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Summary
This review provides a summary of how Stroudco works from the perspective of the producers, the consumers and the people who manage it on a day-to-day basis.  It goes on to highlight some of the lessons we learned as we set it up in the hope that others can avoid making the same mistakes!

The final section provides some pointers for community groups who are interested in adapting the Stroudco model to work in their community.   All the Stroudco systems have been set up to be freely copied by other not-for-profit groups and this section provides a starting point. 
We have tried to keep the main review as brief as possible and put most of the detail into the appendices for those really keen folk!
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Background
Stroudco is a not-for profit, democratically-owned and run social enterprise set up to distribute local produce and strengthen the local food economy.  It uses an internet-based ordering system and a school hall as a weekly drop off point.  Stroudco is run by a part-time manager supported by volunteers.  The running costs of the hub are covered by consumer membership fees and by retaining a percentage of producer members’ sales. 

Stroudco is a Community Interest Company (CIC) without shareholding.  Stroudco is jointly owned by producer and consumer members which encourages democratic management of the business.  
We adapted the standard CIC Memorandum and Articles to make sure we had a democratic structure and a balance of power between producer and consumer members even though there are more consumers than producers.
For a nine minute video summary of Stroudco see www.youtube.com/watch?v=AJyYH8OJoww
History

Stroudco was started by two ‘activists’ wanting to change the food distribution system from the bottom up.  Both of them were very involved in setting up Stroud Community Agriculture (a Community Supported Agriculture enterprise) and the learning they gained from this experience gave them the confidence and inspiration to set up Stroudco to make a wider range of local produce available to the people of Stroud.

Stroudco started with a public meeting in Stroud on 31st October 2006.   The producers and consumers who came together to build the Stroudco model had a vision for a new model to enable community-controlled, democratic and ethical local food trade which would; 

· make a wide range of local food and drink more affordable and available to local people, 

· develop a food distribution system that is less dependent on fossil fuels than the supermarket system, 
· build trusting relationships between food producers and consumers, 

· provide a practical and friendly supply chain for small scale food and drink enterprises.
The long term vision for Stroudco is to develop a model for community-led food distribution businesses which will be copied and adapted by groups throughout the world.

How it works

Principles

· Provide affordable, locally-produced food to people in Stroud

· Give producer members access to a local market at higher than wholesale prices.
· Build supportive and understanding links between producers and consumers

· Develop food culture and community strength

Aims

Stroudco aims to :

· Increase access to and availability of local products by supporting local farms and food producers 

· Reduce food miles and the use of fossil fuels 

· Support farms which practice good animal welfare

· Strengthen the Stroud community
· Build supportive links between producers and consumers 

· Provide practical experience and learning for members, including farm experience 

· Enable people to understand how food is produced and supplied 

· Enable people to work together democratically and be responsible for their food system

· Co-operate with similar enterprises 

· Be transparent in all its affairs 

· Work on fair terms and fair prices for consumers and producers

· Support other groups in copying the Stroudco model

Structure

Stroudco has producer members based locally to Stroud who commit to;

· Supply food for sale at lower than retail prices

· Give a percentage – currently 8% - of what they sell through Stroudco to Stroudco as a contribution to running costs, the most significant of which is the managers’ wage.

· Occasionally inviting consumer members to help with their work, picking fruit, haymaking, fencing, farm open day, camping, hosting a bring-and-share meal, etc.
· Look for opportunities to co-operate with other producer members by sharing deliveries, lending equipment, sharing labour, etc. 

Stroudco has 246 consumer households who: 

· Either pay membership of £2 per month (£1 concessions) or £1 each time they make an order as a contribution to running costs
· Either collect their orders from the school or pay for home delivery

· Can choose (or not!) to contribute to the voluntary work such as food packing, taking phone orders, administration, etc.

Governance

The co-op which makes up Stroudco has 2 kinds of members – producers and consumers.  Small producers need a flexible, low cost, predictable, hassle-free mechanism for marketing and distributing their produce as it becomes available.  Consumers want affordable and convenient local food, and some connection to the local farmland and the people who work it. 

The hub started trading with 8 producer members and 20 consumer members for initial trial trades and then monthly trading in 2009.  Trading increased to fortnightly in 2010 with the recruitment of a part-time manager and then to weekly trades in September 2011.

By July 2012 there were 246 consumer members and 36 producer members. 
Other groups have started to copy the idea elsewhere with Stroudco’s support.
Restrictions to membership

There are some restrictions on producer membership.  The management group drew up some criteria for producer membership.  These include strict animal welfare standards (based on organic certification standards) but do not require producers to be organically certified.  See our criteria for producer eligibility.  All producers are asked to provide detailed descriptions and photos of their growing/production set up.
Anyone can join as a consumer member.  In the early days Stroudco worked particularly hard to ensure that the food hub is accessible to households near to Parliament School (where the hub is based), where there are many low-income households.  More recently Stroudco has been recruiting new members from across Stroud.
How are decisions made?

The day to day running of the hub is done by a part-time manager.  The overall direction of Stroudco is controlled by a voluntary management group elected from the members.  The management group is made up of roughly 50% producer members and 50% consumer members.  
The management group makes decisions by consensus where possible; otherwise each board member has one vote.  The paid manager attends board meetings.  The management group steers the overall direction of the business and deals with issues raised by the general membership.  Producers and consumers are encouraged to stand for election and take some responsibility for the managing the hub.
In practice all decisions so far have been taken by consensus.
Legal form

Stroudco is a Community Interest Company (CIC) limited by guarantee without shareholding. This legal form was selected because:

· It was relatively simple and cheap to administer

· It has an asset lock which means that if the company is wound up, the assets go to a similar organisation.

· It allows us to trade as an entity with limited liability

The founders worked hard to find an appropriate legal form. No existing model rules fitted the required structure easily, and the group did not have the budget for legal advice, so they amended the rules themselves.  The CIC articles appeared the simplest template to begin with and allowed the group to easily amend the memorandum & articles of association to meet their unique needs.  The current version has since been approved by the legal team at Co-operatives UK.   Let us know if you would like a copy.  We recommend that you seek professional advice if you make further alterations.  
Stroudco’s main alterations were to increase democracy and allow for shared control of the board.  This included clauses which allow for:

· The board to be made up of half producer members and half consumer members

· All members to elect both types of board member 
· Votes at general meetings to be weighted so that producers and consumers have half the votes each even though there are likely to be more consumers than producers present at the meetings.
· Members to have access to decision making if they want to.  If at least 2 directors or 10 members want a decision to be taken by the whole membership, a discussion and vote will be arranged by the management group for all members.

· Decisions to be taken by consensus where possible

The principle behind these alterations was to set up a group where producers and consumers worked for mutual benefit, seeking shared solutions, with neither seeking to profit from the other.  So far there has been good co-operation between producers and consumers during the set up and development of Stroudco.

Members’ agreement and secondary rules

There are membership agreements for both producers and consumers.  These contain most of the trading rules and are simple to update and alter. The memorandum & articles are difficult to alter, requiring votes or abstentions from 50% of members. 

The membership agreements do include some items that are relatively difficult to alter but not fundamental to the business e.g. to ensure animal welfare for meat and dairy products.

Finance 

Stroudco has been funded by the Big Lottery Fund’s Local Food programme www.localfoodgrants.org to cover;

· all the set up costs and 

· 3 years of running costs until Stroudco is self-sufficient.

In reality our running costs are lower than expected so the funding will actually cover 4 years of running costs.  Once Stroudco is established there will be no need for ongoing grants.

Income is generated from 2 sources – consumer households pay a membership fee of either £2 per month or £1 per order, and producers pay a margin - currently 8% - of anything they sell through Stroudco.  The management group adjusts these rates as necessary to maintain viability, ensuring they make neither a loss, nor an excessive surplus.  Following the end of the funded period, profits could be used to buy equipment for members to share, pay a bonus to the manager or support new hubs to set up.
More details on the finances are in appendix E
Benefits

Stroudco commits to market producer’s food and drink through the website.  Producers get up-front ordering and payment, higher than wholesale prices and a single delivery point.  Producers control their own market without supermarket contracts.  Stroudco accepts all producers – regardless of their size and whether or not they are organically certified as long as they can meet Stroudco’s high animal welfare criteria.  This encourages small-scale food production and the development of new food businesses that can use Stroudco as a starting point for their marketing and distribution.  Producers need to register as a food business with the local council and give Stroudco details of their production processes so that these can be displayed on the website.
Consumer members receive a wide range of artisan produce from small scale producers (many with no other retail outlet) at slightly less than retail prices (by cutting out any profit-making middle-men) and a short supply chain providing fresh food.  Consumers can also have direct contact with producers and develop a dialogue about their products using an on-line forum.
Stroudco is a not-for-profit social enterprise, controlled by consumer and producer members.  It is registered as a Community Interest Company.  Anyone can join as a consumer member.  New producers can join by permission of existing members. 
An experience of community democracy, practical involvement and dialogue between consumers and producers is increasing community capacity. 
Activities

The day-to-day work is done by an employed manager who manages volunteers.  All consumer households are invited to offer two hours per household per year of volunteer time.  Member involvement is key to the success of Stroudco because it keeps costs down, develops relationships between producer and consumer members and increases understanding and control of food production and the management of their enterprise.  In reality it is a small number of members who do most of the volunteering!
Stroudco has over 1000 products including fruit, vegetables (including a low-cost vegetable bag), cheeses, beers, wine, juice, bread, cakes, dairy products, eggs, preserves, pies, samosas, flowers, venison, rabbit, beef, pork and lamb.  See the full catalogue at http://stroudco.org.uk/documents/Stroudco_catalogue_-_May_2012.pdf
Central to Stroudco is an internet-based administration system. This enables consumers to place orders at any time up to three days before the food drop.  The system then sends automated purchase orders to all producers and then produces picking lists to make it as easy as possible to sort the food into orders for each consumer. 

Producers enter and update their stock lists online.  They enter a stock figure next to each item which allows them to trade very small volumes e.g. 3 jars of jam.  They can also specify which weeks they will trade.  They do not have to trade every week and occasional traders (e.g. those with a back garden apple tree) are welcome.  
Consumers can pay online, in cash or ‘Healthy Start’ vouchers, through the local credit union, by cheque or by bank transfer.  Some consumers have set up a standing order to pay a regular amount into their Stroudco account which they can then use for future purchases.
Producers receive a single collated order on Thursday mornings and deliver the order to the Stroudco shed at the school at any time up to 10.30am on the Saturday morning.  Producers are paid on delivery.  The Stroudco manager and volunteers sort the orders into boxes for each consumer member to collect between 12 noon and 1pm.  Alternatively consumers can pay for home delivery or agree with the manager to pick up their order from the Stroudco shed later in the week.
Consumers are invited to supply at least 2 hours unpaid labour per year per household.  Most of this volunteer time is help with the food sorting on a Saturday morning.  Other volunteer work includes:

· Management group meetings

· Newsletter production

· Leafleting
· Taking phone orders and making online orders for people who do not have internet access.

There are regular community events, including opportunities to meet and work with producers.  These include workdays on the farms, camping, a talk at the school, hop picking, etc.  

The school where Stroudco is based has been very supportive in developing Stroudco.  It has allowed us to put up a freezer shed.  Also the school children have been involved in designing postcards to promote the project.
Stroudco is well networked with other community groups but none of these groups are directly involved in running the project.  Stroudco is a member of Stroud Social Enterprise Centre which provides its registered office address and management support where necessary.

Distribution and delivery space

Food drops happen every Saturday in the hall at Parliament Primary School.  All produce is delivered by the producers to this venue or to the manager’s home in advance.  

The manager sorts the food into boxes according to what each consumer has ordered.   The consumer members can volunteer to help with the food sort.  The manager prints off picking lists which make the sorting job as simple as possible.  

Consumer members collect from the school hall on Saturday afternoon.  Consumers are encouraged to collect for other consumers local to them.  There is also a bio-diesel delivery service which the consumers can choose to pay for.  Alternatively consumers can arrange for the manager to store their order in the shed (which has a fridge and a freezer) for collection later in the week.
What we are learning as we set it up

Some early research into the opinions of our members
Appendices C and D show the results of a piece of phone research done by Cardiff University in August 2010 to find out what both producer members and consumers members thought of the food hub.  This research was carried out when Stroudco was still only trading fortnightly.  Many of the concerns raised by this research have been addressed below.  See ‘Barriers to growth and how we are resolving them’
Marketing
The original aim of Stroudco was to market low-cost local food to people on the estate around the school where the food hub is based.  Many of the households on this estate are on a low income.  We hoped that the food hub would provide families within walking distance of the school with a source of affordable, fresh local produce which would begin to be a substitute for supermarket shoppping.

We had a stall at the school fairs where we offered a free bottle of beer and 3 months’ free membership to anyone who joined Stroudco at the fair.  Lots of local people joined.  None of them ordered anything from Stroudco!
We then tried offering all parents and teachers at the school permanent free membership.  Very few took it up.

Researchers from Cardiff University helped us run a focus group at the school.  The researchers asked a group of local mums to explore their food-buying habits using a mapping game.  We then asked them to talk about the pros and cons of local food.  We then talked about Stroudco and its aims.  Many of the participants seemed interested in Stroudco.  All of them joined for free.  None of them started ordering. 
See appendix A for a summary of the focus group session.
This is the logo we used in the early days of Stroudco:
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A better deal
Some people were concerned that it was too close to the logo of one of our biggest competitors (!!) so we changed to this safer option:
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Then new volunteers joined our management group who run their own creative design agency www.satoricreative.co.uk and they came up with our final logo which has had some excellent feedback from all sides:
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When we finally accepted that the households on the estate around the school were not going to embrace the food hub, we broadened the marketing to the whole of Stroud.  Here are some of our marketing successes:

· We produced a video to tell people about Stroudco.  See www.youtube.com/watch?v=AJyYH8OJoww
· We have had a series of press releases published by the two Stroud papers.   
· We paid for a leafleting campaign.  
· We run Stroudco stalls at school fairs, County shows and on the High Street.  

· We send emails and texts to all members each week reminding them of what is special about Stroudco that week (new producers, special offers, taster sessions, free delivery, etc.) 
· Social networking – see below

· On the third Saturday of each month we offer free home delivery to anyone within 10 miles of the school who orders more than £40 of produce (our average order size is £35)

· Any member who joins up a friend receives £5 in their Stroudco account and the new member also receives £5 in their account as soon as the new member places an order.

· We offer free taster sessions on the first Saturday of each month.  This involves us buying in extra produce from one or two of our producers and offering tastes to members as they come to collect their orders.  We also publicise the taster sessions in the ‘events’ sections of local papers to lure in potential new members.

There is a very active Transition movement (see www.transitiontowns.org) in Stroud and many of the principles of Stroudco fitted with the aims of Transition.  Transition Stroud applied for funding from Awards for All to promote Transition.  Stroudco provided match funding support for this application and when the funding was awarded, the marketing development worker provided one day per month support to help with Stroudco marketing.  This has had a big impact on increasing Stroudco consumer membership – currently at 246 households.
As part of the broadening of our marketing we have reduced our emphasis on affordability and are now targeting Waitrose shoppers with the message that Stroudco is the only Stroud retail outlet for many of the artisan products which we offer.  These are hand-crafted, quality products from small-scale local producers many of whom have no other retail outlet.

We have also set up a Stroudco blog and accounts with Facebook and Twitter.  These have introduced us to a new set up members.  However we realise that we could gain a lot more benefit from social networking if we had a volunteer who was willing to populate our blog more regularly.
Barriers to growth and how we are resolving them
As part of the long process of designing the Stroudco model (3 years of planning before we started trading) we researched the market.  Over 200 local families confirmed that they would use Stroudco regularly.

The reality has been that consumer membership growth has not been as fast as we expected.  These are the main issues:

Ease of joining

Our original model required consumer members to fill in a joining form and set up a standing order of £2 per month or £1 for low income households before they could start ordering.  This had several drawbacks.  One was the hassle of filling in a form which then had to be emailed or posted to the Stroudco manager who then had to set up the account.  Then there was the hassle of setting up the standing order – which the consumer has to do with their bank.  Then, in times of economic downturn when people are looking to make savings it is often tempting to cancel any non-essential standing orders.

So we made the decision to make it as easy and simple as possible for people to join Stroudco.  We decided to set up a ‘temporary membership’ status which would allow members to pay just £1 each time they ordered as an alternative to the £2 per month membership fee.  We updated the Stroudco software to include an on-line joining form which collected the new member’s contact details (saving the manager’s time in setting up new accounts) and allowed new members to place their first order immediately.

These changes have helped support a big increase in consumer membership recruitment.
We also realised that we could make it easier for producers to join Stroudco by simplifying their joining process.  Originally we were asking producers to download a 10 page joining form which had lots of questions about their business model, their production methods, their animal welfare standards, their packaging, etc, etc.  Because most food producers are busy people they couldn’t be bothered to fill in all these boxes.  So we have replaced this with a system whereby they simply fill in an on-line form which asks them what they want to sell and what their contact details are.  We then phone them and talk through all the details we need while we fill in the form for them.  We then print the form for them to sign.
Website - ease of use
Several people have told us that the website is not as intuitive or easy to use as it might be.  We have made lots of improvements to the software which used up all our website development funding.  We then received additional funding from the Local Food Fund’s Supporting Change programme which has allowed us to continue the improvements.  These include adding in a regular ordering feature for members who want to order the same box every week.  We are also developing;

· an online map which will show where all our members live (showing membership numbers only) and encourage them to contact each other to arrange joint ordering and collection

· a Jing clip which will show screenshots of the Stroudco website with a voice-over to explain how the ordering process works

Paying for produce and relaxing the requirement to pay in advance
Our original plan was that we would ask consumer members to pay for produce in advance so that we would not be left with any unpaid orders.  This meant that consumers either had to have a credit balance in their Stroudco account or make arrangement to pay in advance.  Here are the options:

· We set up a PayPal account – the downside of this is that the consumer has to pay 4% handling fee on top of their Stroudco order.  

· We encourage members to make a standing order payment into their Stroudco account which they can then use for future purchases.  

· We provide the Stroudco bank details so that members can make on-line bank transfers.  

· We also offered people the option of paying by cheque or cash in advance.  

· We tried to set up a direct debit facility that would allow us to take payments from consumer’s bank accounts but the cost of setting up this facility was prohibitive.

But still people found the idea of paying up front a barrier to joining Stroudco.  So the management group decided that we would give the Manager discretion to accept payment on collection.  This has worked out fine with nobody failing to collect an order.

Ease of ordering
Although Stroudco now has 246 members, nearly half of them have never placed an order.  Supported by Cardiff University and University of Kent we did some phone research to find out why people had bothered to fill in the joining form but then never placed an order.

See appendix B for the full report on this research, but here is a summary:

· Many people said they fully intended to order but just hadn’t got round to it.  Many said they would order having been reminded by the phone call.  Most still didn’t!
· Some people find the need to plan in advance difficult.  They need to commit by Wednesday evening for what they will receive on Saturday.  This is less convenient than the supermarket system.
· Lots of people said they wanted a paper catalogue.  Even when they were reminded that they could see the most up-to-date catalogue on-line they said that there is something about having a paper catalogue lying around that would remind them to place an order.   We have now produced this catalogue http://stroudco.org.uk/documents/Stroudco_catalogue_-_May_2012.pdf  and are printing them off and posting them to members who have not yet placed their first order.  Early signs are that this is making a difference to order volumes.

· Some people find ordering on the internet difficult.  So we have recruited a couple of volunteers as ‘internet buddies’ who are willing to take telephone orders from members and enter the order into their account.  The member pays for the order on collection.
Adding non-local produce to the Stroudco range
Many of our members said to us that if we wanted to become a real alternative to supermarkets we were going to need to provide them with many more store cupboard products such as toilet rolls, olive oil, baked beans, etc.

This led to much soul searching amongst the management group who still held on to the original ideal of sourcing all our range from within 15 miles of Stroud.  Eventually with the help of Simon Michaels, funded by Plunkett’s Enterprise Support programme, we came to the decision that in order to create a local food hub which would be financially sustainable in the long term, we needed to provide the consumers with a real alternative to supermarkets.  By including ‘imported’ products we were not compromising any of our original aims – see ‘Aims’ on page 4 above.  We also realised that we could charge a higher margin on ‘imported’ products which would help make the business sustainable sooner.

So we set up an account with www.Essential-trading.co.uk  which is a workers’ co-op running a wholefood wholesaler enterprise in Bristol.  Essential has a very strong ethical buying policy.  We need to make up a minimum order of £250 for them to deliver to us and many of their products are in bulk.  This means that we have had to start storing products in our shed in the school grounds.  We started off with a few basics which customers had requested and are steadily adding new items which members ask us to stock (we have put the full Essential list here www.stroudco.org.uk/how-it-works so that members can make requests).  So we now sell sauerkraut which is turning into a best-seller! 

We set the mark-up on Essential products at 28% above wholesale (compared to an 8% margin on local products).  When we increased the local produce margin to 12% in October 2012 we will increase the Essential mark-up to 38%.  You can see from Appendix E below that Essential sales are making up about 16% of Stroudco’s turnover.

The cost of home delivery 
The Stroudco home delivery service was started by a member who wanted to offer bio-diesel home delivery as a Stroudco service.  He charged as little as £1.22 per delivery (increasing as the distance from the school increased) and Stroudco took an 8% margin on all his deliveries.   He didn’t cover his costs at these rates but wanted to support the development of Stroudco.

After 12 months he gave notice to Stroudco that he didn’t want to continue offering the service.  The management team put out requests for someone to take it over.  Nobody came forward.  So we decided to offer to pay people £10 per hour to do the deliveries.  We pay these people in Stroudco credits.

On this basis the home delivery service costs more to run than we receive in delivery charges but we are continuing to offer the service because many members say they wouldn’t order at all if they had to collect from the school.

Access to the school hall
Stroudco uses the school hall every Saturday morning for the food sort.  When we set up Stroudco the headmistress was very supportive of Stroudco and was happy to open the school hall for us every Saturday because she was working there anyway.  The new headmistress doesn’t work Saturdays so we needed to find another option for opening up the school.  Because the whole school is on one alarm system and because this means that we would have access to the school office where records are held we needed to pay the school caretaker to open the school.

We pay the caretaker in Stroudco credits.  The caretaker is also the school crossing lady, a governor and a grandmother at the school which means that she is very well-networked in the estate around the school.  We are hoping that as she starts to spend her Stroudco credits she will start to recommend Stroudco to other people on the estate.
Income and expenditure
The graph below shows Stroudco’s performance over the last two years.  Income is made up of a retained percentage – currently 8% - of turnover (the producer members’ contribution to our running costs) and the consumer membership fees of £2 per month or £1 per order.  For more details of income and expenditure see appendix E.

We moved from fortnightly to weekly trading in September 2011 which doubled our income but also nearly doubled our costs!  Although turnover is still increasing, we realised that we need to make some significant changes to make the enterprise self-sufficient by the end of our funding period (mid-to-end 2013).
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In May 2012 a new volunteer joined our management team.  He had worked for 23 years as a Business Planner for HSBC before seeing the light!  He has led the Stroudco team through a very detailed review process which led to the following outcomes:

· We will continue to increase sales by updating our marketing (see above)
· We will try to persuade a school closer to the town centre to host Stroudco to make it easier for members to collect their produce.

· We will improve the website software to make it easier to use

· We will increase the margin we charge producer members from 8% to 12%.  This will mean that prices to the consumers will go up in proportion to this increase.

· We will train up volunteers to take on some of the managers’ role to reduce this, our largest, running cost.

Here is a graph showing how we expect these changes will make Stroudco self-sufficient by the end of our funding;
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Here were some ideas we considered and discarded as part of the business review:

· Taking on an empty retail unit on the High Street.  Even if we could find a shop with a low rent deal, the cost of permanently staffing it would push our costs up significantly.

· Offering free delivery on all orders over £40 every week.  The signs are that free delivery is very popular – some members only order on the free delivery weeks.  However, the cost of running the delivery service is already high and if home delivery volumes went up dramatically we would need a much larger vehicle to carry all the orders.

Beyond Stroudco
Stroudco is already being copied by other groups around the world – see ‘how to copy it’ below.  

Our vision is that there will be a local food hub in every school/village hall/community space in the country and that most people will be able to walk or cycle to collect their food!  Hubs are also being set up as part of farmers’ markets and as a service through an existing retail outlet.  
How to copy it

Background

Stroudco was set up to be copied.  To help make this a reality we have made all the systems free and easy to copy.
Your situation will not be the same as ours – your choice of hub model will be influenced by what is happening in your area already and any potential partners.  Feel free to adapt the Stroudco model - it has plenty of room for evolution and improvements.

Here is a video to show to local people who might be interested in setting up a hub:
www.youtube.com/watch?v=AJyYH8OJoww
The website

The database and website software has been written as ‘open source’.  This means that anyone can pick it up and use it.  As it is still in the development stage we would appreciate new users sharing any improvements they make.

Have a look at www.stroudco.org.uk to see the current version.

To download the software complete the form at appendix F and return it to info@stroudco.org.uk
Up to July 2012 67 groups had registered to download the software.  The Local Food Fund’s Supporting Impact programme has funded the development of a network of these and other food hubs.  This network will:

· Share best food hub practice

· Encourage new groups to set up hubs

· Collectively write the brief for a new version of the Stroudco software which will meet as many of the needs of as many of these groups as possible.
· Develop a funding bid to develop this software

If you would like to be part of this network please email nick@stroudco.org.uk
Paperwork and other materials
There are lots of bits of paper that we have developed to make the hub work.  These are also available free of charge to anyone who wants to copy them.  Let us know which of these you are interested in;
· memorandum and articles

· criteria for producer eligibility
· producer member agreement

· consumer member agreement

· consumer joining form

· promotional leaflet

· agreement with the school which hosts the hub

· cash flow forecast
· business plan

· consumer cash payment options

· sorters’ instructions to make it easy for volunteers to sort the food deliveries into boxes for each consumer.

There is also a nine minute video of Stroudco at www.youtube.com/watch?v=AJyYH8OJoww
If you want to show this video off-line you can use www.ant.com/video-downloader/ to download the video from You Tube.
The right people

It is amazing how many people are producing food right on your doorstep.  We pulled together a list of 83 food and drink producers just by doing a bit of web-searching and networking.  Right from the start we involved interested food producers and consumers in planning how Stroudco works.  
These people continue to do a lot of valuable voluntary work in planning the future of the hub.  There is a ‘core group’ of members elected each year who manage Stroudco.  The core group is made up of 50% consumers and 50% producers.

Other things you will need to set up a food hub

These are the things we had to set up.

· A venue – we have an agreement with a primary school.  They are happy for us to use the school hall on a Saturday.  The hall would have been empty otherwise and it fits with their ‘extended schools curriculum’ for us to use their facilities.  They don’t charge us for the hall but we do pay for any electricity that the shed uses and more recently we have started to pay for the caretaker to open the school on a Saturday.
· A shed  - the school agreed that we could put up a shed in the school grounds.  This is for our freezer, fridge, some stock and other bits needed for trading days.  A meter measures how much electricity we use so we can pay the school.
· Other equipment includes weighing scales, trolleys to move stuff around, freezer blocks and insulated carrier bags to keep chilled and frozen food cold, collapsible boxes and deposit-paid bags for consumers to take away.  

Contacts

For more information please contact Nick Weir 

T: 01453 840037

E: nick.weir@localfood.org.uk
or Jade Bashford
T:  07891 995878
E: jadebashford@hotmail.com
Website:  www.stroudco.org.uk

Further help and advice

· The Plunkett Foundation website has lots of information and case studies on Community Food Enterprises.  See http://www.plunkett.co.uk/whatwedo/communityfoodenterprises.cfm
· Sustain can tell you about food co-ops in your area and has an excellent toolkit for setting up a food co-op. Most of their groups are smaller and simpler than Stroudco, but still they have useful advice.   See www.sustainweb.org
· The Soil Association has a useful website for all kinds of buying groups: www.soilassociation.org/csa.aspx
· Your local council has a Trading Standards Officer who can advise about  trading regulations including weights and labeling
· Your local council has an Environmental Health Department.  You will need to register with them if you are trading food and your suppliers will need to register too. They can advise about food safety regulations and good practice such as keeping produce cool, hand washing etc 
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Appendix A - Focus group summary

For the full transcript of this focus group please email info@storudco.org.uk
Focus Group Summary:

Local Food Shopping Habits 
3rd March, 2011 

Parliament Estate Family Centre
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Details: 

· Participants: 3 (all female, age range approximately 20-30; 2 were from local area and one from Cashes Green). 

· Facilitators: Julie Newton and Alex Franklin (Cardiff University) and Nick Weir (Stroudco).

Overall summary

On the whole, most of the participants were young mums with more than one child (and two of respondents appeared to be single mums). They were mostly shopping for food for themselves and their children. One respondent was particularly knowledgeable about special offers and online shopping.  Most of the respondents carry out a weekly shop once a week. The choice of location for food shopping varied by individual and according to mode of transport but predominantly included Tescoes, Iceland and the Coop. Two preferred shopping at Tescoes because of variety of produce and price. One was more constrained because she could not carry all her shopping so had to rely on shops closer to her which were more expensive. Another respondent claimed she preferred Iceland because it was cheaper and Tesco was too large.  Popular products included staples such as bread, cheese, milk, butter and eggs. Meat was also mentioned (mince, chicken) and veg (potatoes, carrots, and frozen veg).  Crisp, yogurts, squash, cereal was also mentioned as being popular items for the children. 

When asked when they would be prepared to pay more on products, it was often because of a specific taste/preference for an item (e.g. cathedral cheese) or the better quality item (eg. bread). Special offers such as buy one get one free, and two for £2 also proved attractive. Affordability was the main factor affecting what each of them was able to purchase. When income flow was good, they would buy the better quality items.

On the whole, all three were not entirely sure where their products came from. R1 who has watched several programmes on this was able to make some educated guesses. They all confessed that the location of where their food came from was not a factor affecting what food they purchased.  

When Stroudco was introduced, they all appeared to be supportive of the hub and were in favour of supporting local initiative but the price is the main deterrent. A number of recommendations were made on how to make it more attractive. These included cheap veg boxes (including veg that they use frequently, potatoes, carrots) and having the option to make a purchase on weekly basis. During the discussion towards the end, the nutritious value of frozen food versus fresh food was raised as a point of concern.  On the whole, the majority of respondents claimed that frozen veg was much easier and less time-intensive to prepare and cook, yet there was concern regarding whether it was the healthiest food they could give their children.

Summary of key questions and discussion points
1. How many people do you shop for in your household? 

R1: 5 within household (herself, boyfriend and 3 children (aged 1, 4 and 7), but 20 including all visitors; she mentioned girlfriends and their children.

R2: 3 (herself and 2 children (aged 2 and 8) and sometimes her male friend)

R3: 5 (herself and four children aged 2, 5, 6, and 8)

2. How often do you food shop? 

R1: once a week

R2: once a week

R3: does one big food shop, and then little bits and pieces during the week

3. What are the ten items of food you buy most often?

(See Tables in Appendix) 

R1:  milk, cheese, bread, butter, eggs, squash, chicken, mince, carrots, potatoes 

R2: milk, bread, ham, teabags, squash, cheese, butter eggs, potatoes and cereal (these are all the things she is constantly running out of)

R3: bread, cheese, crisps, yogurts, butter, meat (chicken, beef if it’s a treat), frozen veg, potatoes, cereals and eggs

4. Pick two of the main items and tell us which two are most important and why? 

R1:  Milk and eggs: Eggs can be used to make anything (omelettes, cakes) and milk (I’m addicted to milk, go through 16 pints a week), can make things with milk (cheesy pasta) (as long as you have other things in your cupboard)

R2: Milk and bread: “my kids eat lots of cereal and bread because they have sandwiches for school”. “those are the things I have in my house all the time”

R3: can’t choose because “I need everything…and I’ve got 4 children”. (I run out of crisps, yogurt, cheese, bread, cereals and eggs all the time”…suppose milk (it wasn’t on my list, but it could have been)

There was also discussion amongst the group about difficulties of preparing food for their children. 

R 1 commented that she was “harsh” with her children and if they don’t eat what they are given, she lets them go hungry (until they do eat it) or does not give them pudding. 

R 2 noted that she had trouble because “my kids don’t really like anything”, she has to prepare separate meals for herself and for her children: “my kids like chips, mashed potatoes”. She also commented that her children go to their dad three times a week so she doesn’t have to worry about food for them on that night.

R 3 commented that her “kids eat anything” and she serves them a variety of meals from roast dinners, pasta bakes, lasagne or pizza and chips. She also gave example of how she tried a different meal of chicken korma but only half of her children liked it, so she has decided she will not serve it again.

5.  From where are the items on list purchased (location)?

R1:  Tescoes. She was very knowledgeable about the online delivery costs from Tescoes which change according to what day you have your food delivered on. Prefers Tescoes because it is cheaper. Doesn’t like Icelands because she prefers fresh food, particularly fresh meat. Would prefer shopping at Lidles because  you would get twice the amount of shopping (compared to Tescoes), but the closest Lidles is Cirencester of Gloucester.

R2: Goes to Icelands because it is free delivery. She does not go to Tescoes because it is too large for her and she feels that she ends up spending more money when she goes there. She also explains that she does not enjoy online shopping because she finds ‘tedious’.  (if you spend over £25, it is free delivery).

R3:  Goes to a variety of locations depending on where she is and what mode of transport she can use.  (tescoes, spar, coop, Iceland). Sometimes she uses Icelands because  deliver and she thinks some of the prices are good, but you don’t get enough variety.  If she has had a good week (financially), she’ll do a big shop and get taxi home. She also uses coop which is just down road, but finds it very expensive, mainly uses it if she has run out of things or if it’s a weekend.  Generally she prefers Tescoes because of the price and the ‘good variety’. 

6. How did you travel to shops?

R1: Boyfriend drives her to Tescoes, takes 10 minutes. She uses online shopping as well when she has her laptop (which was currently  not working). 

R2:  Car or bus:  Sometimes she relies on free delivery of Iceland. But if she has a car, she’ll use it to pick up her shopping. 

R3:  Walks or takes the bus. As a result, this constrains what she is able to get from each shop because she can’t carry everything.

7. When are you prepared to buy more for things?

R1: When her boyfriend works and there is more money available, they spend more money on items, going for the better quality product. (e.g. birdseye fish fingers over tesco value). But she explained, no matter how much money (or lack of money), they always buy kingsmill bread and the tesco baked beans (not the value brand). 

R2:  She explained that she is prepared to pay  more because she can taste the difference and her mum always bought the better products. (e.g. Heinz ketchup over supermarket brand).
R3:  She always spends more on cathedral cheddar cheese: “I’m a cheese person, I like cheese on everything, like if I do Pizza, chips and beans, there’d be cheese all over it). She was well aware of the fact that is one of the items she uses the most, yet is prepared to pay more for it. She would also be prepared to pay more for bread. Rest of the group discussed how tesco bread often went stale quickly. She explained that tesco value bread was ok as toast, and that her children didn’t mind eating it. Rather, it was down to the fact that she herself didn’t like the taste and because she is a sandwhich eater, having good bread is important.  R3 also explained that she purchases tesco value yogurt because they are cheap and she goes through a lot of them with her four children.  “tesco value yogurt I buy them cause it’s like 50p, there’s six….and if I buy a pack of six, four of them are gone in one day! So you know what I mean! So I’m not going to go and buy expensive yogurt…and the kid loves them…and I think they’re alright, I’ll eat them…”

8. When you’re shopping there is a lot of choice, what persuades you to purchase certain goods over others? 

R1: Special offers (two for £2) or buy one get one free. She explained that she always buys what is on offers because there is always ‘decent cheese’ and the bread is usually the one she gets anyway.

R2: She would be persuaded by “buy one get one free”. She commented that if she is making a meal from scratch (i.e. lasagne) she would buy the tesco value lasagne sheets because it always tastes nicer if you are making it your own anyway. 

R3:  Buy one get one free. But is always prepared to pay more for cathedral cheese even if its not on offer.  (R1 explained how there was an offer on this cheese during Christmas). 

9. Knowledge of where food comes from:

[respondents were asked to place the top ten items originally listed in first activity on individual post-its and then place these on large flip chart paper  according to where they thought they came from or were processed (with a gradient of locations starting from Stroud, regional, national , European and international ].
On the whole there was a random dispersal of items.  R1 appeared to be more knowledgeable than the other respondents based on her watching a number of cooking programmes whilst the other respondents confessed that they were guessing.  When asked whether the location of where their food came from was an issue that they considered when purchasing food, they all agreed that it was something they didn’t think about. However, R2, stated that: 

“if there was a shop that sold local produce at the same price as what we buy international stuff from…I’d probably back the local because then obviously it benefits all the people that live round here, but it’s just too expensive, organic things and stuff like that..”

R1:  Potatoes and carrots from Israel (she thinks she saw it mentioned somewhere); Chicken from Bedfordshire (because that is where Bernard Matthews is located and she got birdflu); bread is from Chester (she thinks she saw it written on packaging), butter (utterly butterly) comes from North she things…and mince…she was going to put Europe, but thinks it is British.  She wasn’t sure where the squash came from. There was also a discussion about where the milk came from as she remembered watching some programmes about how workers are ‘paid a pittance’ in the middle of nowhere. 

R2: She thought her milk (dairycrest) was local from stonehouse, but later on with probing from other participants she confessed she was not so sure as she got her milk from Icelands. She thought her potatoes were local because they are ‘fairtrade’ and she sometimes gets them from farmers market.  She thought cheese, butter and bread is local , especially bread because it would go off quickly. The rest she said she did not have a clue. 
R3: Confessed that she ‘did not have a clue’ and asked R1 to help her.  
[These questions were then followed by a brief summary from Nick Weir about why local food matters as a lead in to an introduction of Stroudco]

10. Response to Stroudco introduction and issue of local food being important. 
R1:  Has had experience in past with a friend who had a farm and they used to buy meat from this farm before it closed. She always enjoyed this because she noticed the meat tasted much better. She also confessed that when they have the money they buy hot sauce to go with their cheese and crackers. 

Was impressed by the availability of cheap potatoes from Stroudco and was able to precisely compare this with the current offer from Tescoes (£1.97 for five kilos compared to £1 for same quantity currently offered from Stroud).

Dislikes buying directly from the greengrocer because she resents paying for extra leaves, and stalks (which she can usually snap off in the supermarket).

Mentioned that she liked idea of having fruit and veg box where you don’t’ have the choice of what goes in because it would encourage you to try different products. (gave the example of how she had a friend who gave her some exotic fruit from a fruit box that she had never tried in the past).

R2: Remembered that her grandmother used to have a veg box delivered to her door and that this was a positive experience. After hearing about Stroudco she felt it should work well with the fruit and veg and because she only has two children, she often does not like the fact that she has to pay for a whole packet of carrots when she only needs a few.

R3:  did not have any strong views , explaining that she agreed with the others in the group. 

Discussion about fresh versus frozen food
R3 had a query about whether frozen food was less/more nutritious than fresh food.  She explained that she has received a leaflet on nutrition for children explaining that frozen food was better than fresh food.   This caused her much concern because she wanted to ensure her children were getting the healthiest food. Facilitators in group explained that the issue of whether frozen food was better depended on how it was grown and how quickly it had been frozen.  (flash freezing). Nick explained that on the whole if you want fresh food, it is better to buy local food or grow it yourself.  There was some discussion about how it would be good to grow on food on allotment. Some of participants had allotments but not much success in growing products. This also led onto another discussion about the relative ease and simplicity of preparation of frozen food over fresh food. It was explained that frozen food was much more convenient to prepare (no need to peel and chop) and then cook, and the overall process was therefore less time intensive.

Summary of recommendations to make Stroudco more attractive:
· Have the option to buy small quantities of fruit and veg

· Offer affordable fruit and veg boxes

· Have the food hub shop available more frequently, at least once a week, but twice weekly would be preferable. 

· Fresh milk

· Special offers (two for a £2) and buy one get free are useful incentives.

· Based on a quick scan of the items that the participants purchase more frequently, Stroudco should continue to provide following items, but perhaps think about ways to make them more affordable: milk, bread, cheese, butter, eggs. The idea of having an affordable veg box also proved popular. These should include veg such as potatoes and carrots.  Popular meat items mentioned included chicken and beef mince.  Tables included here indicate the sort of prices they are currently paying for these items and it is these sort of prices that Stroudco would have to compete with. 

· Although not specifically highlighted as a recommendation, given the discussion about the ease of preparation of frozen food over fresh food, there may be scope to explore how some of the veg could be sold in a way that was already prepared.

· Flexible options for picking up the produce would also be beneficial considering the discussion of one respondent about the difficulty of carrying all food items. There is scope to think about how to liaise with family centre, school and parents to explore these options. (ie. A scheme between parents to pick up food for one another?)
Appendix: 

Respondent 1:

	10 popular products
	Shops
	Mode of transport
	Price & quantity 

	Milk 4 pints
	Tescos, STroud
	Boyfriend drives [but she did say she also uses internet shopping]
	2 for £2 4 pints

	Cheese
	Tescos, STroud
	Boyfriend drives 
	400g bogof £3.99

	Bread
	Tescos, STroud
	Boyfriend drives
	2 for £1.50

	Butter
	Tescos, STroud
	Boyfriend drives
	£1.70 for 500g

	Eggs
	Tescos, STroud
	Boyfriend drives
	30 for £2.98

	Squash
	Tescos, STroud
	Boyfriend drives
	86p 500ml

	Chicken
	Tescos, STroud
	Boyfriend drives
	£2.98 2.5kg bag (frozen)

	Mince
	Tescos, STroud
	Boyfriend drives
	£2 800g

	Carrots
	Tescos, STroud
	Boyfriend drives
	£1 for 1kg

	Potatoes
	Tescos, STroud
	Boyfriend drives
	£1.97 for 5kg. 


Respondent 2:

	10 popular products
	Shops
	Mode of transport
	Price & quantity 

	Milk
	Iceland
	Car or bus
	4 pints £1

	Bread
	Iceland
	Car or bus
	1 loaf £1.20

	Ham
	Iceland
	Car or bus 
	£2.00

	T bags
	Iceland
	Car or bus
	£1.50

	Squash
	Iceland
	Car or bus
	£1.00 Litre

	Cheese
	Iceland
	Car or bus
	£3.00

	Butter
	Iceland
	Car or bus
	£2.00 Tub

	Eggs
	Iceland
	Car or bus
	£2.00 12 eggs

	Potatoes
	Iceland
	Car or bus
	£2.00 1 bag

	Cereal
	Iceland
	Car or bus
	£4.00 2 boxes 


Respondent 3:

	10 popular products
	Shops
	Mode of transport
	Price & quantity 

	Bread
	Spar, coop, Tescos
	Walk or bus
	1/7 Loafs £1

	Cheese
	Coop, Tescos, Iceland
	Walk or bus
	3 blocks £5

	Crisps
	Tescos, 
	Walk or bus
	2x24 packs £5

	Yoghurts
	Tescos, coop
	Walk or bus
	4x6 pots 85p

	Butter
	Tescos, coop
	Walk or bus
	2 pots 85p

	Meat (chicken breast)
	Tescos, coop
	Walk or bus
	4 packs £5

	Frozen veg
	Tescos, coop
	Walk or bus
	2 packs £1

	Potatoes
	Tescos, coop
	Walk or bus
	2 packs £1.25

	Cereal 
	Tescos, coop
	Walk or bus
	4 packs £2.50

	Eggs
	Tescos, coop
	Walk or bus
	2x 15 £1.60


Appendix B - Phone survey of members December 2011 to March 2012

Here is the phone interview guide followed by members’ responses in the boxes below.

Helping new Stroudco members to start making orders

We now have 196 Stroudco members but over half of them have never made an order!

Here are some suggestions for how we could lead a phone conversation with them.  Feel free to change it! 
Thanks for your help

Nick
‘Hello I am ……… and I am calling from Stroudco Food Hub.  We are very pleased that you have joined the food hub.  I am calling to see if there is anything we can do to help make Stroudco work well for you.

We have noticed that quite a few people are joining Stroudco but not making an order so we are phoning round a few people to ask if there are any changes we can make to improve Stroudco and make it easier for people to place an order……………..

Problems with paying in advance / making a bank transfer / cost of Paypal

We are now happy for you to pay cash or cheque when you collect your produce as long as you send Lynsey an email in advance telling her how you will pay.

Problems with collecting the order 

If you can’t collect on a Saturday, you can arrange with Lynsey to store your order in the shed (we have a fridge and a freezer in the shed) and collect it later in the week.  Lynsey is up at the school most days taking her children to school.

We have a home delivery service which will deliver to your door (or a safe storage place) for as little as £1.22 (depending on which area of Stroud you live in).  We deliver early Saturday afternoons.

There are Stroudco members all over Stroud.  It may be that you can share collection (or the delivery cost) with other members.  Would you like us to put other near-by members in touch with you?

Products are too expensive

Yes, some of the products are more expensive than the supermarkets because we can’t compete with multi-nationals who exploit farmers in developing counties and fly produce thousands of miles to sell them cheaply here (optional rant!!).
But many of our products are cheaper that the supermarkets.  Did you know that we are selling Winstones ice cream at £2.45 per litre (compared to £2.99 in the Co-op) and free range chickens at £7.17 (compared to £10.96 in Tesco)

Can we send you a catalogue showing some of the products and a price comparison for each?

There is nothing on the Stroudco list that I want to buy

In the early days the product range was quite limited and I am not sure when you last looked at the website but we have been doing a lot of work signing up new producers.

Can we send you a catalogue showing some of the products?

 As an example, we are now offering;

· Lots of store cupboard items from an ethical wholefood wholesaler (Essential Trading).  These are not local products but they are all ethically sourced and help us to start to provide a real alternative to the weekly supermarket shopping trip.

· A big range of different vegetables and fruit in season

· Organic milk

· Several different cheeses

· Yogurt

· Breads

· Cakes

· Chicken

· Venison

· Beef, lamb and pork

· Stroud brewery beer

· Wines

· Cider and perry (pear cider which Hugh Fearnley-Witingstall said was better than champagne!)

· Apple juice and apple and pear juice

· Hamper packaging so that you can select your own gift box

Can we send you a catalogue showing some of the products on the website?

I find it difficult to use the internet

If you would rather place your order by phone, we can set you up with an internet buddy who can take your order and then you can pay when you collect your order.

Consumer member responses:
	Only been in the area for 9 months, and its been a transitional time. He gets all the communication (texts etc.) and is moving to a more stable home, and is looking for stability and hopes that Stroudco will be a part of that. So is essentially very committed!

	She wants to be using the service, but its simply that doing anything out of routine requires more time, and when you're pressed for time it's difficult to just make the change. Feeling that it requires more space. The principle is great, and she is getting emails, and everytime she gets one she thinks 'oh I must put in an order'. She felt that if you set up a direct debit of sorts, which meant she had 'credit', that would incentivise her to place orders.

	Moved around quite a bit, and every place where she has lived she has got a box and found this easy to use. Has moved to Stroud and is using farmers market, which is great. She's worried that if she makes an order she won't use everything (she's a single mum) and is worried that as a result she would waste food. Doesn't want to make double journeys - if has to go into town to get specific things, then has to go back to collect order, and would struggle with carrying everything (informed her about different collection options). Payment system - too convoluted; when she lived in London she would order stuff through Riverford and it was very easy to order and pay for - just ordered the same thing every week; cash cheque thing a bit more tricky; she's on a tight budget. Everything's so set up for having to use a car for everything; it would be great if there were little local shops (grocers etc.) so she didn't have to use her car. She is conscientous with her shopping - tries to avoid supermarkets, only buys organic vegetables.  Also has some specific dietary requirements - sugar-free diet; and is trying to find raw milk. ACTION: SEND CATALOGUE.

	Got own allotment that are trying to get on top of; two kids; and not a lot of work. Nothing personal. Just a mixture disorganisation and lack of money.

	Did logo, and has been helping out with that side of things. Feels like she hasn't got time for placing an order. Go to the market on a Saturday, which she can walk to, and she likes this - not having to get in a car. So convenience is a big thing. Frustrating that pick-ups are at the weekend (told her about different picking up options for other days). She said that she just haven't got around to it, and is stuck in her ways of doing things. Used to order through Riverford and the fact that they delivered to their door made it a lot easier.  

	Doesn't have own home at the moment, so moving around a bit. Once he has found his own place he hopes to start ordering.

	Haven't got around to it; getting off starting block. Longer leave it, less likely to do it (talked through a few options with him; seemed quite positive at the end, and said that hopefully the call will galvanise him into placing an order)

	Haven't used it yet, and that's partly because she is not very good on the computer, and also she doesn't think there are the things that she wants; she is part of Stroud CSA, so get vegetables from there; sense that products are more like luxury goods rather than essential goods. If there was someone on the phone who could talk through making the order online, this would really help. Discussed with her the non-internet ordering option. ACTION: SEND CATALOGUE. ACTION: CONTACT ABOUT TALKING THROUGH MAKING INTERNET ORDER or PLACING ORDER BY PHONE.

	Did see website, and received the email asking about what improvements Stroudco can make. From her point of view, obviously she wants to support local business, but she does feel like she lacks knowledge about the quality of the produce being offered. She has always used Riverford - she is anal about freshness and she likes the quality of the produce from Riverford so sticks with buying it (although she knows this doesn't make sense because Riverford get there produce from across the UK). So she needs to try the produce and make a comparison. Website - felt like images weren't as clear as she'd like. She's a business development officer, and she knows how important marketing is. Whilst she knows its silly to base buying decision on quality of photos, it does make a difference - Riverford have really clear, good quality photos, and this encourages her to buy from them. She really likes the rebrand, and thinks this really reflects the vision of Stroudco. Maybe not diversity of goods she is looking for - with Riverford, if they don't have something they will import it (although she recognises that this isn't great either!). She's got into the supermarket route as its just really easy. Communication - she thinks the emails and Twitter are really good as she is reminded that Stroudco exists (necessary when you're really busy).  (Told her about home deliveries which she wasn't aware of, and seemed positive about this option). She thinks that fact that Stroudco is doing member research is a really good thing - shows we are in touch with our members and willing to make changes. She also recommended that Stroudco links in with existing networks, such as Stroud Businesswomen Network; Stroud People (free sites; customers could write a review of Stroudco, and as its dynamic, other customers can also rate reviews etc.). If Stroudco would like to have anything in Stroud People, get back in touch with Jennifer as she can help with this. 

	Mainly don't understand ordering system. Get text messages and emails, but not sure how to order. No idea what URL is. Not that he's computer-illiterate at all, as works in IT. Thinks what is missing is a clear set of instructions. ACTION: EMAIL  A CLEAR SET OF INSTRUCTIONS ABOUT HOW TO BE ABLE TO VIEW WHAT IS AVAILABLE, AND HOW TO PLACE AN ORDER.

	Hasn't placed an order because she never has her head together by a Wednesday (although she realises that you can place your order before Wednesday); and collection on a Saturday is problematic because she works at the farmers market on a Saturday (told her about different collection options). Also she doesn't know where the school is. ACTION: EMAIL HER WITH SCHOOL DIRECTIONS! Basically Wednesday and Saturday are her busy days. It's a logistical issue. She does really want to support it as she thinks its great.

	Fairly new to Stroud, so just hasn't got round to it. But hopes to!

	Don't really have any feedback. My wife used it, but isn't around at the moment, and she didn't find it very convenient. I have nothing more to add.

	I do intend to use Stroudco, but my finances are a bit low at the moment. They were really helpful and really nice. I didn't quite get it at first; I walked all the way there and then my order was too heavy. So Lynsey actually dropped my order to my house. So that was really helpful. There are very good products, but they are fairly pricey, I suppose. That's the nature of those products, isn't it? I'm not saying that you are charging too much, but these kind of products tend to be pricey. I'll have a look at the updated catalogue online.

	We're just overstocked up with food. So we don't need anything at the moment. So don't worry, we'll be back. We've had a quiet start, since we bought a lot of stuff before Christmas. And I'm also a member of the Wholefood society. So I am already getting stuff from other sources. In the first few weeks, it would be unfair to really say much. One time we had some onions that were really soft and not very good, which we wouldn't be coming back for. But we've had some excellent cauliflowers which we would come back for, some very nice chickens. So we've had other stuff that we liked. So not everything, it's just that odd one off that we didn't like in quality. I think quality is important. If people are going to order and rely on having stuff, then it's got to be of a quality which is reasonable. We've seen the expanded catalogue online and it's a much broader range. We'll soon be back, I promise.

	I was there once and I was disappointed about the fact that the meat was frozen. And for me that was disappointing because that was one of the reasons I joined. It was to buy meat, locally produced and the thing is that I wanted it to be fresh and freeze it myself or cook it. So that's the reason I haven't ordered really since then. The other is that I bought some Basil and it was Sept/Oct and I'm conscious that it was probably not the best time to buy it. But it was really like...there was three leaves or four leaves on it. That was a bit pathetic really. I was a bit disappointed. So if I had planted it, may be it would have grown back. But you know I was hoping something a bit bigger. I think I felt that I was a bit let down but it doesn't mean you know...there are plenty of things which are probably really good quality...but my experience was probably why I haven't re-ordered. I really support the initiative and you know I'll go back online and have a look at what you're offering at the moment, because there might be changes with the season as well. There will be things I suppose coming up. Also, at the parliament school when I went to pick up, the window to collect later in the morning was not the best time for me. But I understand that you have to have a window. But you say that it can be delivered now. I'm sure I'll re-order. It's just a question of taking time and checking it out again. 

	Haven't used it for a while but when I last used it, some of the website links, they didn't go anywhere. It said “click here for further information”, then you clicked there and there was no further information. And I suppose I spoke to the woman about it and she thought that may be there wasn't any information for that particular seller. So that wasn't very clear or very helpful really. Also, I had one particularly frustrating time with one person I was trying to find information about what they were selling. And in fairness, eventually I got a telephone number from the woman who organises it. I telephoned him and he did call back and leave a message. When I called back he never phoned back and I never managed to speak to the seller. So unfortunately that is what I didn't ever pursue and I would have liked to have done though. So it just needed more information really. But actually getting stuff there was fine. 

	Everything is fine at the moment. My wife who normally does all of her shopping with you is unfortunately working tonight. But as far as what we get from you, everything is perfect. We can't think of changing anything at the moment. I'm sorry I can't add anything more to that. It's just been always been missing the time slot [since November], that's all. We haven't been able to organise and so my plan is that we just need to be more organised with our shopping. 

	We don't tend to use you any more actually. To be honest with you, it wasn't what we kind of imagined it to be..and there was...I don't know how to put this really. Honestly, it wasn't very friendly. So there wasn't this feel from it that people were being friendly, that people were very welcoming. We kind of went up to pick up the stuff and people would be on the computer. There wasn't really any engagement there. It didn't feel like an engagement I guess. And we went there another time and people were sat down there and kind of having a meeting. It was almost like we were an inconvenience to the lot because there was a meeting going on. I kind of had a view of it, a kind of imagined view that it will be very sort of community feel and people would be more friendly. I may sound a bit banal but that was one of the things. The other thing was that there wasn't really a commitment to make sure that you got something. So if something wasn't available, like few times it would seem we would order stuff and then on the day it wasn't available. There wasn't anything else that was put instead to replicate what you might have ordered. Say, if you've ordered some meat and if that wasn't available we would have been quite pleased if somebody would have put something instead or another vegetable. That wouldn't have mattered. But you actually came away with nothing. 'Cos we order from Sainsburys for a lot of our general goods and when something is not available, they just put something else in, and then when they turn up they say to you, “there's your items that we've replicated and are you happy with that?”, and we were always happy with it because at least you got something. So that was a bit frustrating as well. And then we discovered the farm shop which is further up from school, another kind of five minutes drive away from the school, and it is also open on a Sunday morning. To be honest, then we thought that we might as well go to the farm shop because they're really friendly there. You know, you've got a choice of all their stuff that is currently available. Because we used to us it [Stroudco] a lot for vegetables. The Stroudco thing we thought was very good for vegetables. So I guess we kind of drifted away from it. And the other thing was there being this really tight time slot to pick up within, whereas with the farm shop we know we can go any time Sunday morning, and it doesn't matter what time you turn up. So there were a number of factors that made up why we stopped. But we'd have put up with a lot of the inconvenience bit of things, had we had a sense of this is a real kind of community thing, where we were really part of something here that's trying to make a difference, but we didn't get that feel. I remember that the first time we turned up it took ages to find it in the complex of the school. So there was a lot of searching around. There wasn't any signage and there wasn't a feel like it was something exciting. 'Cos we really excited about it and we didn't get a feel that it was an exciting project. I don't want to sound overly critical. Now that you say that there've been updates and improvements, I could give it another shot.

	I really wouldn't know. Basically, the problem with us was that we were picking from a school that is local to us and they actually stopped using it as a drop off point. Really the problem we had in buying from you is delivery and access. And you know that taking place in the middle of a Saturday, and honestly, lots of other things that we actually need to be doing are on that day of the week at that time. [On being told that there is more flexibility with delivery] The easiest thing would be to send us the updates about delivery and expanded range of products through my wife's email. The whole principle of it is something that we support – the whole idea of buying locally and rest of that. So in terms of that I don't think that there's anything more that you could do. You are very much dependent on what suppliers there are in the local area. [On being told that we've an expanded range of cupboard items] We're not particularly bothered about things that are coming from out of the area. These things are either ethical at their source or they are not. I don't think if they are coming through your supply chain or somebody else's is neither here nor there. But in terms of actually encouraging diversity in the local area, in terms of that more things are potentially obtainable here. Now obviously nobody is going to grow coffee here. Like I say, if you can email us with your updated catalogue, we can have another think about it. 

	We haven't been using it 'cos we find it difficult to get to Stroud, to be honest. We joined it 'cos we were trying to set something up in Brimscombe and that it didn't happen really which was a bit unfortunate. If it'd been here, then we could have just carried on. But otherwise there is no other reason. We just don't get around to doing it and then it is difficult to get into Stroud on that Saturday and stuff. Not really aware of the delivery service, but that might work. If you wanna email me some stuff about delivery and updates, it would prompt me to look it up again. I think that the system you have is fine. It's just our getting around to making it part of our weekly shop really. I suppose it is just integrating it into what you're doing, isn't it, rather than...yeah. 

	Yeah, you probably realised we've only used you once or twice I think. I guess the think that really stopped us in the end is having to go and collect the produce from the school or wherever it was. It was the Parliament Street I think, and we just couldn't always get there. That was the trouble. I think it was sort of the inconvenience of having to be in or having to be at a certain place at a certain time and our lives don't run like that. I didn't know you had a delivery service. [On being told that pick up could be arranged with neighbours] Collective idea wouldn't really work for us 'cos we'd end up letting people down, you know, not being able to have sort of a regular fixture. But certainly interesting that you now deliver. So what do you do? Do you deliver to the door? [Told about the delivery options] That's all very interesting to know. We joined obviously because we liked the idea, kind of liked the whole thing in principle, and then on the practical level it just didn't suit I guess, because we're just so busy the whole time. May be, we'll try again since you deliver. Nice that you've got cupboard items as well. It'll be great if you could send us an updated catalogue. 

	We've found the produce expensive, which I can understand really, 'cos we're all trying to balance some things. But I guess, when it comes down to it, that kind of often means that we don't need you any more. [On being told about some of the changes] We haven't looked at it for a long time but we probably should. [On being told about free range chickens that were less expensive than Tesco]. I'll have a look again. The thing is we're vegetarians. One of the things that I found was that you were really good for meat but we're vegetarians. Things we'd probably would have done is bought sacks of potatoes sometimes, but I didn't often see things like that. But that could have changed since I haven't really looked for months. But I'll look again. 
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STROUDCO RESEARCH PRODUCER INTERVIEW QUESTIONS

A total of seven producers and three producer/consumer members were interviewed over the phone by Julie Newton (BRASS Research Centre, Cardiff University). Below is a summary of responses to various questions relating to the experience of being a Stroudco Producer member.

Summary: 

There was a mixture of different producers interviewed. Some were larger, more established ventures, whilst others were much smaller start-up businesses who were working from their kitchen/converted garage (i.e. the bakers). 

All the producers recognised that Stroudco was a fantastic idea and they supported its vision. Many commented that the organisers were brilliant and very easy to work with. However, the majority were also very disappointed by the lack of trade. Some of the producers have not had any orders, whilst others have had just one. Some felt that they may have to withdraw if business did not improve because it was not “worth their while” to turn up to the school for just one order. This was particularly the case for the smaller producers.  For the more established producers they noted that at the moment it was not profitable to be involved. However, they expressed the desire to remain involved because they believed in the principles and ethos of what Stroudco was trying to achieve. 

The majority of producers understood the vision of Stroudco as making more local food available; ‘bringing the farmers’ market to people’, selling produce directly to the consumer; cutting out the middleman. Some of the producers, felt that it was another way to distribute their products to a wider audience who are still local (i.e. another outlet for their produce). The smaller producers in particular felt that it was a useful outlet because they could not afford a stall at the farmers’ market; but for some it did not become viable to drop off produce if it was a small order.

The majority felt that Stroudco needed to find its niche market in order to distinguish itself from the farmers’ market. Several producers noted the tension between the farmers’ market and argued that Stroudco would need to find its niche and show why it’s different. One producer commented that it might be suitable for families who found the farmers’ market too busy to navigate with children in ‘pushcars’. Others stated that it could show how it is different from a veg box scheme because you choose what you order.

As was the case with the consumers, about half of the producer respondents were not initially aware that there was a desire to specifically target Parliament estate. Some mentioned that they wished this has been made clearer as they may have adjusted what products they provided to be more affordable.  Many noted that focusing on the Estate would be bad for business because the people on the estate would not be interested on the produce on offer and the prices would be too high.  Many believed that Stroudco would need to broaden its target audience in order to have more trade. Some said that Stroudco might make a nice ‘social project’ and the idea was very good in principle, in practice, it  would not be economically viable if it relied on targeting the estate. They felt that the people on estate would not pay the prices and may not be interested in the produce.  

As was the case with some of the consumers, there was also a concern that Stroudco could be perceived as condescending “telling people what’s good for them”. For this reason, Stroudco needs to be targeted at everybody “across the board”.  Most of the producers had not seen any consumers, but expected that they would be middleclass, educated, idealistic, eco-friendly, on a reasonable income. 

Many of the larger producers already knew each other, but some commented on the fact that the relationship with consumers was still too distant. Some of producers suggested that there should be a profile of each of the producers available on the website so that the consumers can find out more about the products and get in touch directly if they wish. It was noted that some of the website links for producers were not included. They recognised that this may be because they forgot to provide it, but just required them being chased up by Stroudco. A few of producers felt that the website could be made more enticing with more visual images.

There were mixed responses about the suitability of open days. Some of the larger producers were supportive of this and were already organising similar events through their businesses. Others felt it was inappropriate considering they were small scale producers operating from their homes. Others were concerned about the safety aspect and felt that it would be inappropriate to share farmer’s equipment (for insurance purposes) or have people from the estate on their property.

A few of the producers commented that they would like to have more feedback on how their products are being received. It was suggested that a standard complaints procedure needed to be introduced, preferably with the option for the producer & consumer being connected directly in order to resolve a complaint This was linked to a broader comment about wishing to have a closer relationship with the consumer which was currently missing through the web-based system. 
One producer felt strongly that creating new standards was problematic. Other suggestions for improvement included more marketing and promotion to a wider target audience. It was also argued that better prices could be offered if producers could sell in bulk and leave it to the consumers to sell amongst themselves.  Many felt that the website could be made more visually appealing

A. BASIC PROFILE

1. How did you originally hear about Stroudco?
· Half of producers heard through Nick, some through the link with SCA, another heard from a farm that was previously involved, and one had heard about it from a transition towns group meeting, one was directly approached by Lynsey.
2. Reason for joining Stroudco

· Believed in the vision of what Stroudco was trying to achieve and wanted to support it.

· Described themselves as passionate about providing local food.

· A way to keep consumption local

· Another outlet for their produce and way of reaching more consumers

· A way to get rid of glut produce

· Want to be involved in consumer buying groups

· Suitable for a small scale producer who couldn’t afford stall at farmers’ market.

· Ethos of making food available to a wider audience beyond farmers’ market 

· Good place for small producers to get rid of surplus produce or to start up a new business.

· Good for a start-up business.

B. TRADING HABITS

1. What do you produce (sell through) for Stroudco?

· Why do you sell these through Stroudco?

· What % of monthly produce sales comes from Stroudco

· Has the ‘produce’ that you sell to Stroudco changed through your membership?

· What produce do you NOT sell to Stroudco, WHO do you sell it to and WHY? (i.e. where else do you sell your produce)

· Are you planning on increasing/ decreasing the range of products you sell through Stroudco?

· Although many of producers support ethos of Stroudco, some have not had an order yet, or have only had marginal orders.

· Some of the producers were also selling produce at farmers’ market.

· Some of the producers are thinking of withdrawing as it currently not worth their while when there is only one product that they need to deliver 

· Some of the producer/consumer members find it more worthwhile to do a direct exchange of products rather than trade through Stroudco.

· The choice of products that are provided by the larger producers have been decided according to what are their best sellers. However, several producers were keen to have feedback on what products Stroudco felt were more suitable, particularly when they found out that the target audience was the Parliament estate - the producer may choose to sell a selection of more affordable items. [The veg box producer, in particular, would like feedback on what produce might be more enticing to Stroudco consumers].

· Some producers sold their produce in bulk to Stroudco (as a one off sale) who would then distribute it on their behalf. It was felt that this was a good arrangement, particularly for the more established producers who don’t have time to make it for the drop off. However, some caution was needed to ensure that the shelf-life of some of produce did not pass.

· It was noted that the provision of freezer and fridge was a positive move forwards.

· Some producers felt that they were ‘hanging on’ waiting for Stroudco to grow and become a bit stronger.

· There was some concern about competition with the farmers’ market.

2. Are there set criteria (standards and regulations of Stroudco) which influence what you produce/ your methods of food production? 
· Have you ever considered changing the conditions/ method of production so as to improve (e.g.) environmental impact, animal welfare etc?

· How appropriate do you think the stroudco rules/regulations?

· Majority of the growers are organic. The remaining producers who trade processed goods try to use organic ingredients were possible and try to uphold the 15 mile rule. Most of producers couldn’t really remember what was in the standards and regulations and it had not made them think about changing their existing methods of production. One producer felt strongly that Stroudco should not attempt to recreate new standards if it wishes to replicate itself elsewhere.

C. MEMBERSHIP OF STROUDCO

 Please tell us what your opinion on: (prompt for seasonality)

1. Stroudco produce 
· range

· quality

· price

· availability

· what products are currently missing in your opinion? 
· Many of the producers had not looked in great depth at the other produce on sale. Those who did, commented that they thought the prices were high if targeted at Parliament estate.

· A few of producers commented that they never bought anything through Stroudco because they produce enough of what they need, or exchange some of their products in kind with other producers at the farmers’ market.

· Some of producers look at website to see if any of their products are being sold, or to see what competing producers are offering.

2.  Involvement/ awareness of other local food initiatives 
· Many of the growers and full time farmers commented that they did not have time to get engaged in any other food initiatives.
· Many of the growers/farmers were familiar with each other.
3. What for you, is the added value of membership of Stroudco
· membership not convenient at the moment because do not get a big enough order; “waste of time”
· Good for community, but needs people to actually want to get involved
· An outlet for other sales and help them sell locally which is better for them because they get better prices than selling to the supermarket 
· Get rid of excess produce
· Sell to like-minded people
· Good for people who want to start up business for first time (and can’t afford stall at farmers’ market)
4. Stroudco website 
· Most commented that they did not use it very much.

· Most reported that they had no significant problems. Half reported that they’d like to see it more visually appealing with photos.

· Suggestion of having profiles of the producers with more photos and weblinks where available (with some expressing the wish to be chased up on the weblinks if they forgot). Perhaps have a link to facebook or twitter – thus better connecting producers and consumers

· One had had a problem uploading photos.

· Another felt it to be unfriendly, needing to be made more visual and ‘pretty’

· A few of commented that from a buyers perspective, they felt the website was difficult to navigate and find out what produce was on offer.
5. Stroudco drop-off/ collection time and point
· The majority felt that the drop off was not worth their while if the order was small. However, some noted and appreciated the fact that Stroudco would come and collect the produce from the farmers’ market, or that they were able to drop it off at Lynsey’s house. They appreciated Stroudco’s flexibility and it was noted that this was a strength

· One-off drop off was appreciated by a few of producers who felt this was a more convenient arrangement to distribute their produce. Acknowledged that this was also suitable for their particular produce.

· Freezer and fridge capacity perceived to be a huge improvement.

· For those with a farmers’ market stall, the drop off on Saturday was not problematic.

· One producer based in Thrupp suggested that it would be more convenient to coordinate with consumers in Thrupp to avoid driving all the way to drop off produce in parliament estate.

· One producer offered to collect for any of their clients who are also consumer members.

6.Frequency of trading
 In your opinion, what are the optimum number of trading days per month?

· Majority felt that increasing trading to once a week would work best as it is more people centric. It was noted that the increased frequency of trading had worked in positive way for the farmers’ market when they started trading more frequently. 

7. Volunteering/ Social Activities
What volunteer activities/events are you offering for Stroudco’s consumer members?

Has any activity/event taken place…if so, how did it go?

What is your opinion on fact that Stroudco requires you to do this?

· Mixed response. Some of producers remembered the volunteering activities mentioned, whilst others did not. 

· Some of producers are well equipped for arranging open days and have done so in the past. Others, particularly smaller producers were more reticent about having people at their home. A few of the larger producers did not think open days would work on their properties and were concerned about the risk of opening up their farm to the public and considered this a liability.

· Some producers commented that their ability to get involved in open day activity depended on their available time.

· There was concern mentioned about the sharing of farming equipment. This was felt to be an insurance liability. 

8.  Barriers/problems/difficulties
 Have you experienced any problems or difficulties associated with membership of Stroudco

· Drop off is inconvenient when order is so small.

· A waste of time if you don’t have sufficient orders.

· Need for compliant procedure -  suggestion of producers being able to deal with a complaint directly instead of going through Stroudco (felt it was a more appropriate and personal way to deal with complaints – and improve on producer/ consumer connection). 

· Smaller producers noted that they had to charge a higher price in order to make a profit

· Competition amongst Stroudco producers for same/similar products when sales are so low anyway

· Scale of production was important. Small scale producers found the small trading figures had a greater impact on their business in a way that it was not profitable to be involved. It was noted that this may not be an issue for the larger scale producers who may not be dependent on Stroudco for the majority of their sale.

9. Is there anything which you think would put people off joining Stroudco?
· A false feeling of ‘exclusivity’: i.e. that Stroudco is for “middle-class foodies”

· Delivery and collection time.

· Fact that people lead busy lives, and may want to get all that they need from one place. “they don’t want to make a mission out of food shopping”

· Having zero sales

· Not different from farmers’ market

· The fact that it’s on a Saturday.

D. KNOWLEDGE, UNDERSTANDING AND PERCEPTIONS OF STROUDCO

1.  What do you understand about the concept of Stroudco & what it’s trying to achieve?What are the aims/ vision of stroudco 
· Sustainability and local producers

· Encourage people to buy local produce

· Local food, sustainability and reducing food miles

· Something that benefits everyone by cutting out the middleman, try to make it easier for everyone to buy local food

· Bring farmers’ market to the people and bring suppliers together

· Community enterprise, social enterprise

· Targeting socially deprived communities.

· Selling produce directly to consumer, cutting out the middle man and making good food more available at cheaper prices. There’s a sustainability aspect in terms of the local

· Not everyone was aware initially that the aim was to target lower income families in Parliament estate. There were mixed feelings about this. It was noted that it was a great idea in principle, but in practice would not be economically viable from a producer perspective. Someone noted that it might make an interesting social project, but it didn’t help producers. Others described the social targets as ‘laudable’. Another commented that targeting can potentially come across as condescending and telling people ‘what’s good for them’.  It was also noted that, in addition to the price. the products on offer might not appeal to low income families. For this reason, it’s important to broaden the target audience. 

· It was commented that it is inappropriate for Stroudco to compete with and compare itself to Tescos in the labelling.

· One producer stated that they would have liked it to be made clearer who the target audience is and that they were willing to be flexible about adjusting the produce on offer. 

· It was suggested that one way to reduce price would be to sell in bulk and then get consumers to share the produce amongst them –  a strategy that Stroudco could perhaps facilitate.
2) If you had to describe a ‘typical’ Stroudco Consumer, what would their main characteristics be?
· Majority felt that it was middle class. Other terms given included ‘stroudies’, educated, idealistic, eco-friendly;

· young families with core organic values, well-paid jobs, middle class, can afford to make the trip there rather than doing shopping in one go, they have time and quality of life

3.  If you had to describe a ‘typical’ Stroudco Producer, what would their main characteristics be? 
· Many of the larger producers knew each other from the farmers’ market

· Smaller producers were not necessarily aware of all the producers.

· Farmers who prefer to sell directly to consumers

· Farmers who are passionate about local food

· Organic farmers

4. How much do you know about the farming practices of each of the producers?

· Is there enough information available on individual farming practices?

· If you wanted to find out more information, where would you look?

· Majority of producers were aware of each other (particularly the farmers/growers) and knew what practices each was using. The small scale producers were not so aware.

· It was noted that it would be useful to have a profile of the producers on the website and contact details.
E. FUTURE & IMPROVEMENTS
1. How do you see Stroudco developing in the future
· The majority expressed the hope that it would grow and noted that this would happen when more producers and consumers were on board.  Some noted that this would be an uphill struggle but will ultimately pay off. 
· One commented that it was currently a waste of their time and there would be a real need to broaden its target market in order to grow.
2. What improvements could be made to Stroudco
· A few commented that they had not seen enough promotion and advertisement.

· More effort to make producer affordable, 

· Get feedback from Stroudco on what produce would be suitable.

· Provide incentives to consumers (prizes, raffles, points)

· Broaden target audience [a key point made by most of producers].

· Link up with farmers’ market 

· Work with a variety of schools in Stroud.

· Put producer profiles on website and make it more visual.

· Sell in bulk [one of growers noted that it would be easier for them to provide cheaper produce if they sold to Stroudco in bulk - who would then have responsibility to ensure that consumers could share the produce]

· Get more producers involved

· Currently no face to Stroudco, need to include profiles of producer, and more events to get at the experience side of local food.

F. LAST QUESTIONS
1.  Involvement/ awareness of other local sustainability initiatives (e.g. TTs; Stroud Commonwealth; Stroud Pound etc)

· A few of the producers were well connected to a variety of sustainability groups such as Transition Towns. Others noted they did not have time to get involved
2. Green - How Green do you think you are in your everyday activities and lifestyle?

· Majority reported that they did their best to be green. Some of the larger producers with website have information on their efforts to move toward a ‘greener’ business.
3.  Have you told other people about Stroudco?

· Many had not mentioned Stroudco to others because it hadn’t crossed their minds. 

· One noted that because they were the only grower in their area, they didn’t want to create competition when they had such a small amount of sales through Stroudco to start with. 

· Some had sent it around all their mailing lists and told friends. Yet, it was noted that when friends had been told, they had felt that there wasn’t much on offer.

3.  Who else do you know/ can you name in Stroudco
· Most of the larger producers were aware of each other, but not the smaller consumers.
4.  Is there anything which we have not covered/ anything you would like to add about your experience of: 
· One acknowledged the many opportunities they had been given to attend meetings, but noted that they simply did not have the time to get involved.

Appendix D – Survey of Stroudco consumers

Stroudco
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Prepared by Julie Newton 
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Alex Franklin
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For more information: newtonj2@cardiff.ac.uk or franklina1@cardiff.ac.uk 
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STROUDCO RESEARCH CONSUMER INTERVIEWS

A total of ten consumers and three producer/consumer members were interviewed over the phone by Julie Newton (BRASS Research Centre, Cardiff University). Below is a summary of responses to various questions relating to the experience of being a Stroudco Consumer member.

Summary:

The majority of the consumers had heard about Stroudco from one of the core group members (primarily, Nick or Jade). Many joined because they believed in the idea/ethos of Stroudco and supported local food production and consumption. Others were more interested in supporting a community based initiative, or wanted to support their friends who were developing Stroudco. 

When asked about their understanding of the vision of Stroudco, most responded that it was about cutting out the middlemen and making more local food available and supporting small businesses.

A few of the consumers confessed that they had not bought much from Stroudco to date for a variety of reasons. For some, the delivery and drop off point was not convenient, and also the fact that it clashed with the farmers’ market. For others, it was the fact that there was not enough variety of produce on sale to be of interest. This was a significant point for vegetarians in particular. 

The overall view of the products on offer was that the range was too limited. It was felt that there was a lot of meat on offer and not enough veg. For those who were vegetarian, they would like to see a variety of different vegetables. (c.f comments by veg producer who would like feedback on what products to offer). Some felt that the range of products was not enticing since they had their own allotment and grew their own food, or were able to get food through other mechanisms (i.e. trade in kind). Others commented that some of the goods on offer (e.g. chutneys, cakes etc) were more of luxury goods than every day products – they were not as affordable as originally expected. Consumers would like to see more convenience goods, ‘ordinary products’ and bulk good such as pasta, rice, beans, flour, sugar etc. One also asked whether a more consistent effort could be made to entice allotment holders who were trying to get rid of surplus produce.  

Many were aware of the (newly introduced) delivery option and it was felt by some that this may increase their use of Stroudco. 

In terms of complaints, these were all minor. A few commented that they had problems with the ordering. Some had not received the products they ordered (i.e. wrong variety of potatoes). A few consumers felt that the veg box varied in quality, garlic was not always good, and that some of the products required better packaging (i.e. for moist cake). A request was made for a review of procedures for the handling of complaints, with the option for producers to be given the opportunity to deal with the complaint directly, if they so wished.

Most felt that the website was well laid out, but some also expressed the desire for it to be made more enticing and visual. Others had problems with the advance payment and downloading forms for standing orders. There was some confusion about the fact that membership fee was additional to what you purchased. It was noted that in order to be competitive, the website would need to be of the same standard as supermarket online shopping systems. For example, it was suggested that it should recognise the orders you have made in past, and suggest similar orders, and you should be able to make your purchase in three clicks. 

Mixed views were received on the drop off point. For some, it was inconvenient because it clashed with farmers’ market.  For others, it was a long way out of their normal route just to pick up a few products. Many of the consumers based in Thrupp felt it was more appropriate to sort out some formal mechanism of having a drop off closer to them, particularly since some of producers are also based in Thrupp. 

Consumers consistently described the typical consumer as middle class, educated, fairly well off, a Stroudie, green, & environmentally friendly. Similar adjectives were given to producers who were felt to come from the organic spectrum. Not all of the consumers were aware of the farming practices of Stroudco producers, but assumed that they would be good because of the core principles of Stroud. 

Many were unaware that there was an explicit focus on targeting Parliament estate, or had only been made aware of this recently. The reaction to this was that the price and internet access would be a major deterrent. One consumer pointed out that, in addition to price and internet access being a problem, there was a broader confidence issue regarding the skills required to fill in forms. There was also a concern amongst some respondents that attempts to entice customers from Parliament estate may come across as condescending and intimidating.  It was acknowledged that numerous attempts had already been made to engage potential consumers from the estate through the school, but that this was not working. Some felt that the moment for engagement had been lost because the leaflet dropping wasn’t working and that maybe there was resentment.

Other key points concerned how Stroudco positioned itself in the market. It was felt by many that Stroudco needed to distinguish more how it is different from the farmers’ market on Saturday, or alternatively, think of ways to link up with the farmers’ market. It was noted that it is fairly easy to get local food in Stroud, and that Stroudco needs to think about it’s niche and show how it’s different. 

Suggestions for improvements centred around getting more products available and having more opportunities to taste the food. It was also suggested that there needs to be a stronger connection between the producer and consumer. At the moment there is ‘no face to Stroudco’. The majority of consumers were not put off by the idea of volunteering but felt that this may be an entirely different issue for the target audience on the estate.

A. BASIC PROFILE
1. How did you originally hear about Stroudco?

The majority of respondents heard about Stroudco through members of the core group who were friends of theirs (particularly, Nick & Jade). A few of the consumer respondents, who are based in Thrupp, commented that Thrupp was ‘well integrated’ so information about Stroudco spread through word of mouth. One respondent had seen it advertised in the Labour party office.
 2. Reason for joining Stroudco 

· Interested in the coop 

· Saw it as a ‘community thing’ and wanted to support it. Also thought they could sell their own produce through it.

· Potential for future work

· Curiosity

· Liked the principles of Stroudco

· Interested in local food and wanted to support it.

· Was involved in Slad farm but that folded it’s veg box scheme and they were looking for another local project sourcing local food which they could support.

· Wanted to support their friend who is one of organisers

· Wanted to support a community based local and organic food group.

· Likes the idea of strengthening local production and consumption and making this more convenient.

· Liked the idea of buying local and moving away from relying on food being transported in by lorries.

· Good for start up business

· Ethos of making food available to a wider audience beyond farmers’ market 

· Good way to get rid of a glut of produce in garden (producer/consumer)

· Liked the people organising it.

B. MEMBERSHIP OF STROUDCO

1. What is your opinion on  the Stroudco produce 
· range

· quality

· price

· availability

Some respondents commented that even though they were members they did not use Stroudco much for several reasons:

· Clashes with the farmers’ market; if you are on bike, it is hard work to cycle to farmers’ market AND Parliament estate (big hill).

· Many of respondents questioned how Stroudco was different from the farmers’ market which traded on the same day. They commented that Stroudco would have to work hard to distinguish itself.

· Some were vegetarian and vegan and found the range of produce on offer of little interest. Others produce a lot of the food they eat and therefore have no need to trade, but still want to support it.

· For some, it is not convenient to travel there at the moment but still wanted to support Stroudco. 

· Many were aware of new delivery options and felt that this may encourage them to use Stroudco more. 

· Some commented that it was very different to what they expected, thought it would be a place where they could do all their shopping but found out that the products on offer were very limited.

· One consumer does not purchase many goods through Stroudco because can exchange goods directly with producers in kind or from farm shops.

· Many have an allotment and grow own food and therefore have no need for veg products on sale.

· Others felt that there needed to be more veg on sale, and an increasing variety of products (see comments of veg producer who would like more feedback on what products to offer)

QUALITY & RANGE

· Mixed comments about the range of goods on offer - although the quality of produce is good, range is very limited. 

· General comments were that there was a lot of meat on offer but not enough veg.

· Mixed comments on the availability of veg. Many of the respondents have a garden/allotment and do not need to order veg; or find that the choice of veg is not very exciting for them. Others are vegetarians and find the range of veg on offer insufficient to meet their needs. For those growing their own veg, they noted that they probably don’t’ need so much veg at this point of time because there is a glut of produce and that their needs may change according to the seasons.

· Mixed reviews on veg box.

· Some compared the quality of goods to those that you would get at farmers’ market 

· “nice products by local people’

PACKAGING/SORTING:

· Packaging of moister cakes could be improved

· Quantities of veg on offer are sometimes too large (e.g. onions). (n.b. this contrasts with the comments from producers who would prefer to sell in bulk and then have it divided by consumers)

PRICE:

· Many have been surprised by the high cost of products and commented that they didn’t see how population of Parliament estate could even contemplate using it at those prices.
· Price for about half of respondents was a major factor explaining why people didn’t purchase goods more frequently. Felt it was more of a luxury good rather than everyday product. For example, as a treat or when they were having visitors.
· Price of meat is too high.
· Price of milk is good compared to farmers’ market milk
2. What products are currently missing in your opinion? 

· Problem is not to do with the range of goods on offer, it was more the fact that the price was too high.

· Sell non-food items such as ethical clothes or washing up liquid. Have the option to have these ‘refilled’ to cut cost.

· Link up with ‘made in Stroud’ shop to sell gifts or crafts.

· Provide bulk whole food like rice, pasta , beans, seeds, beans and other staple goods. A few commented that they there was another coop like this in the area (Essentials, Bristol based)

· Some accepted that the range of products would be dictated by seasonality of produce and that there will be some products that just simply cannot be sourced locally

· Would like to see more decently priced and affordable fruit and veg

· Butter and yogurt 

· Sacks of flour

· Aubergine, squash and more basic fruit and veg

· More ‘ordinary’ products like tins of tomatoes etc…flour

· More produce from local allotments (i.e. glut produce)

· Suggestion that one way to deal with shortage of bulk items would be to link up with sunshine whole food shop or the coop

3.  Involvement/ awareness of other local food initiatives 
· Amongst the consumers, there was mixed involvement in local food initiatives. A few were members of SCA or had supported Slad farm; several had their own allotments and were growing their own food; some involved in local orchards. Others were not growing local food. 
4. What for you, is the added value of membership of Stroudco 
· “it’s all local”, purchasing from local producers, being part of the community
· No added value – prices too high and too dominated by middle class consumers
· Supporting local producers
· Food security in the long term: recognise that we are going to be increasingly more self reliant on small scale production. However, this is a harder argument to sell to people on low income in Stroud who just want to get the cheapest food possible.
· Good products
· Like the idea of not shopping at Tescos, moving away from supermarkets, getting more lorries off the roads.
· Supports local business and provides another outlet for local growers and producers
· Believe in the principles and want to support seasonal purchasing and get lorries off the road.
· For those living very close to the drop off, very convenient to get produce.
· Compared to veg box scheme it is better, because you can choose what you get.
5.  Stroudco website 
· Website generally felt to be well laid out

· Mixed responses about the ease of use. The majority felt that it was ok to use. Others described themselves as ‘non-techie’ and don’t like to use the web at all. Others said they don’t like to shop online anyway because prefer to see and smell what they are buying.

· There were problems reported about the ease of payment. One respondent had trouble downloading the bankers standing order. Others commented that they would like it to look like other online purchasing sites, where you can see what you have in your shopping basket. One respondent said they do not like the electronic bank transfer system and prefer to pay with their credit card.

· Negative pricing on the account is confusing

· Could have more information about the producers (see producers comments about putting up profiles of producers to stimulate a greater connection with consumers). However, some respondents noted that they knew producers anyway so they could ask them directly. 

· When respondents were alerted to fact that Stroudco was targeting Parliament estate, many felt that internet would be a major barrier to getting involved (i.e. don’t have internet or don’t know how to use the internet).

· One respondent suggested it would be good to get the website to recognise the orders you make so that the next time you log on it remembers what you had last time and suggests items you might want to produce. (i.e. it needs to match the same technology that supermarkets are using)

6. Stroudco drop-off/ collection time and point
· Majority felt that delivery option was a positive move forward and that it would encourage some of them to make more purchases. For others, it didn’t make a difference because didn’t want to be tied down to house on Saturday waiting for a delivery.

· Difficult to get there on a Saturday if you rely on your bike (big hill)

· Clash with farmers’ market was raised by several consumers.

· Some preferred the drop off point to be near the farmers’ market.

· Mixed responses about collection time.  For those who were against it, they commented that pick up could be earlier because eleven o’clock stops you from doing things. 

· Some expressed concern about what you do if you are away on a Saturday. Even if produce can be stored. Past experience suggests that produce would go off which is why they don’t have confidence in the product. 

· In a perfect world, there would be a smaller distance from drop off to the house if you were carrying large produce.

· Many commented that the storage facilities were good progress.

· Would be good to have an option for people who are unable to get to the drop off on Saturday and can’t rely on delivery.

· Consumers living in Thrupp wanted to coordinate efforts amongst themselves and with producers based in Thrupp.
7. Frequency of trading
In your opinion, what is the optimum number of trading days per month?

· Majority agreed that it would be better to have it more frequently (every week) as this would make it stick in people’s minds. Many compared Stroudco to farmers’ market which also started off at once a month and then increased.  Having it more frequently, puts Stroudco on people’s ‘radars’.
· Many commented that the email reminders were useful and at the moment the text messages were fine.
8. Spending pattern
· Since joining, have you significantly increased or decreased your spending patterns/ amount of produce bought? If so, why?

· If you have not ordered – why not?  What can be done to make it more likely for you to order?

· Many of the respondents were not ordering regularly because the produce available was too limited and didn’t meet their needs
· For some the trading day/location was a problem.
· Price was a deterrent for future spending
· Some are only purchasing produce to keep it afloat
9. Barriers
Have you experienced any problems or difficulties associated with membership of Stroudco 

· Lack of clarity about the fact that the membership fee was in addition to what you actually buy. Many felt this would be major deterrent for those living on the estate.

· Complaint handling procedures could be improved so that consumers can voice any concerns about a product openly/ be able to follow a clear procedure

· Payment of produce: some of the consumers had problems putting money into account and purchasing the produce.

· Stroudco trading on a Saturday

· Prices are not competitive  (many of respondents commented that the price may be a major deterrent to those living on the estate)

· Membership fee is a lot to pay if there is nothing in the choice of products that is worth buying.

· Parliament estate hill is hard work to cycle up.

· Stroudco can appear ‘intimidating’ and condescending to those on the estate.

· Previously, there were problems when the food couldn’t be kept.

· Using the web/internet

· A few consumers noted that at the first trade they were not given what they ordered (i.e. different variety of produce) but that they were not too bothered about that.

· A lot of effort to just come and pick up a few products.

· Getting money into the account can be problematic.

· Infrequency of the trade means it is difficult to forward plan with shopping.

· Fact that you have to pay before you buy.

· It was noted that if the estate was target income, the fact that you have to pay in advance and online might be a deterrent. Most low income people work in cash, so it is difficult to do a bank transfer.

· Feels like a ‘closed group’ of consumers and producers.

10. Is there anything which you think would put people off joining Stroudco?
· People might not join because they are not the joining type, are adverse to ‘joining’
· Some may think they other members are a “weird load of hippies”
· Too expensive
· Apathy: …’another thing to do’
· Membership fee in addition to what you purchase
· Not eco-friendly to drive to pick up point.
· One respondent noted that the barrier to engaging those on Parliament estate is the fact that they may not even have internet. In addition to this, they may not have the confidence or skills to navigate the web. The issue of lack of confidence was felt to be significant.
C. SHOPPING/ TRADING HABITS

1. Approximately what % of your monthly food shop comes from Stroudco

· what is the reason for this

· what would encourage you to increase the amount bought from Stroudco

· Most of the respondents have not used Stroudco much and the % of their monthly food shop from Stroudco is miniscule. Reasons for this include the fact that it clashes with farmers’ market, prices are too high, range is too limited; they grow their own veg, some are vegetarian, they are doing it to support their friends and keep Stroudco afloat.

· One respondent described it as a ‘token extra’ and that they would not rely on Stroudco for their weekly shop.

2. Where else do you shop?
· Some shop at coop and the various farmers’ markets such as the main Stroud one on Saturday and the little one on Shambles.

· Waitrose was a favourite amongst those living in Thrupp and for those who felt that it was a more ethical supermarket

· Sainsburys because of ability to collect nectar points 

· Some admitted to shopping at Tescos even though they felt very guilty.

· Farmer shops

· Sunshine whole food shop.

· Essentials wholefood shop (Bristol based)

· Some trade goods with other producers (in kind) through various outlets
3.  On average approximately what % of your weekly food shop is:

· Locally produced

· Organic

· Seasonal

· Bought from a supermarket

· Most were unable to give an exact percentage. Most admitted that they would like to shop locally where possible. 
· For those who garden, all their veg is organic.

· Many said that they prefer local to organic and would choose the local produce in a supermarket over the organic (i.e. English apple versus organic New Zealand apple).

· When they have money, they would like to buy organic and local, but not if it is at ‘silly prices’.

· Some described themselves as bargain hunters and that ultimately price would dictate whether they would buy organic or local.
4.  Are there set criteria which influence what/ where you purchase 

· Some preferred local over organic
· If have money, would like it to be organic and local, (Stroudco thought to be about making food affordable, but for some this hasn’t been achieved).
· Some described themselves as being more interested in local and affordable. Others favour green grocer over supermarket 
D. KNOWLEDGE, UNDERSTANDING AND PERCEPTIONS OF STROUDCO

1. What do you understand about the VISION/ AIMS of Stroudco & what it’s  trying to achieve?
· Achieving a local market so that things can be produced locally, consumed locally
· Local food, sustainability and reducing food miles
· Reduce food miles
· Food security, making more resilient communities.
· Provide good food throughout the year
· About providing affordable food - but experience so far has been that it is not very affordable and a luxury they can’t justify.
· Supporting local agriculture and local suppliers
· Link up producers and consumers, cut out the middleman to provide goods at an affordable price
· A space for people to sell local products and make market available
· Mainly organic
· Cutting out the middleman
· Local production and consumption
· Target audience is everyone in Stroud, but natural for it to be lead by middleclass hippies - which is good for getting momentum but then needs to be mainstreamed. Needs time and energy to mature.

· To provide good quality food at reasonable price
· To make fresh local produce available at prices equivalent or cheaper than supermarket to poorer area of Stroud. To shift market’s perceptions regarding how and where they buy food. 
· Many were not aware that parliament estate was being targeted. Concern that price and internet access would be major deterrent for achieving this. One commented that for Parliament estate, would be better to have drop off during the week, and work with the school to incorporate it within healthy eating education
· Support local food businesses

· Provide organic or close to organic decent quality seasonal food.
2. If you had to describe a ‘typical’ Stroudco Consumer, what would their main characteristics be?
· Majority of respondents did not know that Parliament estate was being targeted
· Majority described consumers as: ‘middle class’. This was also the case for those who did not know any consumers but assumed that they would be middle class.
· Other labels included: ‘Green with capital G’, do-gooders, young families, fairly community minded, well educated, environmentally eco-friendly, green, artistic, articulate, alternative, “obviously not the target group”; not that badly off.
· “It’s not for people on very low incomes who buy £1.99 chickens from Tescos”
· “Middle-aged hippies”
· Need for care that Stroudco does not come across as ‘condescending’ to Parliament estate population as if they were trying to transfer ‘middle class values’
3. If you had to describe a ‘typical’ Stroudco Producer, what would their main characteristics be? 
· Middleclass

· Not necessarily from a farming background, but may have taken it up for ethical or philosophical reasons, back to the land movement

· Some of consumers knew the producers personally

· Smallish farms

· Some had ‘no idea’, but assumed that because of the nature of Stroudco that they would incorporate some sort of good farming practices.

· Mixture of producers, e.g. some that just bake cakes

· Farmers who are keen to produce locally and reduce carbon footprints.

· Farmers with a genuine belief in local enterprise

· Environmentally friendly and organically inclined farmers.

· Farmers who prefer to sell directly to consumers.
4. How much do you know about the farming practices of each of the producers?
· Is there enough information available on individual farming practices?

· If you wanted to find out more information, where would you look?

· Does your knowledge of farming practices DIRECTLY influence your decision to purchase?
· Most consumers assumed that the farming practices were humane and organic because of the principles of Stroudco
· Others were not too bothered about farming practices and more concerned about the price.
E. FUTURE & IMPROVEMENTS

1. How do you see Stroudco developing in the future
· Majority noted that they hoped Stroudco would continue to develop and would broaden its remit
· Others were concerned that it may ‘fizzle out’
· Others claimed that they had no idea
· It was noted that it needs to appeal to a greater demographic. Needs to be made easy for people to use and provide incentives
· Some think it will develop into a farmers’ market.
· Others think it will evelop towards a wholefood coop where you could get your products, convenience goods and fair trade goods in one place. Abbeyhome Farm in Circencester was given as an example. 
· Many would like to see a bigger range of goods on offer.
· Need to get more producers on board 
2. What improvements could be made to Stroudco
· Since there are many consumers in Thrupp and some of the producers, it was suggested that it would make sense to combine forces and have a drop off point in Thrupp. Some of this is being done by word of mouth (i.e. some of consumers taking turns to pick up for each other). However, it was felt that there should be a way to make this more coordinated.

· Stroudco could think more strategically about how it positions itself. It could link up with sunshine wholefood store and coop, to ‘create one system’ for people to come to do their shopping. Stroudco could develop towards a wholefood coop model where you can get all your products in one place.

· Sell fair trade products

· Sell bulk foods like beans, rice, pasta and other convenience goods like washing up liquid (with the option to refill things).

· Promotion: Put an advertisement up with the local coop party; advertise Stroudco throughout the town; put fliers out; have more branding. Need to show how it is different from a veg box scheme. Current leaflets are good factually but not enticing enough. 

· Need a strong visible person, perhaps a celebrity to endorse Stroudco and get it in the news. 

· The critical mass needs to come from the wider Stroud population. 

· Need to show how Stroudco is different from the farmers’ market; it needs a particular angle. Some respondents felt that the ‘convenience’ angle might work (i.e. link Stroudco to other shopping trips by buying in bulk)

· Problem in Stroud is that a lot of people can already source their food locally quite easily; Stroudco needs to show how it is different to attract more people. “why do we need Stroudco”

· Broaden the membership beyond Parliament estate.

· Sell vegetables in smaller quantities (i.e. bag of onions was too big)

· More ‘ordinary cheap products’ for everyday use….”all those day to day things…not the luxury products”.
· More long life products like dried English applies, chickepeas, kidney beans etc.
· More local fruit and veg

· Provide butter and yogurt, flour, local honey

· One respondent commented that not too much time and money should be spent on promotion because the key problem currently was that there were not enough producers on board.

· Have the ability to have a standing order of produce.

· Link up with the farmers’ market, or find out if there are any producers at farmers’ market who also want to sell their goods through Stroudco.

· “To encourage the local people to use the facility is going to take a lot of work - but unless Stroudco gets some sort of buy in from a few key families on the estate it may just limp along - they need 'the people like us factor' otherwise it could end up feeling a bit dogoodery ”

· Have a mechanism where local allotment producers can sell their produce through Stroudco.
· Web-based ordering system: aim to be as good as other online ordering systems where you can order your produce in three clicks, have a shopping basket and see exactly what amount of money you have left.
· Link up with other food providers such as ecotricity to supply their catering needs.
· Use the family centre on parliament estate to provide cooking lessons using the produce
· Promote Stroudco more in local papers
· Have a market day for consumers to taste products. Give consumers a chance to taste, smell and touch food. Allow Stroudco to connect more with its consumers.
· Provide more incentives for shoppers: i.e. £5 off when you spend over a certain limit.
· Coordinate consumers living in same area to help with delivery.
· Find a core group of people who are interested in Stroudco and then start providing incentives to attract more people.
F. FINAL SUMMARY QUESTIONS: 
1. Involvement/ awareness of other local sustainability initiatives (e.g. TTs; Stroud Commonwealth; Stroud Pound etc)

· Some of the respondents were involved in transition towns movement, woodcraft group, AVAAZ, cycle campaigns, Stroud pound.

2. Green: How Green do you think you are in your everyday activities and lifestyle?

· Mixture of responses, many described themselves as medium green with good intentions who “did their bit” (recycle, compost, avoid using the car); moving towards green.

3. Volunteering/ Social Activities

· Would you be willing to volunteer?

· Have you volunteered? If so: 

· in what way

· what was your experience of volunteering

· would you be willing to volunteer again?

· If you have not volunteered, for what main reason?

· Not everyone remembered about the volunteer requirement. There was a mixture of responses in support. Others claimed that they paid extra in order not to volunteer (because they had no time) but still wanted to support Stroudco.
· One respondent thought it would be better to phrase it as “what are you offering Stroudco in order for it to do well?” because it’s a coop, it’s about cooperation.
· Some noted that the volunteer days might put people off in the Estate 
· Some were not too keen, but would do it if necessary.
· One commented that you should be able to be a member of things and not be required to volunteer. For example, if you are a carer, you need flexibility. It was also noted that potential members on the estate would be young mums who likely don’t have time.
4. Who else do you know/ can you name in Stroudco
· Mixture of responses. Some of consumers were aware of friends who were also consumers. Others had no idea.

5.  Have you told other people about Stroudco?
· Mixture of responses. Some appeared to be more proactive about talking about Stroudco and were passing leaflets and sending emails to friends.

· Others felt unable to ‘enthuse’ and were holding back because they didn’t think it was big enough, or the range of products big enough to tell others. 

· Others have held off from talking about it because think it’s too expensive. 

6. Is there anything which we have not covered/ anything you would like to add about your experience of: 
· One respondent wanted to add that they think it is a fantastic idea and enterprise, and take their hat off to the organisers.  This repsondent is keen to keep using it if the value side of things is looked at a bit more. 

· Another respondent commented that they ‘really like them and support them’ and they are ‘waiting for them to take off so can support them more’.

Appendix E – Stroudco income and expenditure July 2010 to June 2012  
	
	Jul-10
	Aug-10
	Sep-10
	Oct-10
	Nov-10
	Dec-10
	Jan-11
	Feb-11
	Mar-11
	Apr-11
	May-11
	Jun-11

	INCOME
	
	
	
	
	
	
	
	
	
	
	
	

	Sales of local produce
	£258.60
	£183.46
	£449.23
	£768.06
	£686.66
	£553.01
	£636.65
	£415.77
	£744.68
	£741.76
	£608.81
	£387.71

	contribution to income at 8%
	£20.69
	£14.68
	£35.94
	£61.44
	£54.93
	£44.24
	£59.57
	£33.26
	£59.57
	£59.34
	£48.70
	£31.02

	
	
	
	
	
	
	
	
	
	
	
	
	

	Sales of Essential products
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£292.83
	£111.35
	£119.53

	contribution at 28% - 38% from July 2012
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£81.99
	£31.18
	£33.47

	
	
	
	
	
	
	
	
	
	
	
	
	

	Consumer monthly membership
	£57.00
	£61.00
	£61.00
	£64.00
	£73.00
	£69.00
	£62.00
	£53.00
	£60.00
	£56.00
	£53.00
	£53.00

	Consumer temporary membership
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00

	
	
	
	
	
	
	
	
	
	
	
	
	

	TOTAL INCOME
	£77.69
	£75.68
	£96.94
	£125.44
	£127.93
	£113.24
	£121.57
	£86.26
	£119.57
	£197.33
	£132.88
	£117.49

	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	EXPENSES
	
	
	
	
	
	
	
	
	
	
	
	

	Manager’s fees
	£409.50
	£334.50
	£504.50
	£492.00
	£449.50
	£437.00
	£537.00
	£369.50
	£689.50
	£559.50
	£537.00
	£422.00

	Marketing development fees
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00

	School caretaker fee (£25/week)
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00

	Driver Fee (£10/per hour)
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00
	£0.00

	Stationery
	£5.00
	£5.00
	£5.00
	£5.00
	£5.00
	£5.00
	£5.00
	£5.00
	£5.00
	£5.00
	£5.00
	£5.00

	Accountant (£800/year)
	£66.67
	£66.67
	£66.67
	£66.67
	£66.67
	£66.67
	£66.67
	£66.67
	£66.67
	£66.67
	£66.67
	£66.67

	Insurance (£268/year)
	£22.33
	£22.33
	£22.33
	£22.33
	£22.33
	£22.33
	£22.33
	£22.33
	£22.33
	£22.33
	£22.33
	£22.33

	Company registration (£30/year)
	£2.50
	£2.50
	£2.50
	£2.50
	£2.50
	£2.50
	£2.50
	£2.50
	£2.50
	£2.50
	£2.50
	£2.50

	Electricity (£15/year)
	£1.25
	£1.25
	£1.25
	£1.25
	£1.25
	£1.25
	£1.25
	£1.25
	£1.25
	£1.25
	£1.25
	£1.25

	Depreciation (£50/year)
	£4.17
	£4.17
	£4.17
	£4.17
	£4.17
	£4.17
	£4.17
	£4.17
	£4.17
	£4.17
	£4.17
	£4.17

	Website fees
	
	
	£125.00
	
	
	
	
	
	
	
	
	

	Alcohol licence fee (paid by Stroud Brewery initially)
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	TOTAL EXPENSES
	£511.42
	£436.42
	£731.42
	£593.92
	£551.42
	£538.92
	£638.92
	£471.42
	£791.42
	£661.42
	£638.92
	£523.92

	
	
	
	
	
	
	
	
	
	
	
	
	

	LOSS
	-£433.73
	-£360.74
	-£634.48
	-£468.47
	-£423.48
	-£425.68
	-£517.34
	-£385.16
	-£671.84
	-£464.08
	-£506.03
	-£406.43


Stroudco income and expenditure July 2011 to June 2012 continued
		Jul-11

	Aug-11

	Sep-11

	Oct-11

	Nov-11

	Dec-11

	Jan-12

	Feb-12

	Mar-12

	Apr-12

	May-12

	Jun-12

	Jul-12


	INCOME

													
	Sales of local produce

	£449.92

	£295.20

	£1,184.14

	£1,686.66

	£1,588.96

	£2,412.45

	£1,562.62

	£1,701.36

	£1,379.53

	£1,511.14

	£2,098.82

	£1,982.14

	£2,054.06


	contribution to income at 8%

	£35.99

	£23.62

	£94.73

	£134.93

	£127.12

	£193.00

	£125.01

	£136.11

	£110.36

	£120.89

	£167.91

	£158.57

	£164.32


														
	Sales of Essential products

	£136.05

	£103.33

	£341.98

	£447.29

	£389.23

	£450.78

	£420.11

	£308.83

	£409.90

	£238.52

	£647.34

	£521.99

	£472.81


	contribution at 28% - 38% from July 2012

	£38.09

	£28.93

	£95.75

	£125.24

	£108.98

	£126.22

	£117.63

	£86.47

	£114.77

	£66.79

	£181.26

	£146.16

	£179.67


														
	Consumer monthly membership

	£55.00

	£56.00

	£53.00

	£53.00

	£53.00

	£55.00

	£55.00

	£59.00

	£57.00

	£57.00

	£59.00

	£59.00

	£57.00


	Consumer temporary membership

	£0.00

	£1.00

	£22.00

	£31.00

	£30.00

	£35.00

	£31.00

	£38.00

	£47.00

	£27.00

	£38.00

	£35.00

	£33.00


														
	TOTAL INCOME

	£129.09

	£109.55

	£265.49

	£344.17

	£319.10

	£409.21

	£328.64

	£319.58

	£329.13

	£271.68

	£446.16

	£398.73

	£433.99


														
														
	EXPENSES

													
	Manager's fees

	£602.00

	£677.00

	£704.50

	£817.00

	£854.50

	£662.00

	£642.00

	£752.00

	£637.00

	£559.50

	£814.50

	£667.00

	£607.00


	Marketing development fees

	£0.00

	£0.00

	£150.00

	£80.00

	£80.00

	£80.00

	£80.00

	£80.00

	£80.00

	£80.00

	£80.00

	£80.00

	£80.00


	School caretaker fee (£25/week)

	£0.00

	£25.00

	£100.00

	£125.00

	£100.00

	£100.00

	£100.00

	£100.00

	£125.00

	£100.00

	£100.00

	£125.00

	£100.00


	Driver Fee (£10/per hour)

	£0.00

	£10.00

	£40.00

	£50.00

	£20.00

	£40.00

	£40.00

	£40.00

	£50.00

	£30.00

	£50.00

	£40.00

	£35.00


	Stationery

	£5.00

	£5.00

	£5.00

	£5.00

	£5.00

	£5.00

	£5.00

	£5.00

	£5.00

	£5.00

	£5.00

	£5.00

	£5.00


	Accountant (£800/year)

	£66.67

	£66.67

	£66.67

	£66.67

	£66.67

	£66.67

	£66.67

	£66.67

	£66.67

	£66.67

	£66.67

	£66.67

	£66.67


	Insurance (£268/year)

	£22.33

	£22.33

	£22.33

	£22.33

	£22.33

	£22.33

	£22.33

	£22.33

	£22.33

	£22.33

	£22.33

	£22.33

	£22.33


	Company registration (£30/year)

	£2.50

	£2.50

	£2.50

	£2.50

	£2.50

	£2.50

	£2.50

	£2.50

	£2.50

	£2.50

	£2.50

	£2.50

	£2.50


	Electricity (£15/year)

	£1.25

	£1.25

	£1.25

	£1.25

	£1.25

	£1.25

	£1.25

	£1.25

	£1.20

	£1.20

	£1.20

	£1.20

	£1.20


	Depreciation (£50/year)

	£4.17

	£4.17

	£4.17

	£4.17

	£4.17

	£4.17

	£4.17

	£4.17

	£4.17

	£4.17

	£4.17

	£4.17

	£4.17


	Website fees

			£125.00

										
	Alcohol licence fee (paid by Stroud Brewery initially)

						£70.00

			
														
	TOTAL EXPENSES

	£703.92

	£813.92

	£1,221.42

	£1,173.92

	£1,156.42

	£983.92

	£963.92

	£1,073.92

	£993.87

	£941.37

	£1,146.37

	£1,013.87

	£923.87


														
	LOSS

	-£574.83

	-£704.37

	-£955.93

	-£829.74

	-£837.32

	-£574.70

	-£635.28

	-£754.34

	-£664.74

	-£669.69

	-£700.21

	-£615.14

	-£489.88



	
	
	
	
	
	
	
	
	
	
	
	
	
	


Appendix F - Application to download Stroudco’s software
We are very pleased that you are interested in using the Stroudco system.

Please fill in your answers to all the questions and send the form back to info@stroudco.org.uk   We will then send you the link to download the php application free of charge.   
We will use the details you give us to keep track of who is using the software so that we can all benefit from any updates or changes that any of us make.

Please note that Stroudco is making this software available to organisations/groups who will use it to set up not-for-profit social enterprises.  Stroudco currently has no budget or resources to provide technical support to other organisations/groups in using this system and no budget or resources to adapt the software for other organisations/groups.
We would like all organisations/groups that use the Stroudco system to give us a regular update (at least once per year) on how they are using it and any updates they have made to the system.
Thanks
Nick Weir and Jade Bashford
1.  What is the name of the organisation/group that will be using the software?

2. Does the group/organisation have a legal structure.  If so please tell us what it is (e.g. CIC, Limited Company, IPS, etc.)

3. Is your organisation/group a profit-making organisation/group?  If so how are your profits distributed?

4. If you have any plans to adapt the system, please tell us about your plans here.
5. Please give us the name of the person(s) who will be the main contact(s) for using this system.

6. Please give us your contact details;

a) Email address

b) Phone Number

c) Website

d) Postal address

7. The date you are filling in this form
Good luck!

Keep in touch!
Community Interest Company


Co-op made up of 36 producer members and 246 consumer members 


Paid manager reporting to committee elected from members


Set up 2006, incorporated 2008, trading since 2009


Based in Stroud, Gloucestershire, UK


Adapted by several other communities 





foodhub                              
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