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UNLISTED. BRAND AND MARKETING MATERIAL.
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BRAND PROPOSITION FOR BIOTECH START-UP.

mﬁ ‘
MAKING PROTEIN BETTER

WE'RE AMBITIOUS, AGILE. A GUTTING EDGE BIOTECH
COMPANY FOCUSED ON FOOD AND AGRICULTURE.
WE'RE ALIVE TOWORLD ISSUES, CARING AND
COMPASSIONATE, USING OUR TALENTS FOR GOOD,

WORKING TO CREATE RESPONSIBLY-PRODUGED

SUSTAINABLE, AFFORDABLE NUTRITION FORALL.

AWORLD OF
BETTER ANIMAL
HUSBANDRY
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TRITON. RESPONSIBLE INVESTMENT AND SPOTLIGHT REPORTS.

< & Q Q
59% 65%

of portfolio companies was the average
undertook a climate risk/ recycling rate across
opportunity assessment the portfolio

61"

of portfolio companies
had a water management
programme

of portfolio companies
reported publicly on
their ESG performance

.
R e S p 0 n S lbl e Triton - Responsible Invesiment Report 202012021 Introduction Triton - Responsile Invesiment Report 202072021 Portfoio ESG performance
2020 highlights Portfolio data methodology
While 2020 has been a challenging year, we have All data in this performance section relates to 31 PCs in the
made steady progress on our ESG performance. following funds: Triton I, Triton Ill, Triton IV, and Triton Smaller
e 0 ’/‘ t‘ Mid-Cap | (TSM I). The 2019 portfolio data has been re-cut to
enable y ility. A full ion of the
4 methodology is provided on page 5.
2019/2020 T : Triton »® 25%
Sl . a %
-~ 100*% [¢) Eight new Triton V PCs began 102020,93% (40) of
% vl o} reporting ESG data to Triton in Trton's 43 PCs repored.
1 oo ° 2020, It has been a substantial oot Decenser 230
work stream to integrate these ) - A
of Investments In new of new joiners completed of Investment Advisory of Triton’s Scope 1,2 PCs into Triton's ESG programme. The remaining companies
PCa racalved ESG Triton Professionals are women and 3 (business travel) ESG performance for the nine JSSCer G o
supportand due diligence business ethics training %i 2019) issi offsat companies in Trton V i provided arenct expectd o report
on pages 2628
9
Triton V is reported separately to 2020 EXY/3
Portfolio ensure that the ESG performance
: N § § data from self-certified funds, which
Triton Il Triton Iil, Triton IV and Triton Small Mid-Cap | e P 1%
Portfolio characteristics under the SFDR,
Triton V % does not adversely affect the portfolio
93 +)(2) performance data. Triton's other self-
A - certified fund, Triton Smaller Mid-Cap Q
% = 81 % 11 (TSM ), will report from 2021
of PCs reported ESG of PCs have a written of PCs have a group-wide of PCs have an
data via Triton's online code of conduct
reporting aystem in place compllance programme
This Responsible Investm s pance of Triton and ispriv
p ta efers 0 cale volling 93% of PCs reported
. t o businesses and h port o us to us on key ESG fssues
I 6 16

Triton - Responsible Investment Report 202012021 Portfolio ESG performance data Triton - Responsible Investment Report 2020/2021 Portolio ESG performance data

Responsible

Portfolio ESG performance data E] Portfolio ESG performance data

nvest‘menl— Triton I1, Triton 111, Triton IV, Triton Smaller Mid-Cap | - Governance & Triton 11, Triton 1Il, Triton IV, Triton Smaller Mid-Cap | - Social
Good governance ig thg founldalion of building better businesses, and Triton expects i.ts PCs 3 Building better busine:sses means engaging COVIDA19 response T
to always operate with integrity. In 2020, we focused on the roll-out of EU standard whistleblowing employees and fostering a culture of support Trton adoptod a safety-frst approach to the COVID-19 HR leads within PCs o sharo specialreports tools
R e Ol/’l‘ systems and asked PCs to conduct both antitrust/competition and business partner risk in every company. In 2020, our number one pandemic, instructing our PCs to do what they needed and labour market and economic data connected
5 5 She 5 10,00 10 keep people healthy and safe and nottobe o the pandemic. The ESG team held a webinar
to ensure systems evolve to meet the needs priority was on ensuring the health, safety, and |0 K 5 T e
of the business, new laws and stakeholder requirements. wellbeing of the employees of our PCs during our PG by providing insight and expertise. of resources o our extranet site on effective team

management during a pandernic.

Indicators (KPls)

7 F the COVID-19 pandemic.
{ | ; - T S 2019 2020 Change +- Perfo ot
> i e f opic f ange +I- Performance update Key Performan
2 : ' lbcato (i) Topic hoators (KPl) 2019 2020 Change +/- Performance update

Triton

Reporting
d pes 94% 100% +6% | Throughout 2020, PCs were given training and ongoing support Employees
leadership. We expect PC boards to formally | using the online the use of the online data reporting tool. This led to an increase Triton's ESG team provides expert advice | Portfolio employee total 60,082 66,348 6,265
sign off their ESG Action Pian annually. reporting system in its use and has prompted five PCs to procure their own ‘and support to PCs across the range of
enterprise-wide version of the software to expand and improve social fopics, from employee health and
We ask PCs to produce a deep-dive fe ly chain me nt
their reporting. safety, supply chain management
report and arrange regular board 1o product esponsibiy
reporting of ESG Issues. n raining webinars on ESG and sustainabil
porling In 2020, we held training webinars on ESG and sustainabilty S .
reporting with the support of external experls. We also provided PCs 3
with Triton's dedicated Human Captal . y .y
2020/100% with template documents and offered support via our monthly calls. foam who provide further oxpert advice | Percentage of PCs 90% 82% 8% | Safety,including the review of action plans,
Y, and support to PCs. with a group-wide wil be a focus area in 2021
0 B +6% safety management
Percantege of They focus on five key Human Capial s
o vsoring | Percentage of PC: 50% 48% 2% | We that this should d finue to work = Pl mveﬁw\ a”nd b du‘sm‘
online reporting | Percentage of PCs. % o 2% | We recognise that this should improve, and so continue to work employee engagement, talent attraction, " s
conducting a formal closely with our PCs to ensure that they are reporting regularly ‘and organisational design and effectiveness. :2'“"':9! ;‘1' 69% 84% 15%
board review of their to their boards. s conducting an
ESG performance at annual employee
least twice a year 2020 +15% engagement survey
= Percentage of PCs 17% 19% 2% P Percentage of PCs. nja 64% n/a| New KPI for 2020.
_2"‘/0 cconducting a formal L nllﬁ./lng high-
g board review of their potential employees
ntage of | ESG performance through an annual
Pﬁ,:"r:'w‘\du:l\nq overy month talent review process
ord o
ofiheir S
performanceat_| Percentage of PCs 41% 42% +1% | Driven by changes in legisition and increased levels of engagement

leastiwice 232 roporting publicly on

their ESG performance

from within PCs, we expect this KP! to increase in 2021

Porcontage of PCs conducting an
annual employes engagement survey.
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TRITON. RESPONSIBLE INVESTMENT AND SPOTLIGHT REPORTS.

Spotlight
AUTUMN 2021

Driving change
through ESG

ESG Spotlight
WINTER 2021

Committing
to a low
carbon future

Triton

“Titon - Commiting o alow carbon fluro - WINTER 2021

rton-partners com

€56 Sporlight
wiNTER 2021

Welcome

Triton commits
tonetzero .
Page4

Supporting
carbon intensive
companies

to transition

Page 7

Investing in
the low carbon
economy

Page §

This s the second in a series
of Sporlight reports that,

atthe heart of our agenda.

Hello and welcome
to the Triton
Climate Spotlight

The COP26 climate talks in Glasgow have just
ended with some key steps - the formal adoption
of the 1.5°C core target for maximum global
warming, new net zero commitments from
around the world, and a specific pledge

on emissions of methane.

The agreement to curb and reverse deforestation
by 2030 is also welcome, though must be treated
with caution given similar commitments have

been made previously.

Meanwhile, there are areas where progress was
limited as the conference ended, including a failure
to codify a phase out of coal in power generation,
and limited commitments around climate finance

to less developed countries.

The world is facing a clear existential threat from
climate change, and no country or organisation

can afford to ignore the risks. Private equity firms.
like Triton have a role to play in the transition to the
low carbon economy needed to achieve the goals
established by the Paris Agreement. We can use our
capital, long-term investment strategies and influence
with our portfolio companies to drive the change we:
need to achieve a net zero economy.

Triton has recently announced our own commitment
to achieving net zero by 2040 by setting Science
Based Targets (SBTs). We have also been part

of the industry-wide push to develop and launch
tailored guidance for the private equity sector which

Triton net zero

is designed to drive much needed near term action.

You can read more about this on page 4. ANPR
As abusiness and as a sector, we need to remain
rigorous on data measurement and ambitious in "r';';ﬂ‘g;"gs';';":“:'

the standards we set for ‘opportinities

“« Wewillonly ourselves. We also need to be

succeed if people put transparent on the reporting of
heir hearts, minds,  our progress and ensure that
and hands 1o the task  portfolio companies (PCs) are T (=]
and use their passion, i us on this journey. When o
e it comes to achieving net zero, Improving energy
todrive imovation e Will only succeed if people effncy
= put their hearts, minds, and

hands to the task and use 1
their passion, ingenuity, and determination to drive AP
innovation and change. That is why embedding ESG i | Q,
into the fabric of our business is essential
In this Spotlight, you will read about Triton's plans to ‘""“s'e"rﬂ 'Tewa"'*
achieve net zero by 2040. You will also hear the views
of an investor, and we'll focus on two PCs with very
different business models, who are charting their own
course towards decarbonisation.
With global carbon emissions rising sharply to pre-
pandemic levels, more needs to be done. Hope will Enpadlha the
get us so far, but it is no substitute for action. supply chain

We trust you'll find this Spotiight an interesting
read and, as ever, we welcome your feedback.

You can email us at
triton-partners.com Carbon offsetting
Importantly, carbon offsers
will play a diminishing role
over time 10 the point where
ultimately,only residual
emissions will be offet

Peder Praht Martin Futh
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Triton invested in IFCO, a sustainable packing
solutions provider for fresh food, in May 2019.

IFCO already had a strong 340 millon RPCs and prepared for the next
sustainabilty track record, in circulation around the cycle. Damaged containers are
having pioneered the use of world and they deliver repaired o - uniquely for the
reusable packaging solutions up to a 96% reduction sector - granulated into pellets
and pooling services close to in food waste when compared ready to manufacture new IFCO
thirty years ago. o single-use packaging.* RPCs of equal quality. This

closed loop approach means
the containers continue to
serve their original purpose and
eliminates the need for single

Made from polypropylene (PPS),  Clean containers are filed

the Reusable Plastic Containers s,
(RPCs) are used for the delivery  then transported to retailers
and display of fresh foods, for display on supermarket

IFCO’s success shows how
Cradle to Cradle (C2C) can
help companies to develop and
implement circular business
models. The potential of C2C

for the packaging industry is
huge. With s Reusable Plastic
Containers, IFCO also shows
that C2C provides practical
solutions to the most challenging
problems of our times. I hope that
many more companies will follow
IFCO’s good example towards

a circular future.

Tim JanBien,

Cradle to Cradle
Certification

The IFCO model is an example of the Circular
Economy in action, where resources are kept
within the cycle of production. In 2021, the IFCO
European foldable Lift Lock range of crates
became Cradle to Cradle Certified®, at Silver
level, and Gold in the assessment category

of material reutilisation

The premium benchmark for sustainability around the
world and across all industrial sectors, the independent
Cradle to Cradle Ceriifieds Products Programme is one
of the world's most advanced standards for designing
and manufacturing products according to the principles
of the circular economy.

Trton's Head of ESG, Graeme Ardus, said, "IFCO has
been a pioneer in the Circular Economy for almost three
decades. Since investing in the company, we have
supported IFCO to further develop its ESG programme,
including its Cradle to Cradle certfication”.

Graeme added, *At Triton, we take a

robust, scientiic and evidence-based

approach to ESG, which is why we're

50 pleased that IFCO's dedication and

hard work has been validated in this

way. We'l continue to work closely

together to understand how to better b

embed circular economy principles '
across IFCO's products and operations,
and on ways we can share leamings
and best practice across the portiolio.”
Commenting on IFCO's certification,
Peter Templeton, President & CEO of the Crade to
Cradle Products Innovation Institute said, “By applying
the global Cradle to Cradle Certified Product Standard,
IFCO proves that tis possible to tur a commitment to
circular economy principles into measurable product
outcomes. In the process, IFCO is demonstrating
leadership in designing, making, and verifying products
for a healthy, equitable and circular future.”

Graeme Ardus

including fruit, vegetables, fish &  shelves. Once empty, they U Execuive Director Find out more about ca
seafood, meat, eqgs, and bakery  are collected by IFCO to be Sradle to Cradle NGO) Cradie to Cradie Certifcation here

products. There are currently inspected, dleaned, disinfected, i
Sourca 1FC0
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DIVER
INCLUS

Diverse businesses
are better businesses.
While the point is obvious,
there is now a substant
body of research to
demonstrate that fostering
from being the right thing
todo, delivers increase
profitabilty, stronger
‘governance, higher
‘employee engagement
and innovation.

Triton's approach to diversity and inclusion
(Dal) begins with its own operations, but, as

an investment company that takes an active A
‘approach to creating value, that's only the F

start of the story.

“Leading means walking the walk and

D&l needs authentic leadership” said Cecile

Dutheil, Triton's Human Capital Practice

Lead. “To be credible, we must drive such

initatives first within Triton with passion

and full commitment. This is why the Triton

{ron-partners com

Retum On Inclusion (ROI) Strategy has
been designed and is being deploye

across the company. The ROI strategy
includes awareness surveys and trainings
delivered by guest speakers on nurturing an
inclusive workplace or around

around diversity and inclusion
is critical. Some PCs are much

P m, led
by Yoonne Comolli, ChiefHR i v
Officer at FlaekiGroup, and

Frauke Hofsommer from Triton's,

Human Capital Practice, has been created to
bring together HR Leaders from across the
Tiiton portfolio family to share best practices,
and find innovative ways to expand the focus
on gender and beyond.

AS Yonne Comolli, explains, "During one of
our regular exchanges with other PCs, we
found out that several of us were working

‘on D81 programmes. Establishing this
‘workstream allows us o share know-how and
combine our efforts. This is what we now do,
and | find it extremely beneficial.”

‘The journey continues and the outcomes will
be measured using both Key Performance
Indicators (KP1s) and employee satisfaction
surveys. This helps us monitor how our

PC workforce feels about being part of an
organisation that embraces a more diverse
and inclusive workplace and culture.

but it’s clear that

Triton's Human Capital Practice collaborates

with all PCs and Boards when it comes to

setting up high performing leadership teams

for success, from employee engagement

to talent development, from organisational
design and effectiveness

unconscious bias for instance.  ‘Creating a level 0 DAl initiatives.
Our regular exchanges with playing field of Triton's Managing Partner,
our PCs have confirmed thata  opportunity is not only  Peder Prah said, The

common, structured approach e right thing to do, relationships we have with

our PCs are vital to the
value creation process. We.

more advanced, others are. diversity and inclusion et high expectations, but
very keen o leam and leverage  build better, higher we also provide the support
best practices. Therefore, this quality businesses.’
¥ rkstr N

needed to ensure that those
expectations are met. We
: take it as a point of pride that
our PCs will often challenge
Us t00 — that's vital because
we need to be able to discuss and debate
key issues and take on feedback.”

Creating this sense of inclusion within a
diverse environment is what we and our
PCs are striving to achieve every single day.

BRAND DEVELOPMENT. PRINT. DIGITAL. EXHIBITION & PACKAGING. INFOGRAPHICS

THE ROUND ROOM
T. 0131 552 8827. M.07753 425646. E.chris@theroundroom.uk www.theroundroom.uk



mailto:info%40theroundroom.co.uk?subject=We%27ve%20seen%20your%20portfolio
http://www.theroundroom.co.uk

EMIS. BRANDING. CAMPAIGNING MATERIAL.
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european

movement
iIn Scotland
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K4
european

movement
in Scotland

Will they go looking
for a fight?

Or fight for your
interests in Europe?

.,
K4

european
movement
in Scotland

Their thinking
is chaotic

Ours is crystal clear
Time to say no

to Brexit.
‘We are European’
Join us Join us
www.euromovescotland.org.uk www.euromovescotland.org.uk
facebook.com/EuroMoveScotland facebook.com/EuroMoveScotland
twitter.com/euromovescot twitter.com/euromovescot ’
4 e 4 4
lv» I'V lv»
european european european
movement movement movement
in Scotland in Scotland in Scotland
. , She talks about
-rhelr _W0r|d They re Obsessed the people
is an island with straight bananas
, But does she
Our world Let’s tell them where

is connected

‘We are European’

Join us
www.euromovescotland.org.uk
facebook.com/EuroMoveScotland
twitter.com/euromovescot

to stick em’

‘We are European’

Join us

www.euromovescotland.org.uk
facebook.com/EuroMoveScotland
twitter.com/euromovescot

listen to you?

‘We are European’

Join us
www.euromovescotland.org.uk

facebook.com/EuroMoveScotland
twitter.com/euromovescot
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THE GREYHOUND ON THE TEST. HOSPITALITY BRAND RE-POSITIONING.

The Greyhound on the Test -

An exquisite country inn with a fine dining restaurant

and handsomely stocked bar.

Boutique bedroom suites, a water meadow garden

and a river beat on one of the world’s
most famous fly-fishing rivers.

“To find the pleasures in every season’

The earth beneath your feet
The ever changing skies above your head
The roaring heat of the open fire
The rhythm of the River
Feeling the first warmth of the sun
The rustling of the leaves
A secluded tree-lined oasis
A dining room under the stars
A menu of ever changing smells, sights, sounds
and tastes...
Where there is no such thing as a dull day

THE GREYHOUND
ON THE TEST

Finding
the pleasures
in EVERY

season
"~ p
< [ g

RIVER BEAT
GARDEN
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THE GREYHOUND ON THE TEST. HOSPITALITY BRAND RE-POSITIONING.

Embrace

We embrace
the elements
and we savour
the moment

THE CREDO:

To find the pleasures in every season

BRAND VALUES AND BEHAVIOURS:

Be Generous Be Curious Be positive
We share our We seek out We own the
knowledge and celebrate situation
and indulge the different, and seek
passions and hero the solutions

devil in the details

THE GREYHOUND ON THE TEST CUSTOMER EXPERIENCE:

Knowledge and seasonal pleasures shared,
a body nourished and refreshed

We see the good
in our customers,
colleagues
and partners

Trust Real and Genuine

We only ever
use the best,
freshest,
natural, and
where possible local

A BRAND THAT CHANGES WITH THE SEASONS AND IS FELT ACROSS EVERYTHING THAT THE GREYHOUND TOUCHES:

Boutique accommodation, Award winning restaurant, Organised country pursuits, Events & Celebrations, External catering,
River beat garden, General estate presentation, Website, Targeted customer comms
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THE GREYHOUND ON THE TEST. HOSPITALITY BRAND RE-POSITIONING.
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RIVER BEAT
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THE GREYHOUND ON THE TEST. HOSPITALITY BRAND RE-POSITIONING.
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THE GREYHOUND ON THE TEST. HOSPITALITY BRAND RE-POSITIONING.

S '7“‘?{:;_
THE
GREYHOUND

ON THE TEST

COUNTRY PURSUITS IN BANK SIDE

GREYHOUND HAMPSHIRE COMPANIONS

Finding Finding
the pleasures the pleasures
in EVERY in EVERY

season season
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CROMARS. BRANDING. INTERNAL AND EXTERNAL SIGNAGE. WEBSITE.

PANTONE BLACK
CO0 MO YO0 K70

;\) ¢ C/—_

CROMARS

AN ICONIC BRITISH FAVOURITE

CAFE
RESTAURANT
TAKEAWAY

PANTONE293 PANTONE 2757 PANTONE BLACK
C100 M70 YO K4 C100 M95 Y4 K42 CO MO YO0 K100
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HTML 0046AD HTML 002663 HTML 1E1E1E
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CROMARS

AN ICONIC BRITISH FAVOURITE
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CROMARS. BRANDING. INTERNAL AND EXTERNAL SIGNAGE. WEBSITE.
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EDINBURGH PARTNERS. BRAND EXTENSION.
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|1

£ dinouran e

Time shines a light
on excellence —

1890

THE FORTH RAIL
BRIDGE

RESEARCH

We invest your
money in companies,
nothing else

Research combined with critical
thought is the bedrock of what we
do. Our analysts sift through the
universe of stocks to find a long list
of potential investments, and then
reduce it further through detailed
analysis down to a short list. Our
work is still not done — we look for
commonalities that could cause
unintended risk.

Only then do we start to build the
portfolio.

PRINCIPLES

Consistency
is derived from
a simple philosophy

Like the simplicity of design that went
into planning Edinburgh’s New Town,
our process is straightforward.

We take company analysis and turn it
into an actionable investment theses.
And like the neo-classical buildings
that have defined our city for more
than
200 years, our portfolios
are built to be robust over
the long term.

TIME

Time horizon
is the key market

imperfection

Patience is a key part of our
process, a strategy that’s justified
by the evidence. Our empirical
research supports the common-
sense contention that the value of a
business depends upon its long-term
ability to generate profits, and that
analysis therefore should focus on a
five-year horizon.

n
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CORNERSTONE ASSET MANAGEMENT. BRANDING RE-POSITIONING.

LATER LIFE P
‘ESTATE PLANNING
RETIREMENT W >
INVESTMENT
FAMILY PROTECTION
SAVING
AGE 20 % 40 %0 6 70 80+ CREATION MANAGEMENT PRESERVATION

YOUNG ADULT FAMILY FORMATION FAMILY DEVELOPMENT FAMILY MATURITY RETIREMENT
WEALTH CREATION WEALTH MANAGEMENT ASSET PRESERVATION

Cornerstone

Asset Management

SR T
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CORNERSTONE ASSET MANAGEMENT. BRAND RE-POSITIONING. IMAGERY.

Re-positioning of Cornerstone Asset Management started
with refreshing the language and use of imagery.
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CORNERSTONE ASSET MANAGEMENT. BRAND RE-POSITIONING. COLLATERAL.
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CORNERSTONE ASSET MANAGEMENT. BRAND EXTENSION - ENGAGEMENT THROUGH KNOWLEDGE SHARING EVENTS.

AN INVITATION TO JOIN US IN

GLASGOW

EMAIL TEASER CAMPAIGN

PRE EVENT Q&A GATHERING
INVITES

DRESSING OF VENUES

DATA SHEETS AND HAND-OUTS
SERIES OF PPT

AN INVITATION TO JOIN US IN

EDINBURGH

AN

A
BETTER
INSTGHT

N —

A
BETTER
INSIGHT

oy

Cornerstone

yy

Cornerstone

s AR A
BETTER

A INSIGHT
BETTER
INSIGHT

SAVING

SAING FAMILY PROTECTION

FAMILY PROTECTION
RETIREMENT PLANNING

RETIREMENT PLANNING
INVESTMENT
INVESTMENT
ESTATE PLANNING
ESTATE PLANNING

LATER LIFE PLANNING
LATER LIFE PLANNING
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ESG INFOGRAPHIC.

Circular
economy

.

Climate

89%

1
E " of companies had a safey

management programme

Geopolitical

Pollution ﬂ

68*

of employees received
training on anti-bribery and
corruption in the past yea

79%

of companies had a
cyber security
programme in place

Anti-bribery
and corruption

Economic
and tax 6 o
contribution OR A
Hu_man Hea"th o of com3panies undertook
rights and safety a climate risk

@ opportunity assessment
o,
74%

Cyber and of companies had a
data security supply chain programme

Business

Diversity
and inclusion

Iam=s

Responsible
supply chain

92%

of companies have a
positive outlook on

Product diversity and inclusion
responsibility

Environmental, Sociala nd Governance priorities
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INFOGRAPHICS / DIGITAL ASSETS.

HOLIDAY
SPENDING
HABITS

OF UK HeLIDAYMAKERS

Average spend per person whilst on a week's holiday

-LTIT

£0 - £199 £200 - £399 £400 - £599 £600 - £799  £800 - £999 £1000+

4

Some top tips for saving money on holiday

e = e

Read reviews!

Haggle! Choose public transport
over hiring a car

g:: gjj GRATUIT l

5335 B <

Research local Shop around Take Avoid
prices before for the best advantage overpriced
you go price/deals of free tourist traps
attractions and ask
a local

[ NEWCARSALES -]

2,567,269
2,264,737
2004 - 2014
2m DIFFERENCE
2004 2013

SED CAR SALES .

8m 7,731,609

BB 6,806,187

6m
2004 2013
£
FUEL EFFICIENCY CO2 EMISSIONS
THEN AND NOW THEN AND NOW
NEW CAR
coﬁ‘ Eing(s)lst
o, AVE|
+35% 203 EmaScams i 6.5%
EFFICIENCY o WERE BELOW
130G/KM
. LOWER THAN 10 YRS AGO
§ IN 2014
AVERAGE 67.2%
57.2 FABNOVED
MPG e et
|30I(_;IKM
2004 2014
MOST POPULAR COLOURS

35.7% - Silver White - 22.4%

24.4% - Blue Black - 19.1%
17.1% - Black Grey - 13.6%

9.0% - Grey Silver - 13.2%

2004 2014

15 Steps to safe online shopping'’

1. Website URL
address security:

look for https at the start

of the URL and make
sure the green bar and
padlock are present in
the browser bar.

5. Always log out
after an online
transaction instead
of closing down

the browser.

9. Know your online
consumer rights —
visit visit “sites like
Which? and Money
Saving Expert for
more information.

13. Use a secure
payment site such
as PayPal unless
you know who you're
paying money to.

safely

-~

2. Wi-Fi security
checklist: Check you
are connecting to the
right network. Avoid

making financial

transactions on public
Wi-Fi, use a password

protected network.

6. Security software
is essential. Parents
can use age
appropriate filters to
monitor and block
online activities.
Update regularly.

10. Be cautious when
purchasing tickets.?
1in 10 UK ticket
buyers have
purchased fakes.

14. Ensure you know
who you are buying
from.

5

3. Avoid unsolicited
emails. Links and files
in unknown emails
could be a scam and

hold viruses or take

you to fake sites to
collect your personal
or financial details.

7. Beware of fraud.
Report any suspicious
activity to Action Fraud
as well as your bank.

©\

11. Read Terms &
Conditions* before
agreeing as accepting
is entering a legally
binding agreement.

15. Register your credit
card with Verified by Visa,

Mastercard Secure or

4. Use mobile
banking online.
Check your
statements regularly
or get mobile alerts
for your bank account.

d\
(2
mh

8. Social Networks?
are increasingly used
by fraudsters. Watch
out for things like fake
friend requests and
YouTube links
containing malware.

12. The Sale of
Goods Act applies
to online sales in
the UK.

American Express SafeKey

for added security.
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INFOGRAPHICS / DIGITAL ASSETS.

RO AD, TIME TRIAL, TRACK, TRIATHLON , DUATHLON,

MOUNT AIN BIKING , CY CLOCROSS . JUNIORS 06 08 10

PRESIDENT’'S MESSAGE 2015 ROLL OF HONOUR ROAD,
CROSS, ~
~

TIME TRIAL

30 34
JUNIORS cLuB
SPONSORSHIP
36 40 41
COACHING | WEEKLY CLUB EVENTS
© TRAINING caenoar @B €
/| DIARY
T
: e 00
PO RTOBELLO .
MEAD OW BANK_V ELODROME - L IR BN
42 45 48 50
MEMBERSHIP MEMBERSHIP RULES OF MEMBERSHIP
SERVICES DISCOUNTS THE ROAD DIRECTORY
CLUB WEBSITE HISTORY OF ACCIDENT
THE ERC ADVICE . TTTTTY
(o) NnANNANAN
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SCOTCH MALT WHISKY SOCIETY - 28 PACKAGING.

Blind taste -

SUMMER SONG

Sunshine fades the fields -
a golden retriever roaming
home through the grain :

Out with the old Atco
time tomow and roll
2 the lawn before it rains

Summer .gives you a punch
on the'hose and shackles you
wi’g__h-ﬂ__aisy chains

Childhood caught in a
magic bottle = let the genius
loose again!

M
N/

BOTTLED BY THESCOTCH MALT WHISKY SO CIETY

PRODUCED IN SCOTLAND

Vol50c| €

SINGLE CASK SCOTCH MALT WHISKY

CASKNO. 114.3
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PACKAGING.

40%vaol
T0cl €

e =

HUNTER

 ORIGINA

- SEOTTISH ALE, HAND-CRAFTED. 1 4 PILSNERTHE. LOTTISH BEER, FULL FLAYOURED BILscornsy ses, onisivAL ISTE
ORIGINAL & INDIVIDUAL ,. it / * IT SWEETIE, SERVE CAOL MELLOW, SERVE iimh pipE AND SLP
o :

TONTER prEWERY ® K we 5 PN,

.
u

100% FuLL

I i
e 100% FuLL-BoDIED " 100% FULL-BODIED & 100% FuLL-BODIED
Im”‘:“li-l "

gy M- ChusTrn, amriEnTIC o TAND-CRAFTED, AUTHENTIC Biline  ND-CRAFTED, AUTHENTIE o
ATION BREw, yrans i THE MO e " ATION s, VEARS N THE WARYE & MoK spcyy, v aRs N THE AN

PACKAGING.

GLENMORANGIE, ARDBEG
INVERGORDON DISTILLERS
IBA/BOUCHARD

SO GOOD - SOYA HEALTH PRODUCTS
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WORKERS’ EDUCATIONAL ASSOCIATION SCOTLAND. ANNIVERSARY PUBLICATION AND EXHIBITION.

Riddle’s Court in the Scottish Context

Gavin H W

Lt <
e Lhoary o im ‘,ﬁ{_” L4

.
e
Bftndurgh Semner Mernng. {6 i ihe
smartyard of Harvamy Gmedea, Furin
ant Edebugh Tenmar
. Becrriary o the Toerany 1l

Anpen 1, o,
C .

[ 1HME Pasrick (S crymmised L finid
Edinburgh Sammver Meeting. The Sammor
Mistiagm wery m3 Tkl of Us Uakersity.

Fontiension Mirsissyes whibch ui el 10 whilisn
B L ol . NS
aanualiy in August and grew to st _—
ehuchorati ared b fromm sorosm Rurogs

10 bk part in n range of courses of sty
prinepaly 1= the ares s mowsr.

Dok bl wantind k5 3Rt new faopie
T80 s e B4 mprarate comrmen <f slikly o Bive i the OB Town mind b e hee

emprisisg of octurm, walks, cxcursins trving cond Bions of stutes ¥ Ketintargh

i musionl recitals. A journal callsd The University. In Spring 1867 he formed an scting
o P Bl

eatrwets from (b p Iy Phaaw: - niversity Hall. By

Abcussions. Socid istersction and detwl e onch F 3AHT Ehere wer Uiren rocs sl

W B S VOT (SOTATI AA WSS DY WO Fienss wio pioe on moor “Sher

. P nnd groft of
Jorlgzed together n University Hall  snotlr  inlesoourss assd Uheir convietion of the beaefiis
[ p—— 63 b chariveed froes Ehe aywtom”
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BREAKING THE MOULD. CAMPAIGN PROJECT ID AND SUPPORT MATERIALS. SOCIAL REMINISCENCES PROJECT.

REAKING
THE MQULD

Researching and Celebrating
100 years of Women’s History
and Experiences in Scotland

AN INTRODUCTION TO

BREAKING
THE MQULD

Researching and Celebrating 100 years of
Women's History and Experiences in Scotlan

THE PROJECT AIMS
*To deliver a research and learning programme
in 3 areas of Scotland

+To share nely discoveries through a drama

AL U,
O
F 40

Vouésirnice |

ogene®

production,a re-enactment of a suffrage meeting,
a women'’s history trail and a travelling exhibition.

«To provide a writers’ residential to create poetry,
prose and drama scripts on the theme of women’s

history and activism

«To hold a writing competition in schools

An introduction t

BREAKIN
=

WEA
FIFE
T.013

HE MOU

WHO COULD BENEFIT

Women, men and young people will be better informed about.
wormen's exper nd contributions to social and political
change over the last 100 years.

Project participants willlearn new skills, undercover new
knowledge and will enjoy presenting this information to
the public in fun, creative and interactive ways.Through this
you will build you confidence and skills and increase your
connection to the community:

The community at large will benefi from having new
discoveries about inspiring women shared with them
and held for future generations.

HOW PEOPLE COULD GET INVOLVED
You can join a discussion and learning group in your area;
share memories about women in your family who played

an important role in their communityuncover historical
information about influential wemen at the library of through
the internet; use your skills and learn new skils in creative
writing, drama, artwork and research

CALLTOACTION
We want to involve all sections of the community in this
project: senior school pupils, members of community
groups, political activists, historians, mothers, employed
people and job-seekers.We need to draw on your
knowledge of the history of women in your community
and.your.enthusiasm for uncovering unsung heroines to
bring this project to lfe.

Researching and Celebrating 100 years of
Women's History and Experiences in Scotland

SCOTLAND 'WEA SCOTLAND
EDINBURGH
83 510774 T.0131 225 2580

E.s.stevenson@weascotiand. E.jbond@weascotland.org.uk

orguk

¥

(B oo

BREAKING
THE MQULD

in your a

WEA SCOTLAND

HIGHLANDS

T.01463 710577
veascotland.org uk

b V)

BREAKING THE MOULD:
EDINBURGH

The WEA Lothian Women's Forum and WEATutors led groups to research

individuals and organisations with connections to Edinburgh. They highlighted

their achievements in social and political activism resuiting in the publication
of the Breaking the Mould: Edinburgh book.

CBE QC

lsbel Gallowsy Erste
i bt b

v Ao
eyt i
e scerccn g
o o, el
Pralehan N
1927-2007 e, )
i Hin il
= i

e
%

Mk Chariote

i in Bevain 1921,

Deep in most of us is the potential

for greatness or the potential
1o inspire greatnes.

:“ In her teens Gertrude's
Muriel Sarah Spark Do
1918 2006 T

WRITER, POET

s o underminsd,

BREAKING THE MOULD:
EDINBURGH

In a male dominated society these women broke the mould —
they include the first woman to graduate with an MD, the first practising female surgeon,
the first woman judge in Scotland. WWomen protested and campaigned about
what mattered to them. Groups were formed to help and support local communities,
to teach skills and to educate women to reach their full potential.
Consequently women entered politics, became social reformers, scientists
and educators who changed our lives for the better.

GEORGE SQUARE

Chrisca (Nalie) My seventy-seven-year-old facher
Andarion had been
et put his reading glasses on

o help my mother do the butcons

on the back of her dircs.

What a pair

And off they went, my two parents
to march againse the war in lrag
him with his plastic hips.
waved at each other like old friends,

Happing, where theyd me

for peace, for peace

Jackie

ZeroTlrance 3
Crary vorkng o acke

1899 - 1994

il wasborm and

rused n Garm She
Coid Bology

Hoen sy Prencce

hool oo yers
Gt Cas st it sgsof 13
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SOCIAL REMINISCENCES PROJECT.

BREAKING THE MOULD. CAMPAIGN PROJECT ID AND SUPPORT MATERIALS.

Isabel Hutton CBE
1887 - 1960
mm in the treatment of

s brought about by\::ﬂlar
Hiabel Galloweay Emali was b and 1y

n medicine in "’w-nd.h.,""""_ Vo i Ey

of ) o =

llldr. ::Q:g‘,‘wwda,#ﬂ_gkwmn‘ﬁ:h I.
Flind in Mamingg ™ P Sy
| Co roversial )
: pioneer in the field
of birth control

In 1904 she became the firse woman
academic staff ar Manchester
£ m.jc‘_*._u..d widelv and

THE ROUND ROOM

T. 0131 552 8827. M.07753 425646. E.chris@theroundroom.uk www.theroundroom.uk

BRAND DEVELOPMENT. PRINT. DIGITAL. EXHIBITION & PACKAGING. INFOGRAPHICS


mailto:info%40theroundroom.co.uk?subject=We%27ve%20seen%20your%20portfolio
http://www.theroundroom.co.uk

WEA - 60 VOICES, 60 YEARS ON. SOCIAL REMINISCENCES PROJECT.

‘60 Voices, 60 Years On’ is

a WEA Scotland written and

oral history project from the
men, women and children who
remained and worked at home
during the war years in Scotland.

Fﬁﬁﬁwo‘p‘@

any
books
and
pamphlets have been published
about the history of World War II.
Indeed, there has been a
plethora of material made
available over the last few
months particularly to celebrate
the 60th annive
of the end of that devastating

and have, often very competently,
examined details of Government
policies and actions in terms of

in Europe or further afield, in
North Africa or the Far East.

60 WEA VOICES, 60 YEARS ON

These records are all an
essential part of the total
experience of war and its impact
on the people’s concerned. To
the individual citizen, however,
particularly those in the age
group 70plus there are other.
more immediate and diverse
memories of that war.

se memories are part
of what we can rightly call the
Social History of the war. This,
as a record is as important as
any other aspect. It reflects
not only chronicled legislative
enactments issued by
Government but, more
importantly, it reflects the
plethora of memories at personal
levels evoked by the war time.
experiences — be it in villages,
in cities or in the lonely crofts,
and islands of our country.

In this particular study we
find ourselves in Scotland
looking at the people, how they
lived, how they responded to the
changes in their personal lives
and how they attempted to come
to terms with all the new
experiences, unexpected and
frightening as they were: be it

themselves and / or family from
their very own home. Or again
their memory may be more about
changing work conditions or, for
the younger participants, the

s in their school or in the

‘we are enjoying these stories and
snippets of life in the 1939 - 45

from Alness, where the tenfold
increase in population was
generated by the construction of
‘military camps and from whence
came many comments on a more
cosmopolitan plane. In Alness
there is regular reference to the.
‘many military incomers and a
‘most interesting international
approach to the French and
Polish soldiers on one hand and,
included in the friendly welcome
to the area, the POWS of
whatever nationality ~ be it
Italian or German.

Photograph courtesy of The Living Memory Association

We had lots of friends, who
were shepherds and that, and
they used to go to the hill
every day and they collected

game bags, carry it home and.
then we spread it out on the
tables and let it dry. Anyway.
‘when it was dried we put it
ino field dressings because it
was so absorbent, it absorbed.
the blood.

especially at Christmastime.

60 WEA VOICES, 60 YEARS ON.

o One of the worst things
We often got permission at A e
cl to go out and S
shoot some deer and distribute g
it down the glen and that was :‘mlm’;;”“h_
very special. My mother raised m“h"" mmn’h‘""y
chickens, and any Mw“"‘f“hqm‘“"
were fattened up and she sent oYL
oy and they just sucked in
or relatives in the eitics. the moisture and I had.
I remember so well how she e st
killed the birds, tied their legs nm”‘“m“ummt
together, fied a label to the legs o g0 e ot o D
and just handed them to the my"""‘mm S
postman or the railway that % 1o
way and they went. !
i o ] Rt

THE PEOPLE’'S WAR IN SCOTLAND 1939 - 1945

1 would say that the war changed

ing, absolutely everything. One.
thing it did; it liberated people in this
country. Before the war there were few
opportunities for women: they worked.
on the farms; they were poultry maids;
they were dairymaids; they worked in
other

houses, they
Very few got into the secretary type
jobs, very few. You had to be very
clever to do that. They didn't work

totally different from pouliry maids
and dairymaids. Land Girls drove
horses, that was a man’s job, drove
tractors and that was a man’s job,
and there was really a great sense
of liberation amongst women.

DAVID OAG

David lived in Caithness until 1944 when
he and his family moved to Dalmore Farm.
He attended school in Invergordon.

There were maybe At the back of it there

about 3,000 RAF were the pigeon
personnel and people  houses where they

of different Kept about 160
nationalities in and pigeons for delivering
around the village ‘messages - I suppose,
of Alness. We hada by airl I don't know

dairy, and my job how they trained
every morning before  them, but they

Twent to school, was  obviously took them
to deliver milk round  up from pigeon coops,
the different camps - which they called

the Sergeants’ Mess,  home, and they were
Air Crew restaurant,  released here with
the NAAFI and the messages.

WAAF camp. There
were areas of RAF After the day's work,
camp all round the while the RAF were
farm. The area at the here, there were
top of the road going  always dances at the
down to Dalmore weekend, and a lot of
Distillery was all ‘music played locally
training ground for by locals...We used to
flying. The main £0 out to the Heather
headquarters was Hut at Kincraig, and
behind the lodge they played at dances
at Dalmore. for just farm workers

or any locals that

just gathered in for

a ceilidh.

in the mill and joined the wardens.

60 WEA VOICES, 60 YEARS ON

ANNIE ROBERTSON

Now aged 88, Annie Robertson remembers hearing that war was declared at
the Sunday morning church service in Neilston. She worked

a plywinder

1 was married in 1940..in Neilston Church.
My husband... he was called up. i
Trinkamalee, in the Navy. The war was finished
oh a good while before my husband came back
because he couldn't get a ship back. He'd tae
wait there il he got a ship... He wrote as often
as he could but then sometimes your mail you
know it wisnae like the postman coming every
day, you'd may’e got two or three letters at a
time... He used to send me treats because I had

a notion of chocolate when I was pregnant.
In 1943 he sent me chocolates. He went round
the ship looking for chocolate for me.

It was seeing all these young men leaving and
not coming back... They were just in their
twenties, some o’ them 18, 19. When you saw
the telegram boy you watched where he would
g0, who's getting it this morning?

Sir Winston Churchill inspecting

Air Raid Wardens in Glasgow,
1
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