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Executive Summary

The size and profile of social enterprise has grown considerably in recent years.  Existing research has identified that:

· Marketing is a particular business development area that social economy organisations want more help around6
· Social enterprises want support from experienced social enterprise practitioners who understand the sector7
· Gaps in support are around appropriate and adequate funding, and second to this marketing/ promotions support7
· Scottish Enterprise highlight marketing as a business development need of account and client managed social enterprises5
In response to these indications of the need for marketing support, and the development of Scotland’s first social enterprise strategy, we have conducted research into exploring the specific marketing requirements of the sector and identifying possible solutions. As well as providing us with a deeper understanding of the marketing needs of the sector we have worked closely throughout the work with Senscot (Social Entrepreneurs Network Scotland) to provide them with additional market intelligence.

With Scotland’s first strategy for social enterprise just around the corner, this research into the marketing needs of the sector couldn’t be timelier. Over the last few years support structures and agencies have been put in place in response to the Scottish Executive’s Social Economy Review in 2003. Since then there has been a wealth of research conducted to identify whether business development and support needs of the sector have been met. The composition of social enterprise in Scotland and its impact on the community has also been explored. 

Research Methods
We devised an online questionnaire made up of quantitative and qualitative questions to explore marketing needs and requirements of the sector. A pilot questionnaire was completed by five social enterprises from Senscot’s Social Enterprise Networks (SENs) (which comprises 150 organisations across 14 SENs) before being advertised to the remainder of the network. 

The final questionnaire was completed by 22 social enterprises from the SENs which Senscot helps facilitate. The organisations were based across Scotland and the composition of the sample is mostly made up of established organisations, those with less than 10 employees and an annual turnover of between £100,001 and £500K. 
Research Results
The majority of the sample classified marketing as important (68% very important and 27% fairly important), with 86% agreeing marketing should be very important to their organisation in the future. 

Marketing was ranked as the most important organisational activity that social enterprises would like most help with in the next three years. Where organisations received external marketing support, half of the sample paid for it themselves and the other half received funding. 
The majority of respondents (80%) felt that more specialist marketing help and advice should be available for social enterprises. Half the sample identified marketing planning and strategy formulation, press and public relations and producing e-newsletters as the key areas they would like help with now. Training in marketing practices was identified as a key area for help and assistance over the next 3 years. 

Conclusions and Recommendations
This research is taken from a sample of 22 social enterprises based in Scotland, which provides an indicative view of the sector. The findings support the results of previous research into the sector and highlight the additional request that specialist marketing help and advice for the social enterprise sector to be made available. Our work suggests that there is a range of organisations with a limited internal capacity for marketing whom limited support for external marketing assistance would bring significant returns.
Our work backs the recommendation that start up and emerging organisations should be the priority for help and support around marketing planning and strategy formulation, the application of customer feedback and analysis, and monitoring and evaluation systems. This is equally important for established organisations to grow and expand, but it is something that would benefit those organisations within the initial stages of business planning to incorporate marketing within their plans. 
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1. Introduction
The profile of social enterprise has grown considerably in recent years, receiving both press and political attention throughout the UK. In May 2006 the Prime Minister announced a new Office for the Third Sector at the Cabinet Office, home to the Social Enterprise Unit (SEnU). The Office has been set up to drive forward the Government’s role in supporting a thriving sector which includes voluntary and community organisations, charities, social enterprises, faith groups, cooperatives and mutuals. 
A Review of the Social Enterprise Strategy published by the Small Business Service (SBS) in 2005 documented that social enterprises throughout the UK have witnessed significant changes in recent years,3 from the way in which the sector has grown and polarised, to new developments in regulatory processes, funding and staffing. The Review showed that the current environment for social entrepreneurs has become more enabling, and that business and practical support for the sector has increased in terms of both access and quality. Despite this positive progress, the Review recognised that more needs to be done to improve the quality, access and coverage of business support services for social enterprises. 

In Scotland the Scottish Executive published the Social Economy Review in 2003 which analysed support for the social economy sector and highlighted barriers to support and development. It suggests that the Scottish Executive should help existing organisations to grow and support the development of new organisations. The Review also highlights that “there should be co-ordination between providers and co-ordinators of support services (in particular the network of Councils for Voluntary Service, local authorities, the Enterprise Networks, Communities Scotland and Community Planning Partnerships but also specialist social economy development agencies).”4 
1.1 Support Agencies
Futurebuilders Scotland was established in response to the Review in 2004 as an investment programme to help social economy organisations that provide services to the public. The programme invested in organisations that are working to:
· Achieve the Scottish Executive’s ‘Closing the Opportunities Gap’ objectives and targets;

· Deliver services to the public; and

· Increase their financial sustainability4
Another result of the 2003 Scottish Review was the formation of a Social Economy Unit within Communities Scotland to manage the funds and an advisory board to oversee current and future policy. Communities Scotland is tasked to deal with the wider social economy area and help start-up social economy organisations. Scottish Enterprise does offer support for start ups but should focus its resources on “those social economy organisations that have reached a degree of commercial development and trading maturity.”5 
Scottish Enterprise provides business support to social enterprises through Business Gateway’s self-service on-line business information. Start-up social enterprise clients enter via Business Gateway and those with “a degree of trading maturity and with an ambition to grow earned income and reduce dependence on grants” will go through a Business Development Review.5 The Review will enable further guidance to segment social enterprises into those that receive one-to-one support, client management or account management (the latter of which is only offered to a few “very substantial social enterprises”).5 Social enterprises can access Scottish Enterprise’s general business development services of seminars and workshops and locally through the Local Enterprise Companies (LECs). Highlands and Islands Enterprise (HIE) offers business support through its network of LECs. 
1.2 A Social Enterprise Strategy for Scotland
In May 2005 Scottish Minister’s committed to developing a differentiated strategy for social enterprise in Scotland. According to the Social Economy Unit “this strategy will link to Scottish Executive commitments to deliver better public services and grow Scotland’s economy.” 2   

This strategy will focus on social enterprise as a distinct part of the social economy and of business reflecting the different needs of social enterprise in areas of business support and finance. The purpose of the strategy is to “develop social enterprise as a business model that organisations and entrepreneurs can use to bring social, economic and environmental benefits to Scotland.”2 The strategy will define what is meant by social enterprise; consider why social enterprise is valuable to communities and how it contributes to Scottish Executive priorities; set out Scottish Executive policy on social enterprise; and help develop an environment in which social enterprise can flourish through a series of priority actions. 

	According to the UK Department of Trade and Industry: “A social enterprise is a business with primarily social objectives whose surpluses are principally reinvested for that purpose in the business or in the community, rather than being driven by the need to maximise profit for shareholders and owners”.1 What Social enterprises have in common is their commitment to social and financial objectives, with some adding a third environmental objective known as the Triple Bottom Line. The wider social economy includes voluntary and community organisations that were traditionally dependent on grants but are moving towards using a business like approach to delivering goods or services.2 The National Council for Voluntary Organisations reports that “social enterprise activities are driving the sector’s economy”, with voluntary organisations deriving more income from trading than from grants.1
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2. The Social Economy 
In Scotland research has been conducted to analyse the make up of the social economy, the work these organisations do and what their support needs are. A recent review in September 2003 (McGregor, Glass and Clark) reported that the social economy: 
· operates on a substantial scale in Scotland, with 3,700 organisations employing 42,000 people and engaging 60,000 volunteers; 

· generated an aggregate annual income of around £1 billion;

· a significant number of its employees and volunteers were residents of more disadvantaged areas or members of socially excluded groups;

· the services delivered impacted disproportionately on the same disadvantaged communities and socially excluded groups6
Focus group discussions with social economy organisations in each of the 12 Scottish Enterprise LEC areas were carried out as part of this review. These focus groups highlighted a number of key areas where they required support which fall into two categories: regular supports to maintain effectiveness and occasional specialist supports. As part of the regular supports to maintain effectiveness marketing was highlighted as a particular issue around which social economy organisation want more help. Networking requests and training and support around developing the skills of employees or volunteers was also highlighted. 6 
Of those social economy organisations interviewed, only 6% thought that agencies such as the Business Gateway were an appropriate delivery vehicle for support services. The larger (higher turnover) organisations thought private consultants/ professionals the most appropriate delivery route, with smaller social economy organisations naming CVSs/ SCVO as better placed. However, it should be taken into consideration that this research focuses upon the social economy sector as a whole, and as we have already established, a large proportion of this sector is made up of voluntary organisations which are more dependent on grant funding that social enterprises. 6 
Research conducted by Haldane Associates (March 2006)7 which looked at the support needs of the social enterprise sector in Scotland highlights that:
· social enterprises mainly want support from experienced social enterprise practitioners who understand the sector;

· the main gap in support is around appropriate and adequate funding 

· sales and marketing/ promotions support was the second highest requirement of the sector behind funding
Haldane Associates research suggests that the most frequently used sources of support were found to be local authorities (23% of the sample) and Business Gateway (21%). They also suggest that the social enterprises want their own independent sector-led gateway to services. They highlighted a clear need to develop more mentoring and coaching services and a need to deliver long-term organisational support with a requirement for help around HR, legal, financial, succession planning and communication/ knowledge management. 7  

In an evaluation carried out by McGregor, Clark and Sutherland (2006) for Scottish Enterprise, marketing was highlighted as a business development need for 13% of account managed and 12% of client managed social enterprises. This was second only to funding issues for the account managed organisations. Business Planning/ strategy and identifying available support were also highly regarded business needs outlined at outset reviews.5 

The same report identified that 55% of those interviewed considered that there were no gaps in Business Gateway/ Scottish Enterprise services. Improvements could be made to services around helping social enterprises access potential funding (mentioned by 19% of respondents) and providing support around marketing/ PR (5%). Recommendations made in the report include “supporting advisors to develop a good understanding of the needs of social enterprise; ensuring consistency of the service across different areas; encouraging greater take-up of business support by social enterprises and improving referrals between support services.” 5
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3. Aims, Methods and Findings
3.1 Aims 
In light of these findings we were keen to understand the nature of social enterprise needs for marketing and applicant responses in more detail, and this report is the outcome. It provides the sector with useful market intelligence. We have worked closely with Senscot in taking this research forward. 
3.2 Research Methods 
Rocket Science devised a questionnaire (including both quantitative and qualitative questions) to be filled out by respondents electronically (web link: http://survey.rocketsciencesurveys.co.uk/akira/TakeSurvey?id=499052 and appendix 1). Senscot agreed to work with Rocket Science by advertising this research project to its member organisations and the 14 Social Enterprise Networks (SENs). Senscot helps get the SENs started and facilitates the process for the first year but they are, strictly speaking, independent networks.
3.2.1 Questionnaire 

On the questionnaire the respondents were asked to identify from the list which marketing tasks they have carried out (e.g. explored customers’ needs, used customer feedback to make changes to your organisation), how important they rate marketing to their organisation now and in the future and whether they carry out marketing internally or have requested external support. The research attempts to explore which areas of marketing social enterprises may require further support with now and over the next three years. In order to create a standard for the sector, Rocket Science chose to use the business profiling categories used by McGregor, Glass and Clark (2003) around size of organisation, financial turnover, and target groups. 6 
Initially a pilot was undertaken with 5 social enterprises from the Social Enterprise Networks, which enabled Rocket Science to refine the questionnaire before emailing it out to all 150 organisations across the 14 SENs. 
3.3 Findings 
22 questionnaires were completed providing a response rate of 15%. Although this is a small sample size, with real risks of being unrepresentative, the coherence of the results and their alignment with other research suggests that they offer an indicative view of the sector. The profile of responding social enterprises is described in appendix 2.
3.3.1 Marketing Activities 

Almost the entire sample (95%) has produced web-based or print-based materials at some stage of their business. At the bottom of the list – 64% of organisations have produced a marketing and communications strategy/ plan, 68% have developed a pricing strategy and 68% have used customer feedback to make changes to their organisation (table 1, appendix 3).

3.3.2 Importance of Marketing 

Over two thirds of the sample indicates that marketing is very important to their organisation.  Over a quarter indicates that marketing is fairly important and the only one social enterprise (5%) indicated that marketing is fairly unimportant to their organisation. A greater percentage of 86% indicate that marketing should be very important to their organisation in the future (figure 6.2.1). 
Figure 1 
Percentage of organisations that consider marketing important to their organisation on a scale of 1 – 5 where 1 is not important and 5 is very important
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3.3.3 Organisational Activities 
Over two-thirds of the social enterprises sampled carry out marketing within their organisation at present. Almost a third of the sample has sought outside help for marketing, with half able to carry out marketing internally within their organisations. 59% of the respondents have ranked marketing as the activity they would most like help with in the next three years (table 2, appendix 3).

3.3.4 Internal Capacity for Marketing 
Table 3 in appendix 3 outlines details of the time and cost spent on marketing by 13 organisations (out of the 22 interviewed) that answered they have internal capacity for marketing. It provides details of the organisations that have used outside help for marketing and the cost of this. Those organisations that employ part-time or full time staff for marketing within their organisation fall within the following business categories: established business with more than 5 employees and a turnover of more than £100,001.

3.3.5 Outside Marketing Support 
Figure 2 
Cost of outside marketing support to organisations 

The figure shows the percentage of organisations in each financial category. Only 16 out of 22 organisations received outside marketing support.
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Most social enterprises paid for marketing support using their own money and received no specific funding for marketing (50% of sample). Only 5% received full funding and a little over a quarter (27%) received part funding for external marketing support. 

Table 4 in appendix 3 outlines the organisations that provided grant funding to enable the social enterprises to receive outside help with marketing, alongside the organisations that provided marketing support. 
3.3.6 Customer groups, customer feedback, marketing plan and review 
The following percentages are based on 21 out of 22 organisations of the sample
· 81% of organisations have identified target customer groups

· 76% of organisations have gathered and used customer feedback

· 52% of organisations have a marketing plan
· 67% of organisations review their current marketing activities
3.3.7 Marketing as an Organisational Priority
Over 80% agree that marketing is a priority for their organisation (with half of the sample strongly agreeing). Almost 85% see marketing as critical to the success of their organisation; however just over a quarter of the sample state that they are in a position to invest more in marketing. Almost half the respondents are not in a position to invest more in marketing. 

Over 80% of the sample has indicated that if funds were available they would wish to invest more in marketing. Again over 80% of respondents have stated that more specialist marketing help and advice for social enterprises should be made available and the same percentage have indicated an interest in using external marketing support. All but two of the organisations expressed an interest in learning more about marketing and its potential benefits to their organisation. 

3.3.8 Areas of Marketing Assistance
Table 1: Areas that social enterprises would most like assistance with now and over the next three years

	Areas requiring assistance
	Now (%)
	Next 3 years (%)

	Training in marketing practices
	23
	50

	Identifying target customers
	27
	23

	Marketing planning & strategy formulation
	50
	27

	Advertising
	41
	32

	Producing website
	36
	14

	Producing print based material
	41
	18

	Press & public relations
	55
	18

	Producing e-newsletters
	50
	23

	Using and analysing customer feedback
	32
	32

	Measuring customer satisfaction
	27
	23

	Improving customer care
	36
	23


The areas where half the sample or more require help is around marketing planning and strategy formulation, press and public relations activities and producing e-newsletters. Half the respondents feel they will need help around training in marketing practices over the next three years. 

All those organisations that fall within the start up and emerging business category (combined) would like assistance with marketing planning and strategy formulation. Of these two business life cycle categories combined, 80% would like help in this area now and 20% within the next 3 years. Two thirds of those in this same organisational development category do not have marketing plans and two thirds do not review their marketing activities. 

3.3.9 Top Marketing Priorities
The majority of social enterprises in the sample would consider marketing planning and strategy formulation to be their top priority, with website and press and PR next. Using and analysing customer feedback and improving customer care ranked second on the priority level, with print and website assistance falling shortly behind. Training, advertising and using and analysing customer feedback featured highly as third place in the ranked scale of marketing priority; yet this could be because they feature as high requirements within the next three years. 

Finally over 90% of the sample was happy to be contacted again to discuss marketing and its application to their organisation in more detail.

[image: image9.png]ROCKET
SCIENCE




4. Conclusions and Recommendations 
This research is taken from a sample of 22 social enterprises based in Scotland, which provides an indicative view of the sector. The findings support the results of previous research into the sector and highlight the need for specialist marketing help and advice for the social enterprise sector.
Marketing has been highlighted as a priority by most social enterprises, something which is critical to the success of their organisation; and over 80% of the sample has indicated they wish to invest more in marketing if funds were available. However, only a little more than a quarter of those who took part in the research have funds to invest more in marketing. 

Our work suggests that there are a range of organisations with a limited internal capacity for marketing for whom limited support for external marketing assistance would bring significant returns.
Marketing was voted the organisational activity with which social enterprises would most like help over the next three years. The most requested area for marketing assistance now is around marketing planning and strategy formulation, press and PR and producing e-newsletters. Training in marketing practices is the area that most social enterprises would like help with over the next three years.

Our work backs the recommendation that it would be beneficial to provide start up and emerging social economy organisations with help and support around marketing planning and strategy formulation, the application of customer feedback and analysis, and monitoring and evaluation systems. This is equally important for established organisations to grow and expand, but it is something that would benefit those organisations within the initial stages of business planning to incorporate marketing within their plans. Ensuring a strategy and plan is in place will help organisations to plan controlled activities that can be systematically reviewed over a period of time, assessing what is working to achieve business and social goals. Thus in turn enabling social enterprises to sustain their businesses and move away from requesting grants. 
Business Gateway has been highlighted as an appropriate delivery vehicle for start up organisations, where marketing help and support should be made available. Our research cannot state whether or not the support services that are currently available to social enterprises in Scotland are sufficient enough to meet their marketing needs, but it does highlight that social enterprises have identified a specific need for marketing support. Bearing this in mind, support services in Scotland may need to focus on marketing their services more to increase utilisation by social enterprises. 
Specialist support to help social enterprises with setting up customer feedback and analysis and putting systems in place to embed the monitoring and evaluation of marketing activities is also recommended to ensure excellent customer care, reduce wasteful marketing campaigns, ensure targeted customer focus; in turn growing and expanding social enterprise as a resourceful sector. 
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Appendix 1: Online Questionnaire
Marketing needs of the Social Enterprise Sector

Thank you very much for agreeing to participate in this research.  There are 15 questions in this survey which should only take you approximately 10 minutes to answer. Please remember to click submit at the bottom of the page to save your answers.
Rocket Science UK Ltd has joined forces with Senscot to explore the marketing needs of social enterprises in Scotland. By participating in this important research you will enable us to identify the needs of the social enterprise sector. This in turn will enable us to shape up practical solutions to your marketing needs and these solutions will then be fed into the Scottish Executive’s Social Enterprise Strategy Consultation paper, which is due for publication in autumn 2006.

Every completed survey we receive by the 28th July will be entered into a free prize draw. First prize will be a case of wine and the runners up will receive a Rocket Science ‘goody’ bag.  The winners will be notified by phone once the prize draw has taken place on Friday the 4th of August.

About you

Q1.Name of Organisation………………………………………………………………..

Q2.Address ……………………………………………………………………………………

…………………………………………………………………………………………………………………………………………………………………………………………………….

Q3a.How old is your organisation……………. …………………………………..(years)
Q3b. What stage of development do you feel your organisation is at?

	Start up
	 FORMCHECKBOX 


	Emerging
	 FORMCHECKBOX 


	Established
	 FORMCHECKBOX 



Q4.How many employees do you have?

	Under 5 

	5 – 10 
	 FORMCHECKBOX 


	11 – 15 
	 FORMCHECKBOX 


	16 – 25 
	 FORMCHECKBOX 


	26 – 50 
	 FORMCHECKBOX 


	51 and over
	 FORMCHECKBOX 



Q5. What was the financial turnover of your organisation in the last year for      
which you have accounts? Please tick one.

	            Less than £25,000       
	 FORMCHECKBOX 


	            £25,001 – £100,000
	 FORMCHECKBOX 
  

	            £100,001 – £500,000
	 FORMCHECKBOX 


	            £500,001 – £2,000,000
	 FORMCHECKBOX 


	            £2,000,001 and over
	 FORMCHECKBOX 



     Q6.Please tick the box which best describes your area of work

Arts

 FORMCHECKBOX 


Recycling

 FORMCHECKBOX 



.

Housing
 FORMCHECKBOX 


Community Health
 FORMCHECKBOX 

Training
 FORMCHECKBOX 


Property services
 FORMCHECKBOX 

Carers

 FORMCHECKBOX 


Youth projects

 FORMCHECKBOX 

Other – please specify………………………………

Q7.Which groups do you work with (tick all that apply)

Disabled, chronically sick
 FORMCHECKBOX 

Children (under 16’s)


 FORMCHECKBOX 


The Elderly


 FORMCHECKBOX 

Residents of disadvantaged areas
 FORMCHECKBOX 

Low income households’
 FORMCHECKBOX 

Young people (16-24)


 FORMCHECKBOX 

Alcohol / Drug miss-users
 FORMCHECKBOX 

Carers




 FORMCHECKBOX 

Homeless people

 FORMCHECKBOX 

Unemployed people


 FORMCHECKBOX 


Lone parent families

 FORMCHECKBOX 

People from ethnic minorities

 FORMCHECKBOX 

Ex – offenders


 FORMCHECKBOX 






Others
- please specify ……………………………………………………………

About your marketing needs
Q8. Have you at any stage of your business done any of the following? (Please tick either ‘yes’ or ‘no’ for each one)

	
	Yes
	No

	Explored customer needs (i.e. through interviews or research)
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Identified target customers
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Produced a marketing and communications strategy / plan
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Produced print materials (such as posters, leaflets and brochures etc)
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Produced web-based materials (such as a website, e-newsletter etc)
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Developed or refined your product or service to meet customer needs (as a result of feedback)
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Developed a pricing strategy (i.e. have you considered the factors that affect the prices of your products and services) 
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Measured customer satisfaction
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Used customer feedback to make changes to your organisation
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Worked with others to share marketing or customer information (networking)
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Advertising
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Press and PR
	 FORMCHECKBOX 

	 FORMCHECKBOX 



Q9(a).How important, on a scale of 1-5, where 5 is very important and 1 is not        important at all, would you say marketing is to your organisation now?

	1.Not important   FORMCHECKBOX 

	2. Fairly un-important  FORMCHECKBOX 

	3. Don’t know  FORMCHECKBOX 

	4. Fairly important  FORMCHECKBOX 

	5. Very important  FORMCHECKBOX 



Q9(b).How important, on a scale of 1-5, where 5 is very important and 1 is not important at all, would you say marketing should be to your organisation in the future?

	1.Not important   FORMCHECKBOX 

	2. Fairly un-important  FORMCHECKBOX 

	3. Don’t know  FORMCHECKBOX 

	4. Fairly important  FORMCHECKBOX 

	5. Very important  FORMCHECKBOX 



Q10 (a). In the following table please;

Identify whether or not you do the following activities at present.

Identify the organisational areas for which you have sought outside help with.

Identify the organisational areas for which you have internal support for.

Identify whether or not you will need help with the following in the next three years.

(Tick all that apply)

	
	We do this
	We sought outside help


	We can do internally within our organisation


	We will need outside help over next 3 years



	Marketing
	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Business planning
	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Measuring ands reviewing your organisation
	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Communication systems (such as email, on-line feedback forms etc)
	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Reviewing organisational plans
	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Identifying vision and future strategy
	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Managing Staff
	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Attracting funding and support
	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Developing new product and service ideas
	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Realising the potential of IT
	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Financial control and planning
	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 



Q10 (b).  If you have the internal capacity for marketing within your organisation, could you give a rough estimate of the time spent and cost of this? ……………………………………………………………………………………………….

………………………………………………………………………………………………..

Q10 (c). If you have received outside support for marketing in the last year, please estimate the cost of this support to your organisation (tick only one).

	It was free
	 FORMCHECKBOX 


	Under £500
	 FORMCHECKBOX 


	£501-£1000
	 FORMCHECKBOX 


	£1001 - £2000
	 FORMCHECKBOX 


	£2001 - £5000
	 FORMCHECKBOX 


	£5001 - £10,000
	 FORMCHECKBOX 


	£10,001 and over
	 FORMCHECKBOX 



      Q10 (d). Who provided this outside marketing support? Please give details.

………………………………………………………………………………………………………………………………………………………………………………………………………………

      Q10 (e) Did you receive grant funding to pay for this outside marketing support?

	Full Funding
	 FORMCHECKBOX 


	Part Funding
	 FORMCHECKBOX 


	No Funding
	 FORMCHECKBOX 



Q10 (e). If you received grant funding who provided this funding? Please give details. …………………………………………………………………………………….

…………………………………………………………………………………….

Q11. Please tick ‘yes’ or ‘no’ to the following questions.

	
	Yes
	No

	a. Have you identified which target customer groups you should be focusing on?
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	b. Do you gather and use customer feedback?
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	c. Do you have a marketing plan?
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	d. Do you review your current marketing activities?
	 FORMCHECKBOX 

	 FORMCHECKBOX 



Q12. Please indicate whether you agree or disagree with the following statements.

	
	Strongly Disagree
	Disagree
	Neither Agree nor Disagree
	Agree
	Strongly

Agree

	Marketing is a priority for my organisation
	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Marketing is critical to the success of my organisation
	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 


	My organisation is in a position to invest more in marketing
	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 


	I would like to invest more in marketing but do not have the funds to do so
	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 


	There needs to be more specialist marketing help and advice available for social enterprises
	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 


	I would be interested in using external marketing support
	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 

	 FORMCHECKBOX 



Q13. Is marketing, and its potential benefits to your organisation something you would like to learn more about? (tick only one)

	Yes
	 FORMCHECKBOX 


	No
	 FORMCHECKBOX 


	
	

	
	


Q14 (a). Which areas would you like to receive assistance with? (tick all that apply)

	
	Now
	Within the next three years

	Training staff in marketing practices
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Identifying target customers

	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Marketing planning and strategy formulation
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Advertising
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Producing websites

	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Producing print-based marketing material
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Press and public relations
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Producing e-newsletters

	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Using and analysing customer feedback
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Measuring customer satisfaction
	 FORMCHECKBOX 

	 FORMCHECKBOX 


	Improving customer care
	 FORMCHECKBOX 

	 FORMCHECKBOX 



Q14 (b). From the above list, which do you consider to be your top priorities (three max)?

1. ……………………………………………….........

2. ……………………………………………………..

3. ……………………………………………………..

Q15. Would you be happy to be contacted again to discuss marketing, and its application to your organisation, in more detail?

	Yes
	 FORMCHECKBOX 


	No
	 FORMCHECKBOX 



Thank you for your time, your contribution is much appreciated.

If you have any questions or queries please contact Keira Farley or Alice Revels at Rocket Science on 0131 226 4949 or email Keira.farley@rocketsciencelab.co.uk
Appendix 2: Business Profiling
Out of the 22 organisations surveyed the sample had the following characteristics: 
Table 1: Geographical spread of social enterprises

	Geographical Area
	Numbers

	Central and Fife
	3

	Edinburgh and Lothians
	7

	Highlands and Islands
	2

	North East Scotland
	1

	West of Scotland
	9

	Total
	22


Figure 1: Percentage of organisations in different stages of development:
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Table 2: Average age of organisations at each business development stage

	Business Development Stage
	Average age of organisations (in years)

	Start-up
	1

	Emerging
	5

	Established
	24


Figure 2: Size of organisation by employee numbers – percentage of organisations within each category
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Figure 3: Percentage of organisations within each financial turnover category
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Figure 4: Number of organisations within each financial turnover category by business development stage
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Figure 5: Number of organisations within each financial turnover category by the number of employees in each organisation
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The results indicate that the sample is made up of mostly established organisations (64%). The majority (72%) have less than 10 employees and fall within the £100,001 to £500K turnover category (49%).
Figure 8.1.5: Percentage of organisations within each area of work

[image: image16.emf]31%

9%

9%

14%

9%

5%

5%

18%

Arts

Re-use 

Housing

Community Health

Community Development and

Regeneration

Training

Property services

Transport

Carers

Youth projects

Other (please specify)


Those who specified the ‘other’ category are involved in social and recreational activities, and business development expertise. Organisations identified that they work mostly with the disabled or chronically sick, children, young people, residents of disadvantaged areas, low income households and the unemployed. 

Appendix 3: Results tables
Table 1: Percentage of organisations that have carried out the following marketing activities at some stage of their business in declining order
	Marketing Activities

	% of organisations

	Produced print materials (such as posters, leaflets and brochures etc)
	95

	Produced web based materials (such as website, e-newsletter etc)
	95

	Explore customer needs (i.e. through interviews or research)
	91

	Press and PR
	90

	Developed or refined your product or services to meet customer needs (as a result of feedback)
	86

	Identified target customers
	86

	Used customer feedback to make changes to your organisation
	82

	Advertising
	77

	Measured customer satisfaction
	77

	Worked with others to share marketing or customer information (networking)
	68

	Developed a pricing strategy (i.e. have you considered the factors that affect the prices of your products and services)
	68

	Produced a marketing and communications plan
	64


Table 2: Percentage of organisations that have undertaken the following organisational activities, whether they have sought outside help, do this internally and will need help with in the next three years
	Organisational Activities
	We do this (%)
	We have sought outside help (%)
	We can do this internally within our org (%)
	We will need help in the next 3 years (%)

	Marketing
	68.18
	63.64
	50
	59.09

	Business Planning
	68.18
	77.27
	59.09
	31.82

	Measuring & reviewing your organisation
	59.09
	59.09
	40.91
	36.36

	Communication systems
	68.18
	45.45
	54.55
	45.45

	Reviewing organisational plans
	72.73
	36.36
	40.91
	31.82

	Identifying vision & future strategy
	72.73
	45.45
	50
	27.27

	Managing staff
	68.18
	27.27
	54.55
	18.18

	Attracting funding & support
	72.73
	40.91
	54.55
	31.82

	Developing new product & service ideas
	63.64
	36.36
	54.55
	31.82

	Realising the potential of IT
	50
	45.45
	40.91
	45.45

	Financial control & planning
	72.73
	31.82
	68.18
	22.73


Table 3: Details of the time and cost of internal marketing and their expenditure of outside marketing support

	Respondent
	Time and Cost of internal marketing
	Cost of outside help (£)
	Stage of organisational development
	Number of employees
	Turnover (£)

	1
	Two weeks per year of staff time
	Over 10,001
	Emerging
	5-10
	100,001 -500,000

	2
	Full time marketing officer
	2001 - 5000
	Established
	5-10
	100,001 -500,000

	3
	8 days per year (£1000)
	free
	Emerging
	Under 5
	25,001 – 100,000

	4
	¾ of full time post (£26,000 pa) plus a marketing budget of £10,000
	1001 - 2000
	Established
	5-10
	100,001 -500,000

	5
	Less than one day a week (£18,000 pa)
	free
	Established
	51+
	500,001 – 2 million

	6
	3 hours per week (£3000-4500 pa)
	NA
	Established
	26-50
	100,001 -500,000

	7
	£5000-10,000 pa
	NA
	Established
	5-10
	500,001 – 2 million

	8
	15% of a full time salary (plus a marketing budget of £750 pa)
	NA
	Established
	5-10
	100,001 -500,000

	9
	Marketing assistant (full time = £16,000 pa) and development officer (£2500 pa)
	Over 10,001
	Established
	11-15
	500,001 – 2 million

	10
	Budget of £45,000
	1001 - 2000
	Established
	11-15
	500,001 – 2 million

	11
	CEO works alongside a paid PR professional
	1001 - 2000
	Established
	5-10
	100,001 -500,000

	12
	40 hours per week (£180/w) plus a marketing budget of £20,000
	NA
	Established
	5-10
	100,001 -500,000

	13
	20% of business manager’s time
	Free
	Emerging
	Under 5
	Less than £25,000


Table 4: Organisations that provide grant funding. Organisations that provide marketing support to social enterprises
	Organisations that provided grant funding
	Organisations that provided marketing support

	Govan Initiative
	Glasgow City Marketing Bureau

	Futurebuilders
	Scottish Enterprise Glasgow, Fife and Edge Programme

	SNH
	Business Gateway

	Big Lottery
	Senscot

	Rural Challenge
	Rocket Science

	Lloyds TSB Foundation


	Standard Life

	The Schiehallion Trust
	Freelance consultant from Lloyds TSB

	Scotland UnLtd level 1 and 11


	Local authorities

	Dumfries and Galloway council
	Navy Blue Consultants, Edinburgh
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