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Food Chain Centre

Best practice for your business

the latest news from the food chain centre

Pathways to Profitability

Following the Food Chain
Centre’s ‘Pathways to
Profitability’ could transform the
fortunes of food producers,
delegates heard at the recent
FCC Conference.

In its three years, FCC has tested

and promoted a variety of

techniques to support the UK

food chain. This has created a

bank of evidence proving what is
achievable when food producers |
take practical steps to improve

their profitability and

competitiveness.

FCC has worked with all parts of

the food chain - farmers, processors, retailers —
and across the red meat, fresh produce, dairy
and cereals sectors to find methods which bring

real benefit to the food industry.

Jon Woolven, Director of FCC says “Don’t take
our word for it... we now have 75 case studies
that bring the evidence to life. We are delighted
that so many of our partners are keen to say
what their business has gained from methods
FCC has put to the test.”

Advisors, consultants, colleges, trade bodies, the
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Differentiation
Manufacturing Excellence

Food Chain Collaboration

government and anyone who has an interest in
raising the game of the UK food industry is being
encouraged to take these ideas forward.
Woolven added “Provided these and other
solutions are delivered to enough people at
enough speed, | believe that a prosperous future

will exist for food production in this country.”
The five Pathways to Profitability are:

Strategy Setting — Farm Businesses with a clear
competitive strategy are likely to be the survivors

in this tough economic climate. A series of

coached questions helps farmers

realise their competitive edge.

Business Improvement Groups -
Even the best farmers are not good
at everything so by working
together, everyone can be better
off. By clubbing together and
benchmarking, farmers compare
their costs of production and find

ways to improve their bottom line.

Differentiation — Great deal of
scope remains for farmers and
processors to exploit product
differentiation by using market
research data. Farmers can target
a particular consumer type by

interpreting the data effectively.

Manufacturing Excellence — Food processors are
using techniques developed in other industries to
reduce costs and add value. FCC has tried out
two — PROBE and Masterclasses — with great

success.

Collaboration - Working together along the
food chain brings benefits to all parties that far
outweigh those of confrontation. Collaboration
unlocks benefits that are not available to

businesses working on their own. ®
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Business Strategy:

Farmer Champions

A series of mini documentaries in which farmers
explain how they have made their business prosper
is available on DVD from the Food Chain Centre.

The 16 case studies cover a spectrum of large
and small businesses in dairy, arable, meat, fresh
produce and organic sectors. The DVD has been

given free to all delegates at the FCC’s conference.

The four-minute films are primarily aimed at tutors
holding vocational courses for farmers, particularly
in support of the FCC’s Scorecard says FCC project
manager Karen Orford.”The clips could be used to
give human interest during a course or to illustrate a

specific strategy, say, sharing machinery costs or

using market research effectively.” says Orford.

Historically, farmers have not required ->



Chairman’s
Column

PILOTS INTO PRACTICE

As an original member of the ‘Curry Commission’
I was very much in favour of establishing a Food
Chain Centre. Given my history as a consumer
advocate, I was keen to find ways to raise the
profitability of English food producers without
also raising shop prices.

I felt sure there were ways to cut costs and add
value in the chain through better teamwork. But
I couldn’t estimate how substantial those benefits
might be or how big a contribution a Food Chain
Centre might make.

Looking back now over three years, I am
delighted and more than a little relieved at
what has proven possible.

Our approach to building teamwork through the
chain (“Value Chain Analysis’) has demonstrated
the size of the potential prize. We have shown
that up to 20% of the final selling price consists
of unnecessary, non-value adding costs,
exceeding the total profitability of most chains.
We are part way through a programme of 32
practical projects in red meat, dairy, cereals and
produce. Each of these tells a different story but
the power of teamwork shows through them all.

FCC has also collected 75 case studies showcasing
inspirational role models. We have helped create
the dunnhumby Academy of Market Research at
Kent Business School giving farmers access to
the country’s biggest shopper database. We have
formed the Cereals Industry Forum with HGCA
and contributed to the success of the Red Meat
Industry Forum.

We have created a network of 20 business
improvement groups in horticulture and helped
provoke a near three-fold increase in the number
of farmers that conduct benchmarking. And we
have proven that techniques like PROBE and
Masterclasses transfer very effectively to food
processing.

So as I prepare to step down from FCC and take
up a new challenge at the Food Standards Agency,
I am so pleased to see so much momentum.
Credit for this is due to the Steering Group
members, the FCC staff and to all of our friends
and supporters.

But now is the time to get even more closely
engaged. FCC has demonstrated what can be
achieved; now we need to work together to spread
the benefits to as many people as possible.

DAME DEIRDRE HUTTON

Farmer Champions

continued

hard-nosed business strategies, says Orford.”Many
are in the business because of family heritage or
lifestyle choice and might not have a clear
business vision that their staff and customers are
made aware of. The strategy review is standard
business practice which hasn’t been so widespread

in farming,” she says.

However, the films show how farming businesses
of all sizes are reaping the benefits of focussed
business plans — whether it is opening a farm shop
or food processing arm, or targeting a new

foodservice customer base.

The Evidence...

The DVD proves there are many different routes to
success and not a single formula. An arable farmer
talks about how neighbouring farmers can share
equipment or labour resources during the spraying
season, giving each other time off at weekends.
And a beef farmer working for a supermarket
explains how he imposes strict measures to ensure
that he is earning £100 per head before tax; he
weighs his animals every month and works out
their daily weight gain carefully. “The sad thing is
that there are still farmers out there not producing

what their customers want,” he laments. ®

# Julie Murray of Snoad Farm developed a meat packing room after the foot and mouth outbreak

decimated her original market customer base. Initially she sold whole lamb carcases directly to her

neighbours — 100 in the first year. Demand was so high that she applied for a DEFRA grant to set up

a packing plant and has now expanded to include turkey and pork.

# Stephen Tucker of White Row Farm has transformed an ailing pig operation into a fresh produce

business with its own shop. In 1997, after three years of poor pig prices, he decided to halt 16 years

of production and take advantage of his position on a prime trunk road to enter retailing. The site

now also has a café and garden centre and he grows all of the shop's brassicas and tomatoes.

He has franchised out the in-store butcher operation for which he gets paid rent and commission.

+ Barfoots of Botley, which grows semi-exotic vegetables, has been adding value to its product by creating

a consumer offering. Sweetcorn is provided without husks, in bite-sized pieces, in microwaveable packs

and in some cases with sauces. And butternut squash, which many British consumers do not know how to

cook, is presented in halves or even chunks. Sold alongside unprepared butternut squash the pre-packed

formats help to demystify the product and increase sales of both, says Barfoots’ Graham Young.

Scoring high

The Farm Scorecard project which the FCC has
been piloting to help farmers identify their
potential advantage and business vision, has

been given two major votes of confidence.

The English Farming & Food Partnerships, set up
to support cooperation and farmer-controlled
businesses, has been talking with FCC. And
Business Links, which have been applying for
DEFRA grants for farming advice work, are putting
the scorecard package at the heart of their bids.

Working with Writtle College in Chelmsford,

the FCC has produced a workbook in two
versions, for red meat farmers and dairy. The
workbook explains how to develop a strategy,
measure performance and introduce new
business ideas. The book forms part of a one-day
workshop where farmers are taken through a
series of exercises that help them identify their

business strategy. ®

What is Farm Scorecard?

= The Farm Scorecard originates from
the Balanced Scorecard performance
management system used in many industries
around the world and successfully in farms
in Australia, New Zealand, Sweden, Denmark,

Germany and Ireland.

=» The aim of Farm Scorecard is to look at the
whole business particularly its customers and

not just focus on finance or production.

= ltis part of a one-day workshop, followed
up with homework, which directly links

performance measures to the farm’s priorities.



FCC hits Hortbench target i

The Food Chain Centre has hit its target of
establishing 20 Hortbench groups — clubs of
horticultural growers work together to drive down

costs and improve quality and service

The groups meet to compare their outgoings in

a confidential structure, managed by a facilitator,

“Invariably even the person
making the most money is not
good at everything”

Karen Orford, FCC

to find out if they are individually paying over

the odds for a particular product or service.

They can also work out ways to share transport costs
or combine their buying power for expensive

overheads such as heating protected crops.

The FCC still has funds to introduce other
horticultural groups to the scheme over the next
year, says FCC project manager Karen Orford.

“No one will be turned away but we won't be
actively recruiting any more. The doors are still open,

but we are concentrating on the next stage

Direct Costs

Indirect Costs

of action planning.”

The six or more participants of each Hortbench
group are asked to provide figures on everything
from their labour costs to machinery repairs and
fuel. The findings are then presented on a
spreadsheet in a confidential format and the group
meets to discuss them, compare best practice and
come up with improvement ideas. In many cases
this benchmarking process uncovers flaws when it
comes to farm recording skills, which members
often want to address, says Orford. Even companies
which have a good track record usually benefit from
this benchmarking process.”Invariably even the
person making the most money is not good at

everything,” she says.

John Currah, supply chain director of horticultural
marketing agent G’s Marketing is enthusiastic about
the onion Hortbench group he is involved in.”We've
seen a number of benefits, some relatively soft
which you couldn’t put hard figures against, but all
the same important,” he says.”We have seen quite a
range of costs and we are just going into the next

phase of using the information to drive costs down.”

So far there are Hortbench groups in

onions, brassicas, top fruit, soft fruit

- (strawberries), protected crops

o (lettuce and tomatoes) and

mushrooms. But the template can

easily be adapted to other sectors,

£/Tonne
*
£/Tonne

says Orford. “I'd be interested in

talking to any farmer who wants to

get involved,” she says.

1  Farm costs in £\Tonne

Cropbench takes seed

Arable farmers are set
to benefit from their
own version of
Hortbench,

the benchmarking
scheme backed by the
Food Chain Centre

aimed at cutting growers’ costs.

The Cereals Industry Forum, managed by
the Home Grown Cereals Authority and
FCC, plans to actively recruit members to
the Cropbench project at the Cereals 2005
show on 15-16 June. It has £500,000 funding
for the project over the next three years and
wants to bring on-line 50 groups each
comprising of a minimum of 10 grower
members. It is likely that the Cropbench
groups will be run by cooperatives,
agronomists, merchants and agricultural
discussion groups. As with Hortbench, there
is the capability for ‘virtual groups’ in which
members can individually submit figures on-
line. However, this is not as effective as
discussing the figures together in each

group, says CIF manager Chris Barnes.

The FCC is currently talking to funding bodies about
financing on-going work with the groups once its

DEFRA grant for the work expires next year. ®

Benchmarking gets practical

An added value version of the Food Chain Centre’s
benchmarking starter pack has been launched in a

bid to convert the 76% of Britain’s farmers who are

not using this valuable business tool.

The guide includes case studies of farmers
involved in benchmarking — comparing the
performance of their businesses against others of a
similar size and structure. It also includes lists of
benchmarking scheme
operators, brief details of
what they offer and how
they can be contacted.
And there are tips for
farmers to ensure they
choose the best system

for them.

The FCC will also
publish sector-specific
leaflets on
benchmarking this

autumn.

Its project manager Barney Kay believes that
benchmarking is becoming the norm for most
professional farmers. He has been touring the
country over the past year meeting with
hundreds of farmers in an attempt to win them
over to the idea.”We want to be in a position
where farmers are not considered progressive
unless they benchmark,” he says. Certainly, the
trend is in the right direction. At the end of 2002,
just 9% of farmers were benchmarking, compared
with 24% now.“I'd like to see as many farmers as
possible benefit from participation in Business
Clubs like Hortbench or Cropbench” he says
“That’s the best way to convert benchmarking
into action. But I'd encourage every farmer to get
started by comparing their farm data with others.

It’s the only way to make informed decisions”. ®
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Farmers reap benetfits
of consumer data

Farmers will soon be able to compare the
contents of shoppers’ baskets throughout the
country, thanks to a new initiative co-ordinated
by the Food Chain Centre.

Details of the buying habits of a million
consumers have been made available to the
newly-established dunnhumby Academy of
Consumer Research at the University of Kent's
Kent Business School. This follows six pilot
schemes run by the FCC which showed how
useful consumer data could be to farmers
across all sectors in coming up with
diversification plans, seasonal promotions and
general marketing tactics. This input has
become increasingly important in the new post
CAP reform era, says FCC director Jon
Woolven. “When we began this initiative two
years ago, some people said to us: why should
farmers want to know more about consumers?
Now it's more apparent to everyone that
success largely depends on having a good
understanding of your end customers.” He is
optimistic that take-up will be high, following
the impressive results of the FCC work. “We've
been encouraged by the results of our trials and
delighted to be instrumental in establishing a
valuable new resource for the British farming

sector,” he says.

Until now, the high cost of obtaining such
detailed buying trend data has meant it has

only been available to multi-national food

manufacturers, says

Paul Mayfield, FCC
project manager.
"Before we did this
work everybody had to
pay for it — tens of
thousands of pounds on
an annual subscription
basis,” he explains.
“This meant that
farmers and farm-
controlled businesses
have invariably not been
using consumer
research for strategic
planning purposes.” But
under the plans farmers
will be given free access to two years worth of

rolling data, updated every couple of months.

The data provided by dunnhumby, the
international customer marketing consultancy,
gives the most comprehensive insights into

shopper behaviour available.

Another key benefit is that it can give very
specific data — down to offering sales details of
a particular apple variety in a defined type of
packaging. “It is a very powerful commercial
tool”, says academy director Andy Fearne.

“Its analytical capacity is essential in turning
information that is fascinating into a practical
input for more effective marketing and business

planning decisions.”

The academy, the result of two years of work
by the FCC and
dunnhumby, is now
negotiating funding from
the MLC, BPC & HGCA.
Other agricultural levy
bodies and trade
associations are also being
approached to stump up an
annual £20,000 for three
years to sponsor a PhD
student, who will number
crunch the data for their
members. “This is not a quick-
fix solution. Getting farmers to
fully exploit its benefits will
not happen overnight,” says
Fearne. As well as being able
to offer a unique service to
their members, organisations
which get involved in the
project will be allowed to use
the student to work on two

in-depth projects a year into a

particular market. As well as this bespoke work,

the academy is aiming to give on-line access to

generic information on a range of standard farm
products by this September.

Mayfield urges farmers and farmer-controlled
businesses interested in using the data to lobby
their relevant farming body about it. “If enough
people ask for the information it creates an
obvious demand and this would give
organisations a bit of a push to consider

sponsoring a student,” he says. ®

Read all about it

The results of the first batch of farmers to
make use of the dunnhumby consumer
research are detailed in the FCC's
‘Re-connecting the Food Chain’ booklet.
The information is free and will be
available at the FCC's Pathways to

Profitability conference.

For your free copy contact Paul Mayfield
on 01923 851920.



Case studies:

Understanding the consumer

#* Anthony and Lucy Carroll run a family farm in Northumberland. He says the

research has given him belief in his marketing strategy for his heritage
potatoes. It indicated that he had a strong business proposition for his

speciality product, which merited premium pricing.

* For Janice Breedon, marketing manager at Long Clawson
Dairy, a co-operative of 56 milk producers which specialises
in Blue Stilton cheese, the research confirmed that the blue
cheese category needed to attract younger consumers and

that price promotions were probably not the answer.

#* KG Fruits, the UK's largest soft fruit co-operative, will use the
data to back-up its promotional decisions for this summer’s crop
of raspberries. It showed that changing pack sizes and prices too
often over the peak-selling period can be confusing to consumers.
And it emphasised that the biggest segment of raspberry

shoppers during peak sales were finer food buyers.

#* The data has given Coastal Grains, a farmer-controlled
marketing business in the north-east of England, impetus to
further investigate the development of a regionally-branded,
high-value rapeseed cooking oil to compete with branded
olive oils. The research suggested that there was a gap in the
market for a cooking oil with health appeal, as well as regional
provenance. They realise there is still more work to be done,
not only on the product concept itself, but also on the

technicalities of rape oil extraction, before it makes any serious

investment commitment.

# James and Lucy Barclay, who rear indigenous rare breeds of pigs

and cattle in Lincolnshire, plan to target clear customer segments
following the dunnhumby research. It found that older traditional
customers are most likely to respond to their regional cuts of
speciality pork and beef, while younger shoppers could be targeted
with specific cuts, such as pork rib BBQ packs. They are now
working with their agri-business consultants Bidwells, to make the

most of the results.

“Because of the size of the database and the fact that it is based
on actual purchasing habits we can use the insight it provides
to help us select the markets with the most potential”

Lucy Barclay

#* lan and Louise Nelson, who run Hampshire-based Sunnyfields Organic,
have been given a better idea of potential markets. The business, which
sells its products through farmers markets, farm shops and box delivery
schemes as well as wholesaling to shops and restaurants, wanted to know
who to target after deciding to step up its £2m a year doorstep delivery
business. The data showed that there was potential for growth amongst
young families and older adults in London and they now plan to target

these customer segments.

These case studies feature in the FCC's ‘Re-connecting the
Food Chain’ booklet.
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Back to school

} Milking efficiencies

The dairy industry is milking the benefits of a The second chain, focused on a mature cheddar The Food Chain Centre is embarking on a

scheme which tracks a product through the supply cheese, which was tracked from the Dairy Crest Value Chain Analysis of the National School

chain and identifies inefficiencies along the way. Direct farmer group, through Dairy Crest and onto Fruit Scheme. This provides all four to six

. . Somerfield supermarket. It led to the following year-olds with a piece of fresh fruit each
The Food Chain Centre has completed the first changes: ciere] ey The sl (eeken B
two of eight Value Chain Analysis projects planned supply chain and see how this can be done

in the next two years with the backing of a
£500,000 grant. Both projects have had

encouraging and immediate results, says FCC

* The formation of a supplier association between
the farmers and cheese plant to improve

efficiencies and quality;

as efficiently as possible.

business manager Peter Whitehead.
* The use of a single sales forecast, rather than

The first chain, which involved a Spar convenience several put together individually by the companies;

Feeding into foodservice

store, Newlands Dairy and its farming and transport

* . . Kagine.
suppliers, has improved the prospects for a regional A major review of packaging

milk brand. Senior executives representing each The FCC’s Peter Whitehead says the exercises have
. . . ’ Few farmers or small food producers have
part of the supply chain have worked with Cardiff also improved relationships in both chains.”A been targeting the £33.2 bill

een targeting the £33.2 billion a year

Business School to come up with an action plan to better understanding of what each member of the

) foodservice market, put off by the
ease the product’s progress from farm to checkout. supply chain is doing enshrines trust within it,” he . .
e complexity of it. But the FCC has been
Among the initiatives, they plan to: says. m

’ working with its parent, IGD, to launch a
* Set up a cross-company project to strengthen its

The FCC has completed the eight red meat Value guide which demystifies this lucrative area,

local branding proposition; Chain Analysis projects on pork, beef and lamb, which has been growing at a faster rate than

which it ran with the Red Meat Industry Forum. grocery retail. Seven leading foodservice

* Introduce a more efficient ordering system
companies — Aramark, Brakes, Compass,
Mitchells & Butlers, Sodexho, Whitbread and
3663 - have worked with IGD and FCC to

address the real commercial issues. The

It is now waiting for a final report from Cardiff
between Spar and Newlands; and & P
Business School before publishing the remaining

* Improve on the 97% on-shelf availability. case studies.

guide gives advice on the structure of the
market; what is required to be a successful

supplier and tips on which sectors to target.

Farmers and supermarkets
collaborate, not retaliate

Understanding Foodservice Opportunities
for Farmers and Small Food Producers has
been endorsed by HRH the Prince of Wales

in his position as president of Business in the

06

Read the newspapers and you'd be forgiven for
believing that, far from being partners in the same
supply chain, farmers and supermarkets are
opponents in a war for profits and survival. But the
Food Chain Centre has come up with a 10 case
study portfolio that shows the benefits any supply

chain can achieve by working closer together.

“Collaboration is not the
easiest way of doing business,
but we can show, with our
case studies, how it most
definitely works”

Peter Whitehead, FCC

The evidence highlights the rewards on offer when
farmers, processors, food marketing groups and
retailers work in collaboration — a process which
often blurs the historically defined roles of each.
Collaboration can mean retailers and suppliers
reducing distribution costs, processors taking time-
consuming preparation away from foodservice
operators, and farmers becoming more involved in

the marketing of their produce. It can involve

neighbouring farmers sharing combine harvesters,
packing or milking equipment and even staff. And
it can lead to farmers becoming category managers
for retailers — scheduling promotions, selecting
best-selling packs and even sourcing around the
year supplies from other farmers and countries,
says business manager Peter Whitehead.”Farmers
can compete by offering supermarkets an
unrivalled service, not just in the products they

supply,” he says.

This bare-all way of working may not suit
everyone, admits Whitehead. Retailers may be
cautious about sharing what they view as
confidential information or relinquishing control of
their business, however small, to a smaller base of
specific suppliers. And at the other end, some
farmers will not want to lock themselves into
relationships that might prevent them getting the
highest price for their produce on the open
market. Each party might feel uncomfortable about
the“mutual exposure”says Whitehead but the
benefits of collaboration can be huge.
“Collabortion is not the easiest way of doing
business, but we can show, with our case studies,

how it most definitely works,” he says. ®

Community. In his foreword to the 40-page
guide he explains how initiatives such as this
are vital in supporting the domestic supplier.

“The objective is to help both foodservice

companies and suppliers to understand

more about each others' needs”, he says.
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Fresh success from Masterclass

A fresh produce company has become the first
in its sector to benefit from a scheme developed in
the motor industry to encourage managers and

employees to devise imaginative solutions to

particular problems.

Leading potato supplier Greenvale AP is one of 10
horticultural processing companies which the Food
Chain Centre will fund to take part in the Masterclass
project. FCC business manager Peter Whitehead is
talking to several other fresh produce processors to
take the initiative forward, following its success at
Greenvale and in earlier pilots in the red meat sector.
“The Red Meat Industry Forum saw tremendous
success in applying the concept in red meat and we
now hope to repeat this in other farming sectors,

including cereal processing,”says Whitehead.

What is PROBE?

-» PROBE stands for Promoting

Business Excellence.

=» It was developed by the London Business
School and IBM in the early 1990s and is now
run by the Confederation of British Industry.

-» PROBE penetrates every part of a company's
operation. A handful of staff from the
shopfloor to management are asked to
answer an extensive questionnaire — scoring
their business on everything from working
practice to performance. A CBI facilitator
analyses the marks and asks staff to negotiate
discrepancies between them. The revised
figures are then used to show how well the

company has performed against its peers.

The popularity of Masterclass comes from its
hands-on approach — 10% of the activity is taught,
20% is based on exercises and 70% involves
working on the shop floor. All levels of staff
brainstorm a specific operational problem and as a

result feel a responsibility to help improve it.

For Greenvale, six employees were involved,
including team leaders, operators, engineers,
quality control and IT staff. During one of nine
FCC-funded fresh produce PROBEs the company
had already identified an ageing potato size grader
at its Doddington plant in Cambridgeshire that was
underperforming. “We used the Masterclass to get
the hard evidence needed to justify the £400,000
outlay on a new machine.” says Greenvale
Commercial Director Trevor Dear. Masterclass also
enabled Greenvale to improve the efficiency of its
current machine by 20% — representing a saving of

thousands of pounds a year, he says.

Dear admits that he had initial doubts about
the concept.”We are always sceptical when a
consultant comes into our business and says
that he can run it better. But this is not run

by consultants in the conventional sense.

It is something that can be incorporated and
embraced by everyone involved.” So convinced
is he that he now plans to fund the extension of

Masterclass to other parts of his business.

The Society of Motor Manufacturers and Traders
has facilitated Masterclasses in 17 meat processing
plants for RMIF. Some participants have seen
productivity increases of 50%); prime yields up

7% and an 80% reduction in machine changeover

time. ®

If you are interested in getting involved in a
horticultural Masterclass, contact Peter Whitehead
on 01923 857141.

Calling cereal companies

Cereal companies

in the grain supply

el e chain who want to

review their
management and business processes
have the chance to call in a problem-
solving expert at no expense.

The Cereals Industry Forum, managed by
the HGCA and FCC, has three years' of
funding to co-ordinate 15 Masterclasses,
in which shopfloor staff and directors work
together with a facilitator to devise ways
to make a particular problem process
more efficient. CIF manager Chris Barnes
has already got one company on-board
and says that others will probably need to
first embark on an initial PROBE or Value
Chain Analysis diagnostic project.
Merchants, co-ops, millers, maltsters,
animal feed compounders and processors
would be eligible.

The CIF has obtained funding for 48
PROBEs in the cereal sector over the next
three years, as part of a DEFRA and DTI
grant of more than £2m. It has currently
recruited 10 candidates. Also included in
the grant is provision for the launch of
the growers’ benchmarking scheme
Cropbench (see page 3) and

eight Value Chain Analysis projects.

Four have already agreed to participate,
with businesses in vertically-integrated
poultry, biscuits, beer and bakery.

If you are interested in participating
contact Chris Barnes on 020 7520 3906.

I What is the SMMT Masterclass?

=» Masterclass engineers were originally trained to help the UK's automotive supply

chain emulate the lean working practices of their Japanese competition.

= With food processing mirroring many of the assembly, delivery and forecasting demands of the

motor trade, the Masterclass concept has easily been adapted to post farm gate operations.

=» So far, the meat and the fresh produce sectors have benefited from Masterclasses, but there are many

further potential applications in agriculture — dairy, poultry and sugar beet producers with packing lines

would be among them.

=» The Masterclass would be less effective in a traditional grower business. It is set up to deal with a

specific operational problem, rather than a wider strategic issue in a company.

The SMMT Industry Forum'’s approach normally costs around £14,500
for 15 days, spread over four months. But its improvement engineer

lan Jolliffe says that participants can expect to get a pay back of ten

times that amount within a year.
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Meet the new members of our steering group

- Arthur Reeves Tim Cooper-Jones

Tim is Executive Director and Company Secretary
of the chilled foods producer Geo. Adams & Sons.
He has worked for Unilever in senior accounting
and general management positions in its Foods

and Personal Products businesses. He was

Arthur is Dairy Crest’s Milk Purchasing Director,
responsible for purchasing around 2.4 billion
litres of milk for Dairy Crest’s Liquids, Cheese

it

Commercial Director of BirdsEye Wall's and European Vice President
responsible for major initiatives in IT and procurement. He was
Treasurer and a Trustee of the IGD and on the CIMA Council. He was
awarded an OBE for services to the food industry in January 2001.

and Ingredients businesses. He was previously
Dairy Crest's cheese Trading Director and
Finance Director and is also a qualified Chartered Accountant.
Arthur splits his time between his family home in Bristol and his
barge on the River Thames.

Get involved

“Provided the solutions are delivered to enough people at enough speed,

| believe that a prosperous future will exist for food production in this country”

Jon Woolven, Director FCC

To be part of the solution, register here for ongoing news on the Food Chain Centre's work.

‘ Name ‘ In which Pathway(s) to Profitability are you most interested?
‘ Company ‘ D Farm Business Strategy

‘ Address ‘ D Business Improvement Groups

‘ ‘ D Differentiation

‘ Email ‘ D Manufacturing Excellence

‘ Tel: ‘

D Food Chain Collaboration

Your comments: ‘ ... and in any particular sectors? ‘

Fax, Email or Post to Karen Orford at the address below

oS, The Food Chain Centre is managed by IGD. Contact details
° % IGD is a charity that actively helps people to
grow, by bringing togethenintelligence, Food Chain Centre at IGD, Letchmore Heath,

Y, opinion and experience from the food &
“IRinG peO"

Watford, Herts, WD25 8GD

grocery chain. It believes that when people
have the best knowledge, they make the best decisions, Tel 01923 857141

leading to results that benefit them, their organisation and e 01923 852531

ultimately the general public. IGD searches across the chain . . .

for the best knowledge and aims to work with people Email foodcha|ncentre@|gd.com
throughout their careers to develop their full potential. Web www.foodchaincentre.com
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