service was defined as user who accessed the Service more than once a month.  From the current survey evidence 55 companies were ‘regular’ users, six partners and 15 SE and HIE staff.  In order to compare and contrast with the 2004 evaluation, we need to revert here to the ‘grossing-up’ approach for these figures to their appropriate populations
 which results in a total of 406 ‘regular’ company users, 43 ‘regular’ partner organisation users and 61 ‘regular’ SE Network and HIE Network users; a total of 510 ‘regular’ users.

Therefore this represents an annual cost saving of £608 for every ‘regular’ user of the Service.

2.10 Productivity

In Chapter 4 a total of 11 companies and two stakeholders (one stakeholder also noted improvements turnover and a reduction in operational costs) reported productivity improvements.  As for the cost savings data above, in order to compare and contrast with the 2004 evaluation, we need to revert here to the ‘grossing-up’ approach for these figures to their appropriate populations.  This results in a total of 81 companies and 14 partners witnessing productivity improvements.  The company figure of 81 has fallen by 19 from the 100 companies reporting such gains in 2004.  For the 85
 supporting organisations reporting productivity improvements in 2004 there has been a substantial decrease of 71 partners in 2007.  Once again, care should be taken in making such comparisons give that different companies may have responded in 2004 than for the present study.

In particular, given the limited response by companies with regard to productivity improvements, there is a need to ensure that companies are encouraged to record this information in future in order to achieve pre-defined targets set for the Service.

2.11 Contribution to Gross Value Added

The calculation of a Gross Value Added (GVA) figure provides a more holistic assessment of the relative value of a proposed public sector intervention with regard to generating wealth for the economy as a whole. 

In summary, the annual GVA figure for an area is derived from adding the total annual wage bill (net of income tax, national insurance and pension contributions) to the annual profit margin.  To measure net attributable annual GVA we have used data (latest 2004) as outlined in the Scottish Annual Business Statistics, Scottish Executive.  Data is provided at the Scottish level for the manufacture of food products and beverages.  The estimated GVA as a result of the SFD Information Service has been derived using the GVA per employee data.

The average GVA per employee for the manufacture of food products and beverages
 has been estimated at £33,345 for Scotland – inflated to May 2007 prices.  

Net attributable employment created and retained is between:

· 30.7 FTEs to 36.3 FTEs at the Scottish area level.

However, these figures have been annualised in Tables E1 and E2 in Appendix E.  Therefore, total annual jobs created and retained presented in Table E3 in Appendix E.

The estimated net additional annual GVA for Scotland can then be calculated using these employment figures multiplied by the estimated average GVA per employee of £33,345 for Scotland as shown in Table 5.5.  

	Table 5.5: Estimated Net Additional Annual GVA for Scotland (£)

	Financial Year
	Lower Level
	Higher Level

	2003/2004
	0
	0

	2004/2005
	333,448
	333,448

	2005/2006
	600,206
	666,896

	2006/2007
	800,275
	933,654

	2007/2008
	1,022,684
	1,209,749

	Net additional cumulative GVA
	2,756,613
	3,143,746


Source: Online Scottish Food and Drink Company Survey, June 2007.

Note: Figures subject to rounding.

This suggests that the Service has generated an estimated total net additional cumulative GVA since its inception in March 2003 of between:

· £2.76 million and £3.14 million at the national (Scottish) level.

2.12 Cost Effectiveness and Value for Money

The value for money assessment outlines the total public and private sector funding contributions to the Service since 2003 up until March 2008 and the associated leverage ratio.  This leverage ratio can be used as a guide to assess the cost effectiveness of public sector spending on the SFD Information Service.  Given that no private sector spend has been incurred to date, we have used costs compared with net additional cumulative GVA as the basis for our value for money assessment.

The public sector costs incurred as a result of delivering the Service since 2003 are recorded in Table 5.6 below.  It should be noted that the costs depicted in the financial years 2003/04 and 2004/05 include initial site development costs of £286,000 and a further investment of £441,000.
	Table 5.6: Cumulative Public Cost of SFD Information Service

	Year
	Public Sector Cost (£)

	2003/04
	363,500

	2004/05
	363,500

	2005/06
	201,000

	2006/07
	222,000

	2007/08
	212,000

	Total
	1,362,000


Source: SE Approval Paper, January 2005 and SE Finance July 2007. 

Note: Figures subject to rounding.

The total public sector contribution of £1,362,000 by the end of March 2008 has helped to generate an estimated total net additional cumulative GVA of between £2.76 million and £3.14 million.  Therefore, £1 of public sector investment has generated an estimated £2.02 to £2.31 of net additional GVA over the lifetime of the Service.
2.13 Future Costs and Benefits

The following analysis provides the proposed future costs and benefits of the SFD Information Service until March 2011, the end of the financial year 2010/2011.  The total future public sector cost of the Service as Scotland Food and Drink has been taken from the Approval Paper, May 2007.  The estimated total net additional GVA per annum is presented in Table 5.5 above.  We have assumed for the lower value that the benefit flow in terms of net additional GVA per annum of £1,022,684 for 2007/08 will increase by 2.5% per annum (roughly in line with anticipated inflation) as detailed below in Table 5.7a).

	Table 5.7a): Proposed Future Costs and Benefits – Lower Value

	Costs
	08/09
	09/10
	10/11
	Total 

	Estimated cost of Service delivery per annum
	£300,000
	£250,000
	£220,000
	£770,000

	Benefits (range)
	
	
	
	

	Net additional GVA per annum
	£1,048,251
	£1,074,458
	£1,101,319
	£3,224,028

	Net Flow of Costs and Benefits
	£748,251
	£824,458
	£881,319
	£2,454,028

	Discount factor of 3.5%1
	1
	0.966
	0.934
	

	Net Costs and Benefits
	£748,251
	£796,578
	£822,721
	

	Net Present Value
	£2,367,550


Source: EKOS Cost Benefit Analysis Model, 2007.

Note: figures subject to rounding. 

1: Consistent with HM UK Treasury Green Book: Appraisal and Evaluation in Central Government.

The Net Present Value (NPV) examines the discounted value of a stream of either future costs or benefits.  The term NPV is used to describe the difference between the present value of a stream of costs and a stream of benefits.  A positive NPV suggests that the project, in this case the SFD Information Service, is viable.  Therefore the estimated Net Present Value (NPV) at the Scottish level for the lower range is £2.4 million, where the NPV is based on the net cost and benefit flows that would have been realised during 2008/2009 (year 1) up to 2010/2011 (year 3).  

We have assumed for the higher value that the benefit flow in terms of net additional GVA per annum of £1,209,749 for 2007/08 will increase by 2.5% per annum (roughly in line with anticipated inflation) as detailed below in Table 5.7b).

	Table 5.7b): Proposed Future Costs and Benefits – Higher Value

	Costs
	08/09
	09/10
	10/11
	Total 

	Estimated cost of Service delivery per annum
	£300,000
	£250,000
	£220,000
	£770,000

	Benefits (range)
	
	
	
	

	Net additional GVA per annum
	£1,239,992
	£1,270,992
	£1,302,767
	£3,813,751

	Net Flow of Costs and Benefits
	£939,992
	£1,020,992
	£1,082,767
	£3,043,751

	Discount factor of 3.5%1
	1
	0.966
	0.934
	

	Net Costs and Benefits
	£939,992
	£986,466
	£1,010,774
	

	Net Present Value
	£2,937,233


Source: EKOS Cost Benefit Analysis Model, 2007. 

Note: figures subject to rounding. 

1: Consistent with HM UK Treasury Green Book: Appraisal and Evaluation in Central Government.

The estimated Net Present Value (NPV) at the Scottish level for the higher value is £2.94 million, where the NPV is based on the net cost and benefit flows that would have been realised during 2008/2009 (year 1) up to 2010/2011 (year 3).  

Monitoring & Evaluation Framework

2.14 Introduction

A key element of the study is to design a Monitoring and Evaluation Framework (M&EF) that will assist the performance monitoring of the Service towards the recommended future SMART objectives and cost/benefit targets to be set. 

The M&EF will build on utilising the ‘pathway to impacts‘ approach noted below and commonly applied in an economic development context.  There are four essential elements to our approach to designing an appropriate M&EF, covering:

· a set of performance indicators that will measure progress against the Service objectives;

· provide input, activity, output and impact indicators, along with their detailed definitions.  The indicator menu must also be specified in a way that reflects the need for an appropriate balance between the costs and benefits of implementation;

· procedures for collection, collation, interrogation and analysis of both primary and secondary data; and

· allocation of roles and responsibilities.

Figure 6.1: Pathway to Impacts

The starting point is to specify a suite of performance indicators to be used in target setting and in assessing progress.  These indicators must take into consideration a number of contextual factors, including the:

· objectives of the Service.  In other words, the indicators must reflect what the Service is expected to achieve, and what and how the underlying activities are expected to contribute.  There should also be some flexibility to accommodate future changes to strategic emphasis; 

· types of intervention envisaged i.e. other support that  complements www.scottishfoodanddrink.com such as the Scottish Food and Drink Helpline, supported by one-to-one specialist support of technical enquiries.  For example, some activities can be expected to have a strong, direct and immediate route to achieving tangible business benefits such as additional turnover, while the impact of others will be indirect and perhaps take longer to emerge.  This highlights the importance of specifying appropriate indicators which capture the range of outputs (or intermediate benefits) accruing; and

· reporting requirements of funding bodies.  At a minimum, the Service will be required to satisfy the monitoring and reporting requirements of SE and HIE.

2.15 Objectives of the SFD Information Service

Table 6.1 overleaf reports current performance of the SFD Information Service against the objectives set for the Service.  These are drawn from the objectives set in the PAG paper dated August 2003 and reproduced in the January 2005 SE Grampian Board Paper.

Given the poor response rate achieved for the Interim 2005 User Survey which meant that no robust tangible business benefits could be assessed, the current results have been compared with those realised in 2004.  With reference to Table 6.1 it is clear that the Service has indeed made good progress against all of its objectives.  

	Table 6.1: Progress Towards Objectives

	Objectives Aug 2003
	Results October 2004
	Results June 2007

	Deliver tangible business benefits for users.
	£850k per annum increased turnover; £140k per annum reduced costs, 100 companies with productivity improvements.
	£3.51 million per annum of gross increased turnover for companies and partners/stakeholders.  Net attributable annual turnover of £2.1 million to £2.5 million for companies.  Net attributable annual turnover of £14,024 to £26,368 for partners/stakeholders. 

£310,037 per annum reduced costs.

81 companies and 14 partner organisations with productivity improvements.

	Provide access to business information for the food & drink industry.
	58% of industry and 53% of partners/stakeholders have used the Service.  93% believe relevant/very relevant to industry
	62% of companies had heard of and used the Service.  From 2003/2004 to 2007 /2008 (year to date) the number of unique visitors has increased from 2,887 to 23,173.  Over the same period the pages visited has increased from 41,299 to 598,805.  

90% believed the Service was relevant/very relevant to their business needs.

	Reduce search costs for food & drink businesses and supporting organisations.
	60% of companies and 50% of supporting organisations have reduced search costs.
	£608 of reduced annual operational costs per annum can be attributed to between 510 ‘regular’ users (made up of companies, partner organisations and SE and HIE staff).

	Promote effective communications and collaboration within the industry.
	News/events sections used by 80% of users; 15% used to support collaborative activity.
	News section used by 91% of companies (47% frequently) and 100% of partners (86% frequently).  Events section used by 92% of companies (39% frequently) and 100 % of partners (71% frequently).  Buyers’ Guide used by 68% of companies (20% frequently) and 86% of partners (57% frequently).

86% of partners used the site for both their own and clients’ needs.

61% of SE and HIE staff used the site for their own and clients’ needs.

	Reach more customers through use of web. 
	52% of companies using at least once per month; 53% of partners / stakeholders using and encouraging company usage.
	79% of companies using the Service at least once a month (33% using at least once a week).  86% of partners using the Service once a month (indeed all 6 partner respondents used it a least once a week).  79% of SE and HIE staff using the Service at least once a month (58% using a least once a week).

	Web-enable SE projects. 
	Food Futures, Food Learning Network, Food Facts, CAMIC delivered through Scottishfoodanddrink.com
	UK Premium Market Development Programme, Supplier Excellence Programmes, Meet the Buyer Events, Innovation Support, Health Enhancing Foods, Learning Journeys and Branding Support. 


	Table 6.1: Progress Towards Objectives (continued)

	Objectives Aug 2003
	Results October 2004
	Results June 2007

	Provide enhanced knowledge base for SE staff supporting the industry.
	77% of account managers use and value the service
	83% of SE and HIE staff use and value the Service.


Source: Evaluation of SFD Information Service, 2004 and 2007. 

2.16 Performance Against Targets

The targets highlighted in the SE Grampian Board paper, January 2005 are outlined below in Table 6.2.  The number of regular company users has increased by 27 percentage points since October 2004.  Furthermore, the number of unique visitors to the site has increased dramatically from 11,000 in October 2004 to 23,173 in July 2007 (an increase of 110%).  

	Table 6.2: Performance Against Targets

	
	Regular company users
	Unique visitors

	Actual Oct 04 
	52%
	11,000

	Actual July 07 
	79%
	23,173


Source: Evaluation of SFD Information Service, 2004 and 2007.
2.17 Monitoring of Site Statistics

Various statistics are monitored on a monthly basis with regard to sfd.com, such as ‘unique visitors’, ‘total number of visits’, ‘visits per visitor’, ‘pages visited’, ‘average pages per visitors’ and ‘ average visit duration (in minutes)’.  Table 6.3 compares and contrasts a number of monthly averages over the last four to five years.

	Table 6.3 Average Monthly Site Statistics

	
	2003/04
	2004/05
	2005/06
	2006/07
	2007/08  (ytd)

	Unique visitors
	2,887
	9,295
	12,160
	19,907
	23,173

	Total number of visitors
	5,033
	18,217
	32,315
	67,733
	117,469

	Visits per visitor
	1.74
	1.96
	2.66
	3.40
	5.07

	Pages visited
	41,299
	144,181
	239,142
	461,407
	598,805

	Average pages per visitor
	8.21
	7.91
	7.40
	6.81
	5.10

	Average visit duration (in minutes)
	6.94
	7.58
	6.82
	4.75
	4.35


Source: sfd.com web log March 2003 to July 2007.

The top ten ‘Most Popular Pages’ (after the Home Page) as per the reported site statistics have remained much the same over recent years and on the face of it appear to be in broad alignment with the results in Table 4.2 and Figure 4.3.

These statistics, which are derived from the sfd.com web log, present a positive but quite general overview of historic and ongoing site activity.  Currently there is no detailed analysis or in-depth reporting of specific user behaviours on the site.  However, there are now a range of software tools and techniques which come under the broad heading of ‘web analytics’ which can be applied to provide this type of information.  Therefore in order to effectively pinpoint current sfd.com Service areas which could now be redundant, i.e. receiving little on no visitor traffic, deeper site analysis and tracking is required.  As mentioned this could be achieved by exploiting web software dedicated to this task to ensure that resources and efforts area focused on activities of most added value to the Service users.  

Sfd.com already has access to such software systems.  However, we believe that such systems are not being fully utilised.  

It is therefore recommended that a review of appropriate web analytic provision be undertaken with a view to fully exploiting such systems for the sfd.com site going forward.  (It may in fact be possible to undertake analysis of historic log files.  However this would require further research).  This will require defining the key target audience for the Service, given the advent of Scotland Food and Drink, and discussions around what should be measured to provide the most valuable feedback on the web site.

Industry portals that offer membership incentives for registration (e.g. access to white papers, etc) can effectively replicate some of the more successful private sector or commercial ‘client’ engagement models.  However, as discussed during the telephone conference call with the Client Group on Tuesday 31st July 2007, it is recognised that public sector sites do not have this as a viable option as they are obliged to give unrestricted information access to all their visitors. 

2.18 Inputs, Activities, Outcomes and Impacts

This section provides a list of all the future input, activity, outcome and impact indicators together with data sources and how to generate the data.  

2.18.1 Proposed Future Indicators and Targets 

The proposed future indicators and associated targets to be realised by March 2011 (from March 2008) are presented in Table 6.4 overleaf.  The target figures are all extrapolated from current evidence contained in this evaluation report.

	Table 6.4: Proposed Future Indicators and Targets

	Inputs

	Indicator
	definition
	Proposed target by March 2011

	Total inputs for the financial year 2010/2011 in terms of the cost associated with the development, management and delivery of the SFD Information Service.
	£220,000

	I1
	SE
	Expenditure at nominal values.  Will need to capture the phasing of expenditure to enable cost effectiveness calculations.
	50% of costs or less

	I2
	HIE
	
	

	I3
	Other public sector
	
	

	I4
	European funding (as appropriate)
	
	

	I6
	Private sector i.e. Food and Drink Industry.
	For private sector contributions, this may also include future in-kind support where individuals give up their time to participate in the newly launched Scotland Food and Drink organisation.  If so, this should be recorded as the number of hours provided.  
	50% of costs or greater

	Activities

	Indicator
	definition
	Proposed target by March 2011

	A1
	Number of users of key service areas of the service e.g. key zones, etc.
	Number of frequent company and partner/stakeholder users (both members and non-members).
	10% increase 

	A2
	Number of visits to the site.
	Number of company and partner/stakeholder visits (both members and non-members).
	30% increase 

	A3
	Number of unique visitors to the site.
	Number of company and partner/stakeholder unique visitors (both members and non-members).
	150% increase based on average monthly trend figures 04/05 to 07/08 (year to date).

	A4
	Number using the site once a month or more.
	Regular company, partner/ stakeholder and SE/HIE Network users (both members and non-members).
	30% increase based on the current 510 ‘regular users’.

	A5
	Number of instances of one-to-one support to organisations through the SFD Helpline service.
	An instance would be used for support of less than 4 hours.  SFD Helpline staff will be able to provide a considerable amount of information, advice and referrals to other organisations in discussions over the telephone that last less than four hours.  
	As required.


	Table 6.4: Proposed Future Indicators and Targets (continued)

	Activities (continued)

	Indicator
	definition
	Proposed target by March 2011

	A6
	Number of partner organisations that use the site for their own and clients’ needs.
	Same as indicator.
	55% increase based on evidence contained in Chapter 4 of the 2007 evaluation.

	Outcomes (map to Growing Business and Global Connection strategic agendas)

	Indicator
	definition
	Proposed target by March 2011

	O1
	Number of companies reporting annual operational cost savings.
	Operational costs include information search costs.
	£977,396 of cumulative cost savings (based on a 2.5% increase per annum).

	Impacts

	Indicator
	definition
	Proposed target by March 2011

	IM1
	Net additional turnover generated on an annual basis
	Same as indicator.
	£512,500 per annum (removing £3 million of attributable data in 2007 to give a more realistic medium-term target).

	IM2
	Net additional cumulative GVA generated
	Same as indicator.
	£3.2 million to £3.8 million of cumulative GVA (based on a 2.5% increase per annum at higher level of the range)

	IM3
	Number of jobs created and retained
	Same as indicator.
	Increase by 2.5% 


Source: Outcomes and impacts are based on the results taken from the Online Scottish Food and Drink Company Survey, June 2007.

Data Sources and how to Generate the Data

Inputs

Future funding for the Service through the new structure, Scotland Food and Drink, will come from different sources, particularly from the private sector, stakeholders and partners and a reduced amount from the public sector.  

Activities

All the data required for the activity indicators will be within the direct control of those who manage the Service and its associated Helpline on behalf of SE and HIE. 

Outcomes

Currently sfd.com site statistics are tracked electronically, but only the Helpline transactions are recorded on the SE CRM system.  The sfd.com Project Manager also keeps a detailed record of the number of companies and other organisations that are accessing the various service areas, including the top 10 key zones such as the main news page; Buyers’ Guide splash; healthy eating; retail; packaging; organic; hygiene; safety and compliance; innovation; FoodService news and export news. 

Impacts

The use of an anonymous online survey makes it problematic to record and track impacts in the medium-term to longer-term, particularly those attributable to Scottish food and drink companies.  For instance we were unable to ascertain whether companies that had responded during the evaluation exercise were the same companies that participated in the full impact evaluation in 2004.  For this current online survey and previous online surveys, companies only had to enter their business details if they wished to be contacted by a SE/HIE adviser or if they were willing to participate in a more in-depth telephone conversation with the consultants.  Therefore, for subsequent online surveys companies should have to enter all their company name, address and key contact details in order to be able to trace back to assess whether anticipated outcomes and impacts had actually been attained, particularly due to public sector investment.  

However, that said, it is recommended that impact data is captured and discussed through conducting telephone surveys with companies, rather than an online approach, particularly with businesses that visit the site on a regular basis.

2.18.2 Roles and Responsibilities

The ongoing monthly reporting of sfd.com site statistics should continue and be the responsibility of the sfd.com Project Manager to ensure that such statistics and monthly reports are kept up-to-date.   

For ongoing user surveys of companies and indeed partner organisations by the SE Food and Drink Team, in partnership with HIE, it is necessary that each is written up separately, providing details of the:

· timing of surveys;

· method of implementation;

· questionnaire(s) used; and

· key results.

In addition to the continual monitoring of the SFD Information Service, it would be advisable to undertake another evaluation during 2011 to assess if the proposed target information presented in Table 6.4 will be achieved.  However, such as exercise will be dependent on the current target information adopted by Scotland Food and Drink and any additional indicators and targets set by Scotland Food and Drink with a focus on the impacts generated from sfd.com by its members and for the wider industry.

Conclusions and Recommendations

2.19 Introduction

This chapter draws on the findings of this evaluation to present a set of conclusions and recommendations organised around the study objectives and the associated specific output requirements.  In general we offer conclusions and recommendations on:

· progress against the targets set in November 2004 evaluation and to check that the Service is meeting its objectives in relation to the business benefits being delivered;

· a suggested framework for future cost/benefit analysis for the period April 2008 to March 2011; and

· a set of proposed SMART objectives for the period April 2008 to March 2011.

2.20 Conclusions

2.20.1 Progress Against Targets

As noted in Chapter 6, Table 6.1, it is clear that the Service has indeed made good progress against all of its objectives in terms of the business benefits being delivered, bar that of productivity improvements.  Table 7.1 below summarises the targets set in the 2004 Evaluation and the 2005 Approval Paper compared with the actual achievements derived from this current study.  

However, as noted previously, these results may have been derived by attributable impacts provided by potentially different companies.  However, that said, it is encouraging to note that the projected target turnover and cost reduction figures for 2007/2008 in the 2004 Evaluation (based on a 15% growth per annum in turnover from £850,000 in 04/05 and a 10% increase in annual cost savings from a figure of £140,000 in 04/05) have been exceeded in 2007.  However, as noted in the report, productivity improvements have fallen well below expectations.  However, we do propose that net additional cumulative GVA and/or net additional GVA per annum should be included as a measure for the future monitoring of the benefits derived from the Service.

	Table 7.1: Performance Against Projected Targets

	Target
	2004 Evaluation
	2005 Approval Paper
	2007 Evaluation

	Turnover per annum
	£1.3m by 07/08
	£2.8m by 07/08
	£3.51m by 07/08

	Cost savings per annum 
	£186,340 by 07/08
	£470,000 by 07/08
	£310,037 in 07/08(1)

	Productivity improvements
	121 companies and 110 partners
	330 companies and 300 partners
	81 companies and 14 partners


Source: 2004 and 2007 Evaluations of the SFD Information Service and SE Grampian, Approval Paper, January 2005.

Note:

(1) The cost savings figure reported for 07/08 includes the limited data provided by 2007 evaluation respondents and cost savings for the year 06/07 to give a more realistic figure.

Table 7.1 also depicts the progress in terms of the cost benefit analysis conducted in 2004.  

In 2004 a ‘regular’ user of the Service was defined as user who accessed the Service more than once a month.  As noted in Chapter 5 the current level of ‘regular’ company, partner, SE and HIE users totals 510.

Therefore this represents an annual cost saving of £608 for every ‘regular’ user of the Service.

In addition given that the analysis has been undertaken using financial years, the above figures from this current evaluation are the gross results for this current financial year, ending March 2008.

Return on Investment and Value for Money

Based on recent SE Guidance in terms of using a standard error approach, a total actual public sector contribution of £1,362,000 to be realised by the end of March 2008 has helped to generate an estimated total net additional cumulative GVA of between £2.76 million and £3.14 million.  Therefore, £1 of public sector investment has generated an estimated £2.02 to £2.31 of net additional GVA since the launch of the Service in 2003.  

Public sector expenditure of £770,000 is anticipated by March 2011
.  The estimated total net additional cumulative GVA of between £3.2 million and £3.8 million to be realised over the next three years to March 2011 is expected to generate an estimated £4.19 and £4.95 of net additional GVA per £1 of public sector investment.  

Therefore total public sector expenditure on the SFD Information Service over the lifetime of the Service (2003 to 2011) is estimated to be £2,132,000 and total net additional cumulative GVA is estimated to be between £5.98 million and £6.96 million.  This is expected to generate an estimated £2.81 and £3.26 of net additional GVA per £1 of public sector investment.

In future, with the advent of Scotland Food and Drink, it is anticipated that the private sector contribution will increase and public sector investment will decrease over a 10-year period, as noted in the Scotland Food and Drink Approval Paper, May 2007.

Market Focus
In general, the SFD Information Service has serviced its intended market in terms of Scottish food and drink companies, partner/stakeholder organisations and the SE/HIE Networks.  

Food and Drink Companies

Overall, the satisfaction with the SFD Information Service among Scottish food and drink companies was generally good.  It is clear that the web site and the associated Helpline Service is providing a welcome service:

· 80% of respondents gave the web site a positive rating, of which 31% viewed the overall support provision as excellent;

· 32% of respondents gave the Helpline a positive rating, of which 14% reported it was excellent and 18% viewed the Helpline service as good (this was on the basis that 52% of survey participants had not used this particular component of the Service).  
Furthermore:

· 44% of users regarded the SFD Information Service as a superior service to most other information sources; and

· 79% of the organisations that accessed the web site (sfd.com) used it once a month or more frequently (a step-change from the 52% reported in 2004).

Indeed most regular users of the web site did report SFD as their preferred source of information.  In addition, 90% of users believed that the Service was extremely relevant or relevant to their business needs.

In particular, the comprehensive range of online information available from a single source was a valuable time saver for small businesses, providing a “one-stop-shop” for many companies.  Specifically, the time saving aspect of the Service allowed for some redirection of effort into other aspects of their respective businesses, resulting in some companies achieving greater capacity and capability.   

Overall, there was agreement among those that used the web site regularly that it had increased the knowledge base within the company.  The key driver for businesses accessing the web site was to keep in touch with current industry News (91%), Events (92%) and the Buyers’ Guide (68%) – similar findings were reported in 2004.  Being better informed about the industry through information on the market place led to more robust business planning and generally companies that were more market aware.  This was particularly relevant for start-up companies.  

It was more difficult to assess whether there had been any change in attitude toward the collection and dissemination of knowledge in these individuals or enterprises.  Almost invariably these individuals were seeking information when they encountered the SFD Information Service.  In general, the web site or Helpline was able to satisfy these requirements and the users returned to it as a proven and reliable source.  Encouragingly, only 21% of respondent companies were not aware of the Helpline in comparison with the research results of 35% in 2004 and 25% in 2005.

Partner Organisations

The key issue with the findings of the partner/stakeholder organisations survey is that the absolute number of responses was very low.  This issue should be borne in mind when considering the following results.

However, from the small number of respondent partner organisations, 83% gave the Service a positive rating, of which 33% viewed the overall support provision as excellent.  The ratings for the Helpline were also positive with 60% rating the service as good and 20% had no opinion.  None of the respondents rated the web site or the Helpline as poor or very poor.

Over half of the respondents (57%) rated the SFD Information Service as a superior service to most other information sources.  In addition, 86% viewed the Service as extremely relevant to the needs of their needs and that of their clients – on par with the 87% reported in 2004.

SE and HIE Networks

It is evident that the web site provided a key service to SE and HIE staff across the networks given that 100% of respondents gave the site a positive rating, with 32% rating the provision as excellent.  The ratings for the Helpline were also positive with 50% rating the service as good and 22% as excellent.  
61% (11 respondents) of the SE and HIE staff intended to use the site for both their own needs and the needs of their clients and over half of the users across the networks (53%, 10 respondents) rated the SFD Information Service as a superior service to most other information sources.

The principal benefits the Service offered SE and HIE staff was that of time saving with regard to searching for the relevant food and drink industry information (44% strongly agreed and 50% agreed that this had been achieved) and an improvement to network contacts’ standard of food and drink intelligence (21% strongly agreed and 74% agreed that this had been achieved).  That said it is interesting to note that 89% of staff within the SE and HIE networks recognised that they would have been able to get the information elsewhere, although 65% highlighted that it would be more difficult to find and would have taken more time and 24% noted that it would have incurred a cost.

Customer Reach

Overall the Service has increased customer reach and has provided appropriate channels to market in line with the Modernising Government agenda and the SE Customer Relations strategy.  

As noted above the Service has successfully engaged with its key audiences and increasingly so over the last three years.  Indeed in terms of the frequency of use:

· 79% of the companies that accessed the web site used it once a month or more frequently (a step-change from the 52% that used the Service once a month or less frequently in 2004);

· the majority of partner organisations, 86%, that accessed the web site used it once per week.  This has risen dramatically compared with 2004 where only 26% of respondent partners accessed the site once pre week or more often; and

· 58% of respondents across both the SE and HIE networks accessed the Service at least once a week, compared with 55% in 2004.

It is apparent that the provision of such an effective and value-added online Service to key target audiences is valued by Scottish food and drink companies, partner organisations and the staff for the SE and HIE economic development agencies.

2.20.2 Future Cost/Benefit Analysis

Costs and Benefits

A key component of this evaluation was to establish a framework for a future cost/benefit analysis for the period April 2008 to March 2011.  Such a framework has been prepared, as detailed in Chapter 5, with future costs based on that which will be incurred in terms of the Service’s development, management and delivery as Scotland Food and Drink and benefits accrued to be assessed in terms of net additional GVA per annum.  It is encouraging to note that for both the lower and upper limits in terms of the derived future net additional GVA per annum based on the anticipated future fixed costs, the NPV is positive.  This confirms that the Service is viable. 

Monitoring and Evaluation Framework

A future monitoring and evaluation framework is shown in Chapter 6.  The framework includes details on how the data will be sourced and generated, complete with roles and responsibilities for the data collection.  The suggested indicators to track in the future are outlined in detail in Table 6.4.

Future Targets

The future targets proposed, particularly the outcome and impact measures, as detailed in Table 6.4 are in alignment with the Growing Businesses and Global Connections strategic agendas.  Therefore the future achievement of such targets should contribute to the development and longer-term sustainability of ‘A Smart, Successful Scotland’ and indeed ‘A Smart, Successful Highlands and Islands.’

2.21 Recommendations

2.21.1 SMART Objectives

One of the key outputs for this study was to recommend SMART objectives for the next stage of the SFD Information Service.  In addition to discussions on monitoring data during the telephone conference call with the Client, as noted in Chapter 6, another key topic of discussion with the development of future SMART objectives in light of Scotland Food and Drink.

Since 2003 the Service has helped to address information failures for Scottish food and drink companies through the provision of information (with no vested interest) such as identifying new suppliers and business opportunities to enable these companies to achieve business benefits in terms of increases in turnover, the creation and retention of employees and a reduction in operating costs.

As previously stated, the provision of such a free service is not a long-term option for the investment of public funds.  As firms become aware of the benefits of information and relevant sources, and more proficient in utilising information, the rationale for public sector support reduces and a new approach is required.  

However, the recent creation of Scotland Food and Drink, a true private-public sector partnership (with core funding from the industry, the public sector, the levy organisations, trade associations and other stakeholders i.e. everyone involved in the food and drink supply chain) is expected (although this has yet to be agreed) to takeover the management and delivery of sfd.com by 2009
.  It is anticipated that financial support from the public sector will diminish overtime with increasingly more funding support generated from the private sector, stakeholders and partners of the Service in the medium- to longer-term.  

Operational Objectives

The monitoring data in Chapter 6 is not being fully utilised.  Unfortunately it does not give sufficient resolution to allow an effective analysis of current usage.  However as already noted in Chapter 6 this might be resolved by using appropriate web analytical tools to analyse the historical data i.e. the data that is already in place.  This is a tactical issue that needs to be investigated and confirmed without building any false expectation within the Client Group and sfd.com project team. 

Also going forward, similar and appropriate analysis should be implemented.  This too is a tactical issue.  Therefore, the first two operational objectives outlined below are in effect measuring the sfd.com status quo.  However, much more challenging are the recurrent questions:

· what is the target audience for Scotland Food and Drink?; and

· given that these communities of interest can be defined, what do you want them to do when they visit the web site?

SMART Operational Objective 1

The site promotion strategy should be critically reviewed going forward, complete with an initial statement of the unique site purpose, which should be developed and deployed on the site as soon as possible.  This should align with the emerging Scotland Food and drink business model (and any linked revenue model where this is appropriate) (SMART: increase awareness of the sites content, in particular to Scottish food and drink companies, from the current 62% to 70% of company users by March 2011).

Although it was recognised during discussions with the Client Group that only so much site penetration can be achieved, we suggest that the first SMART operational objective, as detailed above, is important because it results in an agreed, confirmed and jointly owned statement of purpose.  

SMART Operational Objective 2

Consideration should be given to additional sections targeting new users.  These should be designed to attract and retain new site ‘clients’.  (SMART: increase the number of all ‘regular’ users (510) by at least 30% by March 2011).  

SMART Operational Objective 3

An evolution of the sfd.com site should move to a membership business model in the longer-term (once it is run and managed by the private sector) coupled if appropriate to a supporting revenue generation mechanism through membership subscriptions, where subscribers would be able to view more detailed company information rather than the more generic food and drink information published on the main web site.  (SMART: to be achieved by 2017 as noted in the first SMART operational objective).


SMART Operational Objective 4

There is undoubtedly an opportunity to proactively seek links from members, partners, stakeholders, other industry sites, etc.  This could begin immediately.  (SMART: increased site links could lead to collaborations with other organisations, with a proposed target of 30% of all company users (members and non-members of Scotland Food and Drink) to have done so by March 2011.  Tracking links between sites can be measured using analytical software, for example, Unica NetTracker).


SMART Operational Objective 5

Site navigation is a fundamental issue of data access and efficient retrieval.  The Home Page side bar with its hierarchy of categories and topics should be simplified.  This should form part of strategic redesign project – but is contingent on the timing of the new model (SMART: this could help increase the benefit for users (members and non-members of Scotland Food and Drink) through improved accessibility and increase the ability of companies, in particular, to identify other sources of information and advice by 20% by March 2011.  Tracking increased accessibility will require asking users directly through a future user survey, using the results from this current survey as a baseline for comparative purposes).
SMART Operational Objective 6

In an appropriate business model context, consideration should be given to user customisation through the implementation of ‘cookies’.  Such as function could lead to the creation of a ‘My sfd.com’ facility where the site personally recognises the users  (SMART: increase the number of ‘regular’ company users who access the site once per month to once per week from 33% to 50% by March 2011). 

2.21.2 Future Outcome and Impact Targets

With reference to the monitoring and evaluation framework in Chapter 6, Table 6.4 it is recommended that the future outcomes and impacts overleaf are tracked complete with the proposed targets to be realised by March 2011 (from March 2008).

	Outcomes
	Target by March 2011

	
	

	O1
	Number of companies reporting annual operational cost savings
	£977,396 million of cumulative cost savings (based on a 2.5% increase per annum)

	Impacts
	Target by March 2011

	
	
	

	IM1
	Net additional turnover generated on an annual basis
	£512,500 per annum (removing £3 million of attributable data in 2007 to give a more realistic medium-term target)

	
	
	

	IM2
	Net additional cumulative GVA generated
	£3.2 million to £3.8 million of cumulative GVA (based on a 2.5% increase per annum)

	
	
	

	IM3
	Number of jobs created and retained
	Increase by 2.5%


Appendix A: ‘Best of Class’ Review

Horizontal: A Scan across the Principal Industry Sectors

Scottish Examples of Industry Portals

Key comments inserted in italics highlight considerations and issues that are thought to be of particular relevance to sfd.com and its evolving business model.

Electronics: www.electronics-scotland.com: 

Electronics Scotland is an independent trade association representing the electronics sector in Scotland, formed in July 1999 as a private company limited by guarantee.  Although the Board is mainly made up from industry representatives it does have a representative from SE.  From an outsiders perspective this may be confusing.  In effect it begs the question: where does the SE representation of the sector stop and this Trade Association start? 

Key comment: this could be a potential danger for sfd.com and any evolution of food and drink industry web deployment.  Clear demarcation and signposting will be required from the outset. 

The site has a clean functional design, however content appears to be relatively shallow.  News is current but sparse, nor is there much evidence of a dynamic web based community.  However no access is possible to the members' login area.  There is an offer of advertising space on the Home Page...but no takers as yet. 

Forestry: www.forestryscotland.com: 

On the evidence of SE's Forestry landing page, one could be forgiven for thinking that there was no industry web presence in Scotland.  However the side bar does in fact signpost an extensive amount of information rich sites. 

Key comment: again the demarcation between the SE sector content and the industry site is initially confusing. 

The Scottish industry cluster is represented by this site: www.forestryscotland.com. This site has a clean but uninspiring look and feel which has been clearly influenced by SE Branding.  The site sponsor information is discretely placed at the bottom right hand side of the Home Page.  This helps avoid any potential confusion for a first time visitor.  The latest news and publications are the main features.  A good list of forward events is provided.  An invitation to subscribe to the cluster newsletter is clearly presented, and the 'About us' section provides the strategy document and Team Membership (including SE representation).  The Links page provides a particularly well-focused set of industry specific pointers.  Note partner links to e-Business Forum, Timber Transport Forum and Regional Clusters (again provide a particularly rich source of detailed information) 

Life Sciences: www.scottish-enterprise.com/life_sciences: 

Entry to this web site is via a landing page under the SE banner, notwithstanding the 'Life Sciences Scotland'.  A Home Page header makes its identity very clear.  There is latest news (with registration for an eNL) plus a facility for displaying coming events also on the Home Page. There is a clear contact mechanism for asking questions and getting further information.  The 'look & feel' is simple and clear. There is also media contact centre.  The straightforward side bar navigation leads to an informative 'Life Science in Scotland' section which presents a national strategy (with updates & a review) together with key facts and statistics.  Key capabilities are presented that link through to specific sector companies.  Research information is also provided.  A 'source book' provides a useful directory of company information.  There is also a section on career opportunities, but this is simply descriptive text (although it does link to the TalentScotland web site).  All in all this is a well presented site that competently presents and represents its sector. 

Tourism: www.scotexchange.net: 

As is to be expected, there are a considerable number of Business-to-Consumer (B2C) sites in this sector.  In reviewing this specific site a number of other specific Business-to-Business (B2B) tourism sites were signposted - sometimes the relationships were not entirely clear. 

This is the official corporate web site of VisitScotland and is deployed under the VisitScotland brand.  It provides a very wide range of resources for those within Scotland’s tourism industry and as such it provides almost all of the static core portal elements listed above.  It helpfully has FAQ and a site map, although no obvious search capability.  Of particular note are Business Development and Market Development sections.  These offer a wealth of topics and tools to help site industry visitors e.g. a link to the Tourist Innovation Group (www.toursiminnovation.com) or a Marketing Opportunities Tool.  This is a very complete sector information resource with some innovative ideas.  The 'look & feel' is functional rather than engaging.  Apart from subscribing to the eNL there is no active user elements.  This sector also benefits from some other related sites: e.g. the tourism training site (www.100kwelcomes.co.uk) and tourism sector forum (www.stforum.co.uk) with a members’ login.  There is also Tourism Knowledge Scotland (www.tks.org.uk).  All these sites have differing aspects of tourism sector portals.  However for the first time or new visitor the apparent 'interplay' of these sites in the Tourism sector may, at least initially be somewhat confusing. 

Key comments: in a situation like this, with many industry players, it might be helpful to have an 'industry-map' - like a site map, but at a higher level.  It could be signposted for the first time visitors.  However, the Business Development and Market Development materials are good examples of added value user content.  

Textiles: there is no obvious Scottish textile industry portal as such.  A representative textile site: 'Cashmere Made in Scotland' (www.cashmeremadeinscotland.com) is very much a one dimensional brochure-ware offering. 

Finance: www.financescotland.com: 

Scottish Financial Enterprise (SFE) is the independent organisation, formed in 1986, that supports and represents the interests of Scotland’s financial services industry.  The Home Page and its 'Welcome' message makes this identity clear from the outset - with its stated aim adding clarity and focus.  The site has a crisp, up to date and business like 'look & feel'.  It also has most of the core functionality, but worthy of special note is the Career Centre.  This is an outsourced capability (from efinancialcareers.co.uk) customised for use with SFE.  It may in fact be an example of Affiliate marketing.  This is when Job Seekers who register can potentially result in a commercial return to the site.  (At the time of the review there were over 180 Scottish based jobs).  The members' directory was freely available.  There was also an invitation to become a member together with a clear pricing schedule.  The Knowledge Centre was an innovative and helpful way of marshalling a very large number of signposts together effectively.  Overall this site presents very well, its purpose is clear, and a vast amount of sectoral information can be quickly and effectively navigated. 

Key comment: the outsourced Career Centre is a novel example of a site facility that has been outsourced from a third party.  In this case it looks as though a commercial arrangement is in place (affiliate).  Another example of third party sourced capability is user discussion forms.  In relation to sfd.com these and other add-inns, given that they align with the business model, can be implemented relatively easily.

Energy: www.scottishrenewables.com: 

This is a niche sector membership site which presents an immediate identity together with clear aims and objectives as laid out in the 'About Us' section. Under Membership there is a benefits statement with a pricing schedule. The Communications centre helpfully brings together a large number of related items - making site navigation easier.  The Events and Careers section are well presented. This a very well executed membership focused site. 

Key comment: membership sites of this sort benefit from a focused deliverable to a well-defined target audience coupled to a straightforward benefits statement. 

Property:www.scottishproperty.co.uk: 

This final Scottish illustration is outside the key economic development business sectors.  It is Scottish Property Network site (SPN) which it claims is the leading commercial property web site for finding and listing available commercial properties.  It was set up in 1996 as a joint venture between SE and the University of Paisley to promote better market intelligence in Scotland's commercial and industrial real estate markets.  It has now fully transitioned from the public to the private model (last of the themes above) and is now very much a commercially oriented site.  It contains the core elements plus a range of services targeted at its members including 'SPN connect' which is matches property agents and potential investors.  Overall the site has a competent look and feel but in terms of an impartial industry portal the rugged commercialisation may be a step too far. 

That concludes an overview of a selection of Scottish industry sites.  

Illustrative Industry Sectors

Aerospace: www.aerospace-technology.com: 

This site offers the visitor access to industry White Papers (these documents are statements of proposed policy on a particular area of concern.  Their intention is to spark debate, often inviting comment).  The site also offers RSS feeds (the abbreviation has had a number of meanings but is generally taken now as Really Simple Syndication).  This is a generic web technology which allows for more proactive information dissemination.  In effect a site user can opt to receive this feed and they will subsequently be advised of changes and/or updates on their chosen topics of interest.  Also on this site the registration process for the eNL asks the user for a 'cookie' option.  This is a mechanism whereby the site will recognise the user on future visits - and can even configure the site to their specific needs or interests.  (Much used by B2C sites like Amazon and similar). 

Key comments: White Papers when dealing with substantive industry topics and when available add weight or gravitas to the site content.   Furthermore, the other highlighted items provide an opportunity to offer a degree of self-customisation which should enhance the repeat visitors’ experience. 

Aquaculture: www.aquafeed.com: 

This is another good looking site which offers a multi-language eNL plus some other translation options.  Also the navigation bar on the right hand side (although quite extensive) manages to compress an extensive range of options into something that is easy to use and navigate. 

Key comments: a well-defined target audience will determine whether multiple language versions of the content is necessary or not.  In addition, the design of the side bar navigation mechanism is a fundamental element in industry portal design.

Chemicals: www.che.com: 
This perhaps 'uninspiring' site does however feature the use of a web blog.  In the right situation, with an evolving project say or perhaps a controversial industry topic - this could be an effective or even innovative mechanism to disseminate certain categories of information. 

Construction: www.constructionweblinks.com: 

This is not very pretty site, however it is an example of a 'switching portal'.  In effect it provides a vast amount of web links to all aspects of the construction industry.  Some other items of interest:  t offers a simple 'tell a colleague' feature, also a Find People resource and even a Fun section (with the history of hard hats!).  Once off the Home Page it too features the use of AdWords by Google. 

Key comment: some sites like this one don’t particularly generate their own content.  However they act as an effective signpost to other sources of industry information.

Environment: http://earthtrends.wri.org/: 

This well presented site, like some of the others, offers an RSS feed, but it also features an EarthTrends podcast from the Home Page.  

Farming: http://ofrf.org/index.html: 

This is the web site of the Organic Farmers Research Foundation.  It makes good use of Network and Community initiatives. 

Forestry: http://www.forestind.com/: 

This Forestry Industry site is noteworthy because it offer its visitors help with web site development.  It features a specific development tool - BOSS. 

Key comment: this web site development 'offering' could be considered as part of a broader industry development initiative. 

Hotel Industry: www.hotelmanagement-network.com: 
This Hotel Management portal offers most of the usual core elements apart from one relatively minor (but worthy of note) addition, namely: a Glossary of Terms (albeit poorly populated).  With the correct industry context this could be a useful addition to a sector site. 

Vertical: A Scan within the Food and Drink Industry

Scottish Food and Drink Related Sites

The Scottish Organic Producers Association: www.sopa.org.uk: 

This is a fee based membership organisation with the login area.  There is a classified section - but this does not appear to be very active. 

The Seafood Scotland Online: www.seafoodscotland.org: 

This is a simple, effective but 'wordy' web site.  The Home Page has lots of text, as do most of the other sections.  It too has a consumer section and a site map.  There is an 'Advanced Landings Data' with login section for processors or merchants (likely to be an added value feature). 

The Scotch Whisky Association: www.scotch-whisky.org.uk: 

This is another straightforward site with whisky industry member information and details.  The site is focused principally on issues of consumer interest an as such targeted at consumers. 

Key comment: apart from confirming the use of the usual core elements, most sites features consumer content. 

UK Food and Drink Related Sites 

Food and Drink Federation: www.fdf.org.uk: 

This FDF site has undergone a complete redesign since the initial review.  It now has a prominent Home Page link to the Scottish Food and Drink Federation (SFDF).  Both sites have identical content.  The sites feature a very wide range of industry content (some specific and some shared).  It is a membership based federation with a clear benefits statement and fee structure.  It allows members to customise their own Home Page.  It features an Industry and Community section. There is also a well-populated food and drink glossary. 

The Biscuit, Cake, Chocolate and Confectionery Association (BCCCA): www.bccca.org.uk 

This is good example of a niche food sector site, however it does feature a fair amount of content targeted at a consumer audience. 

British Frozen Food Federation: www.bfff.co.uk 
Yet another niche site.  This one, like sfd.com, features an Annual Awards programme and supporting event.

International Food and Drink Related Sites 

A review of some additional international food and drink related sites was also undertaken. 

International dairy foods association: www.idfa.org 
This is a large unsightly portal, however it does allow the registered user to configure a 'My IDFA' page in order to customise the information to be received. 

The veal farm:www.vealfarm.com 
The Veal Farm features interesting use of video and educational resources. 

Europe: www.foodanddrinkeurope.com 
This is an extensive news site provided by Decision News Media.  (They also provide new services in the science, pharmaceutical and cosmetic industries).  The site also promotes and sells specific industry market reports.  Whilst information rich, the site is essentially a commercial undertaking by the site provider. 

Small Country Food and Drink Related Sites

New Zealand: www.nzifst.org.nz   
This is essentially a Food Science and technology site.  It does have links to some helpful sites including sfd.com (with positive commentary) but not to a New Zealand equivalent. 

Denmark: http://www.di.dk/English and http://fi.di.dk/forside.htm not in English

Norway: web search only finds referrals back to sfd.com!

Appendix B: Technical Review

Purpose

The sfd.com purpose is to help support and deliver the published and now enhanced SE food and drink strategy by providing an information portal for the Scottish Food & Drink industry sector.

Considerations:

· does it have a distinct, easily recognisable purpose?

· yes: this is stated on the Home page.  Although the message is currently lost under the sponsor logos and news of the launch of Scotland Food & Drink.  The site purpose should be displayed prominently 
· entry to the appropriate sections is perhaps not entirely obvious to the several communities of interest to be served e.g. if I’m interested in packaging, or looking for advice on exporting or looking for specific product providers, etc.  Of course this content is accessible, but not entirely obvious, through the Home Page side navigation bar. The Home Page side bar with its hierarchy of categories and topics should be simplified.  Also initial site entry for newcomers may enhanced by more prominently presented sections like:

· about us

· first time here?...or variations on this theme.

Consideration should be given to additional sections targeting new users.  These should be designed to attract and retain new site ‘clients’;
· is the purpose reinforced throughout the site?

· in actual fact the purpose becomes more specific and clearer as a user navigates to the information of specific interest to them.  Initially at home page level the breadth of choice and options may seem overwhelming;

· does the site prominently feature some form of unique proposition?  Also in the case of an evolving sfd.com how might this be best presented?

· it should be brief and attention grabbing.  This is an important opportunity.  It should at least be featured on the Home Page and other primary entry pages.  For a new visitor, the site probably only has a few seconds to establish some sort of differentiation from other market clutter;

This proposition is linked to the chosen business model.  It should be developed and deployed on the site as soon as possible.

· does it conform to a business model? For example, it offers a value-proposition where users will want to return or sign up for information services.

· this not obvious or explicit with the current site

· it could be based on a registration or subscription basis

· by also providing a clear benefits statement to users (as presented in many of the ‘Best in Class’ sites);

The Best in Class sites which came across most favourably were those with a focused business model which targeted members, provided a clear benefits statement and requested registration.  An evolution of the sfd.com site should move to such a business model.  

· is it extremely obvious to the user what they should do and why they should do it?

· to a user ‘on a mission’ i.e. with a specific interest or question, this is probably acceptable.  Probably by making use of the search capabilities etc (but the pages of results that are sometimes presented can be somewhat overwhelming)

· to a general interest visitor, particularly first time – the experience is likely to be confusing

As mentioned above, this is likely to improve by a redesign of the sidebar navigation mechanism.  Also the presentation of search results could be streamlined.

· SFD.com promotion strategy:

· is there a strategy to promote and publish the sfd.com URL at all opportunities? e.g. in documents, publications, business cards, email signatures, etc. 

There is modest direct evidence of promotion.  This should be critically reviewed going forward.

Actions Brought Forward

The following actions should be considered by sfd.com:

· the site purpose should be displayed prominently;

· the Home Page side bar with its hierarchy of categories and topics should be simplified;

· consideration should be given to additional sections targeting new users.  These should be designed to attract and retain new site ‘clients’;

· a statement of the unique site purpose should be developed and deployed on the site as soon as possible;

· an evolution of the sfd.com site should move to such a membership business model; 

· the presentation of search results could be streamlined; and

· the promotion strategy should be critically reviewed going forward.

Finding the Site

Again this issue requires clarity in the definition of the site’s underpinning business model and target audience.  Of the two target business communities mentioned above: 

· the food and drink businesses in Scotland are likely to have been made directly aware, therefore less Search Engine Optimisation (SEO) requirement.  Whereas…

· further afield - international food and drink visitors are much less likely to be aware of sfd.com so SEO techniques and the like could be a key consideration.

Considerations:

· URL: i.e. www.scottishfoodanddrink.com 

· is it logical?  Yes. 

· what about name constructs like - scottishfood&drink, possibly with extensions such as .info etc.  A number of these other domain names still appear to still be available. Should they be acquired and directed to the main site?

· also other variations on this theme may be relevant going forward e.g. foodscotland, scottishdrink – these can be checked. e.g. use dotster.com to check and suggest other domain names

· is/could a separate URL be used eventually by sfd.com registrants or by users of a site extranet if this was deemed useful?

These domain name considerations should be reviewed in the context of the evolving sfd.com site to ensure that all relevant variations on the theme have been secured where possible.

· search engines and search engine placement:

· has the site (and its primary entry pages) been submitted to Open Source Directory (DMOZ.org)?  A search using ‘Scottish food drink’ resulted in a healthy no. 4 placement in the search results.

· the base URL and the primary entry pages do not use or require Flash, Shockwave or other viewers.  This is as it should be as this can create potential issues with firewalls, plus problems if no plug-in are present.  It can also prevent search engine indexing.

· using the common Search Engines, is the site easy to find?  Yes.  Analysis using keywords (Scottish, Scotland, food, drink) and web verification tools placed sfd.com mainly on the first and on a few occasions on the second results page.

· site map:

· although a potentially complex issue – this could be very helpful for (returning) visitors.  It is also helpful with the search engine ‘spiders’

Serious consideration should be given to the timely implementation of a site map.  A number of those illustrated in the ’Best in Class’ section can serve as format templates.

· good internal links?

· yes: again this site ‘interconnectedness’ feature helps with search engine ratings

· is paid placement a consideration?

· this depends how highly the ‘international’ searcher, or any new audience delivered by search engine is to be valued.

Comment: if the business model is such that the target audience is well defined, known and aware of sfd.com the above considerations are less important.  If the site is expected to attract international business searchers or other communities of interest, then these considerations become more important.

· do many sites link to this site?

· using Marketleap.com analysis measures the number of links on 19/6/07 at a healthy 7,244.  Also Google advanced search also gives a healthy number of sites that link to sfd.com.

This item is probably worthy of some ongoing review and research.  Strategic action: there is undoubtedly an opportunity to proactively seek links from members, partners, stakeholders, other industry sites, etc.

Actions Brought Forward

The following actions should be considered by sfd.com:

· the domain name considerations should be reviewed in the context of the evolving sfd.com site to ensure that all relevant variations on the theme have been secured where possible;

· serious consideration should be given to the timely implementation of a site map.  A number of those illustrated in the ’Best in Class’ section can serve as format templates; and

· strategic action: there is undoubtedly an opportunity to proactively seek links from members, partners, stakeholders, other industry sites, etc.

Site Content

Sfd.com hosts a rich, vast – even intimidating amount of sector data.  This makes it crucial that it is easy to search and navigate.

Considerations:

· does the site have a substantial amount of significant, interesting text and visual content for its target audience?

· yes: it is mainly text based with only modest use of visual content.  However, clearly content is the fundamental factor.  This is the essence of the site deliverable and as such must be useful, helpful and interesting;

· how does it compare with other exemplars or best in class?

· the substantive content is certainly on a par, if not better than the most of other reviewed sites.  However presentation is somewhat lacklustre;

· is the content frequently updated?  Are old items archived?

· yes: content is very regularly updated with current and topical items of interest

· no explicit or obvious archiving is undertaken as such.  Site searches present vast amounts of data going quite far back.  As mentioned this can be intimidating and potentially confusing;

· are bulletin boards, message boards, industry news, RSS news feeds, polls, databases, industry information and useful links used to make sfd.com a real hub for the industry?

· yes and no:

· yes – to the more static core elements as identified in the previous section: i.e. supplier databases, industry information and useful links and so on

· no – to the more interactive components: bulletin boards, message boards, industry news, RSS news feeds and polls.

These more active user engagement mechanisms should be included in sfd.com.

· can recent articles in current trade magazine and technical publications be accessed from/on the site?

· abstracts are prepared and logged on the site by dedicated staff resources

· direct linking to articles is not the method used.

Actions Brought Forward

The following actions should be considered by sfd.com:

· more active user engagement mechanisms should be included in sfd.com once the new business model is determined.

Navigation

This section covers also covers issues of look and feel.

Considerations:

· does the site have a consistent feel and appearance?

· yes;

· is it easily navigated?

· yes 

· use of side bar is key and is helpful – but as mentioned the category hierarchy could benefit from a review and potential restructure;

· is the site too deep? (i.e. are there too many clicks to find the desired information?)

· yes this is an issue.  It is undoubtedly due to the volume and complex nature of the data and the retrieval mechanism;

· are navigation methods consistent and in similar locations?

· yes;

· are symbols, icons, photos or graphics used for navigation obvious in terms of what they represent?

· the information icons, once understood, are particularly useful but they are not entirely obvious initially.

The current navigation icons scheme would benefit from a fuller explanation.

· does the Home Page establish the basis navigation methods?

· yes

· are the places site visitors to click obvious?

· yes;

· is a consistent navigation bar provided?

· yes although and redesigned navigation bar would have to retain this consistency;

· is the colour code on links and previously followed links intuitive?

· some use of colour is helpfully used.  This could be enhanced;

· is a ‘Home Page’ icon, button or link present in the same position on every page on sfd.com?

· yes;

· is mouseover used to indicate which navigation button you select?

· limited use of mouseover. 

Mouseover could be used to greater and beneficial effect.

· does the site personally recognise you when you come back?

· no.  ‘Cookies are not used’.  Could be used in conjunction with registration to good effect.

In an appropriate business model context, consideration should be given to this level of user customisation.

· is the site customisable by individual users?

· no.  This could be used in conjunction with the above point to customise the visitor experience e.g. to create a ‘My sfd.com’ and present a customised subset of the site – specific to a visitors declared interests; and

· could user id’s, passwords or similar be used to access portions of the site?

· clearly this is not a current site feature, nor is it one to be entered into lightly.  However it could potentially be used to great effect in an appropriate delivery model

· member access to premium content and/or user forums and the like can in appropriate circumstances build a very effective user community.  This however will require a significant change to the current sfd.com deployment.  This can only be realistically assessed when the new model has become clearer.

Actions Brought Forward

The following actions should be considered by sfd.com:

· the current navigation icons scheme would benefit from a fuller explanation;

· mouseover could be used to greater and beneficial effect; and

· cookies: in an appropriate business model context, consideration should be given to this level of user customisation.

General
General Considerations:

· would the site be considered visually appealing to its target audience?

· in comparison to some of the sites reviewed sfd.com doesn’t look particularly good – perhaps even a bit dated.  The pages are text heavy.  The Banner heading on the Home Page (featuring the site ‘sponsors’) is not visually appealing. The site could definitely benefit from a design refresh;

· use of colour:

· whilst not a key issue, the colours are predominantly dark and slightly oppressive;

· how is the site managed?  Is it ‘locally’ in-house or by the Web developer?

· a combination:

· articles an data content is loaded by contracted editorial staff

· site modifications (significant) would be implemented by the web developer;

· is the site updated regularly?

· content/articles are loaded on a daily basis

· the basic web site framework and structure remains static;

· is older content archive?

· not obviously or explicitly.  Core content on the face of it appears to grow over time;

· is the date of the most recent updates provided?

· yes – in relation to the core information articles, etc;

· is a ‘What’s new’ or equivalent section provided?

· yes – news and events sections feature prominently

· although this could be used for site differentiation purposes;

· attention to detail: e.g. spelling errors, broken graphics, broken links 

· none evident;

· does the site look nice?

· this is clearly a subjective judgment – but it is acceptable in its current state.  As already mentioned it would definitely benefit from a refreshed design – or a potential rebranding under the banner of Scotland Food and Drink;

· size of site and content?

· in terms of information content it is large – the information rich content is however presented sometimes in an uninspiring way;

· multi-language – should this be considered?

· not a current feature – may be a future consideration;

· does it generally resemble other sites in the same industry?

· superficially it could resemble many others.  Clearly the Scottish dimension coupled to the rich content is a differentiator; 

· additional and useful help information?

· help is provided.  This is currently quite modest and could benefit from being enhanced;

· easy to print information from?

· yes – there is no special print provision or formatting; and

· does the site leave a visitor wanting to come back again?

· this is a challenging issue: visitor engagement mechanisms like site registration coupled to a degree of information customisation and presentation would almost certainly result in more frequent return visits.

Appendix C: Supplementary Evidence

From the supplementary telephone calls with 15 companies, those that used the web site reported a number of strengths of the Service:

· comprehensive: the web site gathers a lot of useful data and information together on one site – a one stop shop;

· up-to-date: the information is relevant, accurate and reliable with good advance notice of events of potential interest to its users;

· accessible: information is held and presented online so it can be interrogated outside office hours;

· easy to use: Helpline staff are helpful and knowledgeable; and

· free: it costs nothing to access the information.

While 11 of the 15 respondents identified one or more of the strengths outlined above, only three suggested weaknesses in the Service:

· navigating the web site: while some felt the web site was easy to use, others thought it could be daunting to a new user.  It can seem busy or cluttered to the uninitiated;

· lack of specificity: albeit within a food and drink context, some of the information can be general in nature; and

· focus on small business: the web site’s focus is on small (10+ employees) and the language or jargon, as well as “the clutter” can be off-putting to smaller micro businesses (<10 employees).  Large companies also find little of direct relevance to their operations.

These weaknesses were a minority view, particularly the comments on specificity and the focus of the web site.  Overall, the strengths and weaknesses are consistent with the views and rationale behind the use of the Service expressed earlier by the companies.  Thus, in the main many of the comments were complimentary and supportive of the Service.

Interviewees were then asked to suggest any improvements they would like to see in the Service or to suggest gaps in the support available through it.  These improvements also mirror some of the recommendations that have arisen from the ‘Best in Class’ review and ‘Technical’ review of sfd.com, as follows:

· an alert service: whereby companies could indicate topics or areas of interest to them and receive automated e-mail alerts whenever relevant changes or additions are made on the site;

· a more user-friendly web site: making the front page at little less cluttered and navigation from it more obvious and straightforward.  As an alternative, one company suggested introductory seminars or presentations on the site and how to use it could be held in the major centres;

· more access to market research data: links to more detailed commercial research, a précis of the full reports, or some sort of SE licence agreement.  One respondent also suggested more research for small/micro businesses and more sector specific food data;

· locally based information: although the Service was rated as good, information is not locally based, which raises the issue of the how the information is sourced, i.e. the use of national statistics or more locally based LEC data?; and 

· guidance for smaller companies: the SFD Information Service should also provide guidance for smaller food and drink businesses around issues such as the process of selling through agents.

Appendix D: Technical Note

Additionality

Non-additionality is traditionally understood to be the proportion of gross direct turnover/jobs impacts that would have been expected to occur even if the company had not been a beneficiary of support through the SFD Information Service.  This was assessed by posing questions with regard to the influence of the advice and support provided to food and drink companies on:    

· timing and ease of accessing the same information in the absence of Service; 

· quality and scale additionality; and

· any other impacts in terms of costs of accessing such information.

Food and drink businesses were assessed according to a hierarchy of additionality factors:

· absolute additionality: where all gross direct employment impacts are additional, was taken to apply that none of the turnover or employment outputs would have occurred in the absence of support through the Programme.

Where there was no evidence of absolute additionality we made allowance for:

· time additionality: where the organisation, support and advice provided by the Service to participant food and drink companies enabled the reported changes to happen sooner.  Adopting the standard assumption that a project has a 10 year life, we allocated 10% additionality for every year for which the reported changes were brought forward;

· scale additionality: where the assistance derived through the SFD Information Service had a positive influence on the degree of business development activities and practices adopted; and

· quality additionality: where support meant that food and drink companies were able to develop higher quality products or collaborations with niche buyers such as Harrods or Selfridges.   

For this study, the benefits report and the quantification of the impacts are based on the assumption that there was no alternative source of information.  In practice, some of the information may have been available elsewhere, but perhaps at a greater cost, with less available detail and would have taken more time to locate the appropriate source.  

The ‘don’t know’ and ‘no’ responses represent 33% of the company and partner respondents to this question – with an assumption that those who ‘don’t know’ would have been unlikely to access the same information elsewhere.  

There remaining 67% of respondents would have been able to get the information from another information source, but this would have been more difficult, more expensive and the information received would have been of poorer quality.

Taking into account this level of partial additionality and applying the 7.5% in time additionality (assuming information can be accessed in a period of between six months and one year) and an element of scale and quality partial additionality, a 44% additionality factor has been derived with respect to the assistance through the Service.

Leakage

Leakage refers to the number or proportion of project outputs that benefit those outside the project’s target area.  Given that the Service and its associated benefits are accessible to all Scottish food and drink companies, leakage is assumed to be insignificant at the local and national levels.

Displacement

Although Service is available to all Scottish food and drink companies we have assumed that the displacement factor is around 10% given that some of the companies were not aware of the existence of the SFD Information Service thus resulting in information deficiencies for some and not for others.

Substitution 

The substitution effect arises where a firm substitutes one activity for a similar one to take advantage of public sector assistance, for example, using SE Network support to substitute a subsidised employee for an existing unsubsidised worker.  However, with regard to the SFD Information Service, the substitution effect is assumed to be 0%.

Employment Multiplier Effects

The increase in economic activity as a result of the Programme will also have two types of wider impact on the economy:

· supplier (indirect – Type I multiplier) effect: an increase in turnover/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; and

· income (indirect and induced – Type II multiplier) effect: an increase in turnover/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, HIE area, and Scottish economies.

For Scotland as a whole the indirect and induced Type II employment multiplier was taken from the Scottish Input-Output Tables for 2003 published in December 2006.  The Type II employment multiplier to be applied is as follows: 

· 1.6 for both supplier and income type II employment multiplier effects at the Scottish level.

Output Multipliers

Using output as a proxy for business turnover/sales, the resultant food and drink company output required in order to meet additional product demand can be assessed at the national level by applying Type II output multipliers effects taken from the Scottish Input-Output Tables for 2003.  The Type II output multiplier to be applied is as follows:

· 1.7 for both supplier and income output multiplier effects at the Scottish level.

Grossing-up Method Compared with Standard Error Approach

	Table D1: Net Survey Results 

	Net Result
	Grossing up
	Standard Error

	Company turnover
	£17.3 million
	£2.1 million to £2.5 million

	Partner Organisation turnover
	£145,860
	£14,024 to £26,368

	Company employment created
	32.7
	4.1 to 4.8

	Company employment retained
	214.3
	26.6 to 31.5


Source: Online Scottish Food and Drink Company Survey, June 2007.

Note: Figures subject to rounding.  The standard errors applied are noted in the main text in Chapter 5.

Cost Savings

	Table D2: Cost Savings April 2006 to March 2007 

	Month 
	Value (£)

	April
	64,620

	May
	15,907

	June
	4,000

	July
	30,453

	August
	31,412

	September
	20,955

	October
	14,603

	November
	17,014

	December
	630

	January
	4,908

	February
	28,009

	March
	43,529

	Total
	£276,037


Source: Online Scottish Food and Drink Company Survey, June 2007.

Note: Figures subject to rounding.

Appendix E: Annual Jobs

Estimated Annual Jobs Created

	Table E1: Estimated Annual Jobs Created 

	Financial Year
	Lower Level
	Higher Level

	2003/2004
	0
	0

	2004/2005
	0
	0

	2005/2006
	2
	2

	2006/2007
	3
	3

	2007/2008
	4.1
	4.8


Source: Online Scottish Food and Drink Company Survey, June 2007.

Note: Figures subject to rounding.

Estimated Annual Jobs Retained

	Table E2: Estimated Annual Jobs Retained 

	Financial Year
	Lower Level
	Higher Level

	2003/2004
	0
	0

	2004/2005
	10
	10

	2005/2006
	16
	18

	2006/2007
	21
	25

	2007/2008
	26.6
	31.5


Source: Online Scottish Food and Drink Company Survey, June 2007.

Note: Figures subject to rounding.

Estimated Annual Jobs Created and Retained

	Table E3: Estimated Annual Jobs Created and Retained 

	Financial Year
	Lower Level
	Higher Level

	2003/2004
	0
	0

	2004/2005
	10
	10

	2005/2006
	18
	20

	2006/2007
	24
	28

	2007/2008
	30.7
	36.3


Source: Online Scottish Food and Drink Company Survey, June 2007.

Note: Figures subject to rounding.
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� Figures subject to rounding.


� It should be noted that detailed comparisons on each variable in Table 4.4 is not provided as some of the variables were changed for the 2007 survey and data on the ‘no’ and ‘don’t know’ responses are not reported in detail in the 2004 Evaluation.


� For 2004 only data on those who answered ‘yes’ was available.


� It should be noted that detailed comparisons on each variable in Table 4.9 is not provided as some of the variables were changed for the 2007 survey and data on the ‘no’ and ‘don’t know’ responses are not reported in detail in the 2004 Evaluation.


� For 2004 only data on those who answered ‘yes’ was available.


� Companies: grossing-up by a factor of just over seven i.e. 119 responses out of a total population of 878.  Partners: grossing-up by a factor of just over seven i.e. 9 responses out of a total population of 65.   SE and HIE staff: grossing-up by a factor of four i.e. 23 responses out of a total population of 94.


� A figure of 80 is given in the Final Evaluation Report, but the actual figure, 19% of 446, is 85.


� To avoid skewing the data in this report, we discounted for the spirits element of ‘beverages’ as it contributes to 45% of the GVA figure.  


� Source: Scotland Food and Drink Approval Paper, May 2007.


� As noted in the SE Scotland Food and Drink approval paper, May 2007.





