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1.0
EXECUTIVE SUMMARY

1.1
Client Management, in various manifestations, has been adopted by SEDG for a number of years.  The service is now provided by a combination of employed staff and contractors.  The successful application for ERDF support, some three years ago, was a significant milestone in its development within SEDG.

The service focuses on companies with more than 10 employees, and now support some 209 companies in the region.  This number has grown significantly in recent years and, therefore, the longevity of the relationship varies.  Likewise, the intensity of the relationship with a given firm varies over time.
1.2
The study objectives fall into three key areas:

· "Internal Process" issues


· "External Process" issues


· Output and Impact Issues.

1.3
In summary, the key inputs to the evaluation process have been:

· Review of monitoring information and other literature


· Programme of 20 depth interviews with clients


· Programme of 60 (quantitative) interviews with clients


· Consultation interviews with all Client Managers


· Brief reviews of good / best practice elsewhere.

1.4
The key findings relative to internal process issues are summarised below:

	Table 1.1: Internal Process Conclusions



	Issue
	Conclusions



	Effectiveness of internal management procedures.
	Administrative procedures are acknowledged and usually adhered to, although competing priorities (particularly of internal Client Managers) often militate against this.

	Effectiveness of monitoring  client achievement milestones.
	There is not a universally accepted basis for establishing these milestones and practice (though often good) tends to vary from Client Manager to Client Manager.

	Procedures for the collection of repayments.
	Procedures generally understood, but some misunderstanding remains as to who is responsible for instituting the repayment process.

	Procedures for client assessment with respect to SE National Programmes.
	Client Managers generally have a very sound understanding of client businesses and their relevance to a range of interventions.

	Effectiveness and added value of linkages between Client Management and other forms of support
	Client Management adds considerable value from a client perspective and (in one form or another) is now seen as a "must have".

Internal linkages are generally satisfactory although in many cases, one off interventions are not integrated into a wider Client Management relationship.

	Clarity of Client Management Strategy and Objectives.
	Although some ambiguity exists, this is largely because Client Management is now seen as "given".

Procedures for client selection are not well known or followed rigorously.


1.5
More generally, a very significant number of people are involved in providing Client Management.  This leads to a wide span of control and militates against the consistency of the process.


There is strong evidence to suggest that dedicated Client Managers (whether contracted or employed) are considerably more productive then staff who have to deal with competing priorities.

1.6
The key findings relative to external process and customer service issues are set out below:

	Table 1.2:  External Process and Customer Service Conclusions



	Issue
	Conclusions



	Effective positioning of SEDG's role.
	Considerable achievements in this regard, although many clients continue to be grant-focused and resistant to a partnership orientation.

	Improved understanding of SEDG's objectives and services.
	As above, evidence of improvement, but distance still to travel.

	Attitudes to service levels.
	Greatly advanced by the  continuity of service which is now being witnessed by many firms.


General satisfaction levels are positive.  However, the actual service provided is not the same to all firms.  

It can be any one of:

-  Business advice

-  Client Management

-  Signposting

Expectations of Client Managers vary, therefore.

	Effective recommendation of external expertise.
	This is usually achieved and is often, but not always, seen as integrated into a wider Client Management relationship.  In some cases, the referral process can lead to a loss of continuity.

	Effective signposting.
	Many clients have had multiple forms of support and are usually signposted to relevant forms of support.  The depth of engagement with some firms is questionable, however.

	Benefits sought and delivered.
	This relates to the comments above on Client expectations.  For many, the key benefits are about access and communication.  The development of a longer relationship is not always the client's priority (although it should be for SEDG).

Whichever suite of benefits is sought, they are usually but not always delivered.


1.7
In terms of output and impact issues, the Client Management programme is meeting its targets in terms of the number of firms assisted.  It is a highly effective way of channelling assistance to the client base.

We have been able to identify at least 626 business assists amongst the population of client managed firms and expect this figure to be much higher in reality due to multiple assists in various thematic categories.

The impact which is achieved on company organisational capabilities is mixed (between 30% and 51% report impacts across a range of organisational capabilities).

These are most likely to be in areas such as:

· marketing development


· management reporting


· operational efficiency.

The impact is usually "slightly" rather than "very" positive.


A very significant proportion of firms are able to identify quantifiable impacts (most often in terms of increased employment). This reflects the longevity of many relationships.  We estimate that Client Management has generated the following overall impacts:

· £17,152,724 increase in sales


· 421 increase in employment at the Dumfries and Galloway level


· 491 increase in employment at the Scottish level


· a modest, but not quantifiable reduction in costs.

These impacts are after taking into account additionality and displacement, and the attribution of a relevant proportion of the impact to Client Management.  


These results do represent value for money and we believe that Client Management must remain integral to SEDG's activities.

1.8
There are, however, a number of steps which should be taken to enhance the effectiveness and efficiency of Client Management, building on achievements to date.  The recommendations set out below should be seen in this context.

· A comprehensive Client Management manual should be prepared and disseminated.  


· The current practice of internal part time Client Managers, should be replaced with full time dedicated Client Managers. 

· A clearer segmentation and prioritisation for the customer base according to their ability to add economic value should be compiled. 


· A formal review of all case loads should be conducted according to the criteria to be agreed. 


· All firms who are not defined as Client Managed companies should still be allocated a single point of contact within SEDG. 


· The role of part time Client Manager should be redefined as "single point of contact" for the firms mentioned above.

A fuller discussion of the implications of these recommendations is set out in the final chapter.

2.0
BACKGROUND, OBJECTIVES AND METHODOLOGY

2.1
Background

2.1.1
Dumfries and Galloway
The region covers an area of 643,903 hectares, one of Scotland's larger areas in terms of land mass, (8th largest in the UK).  The region has a low population density of 23 persons per square km (the corresponding figure for Scotland is 66 persons per square km).  Only the Scottish Borders and the Highlands and Islands have a lower density.

2.1.2
Business Base

There are 6,625 registered businesses in the region.  A key feature of Dumfries and Galloway economy is the predominance of smaller firms. 79% of firms have turnover of less than £25,000 per annum and 92% of firms are micro-businesses, having less than 10 employees (Source: IDBR 2000).  In the region 18.4% of employees work in firms employing over 200 people, compared to 31.1% of employees in Scotland.

Figure 2.1: Company Base By Number of Employees
2.1.3
Economic Growth
Gross Domestic Product (GDP) in the area was estimated at £1.6 billion in 1999, which at 2.62% of the Scottish GDP is slightly smaller than the region's share of Scottish population, which is 2.87%.

2.1.4
Exports

Exports from the region were valued at £131 million in 1999, an increase of 2.5% on 1998 levels.  Manufactured exports are dominated by three sectors:  rubber and plastics, food and textiles.  These sectors account for 88.1% of the region's exports by value.  26.5% of exports are from SMEs, compared with an average of 15.2% from Scotland.

2.1.5
Employment Breakdown

The Annual Employment Survey (AES) identified 50,934 people in employment, (overall levels of employment increased by 2.1% over the period 1993 - 1998).  Sectoral trends in employment are analysed in Table 2.1.

Within Dumfries and Galloway there are more females than males in part-time employment.  Approximately half of females are employed on a part-time basis, compared to 5% of males.  Manufacturing employment grew by 4.3% between 1996  and 1998, reversing a long downward trend.  The main manufacturing sectors are rubber and plastics, timber and food.

	Table 2.1 Dumfries and Galloway Employment by Sector



	
	Total
	Distribution (%)



	Agriculture, forestry and fishing
	3,989
	7.8

	Fishing
	102
	0.2

	Mining and quarrying
	205
	0.4

	Manufacturing
	9,841
	19.3

	Electricity, gas and water supply
	689
	1.4

	Construction
	2,913
	5.7

	Wholesale / retail trade, repair etc
	8,209
	16.1

	Hotels and restaurants
	3,766
	7.4

	Transport, storage and communication
	3,219
	6.3

	Financial intermediation
	785
	1.5

	Real estate, renting, business activities
	3,035
	6.0

	Public admin / defence; social security
	2,705
	5.3

	Education
	2,682
	5.3

	Health and social work
	6,650
	13.0

	Other community, social / personal service


	2,178
	4.3

	Total
	50,934
	100.0



Source:  1998 Annual employment survey (NOMIS)

Scottish Executive Rural Affairs Department, June Census 2000

2.1.6
Overall Context
The economy of Dumfries and Galloway is characterised by a preponderance of small firms, operating within a relatively fragile rural economy.

Although the economy is relatively diverse, there are a number of key sectors such as transport, food, forestry, tourism and rubber and plastics.

The problems which effect many small businesses are particularly marked in Dumfries and Galloway.  These include issues such as: lack of strategic orientation, management skills, operational effectiveness, access to finance, effective management and control,  adoption of new technology and so on.

The Client Manager in Scottish Enterprise Dumfries and Galloway (SEDG) is charged with helping local businesses to address these issues, in order to enhance competitiveness and thus develop the wider economy.

At the same time, they are charged with making the most effective use of the organisation's powers and resources to assist the growth and development of these businesses.

Client Management, in various manifestations, has been adopted by SEDG for a number of years.  The service is now provided by a combination of employed staff and contractors.  The successful application for ERDF support, some three years ago, was a significant milestone in its development within SEDG.

The service focuses on companies with more than 10 employees, and now support some 209 companies in the region.  This number has grown significantly in recent years and, therefore, the longevity of the relationship varies.  Likewise, the intensity of the relationship with a given firm varies over time.

2.2
Objectives

2.2.1
The study objectives fall into three key areas:

· "Internal Process" issues


· "External Process" issues


· Output and Impact Issues.

We explain what we mean by these terms below.

2.2.2
By “internal process” we mean the issues relating to SEDG’s management of process such as:

· Effectiveness of internal management procedures.

· Effectiveness of monitoring client achievement milestones.

· Procedures for the collection of repayments, where applicable.

· Procedures for client assessment with respect to SE National programmes.

· Effectiveness/added value of linkages between Client Management and other forms of support.

· Clarity of Client Management strategy and objectives.

2.2.3
In considering “external process” we are seeking to reflect the concept that Client Management is about how SEDG interfaces with client firms. In this sense, we believe it is important to answer the following questions:

· Is there effective positioning of the overall role of SEDG with client companies (are the client’s expectations managed)?

· Is there improved client understanding of SEDG’s objectives and range of services?

· What are company attitudes to service levels and contact management issues?

· Is there effective, and appropriate, recommendation of external expertise?

· Is there effective signposting to other forms of support?

· What are the benefits which clients actually seek from the Client Management support, and are they being delivered?

2.2.4
The following are key objectives in relation to output and impact measures:

· Assessment of activity measures and outputs.


· Achievement of improvements in intrinsic company capability with respect to some or all of the following:


· business and strategic planning


· management reporting and controls


· management development


· skills development


· market development


· product development


· operational processes


· technology adoption and so on.

· Achievements of quantifiable outputs in relation to sales, employment and cost control.


Figure 2.2: Proposed Methodology













In summary the key inputs to the evaluation process have been:

· Review of monitoring information and other literature


· Programme of 20 depth interviews with clients


· Programme of 60 (quantitative) interviews with clients


· Consultation interviews with all Client Managers


· Brief reviews of good / best practice elsewhere.

3.0
THE CONTEXT OF CLIENT MANAGEMENT

3.1
Purpose

3.1.1
A variety of documents serve to define the purpose of Client Management within SEDG.

The Operating Plan 1999 / 2000 describes the project thus:

"The main thrust of this project is to assist the development of SMEs in all key sectors of the local economy through the provision of expert advice, access to finance, skills initiatives and the development of property - all of which are key components in company growth and improving business income".

It sets out the following benefits:

· The project will make SMEs more competitive and efficient.


· One to one counselling and guidance should lead to a better uptake of business support available to SMEs.


· Client managers through their contact with the company will identify opportunities for company growth and investment linked to job safeguarding and creation.


The key measures set out are:

· 150 businesses assisted


· 400 business assists


· Increase in annual turnover of £7.5m


· 100 jobs created


· 400 jobs safeguarded.

Budget Approval for 1999 / 2000 was £100,000.

3.1.2
The operating plan 2000 / 2001 simply describes the project thus:

"To provide a client account management service together with a management mentoring service".

Declared benefits are:

· To improve the turnover of business by promoting business development.


· To improve business competitiveness and profitability by promoting the benefits of adopting innovative business processes and product development.


· To improve management performance by hands on mentoring and promoting management training.


· To improve business performance by promoting appropriate employee training and other services available from SEDG in particular and the wider support network in general.

Targeted quantifiable outputs are:

· 300 businesses worked with


· 30 "adaptation projects"


· 30 individuals taking management training


· 150 jobs created


· 600 jobs safeguarded.

Declared budget was £145,000.

3.1.3
By the time of the Operating Plan 2001 / 2002, the project description had been refined somewhat:

"Work with key companies and organisations to improve the characteristics which demonstrate those of innovative farsighted organisations, and thereby impact on profitability. In addition, to introduce selected companies to national and international mentoring programmes and adapt them to provide local solutions to meet the needs of the Dumfries and Galloway client base".

The benefits were redefined thus:

· Secure existing jobs.


· Create new jobs.


· Increase profitability.

Quantified benefits included:

· 200 business assists


· 50 jobs created


· 1,200 jobs secured


· £500,000 increase in sales.

Budget for 2001 / 2002 is £200,000.

In each of the above cases, the targeted figures are related to contractor costs and do not strictly apply to the achievements of employed staff.

3.1.4
ERDF Support was applied (and subsequently gained) in 1998.  The project was described thus:

"This project is a continuation of a successful project designed to help develop SMEs in all key sectors of the local economy through providing expert advice and helping SMEs to access funding packages, introduce training initiatives and develop property, all of which are key components in company growth and improving business income.  Client managers advise on marketing strategies and planning and help companies to access funding support where this is relevant.  There is a continuing need to co-ordinate, strengthen and target existing support mechanisms to meet the needs of SMEs.  This project will clearly help to address this objective resulting in better value for money.

The project is a proactive approach to assist in the development and growth of SMEs (10-100 employees).  Client managers provide counselling and advice to help SMEs to interface with all aspects of business support including access to finance, training and property.  These managers act as the point of contact between SMEs and local agencies.

The project targets SMEs within key sectors of the local economy including forestry production, food processing, transport and distribution and indigenous manufacturing industries".

The quantifiable project outputs defined is at the point were:

	
	1998
	1999



	Companies joining Client Manager Programme
	20
	16



	Jobs sustained
	250
	200



	Jobs created
	25
	20




Anticipated costs (with expenses) were £150,000 over 1998 / 1999.

3.1.5
There is not a single, and clearly defined document which details all key aspects of Client Management within SEDG - a comprehensive process manual.  The closest document provided to us is headed "Procedures for Implementation of Client Management".  It describes client management thus:

"The Client Management system, as envisaged by DGE, requires the client manager to intimately know the business of the client managed company and to develop, over time, a partnership between the client company and DGE.  The objective of the relationship will be to assist the company to realise its full growth potential.  This will involve the client manager working with the client company to assess opportunities for, and threats to the company, together with its capability to manage these to an optimal outcome".

The document then goes on to define the key elements of the Client Manager role, which in summary includes:

· Company identification and selection.


· Diagnosis of company needs.


· Developing a plan for delivery of assistance.


· Developing excellent working relationships.


· Co-ordination and control SEDG  support.


· Provision of specialist advice as appropriate.


· Acting as advisor, councillor and mentor.


· Arranging specialist assistance as required.

The Client Manager skill set is defined fairly broadly:

"The Client manager needs to be a business generalist with the broad range of skills needed to assess the business of companies.  The set of skills should be those determined by Scottish Enterprise.  In addition the client manager may have specialist skills which will be placed at the disposal  of the group as a whole".

This document goes on to posit a comprehensive method for selection of companies: "The Key Company Assessment".  This is arranged as a hierarchical set of indicators covering the following:

· Growth Potential 
-  management ambition
-  management quality
-  management profile
-  market profile
-  finance
-  product / service profile


· Economic Impact
-  indigenous or branch (weighting factors applied)
-  size of company
-  nature of product
-  nature of market
-  location (e.g. area of high unemployment)


· Export Potential


· Willingness to work with SEDG.

The measures set out appear to be a sensible means of prioritising resources.  It is unclear, however, the extent to which this selection process is applied in practice, both in relation to new and existing clients.

The "Procedures" document goes on to set out a set of Working procedures which are intended to be analagous to a typical sales management system.  Again, these procedures are not, in practice, adopted rigorously.

3.4
The broad operating context for Client Management is illustrated in Figure 3.1 opposite.

This illustrates a matrix model where Client Managers and Small Business Gateway advisors are able to draw on the services of functional and sectoral specialists.

Figure 3.1
Operating Model









Infrastructure Activity
3.5
It is important to recognise the different categories of Client Managers within SEDG:

· Part time, contracted Client Managers (usually on 100 day contracts)

· Employees whose role is Client Management on a part time basis, with their time being shared with the functional or sectoral teams (although not formally defined, they work 2 to 3 days a week on client management).
The breakdown of Client Management relationships is set out in Table 3.1 below.

	Table 3.1  Client Manager - Caseload Profile (November 2001)



	Name
	Status
	Number of Firms



	Pat Alexander
	Contracted
	17

	Ian Livingston
	Contracted
	24

	Sarah McConnel
	Contracted
	19

	John Tooth
	Contracted
	20

	Jack Rigbly
	Contracted
	20

	Robbie Foyle
	Contracted
	18

	Brian Pattinson
	Contracted
	9



	
	Sub Total:
	127 companies



	Colin Bell
	Employed 
	13

	Graham Johnston
	Employed 
	13



	Rosemary Matthew
	Employed 
	7

	Robbie Mackintosh
	Employed 
	5

	Rob Orr
	Employed 
	3

	Moira Forsyth
	Employed 
	6

	Jacqueline Wilson
	Employed 
	5

	Rufus Logan
	Employed 
	5

	Caroline Kennedy
	Employed 
	6

	Chris Lake
	Employed 
	7

	Billy Mitchell
	Employed 
	6

	Alasdair Miller
	Employed 
	6



	
	Sub total:
	82 companies



	
	Total
	209 companies


Notably, the part time contracted Account Managers account for many more clients on average (18 compared to 7 for employed staff) on what is essentially a similar time input.  This is partly a function of timing issues, but also reflects the alternative pressures placed upon internal Account Managers.

It is worth noting the wide span of control which is implicit in the current set up.  Nineteen separate individuals are involved in delivering such services and they have a reporting line to a single co-ordinator (formerly Andrew Montgomery, who has since left post).  It is unsurprising that certain aspects of the control process are not applied rigorously in these circumstances.  Furthermore, the ability of a Manager to work alongside Client Managers in a coaching and development role must be impaired significantly.

3.6
The work done by Scottish Enterprise centrally has set out a range of requirements which firms have:

· a coordinated and consistent approach


· a relationship focused on their needs not programmes


· a tailored solution to optimise impact on their organisation


· focus on strategic issues which make a real difference and make their investment in the relationship worth while


· face to face contact through an empowered, informed and skilled individual account manager


· a relationship developed over time


· an account manager that is focused on the relationship.

And also the concerns which firms have:

· multiple network contacts pushing different and un-coordinated agendas


· time consuming but low level discussions dealing with 'commodity' issues


· in-consistent service availability and patchy quality


· opaque, complex, bureaucratic and slow procedures


· frequent changes in account manager


· parochial or small minded outlook from contacts


· confusing roles and responsibilities of account manager.

3.7
Specifically, this work sets out a number of principles of the Account Management role:

· dedicated to account management


· minimum 70% of time on value added activities for customers


· 15 accounts each (later moving to 20 through efficiencies)


· single view of customer and single development plan


· 'chair' account teams for each customer


· work principally with regions


· all to be SE employees in longer term


· use 100 day contractors in transition period


· no 3rd party delivery organisations.

Although this work is focused on accounts of national significance, its relevance arguably extends to SEDG more generally, in terms of both client expectations and the productivity of different modes of delivery.

4.0
INTERNAL PROCESS ISSUES

4.1
This section draws mainly on our interviews with the Client Managers and associated observations.

4.2
There is disparity in terms of Client Manager experience.  External client managers have commercial 'grey hairs', internal client managers tend to come from an economic development background.

4.3
Internal client managers do not always see themselves as a "client manager", despite having client management responsibility as part of their role, although this is sometimes due to their having taken on such responsibilities fairly recently.  In some cases, there is an obvious lack of comfort at adopting an intensive Client Management relationship, despite the extensive training and development support which has been provided.

4.4
There is lack of embedded awareness of the strategy for client management in SEDG.  Most client managers 'guessed' that its objectives are broadly in line with SEDG's broader economic development objectives.  This needs to be better communicated to all client managers.  This reflects the fact that the purpose of Client Management is not articulated clearly within a single document.

4.5
The de facto role of the Client Manager differs from manager to manager.  External client managers focus very much more on relationship building than provision of tailored business support.  Internal client managers focus on introducing the LEC, explaining that they are the one point of contact and outlining the support that may be made available.

4.6
There is little uniformity in terms of analysis of business needs, actions and review, although it is widely acknowledged that benchmarking is going some way towards achieving this.


Newer client managers feel that there is a lack of structure to the process and that it appears to be driven very much by the Client Managers skills, attitude and time.

4.7
A formal induction to client management and the provision of a 'how to' process driven manual would be welcomed by the majority, not just newer, client managers.


There is lack of clarity in terms of how clients are chosen (although a comprehensive process is "on the books" as detailed previously). This said clients are chosen to be supported.  There are perceived objections, however in that to a certain extent some clients are supported based upon political decisions, not always on merit.


There is a feeling that there are a number of companies out there that should be supported that are not.  Also, that once a company is client managed it is for the rest of its life - there needs to be an exit strategy, and this is not always the case and is not always communicated to the client at the outset.


Why companies are allocated to a particular client manager is not always understood.  It is felt that perhaps there should be more clarity and specialism.

4.8
Linkages between client management and other forms of support have improved considerably, but (it is felt) could be enhanced further.  There needs to be a greater awareness of the support and skills available both internally in SEDG and externally.  This needs to be updated on an ongoing basis.

4.9
Administratively, external client managers appear to be much better at setting milestones, monitoring achievement, completing visit reports and keeping in contact with their clients.  In a very practical sense, this may well be due to the fact that their remuneration requires such effective reporting on activities (it is the "prompt" for payment) whereas amongst internal Client Managers such a strong imperative does not exist, nor is management control firmly exerted, for the reasons outlined above.

4.10
Internal Client Managers have competing demands upon their time, the result being that effective communication, contact and monitoring of companies does not always happen.  Despite this, the administrative procedures for client management are acknowledged, although they are not always adhered to.

4.11
Client managers are aware of the procedures for the collection of repayable grants and, on the whole, these are adhered to.  Although in some instances there was confusion as to whether it was the Client Manager's or the accounts department's responsibility to flag up when repayment is due.

5.0
RELATIONSHIP MANAGEMENT ISSUES

5.1
Key Issues from Depth Interviews (20 depth interviews)

5.1.1
Experiences and perceptions of Client Management vary greatly.

'Clicking' with the Client Manager is vital for the company to establish a good relationship.  If this doesn’t happen on both sides, it leads to dissatisfaction.  More often than not, this is a function of how well the Client Manager is able to assert his or her credibility at the outset.

5.1.2
The leader in the relationship varies from the company to SEDG to both organisations working as a team.  Where both organisations work as a team, companies are most satisfied and most impact is made.

Level and intensity of support varies from High to Low, with those who are at the low end tending to be more disappointed with the system.

5.1.3
All companies were aware that they had been assigned a Client Manager from SEDG, although some did not know what is was called, or had met with their Client Manager.  These were the minority.  It is important to recognise the distinctive needs which firms perceive themselves to have.  Many (most likely a majority) continue to see the organisation as a source of funding or, at best, a means of helping the company achieve its plans.

However, it is implicit in the objectives for Client Management which are described in Section 3, and indeed is clear from an economic development perspective, that Client Managers should aspire to have an influence at the outset on the development of strategies and plans.  At present, this occurs in a minority of cases only.

In some cases, businesses had existing and established relationships with personnel within SEDG.  Where this has been the case, they very often continue to utilise that relationship and therefore do not fully harness the benefits of the client management relationship.

5.1.4
Those companies who receive a high level and intensity of support and work in partnership with SEDG truly understand the role of the client manager.  They also tend to seek greater benefits.  However, the evidence from these depth interviews is that these benefits are delivered.

5.1.5
A range of assistance has been received by companies, although not always through the Client Manager.  However, we believe that this is often a matter of perception as the Client Manager may have asked another SEDG specialist to visit the company.  If introductions are not made and the Client Manager does not handhold throughout this process, this support is perceived to have been accessed independently of the Client Manager.

5.1.6
Without further probing, companies very often perceive 'support' to equal 'money'.

Those companies who receive a low level and intensity of support have a tendency to see the Client Manager as a gate keeper or sign poster rather than an integral part of the business.  They tend to seek 'improved access to SEDG assistance' and little else.  This is usually, but not always, delivered.

5.1.7
Almost all companies identified that the potential drawbacks to the client management system as being the Client Manager themselves.  If they have a lack of experience, do not understand the business or there is a personality clash then the relationship will not work.

This assertion is confirmed throughout the research and where this is the case, companies tend to be dissatisfied, withdraw from the relationship and SEDG becomes the pro-active lead.  It should be said, however, that such occasions are relatively rare.

5.1.8
As stated earlier, where the relationship works, it really works and the enhancement to the assistance received from SEDG is significant.  In such cases, firms express positive comment about the challenging (but constructive) mode adopted by certain Client Managers which has encouraged the firm to review its fundamental assumptions about its business and to then engage with SEDG in seeking to achieve its aims.

5.1.9
Where assistance has been received, in the majority of cases, it has not always been easy to attribute these to the intervention of the Client Manager directly.  In some cases the company may have received the same assistance without the intervention of the Client Manager.  When the Client Manager relationship is embedded within the firm, they will tend to see SEDG support as part of a "whole".

5.1.10
Satisfaction with Client Managers tends to be good.  However, it is important to gauge the expectation which the company has of the Client Management relationship, as it is non delivery of these that causes dissatisfaction.  This is particularly the case with regard to satisfaction with the frequency of contact (which is discussed later, on a quantitative basis).

Satisfaction with the Client Manager's understanding of the company objectives and diagnosis of company needs appears to be affected by the length and intensity of the relationship.  There is a need for continuity of Client Managers in order that a relationship can be built and an in-depth knowledge and understanding of the company can be developed over time.

5.1.11
Once again, where the Client Management relationship works, contact is frequent and ongoing and the Client Manager maintains contact with the company even when assistance and support is being provided by third parties.  In such circumstances, companies feel that support is integrated.  Where these conditions are not met, the feeling by the company tends to be that they receive disparate instances of support, with little integration into a company development plan (although as noted earlier, there are many instances where the firm's aspirations do not go beyond having a clear signposting system).

5.1.12
The improvement desires which firms have (in terms of relationship management) fall into the following categories:

Communication of the Relationship

· more regular contact to keep informed of what support SEDG can provide in terms of training, finance, internet etc.  SEDG can do a lot, but you need to hear about it in the first place before you can do anything about it.

· let client managers come into businesses with an open mind, not the attitude that you have to convince them to provide you with support.

· depth of engagement and better understanding of what SEDG is all about.

· set out stall stating what trying to achieve.
Service Management

· contact at least once a month - even if just a phonecall.


· more personalised service - service at moment is too generalised.


· more follow up and follow through.


· manage the relationships more proactively.


· listen more.


· would like a quarterly meeting and telephone contact in between.

Systems and Procedures

· speed up grant application procedures.


· improve consistency in procedures and systems.


Client Manager Capability

· ensure that client managers are of the right calibre - if you haven't got that you'd be as well not to have them at all.


· give client managers the time to spend a few more days in field.


· keep the people you’ve got with commitment and energy.


Networking

· greater collaboration.


· client managers to work together.


5.1.13
Clearly, these suggestions are about the way in which Client Management operates.  The idea that firms should have a Client Manager, and that this should be key to how SEDG works with firms is a given, in the view of most firms.

5.2
Key Issues From Quantitative Interviews

5.2.1
Following on from these depth interviews, structured quantitative interviews were held with a sample of 60 client managed firms, drawn at random from the database of assisted firms.  As can be seen below, a significant minority of firms allocated to Internal Client Managers do not appreciate the nature of this relationship.


Table 5.1:  Awareness of Having a Client Manager

	All
	Internal Client Managers
	External Client 

Manager



	80%
	73%
	93%


5.2.2
Interestingly, there are some indicators of internal Client Managers being more commonly seen as taking the lead by firms.  This may reflect a tendency for internal Client Managers to promote a wider range of services to firms rather than to allow the firm to see itself as dictating an agenda.  Arguably, one of the skills of Client Management is to influence a firm's behaviour, whilst allowing them to retain "ownership" of decisions.

	Table 5.2: Which Organisation Takes Lead



	
	All
	Internal Client Managers
	External Client Manager



	Don't Know
	7%
	9%
	7%



	Company
	18%
	5%
	25%



	SEDG
	17%
	23%
	11%



	Work together as a team
	58%
	64%
	57%


5.2.3
Not surprisingly, those with internal Client Managers are much more likely to have regular contact with other SEDG teams.

	Table   5.3 : Regular Contact with Other SEDG Teams



	
	All
	Internal Client Managers
	External Client Manager



	Yes
	25%
	41%
	21%



	No
	75%
	59%
	79%




5.2.4
In most cases, the Client Management relationship is a mature one (particularly with respect to those who have an External Client Manager appointed to them).

Relationships with SEDG are even more mature (in 68% of cases, the relationship pre-dates 1999).

	Table 5.4: First Allocated Client Manager



	
	All
	Internal Client Managers
	External Client Manager



	Don’t Know
	17%
	27%
	7%



	Prior to 1999
	47%
	36%
	61%



	1999
	18%
	18%
	21%



	2000
	7%
	9%
	4%



	2001
	12%
	9%
	7%




6.0
ACTIVITY AND SERVICE MEASURES

6.1
The quantitative research findings relative to Activity and Service Measures are summarised below.  

6.2
The profile of assistance received by the 60 firms interviewed is set out below.

	Table 6.1:  Profile of Assistance



	
	Had Assistance
	Accessed Through Client Manager*

	
	
	
	All
	Internal Client Manager
	External Client Manager



	Exporting
	22%
	
	15%
	9%
	18%



	Training
	43%
	
	35%
	32%
	43%



	Marketing
	47%
	
	38%
	32%
	46%



	Property
	20%
	
	13%
	9%
	11%



	Business Planning
	40%
	
	37%
	41%
	39%



	Human Resources


	28%
	
	27%
	32%
	32%



	Strategic Management


	18%
	
	17%
	18%
	21%

	IIP


	12%
	
	9%
	5%
	14%

	Software
	27%
	
	20%
	18%
	25%



	Technology
	25%
	
	18%
	18%
	21%



	Design
	7%
	
	7%
	5%
	11%



	Other
	10%
	
	7%
	5%
	11%




*  Figures refer to % of all respondents, not just these who have had this assistance.

By extrapolating these figures to represent the population of 209 Client Managed firms we can infer the total number of Client Managed firms receiving assistance through their Client Manager.

· 46 have had assistance with exporting (31)


· 90 have had assistance with training (73)


· 98 have had assistance with marketing (79)


· 42 have had assistance with property (27)


· 84 have had assistance with business planning (77)


· 59 have had assistance with human resources (56)


· 38 have had assistance with strategic management (36)


· 25 have had assistance with IIP (19)


· 56 have had assistance with software (42)


· 52 have had assistance with technology (38)


· 15 have had assistance with design (15)


· 21 have had other assistance (15).

We are able to identify at least 626 business assists (given the elapsed timescale over which support has been given, multiple assists are likely in each category).

Of these, 81% overall have been accessed through a Client Manager, illustrating the extent to which Client Management is integral to the overall mode of operation.

6.3
We have outlined below the benefits sought by firms, from the Client Management Relationship, and the extent to which these have been achieved.

	Table 6.2 : Profile of Benefits of Client Management



	
	
	Achieved*



	
	Sought
	All
	Internal Client Manager
	External Client Manager



	Ease of communication with SEDG


	60%
	50%
	55%
	50%



	Improved access to assistance


	60%
	52%
	45%
	50%



	Coordinated support from SEDG
	43%
	33%
	23%
	54%



	Strategic approach to assistance


	37%
	30%
	18%
	46%

	Identification of suitable support providers


	42%
	33%
	36%
	36%



	Aftercare and monitoring


	30%
	25%
	27%
	25%

	Development of long term relationship
	37%
	28%
	50%
	14%


* refers to % of whole sample

The most commonly sought benefits are relationship based:

· ease of communication (achieved by 83% of those who seek it)


· improved access to assistance (achieved by 87% of those who seek it)


· co-ordination of SEDG support (achieved by 77% of those who seek it).

Other demands are much less prevalent.  However, this clearly does not mean that SEDG should not seek to provide such benefits.  In reality Client Management should encourage firms to adopt a more strategic and long term approach and thus raise their expectations.

It is encouraging that when benefits are sought, they are usually achieved.

6.4
The general level of satisfaction with Client Managers as individuals is equally encouraging.

	Table 6.3 :  Satisfaction with Client Manager Attributes



	
	All
	Internal Client Manager
	External Client Manager



	Calibre of Client Manager


	76%
	87%
	71%

	Frequency of Contact


	65%
	73%
	64%

	Understanding of Company Objectives


	76%
	86%
	75%

	Diagnosis of Company Needs


	63%
	69%
	60%

	Range of Support Offered


	63%
	68%
	57%

	Quality of Support Offered


	77%
	77%
	78%



	Cost of Support Offered*


	53%
	41%
	57%

	Impact of Support Offered


	62%
	59%
	64%

	Follow Up from Client Manager
	65%
	68%
	61%


* High neither  / nor response

Across a number of these attributes, internal Client Managers score highly, which may seem surprising given their relative inexperience compared to their external colleagues.  A number of factors go to explain this:

· There is clear evidence that the internal client managers are typically skilled in behaving in a professional, client focused manner.


· It is likely that some external Client Managers may adopt a more challenging position (which may be more beneficial over the longer term).  In any event, the distinctions are fairly modest, and it should be remembered that, on average, external Client Managers are servicing three times as many clients on a comparable basis.

7.0
BENEFITS

7.1
The quantitative research findings relative to Benefits achieved are summarised below.

7.2
There remain concerns as to the effectiveness of co-ordination and integration of support as illustrated in Table 7.1 below.
	Table 7.1:  Perceived Co-ordination and Integration of Support



	
	All
	Internal Client Manager
	External Client Manager



	Yes


	43%
	41%
	39%

	Partially
	23%
	27%
	29%



	No
	32%
	32%
	32%



	Don't Know
	2%
	-
	-




One third of firms do not believe there is effective integration of support, and many others believe that this is only partial.  In part, this may be due to the status which Client Managers have, and the constraints on their ability to control SEDG inputs to the firm, and this challenge should be addressed.

However, we believe that at least some of this perception is a historical legacy, which does not reflect current practices.

7.3
The impact which firms believe their Client Manager has had on their organisation's capabilities is profiled below.

	Table 7.2 :  Impact of Client Manager on Business Capabilities



	
	Negative

Impact
	No Impact
	Slightly Positive Impact
	Very Positive Impact



	Strategic planning
	3%
	62%
	27%
	8%



	Management Reporting
	2%
	58%
	27%
	13%



	Management Development


	2%
	58%
	30%
	10%

	Operator Skills
	3%
	67%
	22%
	8%



	Marketing Development
	5%
	43%
	38%
	13%



	Product Development
	3%
	58%
	30%
	8%



	Operational Efficiency
	2%
	58%
	27%
	13%



	Adoption of New Technology
	2%
	63%
	20%
	13%


In aggregating these figures to the total population of 209 client managed firms, we can conclude the following:

· have had assistance with management reporting - 84 firms


· have had assistance with management development - 84 firms


· have had assistance with operator skills - 63 firms


· have had assistance with market development - 107 firms


· have had assistance with product development - 79 firms


· have had assistance with operational efficiency - 84 firms


· adoption of new technology - 69 firms.

Market development is the most common area of impact, although these impacts are spread widely across a range of organisational capabilities.

The tendency for firms to ascribe  impacts as "slightly" positive is not an unusual one in evaluations of this kind.

7.4
We have further analysed these figures by type of Client Manager (internal / external).

	Table 7.3:  Analysis of Client Manager Impact on Business Capabilities



	N.B  Figures are % reporting on a positive impact



	
	All
	Internal Client Manager
	External Client Manager



	Strategic Planning


	35%
	27%
	43%

	Management Reporting
	40%
	46%
	50%



	Management Development
	40%
	45%
	46%



	Operator Skills
	30%
	32%
	39%



	Market Development
	51%
	54%
	54%



	Product Development
	38%
	37%
	47%



	Operational Efficiency
	40%
	46%
	50%



	Adoption of New Technology
	33%
	41%
	36%


Again, any distinctions are modest.  However, there are indicators of external Client Managers being slightly more likely to help firms to achieve these business performance improvements.  This should be set against the slightly more positive satisfaction ratings which are given to external Client Managers.

These findings are consistent with the view that at least some of the more experienced external Client Managers are more likely to adopt a challenging, but constructive posture in their dealings with firms.

8.0
IMPACTS

8.1
Significant numbers of firms within the quantitative survey were able to cite an impact on sales turnover, employment or costs.

	Table 8.1:  Proportion of Respondents Citing Impact



	
	All
	Internal Client Manager
	External Client Manager



	Sales Turnover


	18%
	9%
	25%

	Employment
	45%
	41%
	61%



	Costs
	12%
	9%
	18%




Of the 60 firms interviewed, a total of 45 impacts were cited (on either sales turnover, employment or cost reduction), which we consider to be very positive.  The breakdown of impacts cited is detailed below.








In some cases, therefore, multiple impacts have been achieved by the same firm.

8.3
The process of calculating impacts is particularly difficult in the circumstances of Client Management due to the question of attributability.  The sequential process which we have chosen to adopt is as follows:

· calculate gross impacts from the quantitative sample of 60


· adjust these for declared additionality (for scale and timing additionality we have assumed one third of the impact)


· adjust further for the attribution factor (the portion of impact seen as being derived from client management)


· adjust for displacement using standard measures


· adjust for indirect and induced effects where appropriate


· gross up figures to the population level.

8.4
Gross impacts amongst the 60 firms are estimated thus (when firms cite an employment impact but do not quantify sales, we have assumed a sales figure of £50,000 per job).

· sales:  
    £68,225,000 (skewed upwards by two large inward 
                      investment projects)


· employment: 1,397 (again, skewed upwards by two inward investment 
                      projects)


· costs:
    £53,000 (as these impacts are so minimal, they have not           
                      been considered further).

8.5
When adjusted for non-additionality, the figures are:

· sales:  
    £15,151,667 (reduced significantly due to inward investment 
                      cases not claiming additionality)


· employment: 310 (reduced significantly due to inward investment 
                      cases not claiming additionality).

Additionality is profiled in Table 8.3 below:

	Table 8.3:  Additionality Profile



	N.B.  "Don’t Know" responses excluded



	
	All
	Internal Client Manager
	External Client Manager



	Zero Additionality


	27%
	35%
	24%



	Scale / quality additionality


	24%
	24%
	24%



	Timing additionality
	39%
	29%
	40%



	Less likely to have undertaken project


	2%
	6%
	-



	Full additionality
	8%
	6%
	12%


The non-additionality of the inward investment cases is worthy of further comment.  We do not see this as implying that the cases were non-additional, but rather that the specific inputs of the Client Manager were not seen by the firms and the motivating factor in their decision making.  In such cases, the additionality question would have to be addressed n a more holistic sense.

In general terms, full additionality is slightly more apparent in cases where an External Client Manager is involved, and conversely, zero additionality is slightly more common in these cases.

At least some additionality is identifiable in 73% of cases.

8.6
In order to gain an appreciation of the extent to which such impacts are attributable to Client Management specifically, firms were asked what effect the specific input of their Client Manager had on the achievement of impacts.  The results of this are profiled below.

	Table 8.4:  Impact of Client Manager on Achievement of Impacts



	No of Respondents
	Sales Turnover (11 respondents)
	Employment

(27 Respondents)
	Costs

(7 Respondents)



	Don't know


	4
	16
	4



	Impacts would not have been achieved without Client Manager
	4
	4
	-



	75% of impact would have been achieved
	3
	1
	1



	50% of impact would have been achieved
	-
	1
	-



	25% of impact would have been achieved
	-
	4
	2



	Impact would have fully achieved anyway
	-
	1
	-


Based on these figures, we have interpreted that, according to firms, on average, only 35% of impacts would have been achieved without the direct input of the Client Manager.

When adjusted for this perceived attribution factor the relevant impact figures are:

· sales:  
  £9,848,584


· employment: 202.

It is worth flagging up one potential paradox of this analysis.  namely, the danger of double counting.  That is, an evaluation of a specific support mechanism could identify impacts which, in this evaluation, have actually been attributed to Client Management.

To overcome this problem, a reasonable methodology would be to identify the aggregate figure for Client Management costs and direct project expenditure on Client Managed firms, and to allocate impacts according to the pro rata proportion of spend.  This information has not currently been made available to us, and we recommend that this analysis be undertaken when the information does become available.

For consistency's sake we would recommend that spend on inward investment cases be excluded from this analysis

8.7
Similar evaluations of this kind have suggested that displacement will be low (20%) at a local level and medium (50% ) at a Scottish level.

This results in the following impacts for the sample at a Scotland wide level:

· sales:
      £4,924,227


· employment:   101.

8.8
We have prudently applied multiples of 1.4 for indirect and induced job creation at a Scottish level, and 1.2 at a local level, leading to the following overall employment figures:

· Dumfries and Galloway

121


· Scotland



141.

8.9
By grossing the sample of 60 up to the population of 209 client managed firms, the following net impacts of client management emerge:

· direct sales:



£17,152,724


· employment in Dumfries and Galloway:
421


· employment in Scotland:


491.

8.10
In calculating a cost per job, at the Scottish level, we believe is its realistic to include all of the following:

· Direct client management budgets for the past 5 years (estimated at a total of £645,000).  This is a realistic time period over which the inputs of the Client Manager will have led to the impacts identified.


· 50% of net employee costs of employed client managers for the past three years (estimated at a total of £720,000 - assumes total employee cost of £40,000 and 12  client managers).  The figure of £60,000 makes allowance for allocation of overhead costs.

This total estimated investment of £1,365,000 leads to a cost per job at the Scottish level of £2,780, which is an impressive achievement, and demonstrates that leverage which client management can have.

The cost per job is likely to be somewhat higher if the alternative methodology for attributing impacts to Client Management is adopted.

9.0
CONCLUSIONS AND RECOMMENDATIONS

9.1
Conclusions

9.1.1
We have outlined our Conclusions under the headings of the key objectives set for the study:

· "internal process" issues


· "external process" and customer service issues


· outputs and impacts.

9.1.2
Internal Process Issues

Our key findings with regard to internal process issues are summarised in Table 9.1 below.

	Table 9.1: Internal Process Conclusions



	Issue
	Conclusions



	Effectiveness of internal management procedures.
	Administrative procedures are acknowledged and usually adhered to, although competing priorities (particularly of internal Client Managers) often militate against this.

	Effectiveness of monitoring  client achievement milestones.
	There is not a universally accepted basis for establishing these milestones and practice (though often good) tends to vary from Client Manager to Client Manager.

	Procedures for the collection of repayments.
	Procedures generally understood, but some misunderstanding remains as to who is responsible for instituting the repayment process.

	Procedures for client assessment with respect to SE National Programmes.
	Client Managers generally have a very sound understanding of client businesses and their relevance to a range of interventions.


	Effectiveness and added value of linkages between Client Management and other forms of support.
	Client Management adds considerable value from a client perspective and (in one form or another) is now seen as a "must have".

Internal linkages are generally satisfactory although in many cases, one off interventions are not integrated into a wider Client Management relationship.

	Clarity of Client Management Strategy and Objectives.
	Although some ambiguity exists, this is largely because Client Management is now seen as "given".

Procedures for client selection are not well known or followed rigorously.


9.1.3
More generally, a very significant number of people are involved in providing Client Management.  This leads to a wide span of control and militates against the consistency of the process.

9.1.4
There is strong evidence to suggest that dedicated Client Managers (whether contracted or employed) are considerably more productive then staff who have to deal with competing priorities.

9.1.5
External Process and Customer Service Issues
Our key findings relative to these issues are summarised in Table 9.2 below:

	Table 9.2:  External Process and Customer Service Conclusions



	Issue
	Conclusions



	Effective positioning of SEDG's role.
	Considerable achievements in this regard, although many clients continue to be grant-focused and resistant to a partnership orientation.

	Improved understanding of SEDG's objectives and services.
	As above, evidence of improvement, but distance still to travel.

	Attitudes to service levels.
	Greatly advanced by the  continuity of service which is now being witnessed by many firms.


General satisfaction levels are positive.  However, the actual service provided is not the same to all firms.  

It can be any one of:

-  Business advice

-  Client Management

-  Signposting

Expectations of Client Managers vary, therefore.

	Effective recommendation of external expertise.
	This is usually achieved and is often, but not always, seen as integrated into a wider Client Management relationship.  In some cases, the referral process can lead to a loss of continuity.

	Effective signposting.
	Many clients have had multiple forms of support and are usually signposted to relevant forms of support.  The depth of engagement with some firms is questionable, however.

	Benefits sought and delivered
	This relates to the comments above on Client expectations.  For many, the key benefits are about access and communication.  The development of a longer relationship is not always the client's priority (although it should be for SEDG).

Whichever suite of benefits is sought, they are usually but not always delivered.


9.1.6
Output and Impact Issues

The Client Management programme is meeting its targets in terms of the number of firms assisted.  It is a highly effective way of channelling assistance to the client base.

We have been able to identify at least 626 business assists amongst the population of client managed firms and expect this figure to be much higher in reality due to multiple assists in various thematic categories.

Of these assists, the great majority (81%) have been accessed through a Client Manager.

9.1.7
The impact which is achieved on company organisational capabilities is mixed (between 30% and 51% report impacts across a range of organisational capabilities).

These are most likely to be in areas such as:

· marketing development


· management reporting


· operational efficiency.

The impact is usually "slightly" rather than "very" positive.

9.1.8
A very significant proportion of firms are able to identify quantifiable impacts (most often in terms of increased employment). This reflects the longevity of many relationships.  We estimate that Client Management has generated the following overall impacts:

· £17,152,724 increase in sales


· 421 increase in employment at the Dumfries and Galloway level


· 491 increase in employment at the Scottish level


· a modest, but not quantifiable reduction in costs.

These impacts are after taking into account additionality and displacement, and the attribution of a relevant proportion of the impact to Client Management.  

9.1.9
These results do represent value for money and we believe that Client Management must remain integral to SEDG's activities.

There are, however, a number of steps which should be taken to enhance the effectiveness and efficiency of Client Management, building on achievements to date.  The recommendations set out below should be seen in this context.

9.2
Recommendations

9.2.1
A comprehensive Client Management manual should be prepared and disseminated.  

This will be a key method by which the consistency of application of Client Management may be fostered.  It should cover issues such as:

-  client identification and targeting

-  positioning of the client management relationship

-  roles and responsibilities of the Client Manager

-  linkages to other forms of intervention

-  monitoring requirements

-  administration requirements

In reality, we believe that this process may be completed quickly as the majority of the component parts are already in place.  The purpose will be to bring them together in way in which enhances communications and consistency.

9.2.2
The current practice of internal part time Client Managers, should be replaced with full time dedicated client managers. 

There is considerable evidence that dedicated client managers are more productive and have a deeper level of engagement with firms, whether or not they are contracted or employed.  We envisage that the 82 companies who are currently serviced by the employed client managers would, on an interim basis, be shared amongst three dedicated full time client managers.

For reasons of span of control, it is recommended that one of these appointments should be at Manager level.  Those currently acting as client Managers on a part time basis should be encouraged to apply for these posts.

9.2.3
A clearer segmentation and prioritisation for the customer base according to their ability to add economic value should be compiled. 

This should be a key element of the Client Management manual and should incorporate the prioritisation framework which has already been referred to above as well as any initiatives emanating from Scottish Enterprise.  

9.2.4
A formal review of all case loads should be conducted according to the criteria to be agreed. 

Whilst procedures need to be formally implemented for new entrants to the client management programme, we believe that now is an opportune time to apply this process to existing clients.  This should take account of the Client Management selection criteria which will be agreed, and which will form an integral element of the Client Management manual.

9.2.5
All firms who are not defined as client managed companies should still be allocated a single point of contact within SEDG. 

We believe it is possible that this editing processes may lead to fewer companies being targeted for direct and intensive Client Management support,  and this will lead to the number of cases per client manager reducing (although the intensity of their work with clients will increase).

At the same time, those companies who are not to remain part of the client management process also need to have a relationship with SEDG and we believe that this should be designated as a "single point of contact".  In reality, this is little more than a formalisation of current practice.  What it will achieve, however, is a clearer communication of what firms should expect.

9.2.6
The role of part time Client Manager should be redefined as "single point of contact" for the firms mentioned above.
These individuals will require appropriate training which is focused on the relationship management and signposting elements of the role.  Further training will also be required in the effective signposting of "new" client enquiries.  

An integral element of all of these recommendations must be the effective sharing of information as to which companies are defined as Client Managed and which have a "single point of contact" relationship.  
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2.3	Methodology





2.3.1	The overall methodology adopted is summarised below.





Sales


Turnover


(total 12)





Employment


(total 30)





Costs


(total 6)





2





9





1





18





2





3





0








PAGE  

_1075017702

