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Researching and Celebrating
100 years of Women’s History
and Experiences in Scotland
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Real time AI powered company valuationsReal time AI powered company valuations
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Real-time AI powered company valuations

4th Floor, 115 George Street, Edinburgh EH2 4JN
hello@unlistedvaluations.com

00000 000000 

www.unlistedvaluations.com
All information provided is private and confidential and is intended solely for the attention of the addressee(s). If you have received this email in error please return it to the sender and 

remove any copies from your system. Unauthorised use of any information provided is not permitted. All information or advice is tendered on the basis that every effort is made to 
ensure that it is correct and valid, but no guarantee is given and no liability for error accepted.
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Roslin tech
making protein better a reduction in grazing 

means more arable farming

“ We envision a world where everyone has access to affordable, 
nutritious, and responsibly-produced protein ”

BRAND PROPOSITION FOR BIOTECH START-UP. 

a world of 
better animal 
husbandry

We’re ambitious, agile. a cutting edge biotech 
company focused on food and agriculture. 

We’re alive to world issues, caring and 
compassionate, using our talents for good, 

working to create responsibly-produced 
sustainable , affordable nutrition for all.

free from slaughter, 
free from gmo, - free from 
antibiotics, high in protein, 
low in saturated fat
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TRITON. RESPONSIBLE INVESTMENT AND SPOTLIGHT REPORTS.

Responsible 
Investment
Report
2020/2021

triton-partners.com

Eight new Triton V PCs began 
reporting ESG data to Triton in 
2020. It has been a substantial 
work stream to integrate these 
PCs into Triton’s ESG programme. 
ESG performance for the nine 
companies in Triton V is provided 
on pages 26-28.

Triton V is reported separately to 
ensure that the ESG performance 
data from self-certified funds, which 
promote environmental and social 
characteristics under the SFDR, 
does not adversely affect the portfolio 
performance data. Triton’s other self-
certified fund, Triton Smaller Mid-Cap 
II (TSM II), will report from 2021. 

In 2020, 93% (40) of 
Triton’s 43 PCs reported 
to us on key ESG issues 
as of 31 December 2020

The remaining companies 
were acquired in 2020 and 
are not expected to report 
until 2021. 
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Portfolio data methodology

All data in this performance section relates to 31 PCs in the 
following funds: Triton II, Triton III, Triton IV, and Triton Smaller 
Mid-Cap I (TSM I). The 2019 portfolio data has been re-cut to 
enable year-on-year comparability. A full explanation of the 
methodology is provided on page 5. 

Portfolio ESG performance

2020

93% of PCs reported 
to us on key ESG issues

93%

2019 81%

6

Triton - Responsible Investment Report 2020/2021

2020 highlights

Introduction 

Portfolio 
Triton II, Triton III, Triton IV and Triton Small Mid-Cap I

Portfolio 
Triton V

of Triton’s Scope 1, 2 
and 3 (business travel) 
emissions were offsetemissions were offset

100100%

of Investment Advisory 
Professionals are women 

(7% increase on 20197% increase on 2019) 

2525%

of investments in new investments in new 
PCsPCs received ESG 

support and due diligence

100100%%

of new joiners completed 
the Trust in TritonTrust in Triton 

business ethics training

100100%%

9393%

of PCs have a written 
code of conductcode of conduct 

of PCs reported ESG 
data via Triton’s online Triton’s online 

reporting systemreporting system

100100%

of PCs have a group-wide 
health and safety programmehealth and safety programme 

in place

8181%

of PCs have an 
environmental environmental 

compliance programmecompliance programme

7373%

This Responsible Investment Report covers the ESG performance of Triton and its private 
equity funds in 2020 and includes forward-looking statements for 2021. Unless otherwise 
stated, all data refers to calendar year 2020. For our credit funds, we do not hold controlling 
stakes in the businesses and therefore we do not currently ask those businesses to report to us. 

While 2020 has been a challenging year, we have 
made steady progress on our ESG performance.
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Topic
Key Performance 
Indicators (KPIs) 2019 2020 Change +/- Performance update

Reporting 
Positive change requires engaged 
leadership. We expect PC boards to formally 
sign off their ESG Action Plan annually. 

We ask PCs to produce a deep-dive 
report and arrange regular board 
reporting of ESG issues. 

Percentage of PCs 
using the online 
reporting system

94% 100% +6% Throughout 2020, PCs were given training and ongoing support 
on the use of the online data reporting tool. This led to an increase 
in its use and has prompted five PCs to procure their own 
enterprise-wide version of the software to expand and improve 
their reporting. 

In 2020, we held training webinars on ESG and sustainability 
reporting with the support of external experts. We also provided PCs 
with template documents and offered support via our monthly calls.

Percentage of PCs 
conducting a formal 
board review of their 
ESG performance at 
least twice a year

50% 48% -2% We recognise that this should improve, and so continue to work 
closely with our PCs to ensure that they are reporting regularly 
to their boards.

Percentage of PCs 
conducting a formal 
board review of their 
ESG performance 
every month

17% 19% +2%

Percentage of PCs 
reporting publicly on 
their ESG performance

41% 42% +1% Driven by changes in legislation and increased levels of engagement 
from within PCs, we expect this KPI to increase in 2021. 

Portfolio ESG performance data
Triton II, Triton III, Triton IV, Triton Smaller Mid-Cap I - Governance 

Good governance is the foundation of building better businesses, and Triton expects its PCs 
to always operate with integrity. In 2020, we focused on the roll-out of EU standard whistleblowing 
systems and asked PCs to conduct both antitrust/competition and business partner risk 
assessments to ensure compliance systems continuously evolve to meet the needs 
of the business, new laws and stakeholder requirements.

Portfolio ESG performance data 

Percentage of 
PCs using the 
online reporting 
system

+6%
100%2020

94%2019

Percentage of 
PCs conducting 
a formal 
board review 
of their ESG 
performance at 
least twice a year

-2%
2020

2019 50%

48%
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Building better businesses means engaging 
employees and fostering a culture of support 
in every company. In 2020, our number one 
priority was on ensuring the health, safety, and 
wellbeing of the employees of our PCs during 
the COVID-19 pandemic. 

COVID-19 response
Triton adopted a safety-first approach to the COVID-19 
pandemic, instructing our PCs to do what they needed 
to do to keep people healthy and safe and not to be 
held back by concerns over cost. We also supported 
our PCs by providing insight and expertise. 

Our Human Capital team held eight webinars for the 
HR leads within PCs to share special reports, tools 
and labour market and economic data connected 
to the pandemic. The ESG team held a webinar 
on health and safety and we also created a library 
of resources on our extranet site on effective team 
management during a pandemic. 

Topic
Key Performance 
Indicators (KPIs) 2019 2020 Change +/- Performance update

Employees 
Triton’s ESG team provides expert advice 
and support to PCs across the range of 
social topics, from employee health and 
safety, supply chain management 
to product responsibility.

Triton’s ESG team works in partnership 
with Triton’s dedicated Human Capital 
team who provide further expert advice 
and support to PCs. 

They focus on five key Human Capital 
areas: leadership, diversity and inclusion, 
employee engagement, talent attraction, 
and organisational design and effectiveness.

Portfolio employee total 60,082 66,348 6,265

Percentage of PCs 
with a group-wide 
safety management 
programme

90% 82% -8% Safety, including the review of action plans, 
will be a focus area in 2021.

Percentage of 
PCs conducting an 
annual employee 
engagement survey

69% 84% +15%

Percentage of PCs 
identifying high-
potential employees 
through an annual 
talent review process

n/a 64% n/a New KPI for 2020.

Portfolio ESG performance data 

Portfolio ESG performance data
Triton II, Triton III, Triton IV, Triton Smaller Mid-Cap I - Social

Percentage of PCs conducting an 
annual employee engagement survey

+15%2020

2019

84%

69%

2929%
of portfolio companies 

reported publicly on 
their ESG performance

5959%
of portfolio companies 

undertook a climate risk/
opportunity assessment

was the average 
recycling rate across 

the portfolio

6565% 6161%
of portfolio companies 
had a water management 
programme

Draft

Responsible 
Investment
Report
2019/2020
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Triton - Driving change through ESG - AUTUMN 2021 triton-partners.com

DIVERSITY, 
INCLUSION & 
COLLABORATION

Triton’s approach to diversity and inclusion 
(D&I) begins with its own operations, but, as 
an investment company that takes an active 
approach to creating value, that’s only the 
start of the story. 

“Leading means walking the walk and 
D&I needs authentic leadership” said Cecile 
Dutheil, Triton’s Human Capital Practice 
Lead. “To be credible, we must drive such 
initiatives first within Triton with passion 
and full commitment. This is why the Triton 

Diverse businesses 
are better businesses.
While the point is obvious, 
there is now a substantial 
body of research to 
demonstrate that fostering 
a culture of diversity, aside 
from being the right thing 
to do, delivers increased 
profitability, stronger 
governance, higher 
employee engagement 
and innovation. 

Return On Inclusion (ROI) Strategy has 
been designed and is being deployed 
across the company. The ROI strategy 
includes awareness surveys and trainings 
delivered by guest speakers on nurturing an 
inclusive workplace or around 
unconscious bias for instance”. 

Our regular exchanges with 
our PCs have confirmed that a 
common, structured approach 
around diversity and inclusion 
is critical. Some PCs are much 
more advanced, others are 
very keen to learn and leverage 
best practices. Therefore, this 
year, a new workstream, led 
by Yvonne Comolli, Chief HR 
Officer at FlaektGroup, and 
Frauke Hofsommer from Triton’s 
Human Capital Practice, has been created to 
bring together HR Leaders from across the 
Triton portfolio family to share best practices, 
and find innovative ways to expand the focus 
on gender and beyond.

As Yvonne Comolli, explains, “During one of 
our regular exchanges with other PCs, we 
found out that several of us were working 
on D&I programmes. Establishing this 
workstream allows us to share know-how and 
combine our efforts. This is what we now do, 
and I find it extremely beneficial.”

The journey continues and the outcomes will 
be measured using both Key Performance 
Indicators (KPIs) 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. 

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 
to D&I initiatives. 

Triton’s Managing Partner, 
Peder Prahl said, “The 
relationships we have with 
our PCs are vital to the 
value creation process. We 
set high expectations, but 
we also provide the support 
needed to ensure that those 
expectations are met. We 
take it as a point of pride that 
our PCs will often challenge 
us too – 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.

Yvonne ComolliFrauke Hofsommer

Peder Prahl

Cecile Dutheil

‘Creating a level 
playing field of 
opportunity is not only 
the right thing to do, 
but it’s clear that 
diversity and inclusion 
build better, higher 
quality businesses.’
Peder Prahl,
Managing Partner 

Social:
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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 Certified® Products Programme is one 
of the world’s most advanced standards for designing 
and manufacturing products according to the principles 
of the circular economy.

Triton’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 certification”. 

Graeme added, “At Triton, we take a 
robust, scientific and evidence-based 
approach to ESG, which is why we’re 
so pleased that IFCO’s dedication and 
hard work has been validated in this 
way. We’ll continue to work closely 
together to understand how to better 
embed circular economy principles 
across IFCO’s products and operations, 
and on ways we can share learnings 
and best practice across the portfolio.” 

Commenting on IFCO’s certification, 
Peter Templeton, President & CEO of the Cradle to 
Cradle Products Innovation Institute said, “By applying 
the global Cradle to Cradle Certified Product Standard, 
IFCO proves that it is possible to turn 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.” 

Find out more about 
Cradle to Cradle Certification here 

“ 
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 its 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 Janßen, 
Executive Director 
(Cradle to Cradle NGO)

4 5

Environment:

IFCO & 
The Circular 
Economy

Triton - Driving change through ESG - AUTUMN 2021

IFCO already had a strong 
sustainability track record, 
having pioneered the use of 
reusable packaging solutions 
and pooling services close to 
thirty years ago. 

Made from polypropylene (PP5), 
the Reusable Plastic Containers 
(RPCs) are used for the delivery 
and display of fresh foods, 
including fruit, vegetables, fish & 
seafood, meat, eggs, and bakery 
products. There are currently 

340 million RPCs 
in circulation around the 
world and they deliver 
up to a 96% reduction 
in food waste when compared 
to single-use packaging.* 

Clean containers are filled 
by growers and producers, 
then transported to retailers 
for display on supermarket 
shelves. Once empty, they 
are collected by IFCO to be 
inspected, cleaned, disinfected, 

and prepared for the next 
cycle. Damaged containers are 
repaired or - uniquely for the 
sector - granulated into pellets 
ready to manufacture new IFCO 
RPCs of equal quality. This 
closed loop approach means 
the containers continue to 
serve their original purpose and 
eliminates the need for single 
use packaging. 

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

Graeme Ardus 

* Source: IFCO

Triton - Committing to a low carbon future - WINTER 2021 triton-partners.com

This is the second in a series 
of Spotlight reports that, 
together with our Responsible 
Investment Report, show how 
ESG and sustainability are 
at the heart of our agenda. 

Cover: Image courtesy 
of FairWind - see page 8
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ESG Spotlight
WINTER 2021

Committing 
to a low 
carbon future

Welcome

Triton commits 
to net zero 
Page 4

Supporting 
carbon intensive 
companies 
to transition
Page 7

Investing in 
the low carbon 
economy
Page 8

is designed to drive much needed near term action. 
You can read more about this on page 4. 

As a business and as a sector, we need to remain 
rigorous on data measurement and ambitious in 

the standards we set for 
ourselves. We also need to be 
transparent on the reporting of 
our progress and ensure that 
portfolio companies (PCs) are 
with us on this journey. When 
it comes to achieving net zero, 
we will only succeed if people 
put their hearts, minds, and 
hands to the task and use 

their passion, ingenuity, and determination to drive 
innovation and change. That is why embedding ESG 
into the fabric of our business is essential. 

In this Spotlight, you will read about Triton’s plans to 
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 
get us so far, but it is no substitute for action. 

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

You can email us at 
esg@triton-partners.com

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 

“ 
We will only 

succeed if people put 
their hearts, minds, 
and hands to the task 
and use their passion, 
ingenuity, and 
determination 
to drive innovation 
and change.”

Peder Prahl Martin Huth

Importantly, carbon offsets 
will play a diminishing role 
over time to the point where 

ultimately, only residual 
emissions will be offset.

Triton net zero 
Strategy

Increasing renewable
energy use

Managing climate-
related risks and 

opportunities

Engaging the
supply chain

Improving energy 
efficiency

Carbon offsetting

Spotlight
AUTUMN 2021

Driving change
through ESG 

ESG Spotlight
WINTER 2021

Committing 
to a low 
carbon future 
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EMIS. BRANDING. CAMPAIGNING MATERIAL.

They’re obsessed 
with straight bananas
Let’s tell them where 
to stick em’
Use your vote 
on June 8th 
‘We are European’
Join us
www.euromovescotland.org.uk
facebook.com/EuroMoveScotland
twitter.com/euromovescot 

Join us
www.euromovescotland.org.uk

facebook.com/EuroMoveScotland
twitter.com/euromovescot 

Their world 
is an island

Our world 
is connected

Vote to be heard 
‘We are European’

She talks about 
the people
But does she 
listen to you?
Send her a message  
on June 8th
‘We are European’
Join us
www.euromovescotland.org.uk
facebook.com/EuroMoveScotland
twitter.com/euromovescot 

Will they go looking 
for a fight?
Or fight for your 
interests in Europe?
Vote to be heard
‘We are European’

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

Their thinking 
is chaotic
Ours is crystal clear
Time to say no 
to Brexit.
We are European
Join us
www.euromovescotland.org.uk
facebook.com/EuroMoveScotland
twitter.com/euromovescot 

WEWE
LOVLOV
EUEU

WEWELOVLOV
EUEU
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‘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. 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.

Finding
the pleasures

in EVERY
season

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


THE ROUND ROOM
T. 0131 552 8827. M.07753 425646. E.chris@theroundroom.uk www.theroundroom.ukBRAND DEVELOPMENT. PRINT. DIGITAL. EXHIBITION & PACKAGING. INFOGRAPHICS

THE CREDO:

To find the pleasures in every season

BRAND VALUES AND BEHAVIOURS:

 Embrace Be Generous Be Curious Be positive Trust Real and Genuine
 We embrace We share our We seek out We own the We see the good We only ever 
 the elements knowledge and celebrate situation in our customers, use the best,
 and we savour and indulge the different, and seek colleagues freshest,
 the moment passions and hero the solutions and partners natural, and
   devil in the details   where possible local

THE GREYHOUND ON THE TEST CUSTOMER EXPERIENCE:

Knowledge and seasonal pleasures shared, 
a body nourished and refreshed

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

THE GREYHOUND ON THE TEST. HOSPITALITY BRAND RE-POSITIONING.
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Finding
the pleasures

in EVERY
season

THE GREYHOUND ON THE TEST. HOSPITALITY BRAND RE-POSITIONING.
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AUTUMN

SPRING

WINTER

SUMMER

THE GREYHOUND ON THE TEST. HOSPITALITY BRAND RE-POSITIONING.
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THE GREYHOUND ON THE TEST. HOSPITALITY BRAND RE-POSITIONING.

Finding
the pleasures

in EVERY
season

GREYHOUND
COUNTRY PURSUITS IN

HAMPSHIRE
BANK SIDE

COMPANIONS
Finding

the pleasures
in EVERY
season

RESTAURANT

ROOMS

COUNTRY 
PURSUITS

OUTSIDE 
CATERING

WEDDINGS

EVENTS & 
CELEBRATIONS

Finding
the pleasures

in EVERY
season

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


THE ROUND ROOM
T. 0131 552 8827. M.07753 425646. E.chris@theroundroom.uk www.theroundroom.ukBRAND DEVELOPMENT. PRINT. DIGITAL. EXHIBITION & PACKAGING. INFOGRAPHICS

CROMARS. BRANDING. INTERNAL AND EXTERNAL SIGNAGE. WEBSITE.

PANTONE 636
C39 M0 Y7 K0
R144 G215 B231
HTML 90D7E7

PANTONE293
C100 M70 Y0 K4 
R0 G70 B173
HTML 0046AD

PANTONE 2757
C100 M95 Y4 K42 
R0 G38 B99
HTML 002663

PANTONE BLACK
C0 M0 Y0 K100 
R30 G30 B30
HTML 1E1E1E

PANTONE BLACK
C0 M0 Y0 K70

PANTONE BLACK
C0 M0 Y0 K40
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CROMARS. BRANDING. INTERNAL AND EXTERNAL SIGNAGE. WEBSITE.

Homemade Tartare Sauce

malt vinegar

M
E
N
U

Cod loin
£0.00
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Patience is a key part of our Patience is a key part of our 
process, a strategy that’s justified process, a strategy that’s justified 
by the evidence. Our empirical by the evidence. Our empirical 
research supports the common-research supports the common-

sense contention that the value of a sense contention that the value of a 
business depends upon its long-term business depends upon its long-term 
ability to generate profits, and that ability to generate profits, and that 
analysis therefore should focus on a analysis therefore should focus on a 

five-year horizon.five-year horizon.

TIMETIME

Time horizon Time horizon 
is the key market is the key market 

imperfectionimperfection

Research combined with critical Research combined with critical 
thought is the bedrock of what we thought is the bedrock of what we 
do. Our analysts sift through the do. Our analysts sift through the 

universe of stocks to find a long list universe of stocks to find a long list 
of potential investments, and then of potential investments, and then 
reduce it further through detailed reduce it further through detailed 
analysis down to a short list. Our analysis down to a short list. Our 

work is still not done – we look for work is still not done – we look for 
commonalities that could cause commonalities that could cause 

unintended risk. unintended risk. 
Only then do we start to build  the Only then do we start to build  the 

portfolio.portfolio.

RESEARCHRESEARCH

We invest your We invest your 
money in companies, money in companies, 

nothing elsenothing else

Like the simplicity of design that went Like the simplicity of design that went 
into planning Edinburgh’s New Town, into planning Edinburgh’s New Town, 

our process is straightforward. our process is straightforward. 
We take company analysis and turn it We take company analysis and turn it 
into an actionable investment theses. into an actionable investment theses. 
And like the neo-classical buildings And like the neo-classical buildings 
that have defined our city for more that have defined our city for more 

than than 
200 years, our portfolios 200 years, our portfolios 

are built to be robust over are built to be robust over 
the long term.the long term.

PRINCIPLESPRINCIPLES

Consistency Consistency 
is derived from is derived from 

a simple philosophya simple philosophy

Time shines a light Time shines a light 
on excellence –on excellence –

18901890
THE FORTH RAIL THE FORTH RAIL 

BRIDGEBRIDGE

EDINBURGH PARTNERS. BRAND EXTENSION. 
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CREATION MANAGEMENT PRESERVATIONAGE 20 30 40 50 60 70 80+

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

FAMILY PROTECTION

SAVING

INVESTMENT

ESTATE PLANNING

LATER LIFE PLANNING

RETIREMENT PLANNING

CORNERSTONE ASSET MANAGEMENT. BRANDING RE-POSITIONING. 
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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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F O R  A
B E T T E R  I N S I G H T

F O R  A
B E T T E R  I N S I G H T

CORNERSTONE ASSET MANAGEMENT. BRAND EXTENSION - ENGAGEMENT THROUGH KNOWLEDGE SHARING EVENTS.

SAVING

FAMILY PROTECTION

RETIREMENT PLANNING

INVESTMENT

ESTATE PLANNING

LATER LIFE PLANNING

A
B E T T E R

I N S I G H T

SAVING

FAMILY PROTECTION

RETIREMENT PLANNING

INVESTMENT

ESTATE PLANNING

LATER LIFE PLANNING

A
B E T T E R

I N S I G H T

A
B E T T E R

I N S I G H T

A
B E T T E R

I N S I G H T

AN INVITE

AN INVITEAN INVITE

E D I N B U R G H

G L A S G O W

A N  I N V I T A T I O N  T O  J O I N  U S  I N

A N  I N V I T A T I O N  T O  J O I N  U S  I N

EMAIL TEASER CAMPAIGN
PRE EVENT Q&A GATHERING
INVITES
DRESSING OF VENUES
DATA SHEETS AND HAND-OUTS
SERIES OF PPT
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Climate 
change

Transparency

Circular 
economy

Pollution

Anti-bribery
and corruption

Cyber and
data security

Product
responsibility

Business
ethics

Geopolitical 
events

Economic
and tax
contribution

Human
capital

Health
and safety

Human
rights

Responsible
supply chain

Diversity
and inclusion

E
n

vi
ro

n
m

e
nt

al
, S

o
c

ia
la

n
d

 G
o

ve
rn

an
c

e
p

ri
o

ri
ti

e
s

89%
of companies had a safety
management programme

68%
of employees received 
training on anti-bribery and 
corruption in the past year

92%
of companies have a 
positive outlook on 
diversity and inclusion

79%
of companies had a 
cyber security 
programme in place

63%
of companies undertook 
a climate risk 
opportunity assessment

74%
of companies had a 
supply chain programme

ESG INFOGRAPHIC.
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INFOGRAPHICS / DIGITAL ASSETS.

Using Wi-Fi / mobile devices5

Wi-Fi precautions:
● Personal details are less secure on public Wi-Fi
   because unauthorised people can intercept what 
   you are doing online.6
● Use password-protected Wi-Fi for transactions
   and always sign out.
● Fake networks are set up to look like the real
   deal. Make sure you connect to the right one.

Mobile device precautions
● Only download apps from official app stores.
● Keep smart phone operating systems updated
   with the latest security patches and software.
● “Jail breaking” or “Rooting” your device weakens
   its security.

Mobile device benefits:6

● Check your balance regularly anywhere. 
● Make payments easily.
● SSL certificates - yellow padlock at the bottom
   of your mobile browser means the site is protected
   by 128-bit encryption.
● Firewall protection - prevents unauthorised access
   and safeguards your account information.

FAKE

SIGN-OUT

REAL

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.

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.

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

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.

14. Ensure you know 
who you are buying 
from.

15. Register your credit 
card with Verified by Visa, 
Mastercard Secure or 
American Express SafeKey 
for added security.

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

1234 5678 9111 2131?

Tips to help you avoid scams
Safe internet use:7

Look for an actual
geographical 

address/contact/phone
number and check

it’s legitimate.

Make sure you are
using the most up to date 
version of your browser as
the latest versions of some 

browsers can identify 
fraudulent websites

by default.

Check the display
on the bottom left hand

corner or hover over
the link with

your mouse to reveal
its true destination.

Be cautious
when putting unfamiliar

USB sticks and CDs
into your device as
they may already

contain harmful files. 

If a pop-up message
warns about

a website’s security
certificate, be warned.

Buy legitimate 
software from 

reputable 
companies and 
official sources.

https://www.
https://www.

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

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

8. Social Networks2 
are increasingly used 
by fraudsters. Watch 
out for things like fake 
friend requests and 
YouTube links 
containing malware.

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

LOG-OUT

10. Be cautious when 
purchasing tickets.3
1 in 10 UK ticket 
buyers have 
purchased fakes.

11. Read Terms & 
Conditions4 before 
agreeing as accepting 
is entering a legally 
binding agreement.

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

Shopping safely online

FREE
WIFI

CAFE

COFFEE BEANS

80%

ActionFraud

Suspicions of 
fraudulent 
activity to 

Action Fraud.

Report:

Encountering illegal material or behaviour:7

IWF

Illegal images/
criminal 

material to
the IWF.

POLICE

Illegal/
discriminatory 

content to
the police.

Your dispute
to the small 
claims court

as a
last resort.

SOURCES
 1 http://www.getsafeonline.org/themes/ChristmasCampaign/GSO_ Xmas-2013_leaflet_spreads.pdf
 2 http://blog.emsisoft.com/2012/05/15/tec120515/
 3 https://www.getsafeonline.org/shopping-banking/buying-tickets/cr
 4 https://www.getsafeonline.org/protecting-yourself/accepting-terms-and-conditions/
 5 https://www.getsafeonline.org/smartphones-tablets/wireless-networks-and-hotspots-st/
 6 http://www.sainsburysbank.co.uk/onlinesupport/online-support-security.shtml
 7 https://www.getsafeonline.org/protecting-your-computer/safe-internet-use/

COFFEE BEANS

15 Steps to safe online shopping1

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

Holiday
sp€nding

Habit$
of UK holidaymakers

Spain 

France

Italy

USA

Republic of Ireland

Netherlands

Germany

Portugal

Greece

Poland

87654321 141312111090

Top 10 countries visited
 Average length of stay (days)

‘Holiday spending habits’ data collected as part
of a survey by Sainsbury’s Bank Money Matters
in September 2014

Average spend per person whilst on a week’s holiday

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

11%
32%35%

6%
13%

4%

How do holidaymakers make payments abroad?

Debit card 
18.0%

1234 0000 0000 0000

DEBIT

1234 0000 0000 0000

DEBIT

Cash
70.6%

Other 0.5%

Pre-paid card 
2.6%

1234 0000 0000 0000

Credit card 
8.2%

1234 0000 0000 0000

CREDIT

Do holidaymakers budget their spending?

Yes
64%

On a week’s holiday ...

£509

The
average

non-budgeter
spends

£449

The
average
budgeter
spendsNo

12%

Sometimes
24%

Some top tips for saving money on holiday

Haggle! Read reviews!

7
10

7
10

10
10

9
10

8
10

Choose public transport 
over hiring a car

Research local
prices before

you go

$
£

€
€

€

Shop around
for the best 
price/deals

Take
advantage

of free
attractions

Avoid
overpriced
tourist traps

and ask
a local

GRATUIT
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FUEL EFFICIENCY
THEN AND NOW

2004 2014

+35%
EFFICIENCY

AVERAGE

42.4
MPG

AVERAGE

57.2
MPG

CO2 EMISSIONS
THEN AND NOW

6.5%

NEW CAR
CO2 EMISSIONS

IN 2004 

WERE BELOW
130G/KM

IN 2014

67.2%
OF NEW CARS
PAID NO VED

(VEHICLE EXCISE DUTY)
AS THEY WERE

BELOW
130G/KM 

26%
AVERAGE NEW CARCO2 EMISSIONS ARE 

LOWER THAN 10 YRS AGO

2014

CAR SALES TIMELINE
NUMBER OF CAR SALES (MILLIONS)

21 3 4 5 6 7 8

USED

06

MOST POPULAR COLOURS

1

2

3

4

2004

White - 22.4%

Black - 19.1%

Grey - 13.6%

Silver - 13.2%

35.7% - Silver

24.4% - Blue

17.1% - Black

9.0% - Grey

2014

2,567,269

2,439,717

2,344,864

2,404,007

2,131,795

1,994,999

2,030,846

1,941,253

2,044,609

2,264,737

7,731,609

7,576,724

7,584,466

7,487,544

7,186,286

6,798,864

6,797,789

6,768,759

6,743,080

6,806,187

NEW

USED

NEW CAR SALES

2004

2,567,269
3m

2m

1m
2013

2,264,737

USED CAR SALES

2004

7,731,609

6,806,187

8m

7m

6m
2013

20
04
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06
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07

20
08

20
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20
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20
13

2004 HEADLINE

NASA’S ROVER
LANDS ON MARS

2005 HEADLINE

CHARLES AND 
CAMILLA TO WED

2006 HEADLINE

FIFA WORLD CUPIN GERMANY

              2007 HEADLINE

iPHONE
UNVEILED

2008 HEADLINE

FINANCIAL CRISIS   

– GLOBAL

2009 HEADLINE

CAR SCRAPAGE
SCHEME TO START

2010 HEADLINE

VOLCANIC
ERUPTION
IN ICELAND

2011 HEADLINE

PRINCE WILLIAM &KATE MIDDLETONTO MARRY

2012 HEADLINE

LONDON OLYMPICS -
GOLDEN SATURDAY

2013 HEADLINE

MURRAY WINS

WIMBLEDON

CAR BUYING: 2004 - 2014A DECADE OF UK CAR SALES

KEY

1. FORD FOCUS 
    23,190

2. VAUXHALL CORSA
    20,750

3. PEUGEOT 206
    18,973

4. FORD FIESTA
    17,013 

5. RENAULT CLIO
    13,432

1. FORD FIESTA 
    25,753

2. FORD FOCUS
    16,860

3. VAUXHALL CORSA
    16,231

4. VW GOLF
    13,142 

5.  VAUXHALL ASTRA
    11,359

2004
2014

BESTSELLER
NEW CAR BEST SELLERS

Data source:
http://www.smmt.co.uk/

2004 - 2014
DIFFERENCE

-13.36%

2004 - 2014
DIFFERENCE

-11.97%
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CAR SALES TIMELINE
NUMBER OF CAR SALES (MILLIONS)

21 3 4 5 6 7 8

USED

06

MOST POPULAR COLOURS

1
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3

4

2004

White - 22.4%

Black - 19.1%

Grey - 13.6%

Silver - 13.2%

35.7% - Silver

24.4% - Blue

17.1% - Black

9.0% - Grey

2014

2,567,269

2,439,717

2,344,864

2,404,007

2,131,795

1,994,999

2,030,846

1,941,253

2,044,609

2,264,737

7,731,609

7,576,724

7,584,466

7,487,544

7,186,286

6,798,864

6,797,789

6,768,759

6,743,080

6,806,187
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6,806,187

8m

7m

6m
2013

20
04

20
05

20
06

20
07

20
08

20
09

20
10

20
11

20
12

20
13

2004 HEADLINE

NASA’S ROVER
LANDS ON MARS

2005 HEADLINE

CHARLES AND 
CAMILLA TO WED

2006 HEADLINE

FIFA WORLD CUPIN GERMANY

              2007 HEADLINE

iPHONE
UNVEILED

2008 HEADLINE

FINANCIAL CRISIS   

– GLOBAL

2009 HEADLINE

CAR SCRAPAGE
SCHEME TO START

2010 HEADLINE

VOLCANIC
ERUPTION
IN ICELAND

2011 HEADLINE

PRINCE WILLIAM &KATE MIDDLETONTO MARRY

2012 HEADLINE

LONDON OLYMPICS -
GOLDEN SATURDAY

2013 HEADLINE

MURRAY WINS

WIMBLEDON

CAR BUYING: 2004 - 2014A DECADE OF UK CAR SALES

KEY

1. FORD FOCUS 
    23,190

2. VAUXHALL CORSA
    20,750

3. PEUGEOT 206
    18,973

4. FORD FIESTA
    17,013 

5. RENAULT CLIO
    13,432

1. FORD FIESTA 
    25,753

2. FORD FOCUS
    16,860

3. VAUXHALL CORSA
    16,231

4. VW GOLF
    13,142 

5.  VAUXHALL ASTRA
    11,359

2004
2014

BESTSELLER
NEW CAR BEST SELLERS

Data source:
http://www.smmt.co.uk/

2004 - 2014
DIFFERENCE

-13.36%

2004 - 2014
DIFFERENCE

-11.97%
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SPENCE LOTHIAN FL YER, SPRING HANDICAP APR, SAL TIRE 10 TT, TOUR OF THE MELDONS TT, McCULLOCH TT, GLENKINCHIE TT, INGLISTON 
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INFOGRAPHICS / DIGITAL ASSETS.

 00
CLUB EVENTS 
CALENDAR

 04

 18
DUATHLON /
TRIATHLON 

36
COACHING

 42
MEMBERSHIP 
SERVICES

24
MOUNTAIN 
BIKING

 40
WEEKLY 
TRAINING 
DIARY

 45
MEMBERSHIP 
DISCOUNTS

 46
HISTORY OF 
THE ERC

 44
CLUB WEBSITE

 30
JUNIORS

 50
MEMBERSHIP 
DIRECTORY

 10
ROAD, 
CROSS, 
TIME TRIAL

 08
2015 ROLL OF HONOUR

 06
PRESIDENT’S MESSAGE

34
CLUB 
SPONSORSHIP

41
CLUB EVENTS 
CALENDAR

M

T
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S

 48
RULES OF 
THE ROAD

49
ACCIDENT 
ADVICE
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SCOTCH MALT WHISKY SOCIETY - 28 PACKAGING.

SIN
GL

E C
AS

K S
CO

TC
H M

AL
T W

HIS
KY

CA
SK

 NO
. 11

4.3
AG

ED
 IN

 OA
K 12

yrs
Vo

l54
.5.

%
Vo

l50
cl e

PR
OD

UC
ED

 IN
 SC

OT
LA

ND

BO
TT

LE
D B

Y T
HE

 SC
OT

CH
 M

AL
T W

HIS
KY

 SO
CIE

TY

Blind taste -
Late Autumn
a warm garden shed
harvested and stored apples and pears
grass cuttings and lawnmower oil
grain, wood shavings and honey
SUMMER SONG

Grass CuttingsCamomile Barley Honey Green Apples
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PACKAGING.

PACKAGING.
GLENMORANGIE, ARDBEG
INVERGORDON DISTILLERS
IBA/BOUCHARD
SO GOOD - SOYA HEALTH PRODUCTS
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WORKERS’ EDUCATIONAL ASSOCIATION SCOTLAND. ANNIVERSARY PUBLICATION AND EXHIBITION.
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BREAKING THE MOULD. CAMPAIGN PROJECT ID AND SUPPORT MATERIALS. SOCIAL REMINISCENCES PROJECT.

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

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

AN INTRODUCTION TO

 An introduction to

BREAKING
THE MOULD

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

•  To share new discoveries through a drama 
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

WHO COULD BENEFIT
Women, men and young people will be better informed about 
women’s experiences and contributions to social and political 
change over the last 100 years.

Project participants will learn 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 benefit 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 community; uncover historical 
information about influential women at the library or through 
the internet; use your skills and learn new skills in creative 
writing, drama, artwork and research.

CALL TO ACTION
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 life.

The Workers’ Educational Association in a charity registered in England and Wales (number 1112775) and in Scotland 
(number SC039239) and a company limited by guarantee registered in England and Wales (number 2806910). 
Registered address is WEA, 4 Luke Street, London, EC2A 4XW.

WEA SCOTLAND 
FIFE
T. 01383 510774
E. s.stevenson@weascotland.
org.uk

WEA SCOTLAND 
EDINBURGH
T. 0131 225 2580
E. j.bond@weascotland.org.uk

WEA SCOTLAND 
HIGHLANDS
T. 01463 710577
E. s.kerr@weascotland.org.uk

For more information on the project and for listings of activities in your area please contact:

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

NA
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NAL UNION OF

WOMENʼS SUFFRAGE

EVVEERRYY VVOOTTEE CCOOUUNN
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WEA - 60 VOICES, 60 YEARS ON. SOCIAL REMINISCENCES PROJECT.
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Many
books
and

pamphlets have been published
about the history of World War Il.
Indeed, there has been a
plethora of material made
available over the last few
months particularly to celebrate
the 60th anniversary
of the end of that devastating
experience. Most of these books
and documents have been
sourced from official documents
and have, often very competently,
examined details of Government
policies and actions in terms of
national and international
events. They are all invaluable
to build up a comprehensive
understanding of the stage by
stage development of the conflict,
whether relating to legislative
actions, military strategies and
battles at sea or on land either
in Europe or further afield, in
North Africa or the Far East.

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.

These 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
the enforced absence of a
brother, sister or father or cousin
or the enforced evacuation of
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
changes in their school or in the
dietary changes in the home. 

The range of awakened
memories is almost infinite. One
point, however, is common to all;
these are memories and as such
we are enjoying these stories and
snippets of life in the 1939 – 45
period through the prism of the
individuals concerned. Some
were very young at the time,
sometimes memories are evoked
for them through the oral
tradition with the family group.
Some may not recall the very
facets of life which intrigued
others. An example of this is the
wide coverage of diet, medicines
and gas masks from the West
of Scotland contrasting with and
the dearth of such comment
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.

60 wea voices, 60 years on
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I think the first memory
was my parents being so
shocked that we were going
into another world war.
That’s the first thing that
strikes me. The second thing
is the horses were
requisitioned and taken
away, and I knew how upset
my father was, and then a
few months later they were
returned and he was so
relieved.

We had lots of friends, who
were shepherds and that, and
they used to go to the hill
every day and they collected
sphagnum moss. It is up to six
inches in depth and it is found
in a boggy, wet place and it’s
full of water. So they used to
squeeze it dry, put it in their
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
into field dressings because it
was so absorbent, it absorbed
the blood. 

We were country people so
we did rather well. We
certainly didn’t suffer rationing
as they did in the towns. We
had a cow and we had hens
so we had eggs, milk, butter,
crowdie. …. we had plenty
potatoes, we had plenty
turnips. We were short of
carrots and onions, would
you believe? And, of course,
there was always game. The
gamekeepers did a bit of
poaching at times too which
kept the whole valley, 
especially at Christmastime. 

We often got permission at
Christmastime to go out and
shoot some deer and distribute
it down the glen and that was
very special. My mother raised
chickens, and any cockerels
were fattened up and she sent
them to any special friends
or relatives in the cities.
I remember so well how she
killed the birds, tied their legs
together, tied a label to the legs
and just handed them to the
postman or the railway that 
way and they went.
So much for hygiene! 

One of the worst things
for us, I suppose, was
clothing coupons. I
remember so well in
school and my shoes –
the soles weren’t really
leather; they were
compressed cardboard
and they just sucked in
the moisture and I had
chilblains and that’s not
a very nice thing. But
we hadn’t coupons for
any more shoes so we
just had to put
up with that. 

Doraine Patience
lived on a croft near Alness
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There were maybe
about 3,000 RAF
personnel and people
of different
nationalities in and
around the village
of Alness. We had a
dairy, and my job
every morning before
I went to school, was
to deliver milk round
the different camps –
the Sergeants’ Mess,
Air Crew restaurant,
the NAAFI and the
WAAF camp. There
were areas of RAF
camp all round the
farm. The area at the
top of the road going
down to Dalmore
Distillery was all
training ground for
flying. The main
headquarters was
behind the lodge
at Dalmore.

At the back of it there
were the pigeon
houses where they
kept about 160
pigeons for delivering
messages – I suppose,
by air! I don’t know
how they trained
them, but they
obviously took them
up from pigeon coops,
which they called
home, and they were
released here with
messages. 

After the day’s work,
while the RAF were
here, there were
always dances at the
weekend, and a lot of
music played locally
by locals…We used to
go out to the Heather
Hut at Kincraig, and
they played at dances
for just farm workers
or any locals that
just gathered in for
a ceilidh.

D A V I D  O A G
David lived in Caithness until 1944 when
he and his family moved to Dalmore Farm.
He attended school in Invergordon.

I would say that the war changed
everything, 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
service, as it was called. In other
words, in big houses and merchant
houses, they were domestic servants.
Very few got into the secretary type
jobs, very few. You had to be very
clever to do that. They didn’t work
in factories because the men did that.
The war changed all that because
women had to work in factories, had
to be Land Girls. Land Girls were
totally different from poultry 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.

Sir Winston Churchill inspecting
Air Raid Wardens in Glasgow,
1941.

Photograph courtesy of Archives and Special
Collections, The Mitchell Library, Glasgow
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Isabelle Mechan’s father was a railway
signalman and the family lived in “Spunkie
Cottage”, near Caldwell Station. Isabelle
remembers her mother inviting the
soldiers living under canvas at Uplawmoor
to their house for meals. 

I was nearly 18 and I wanted to join the
Wrens but my mother wasn’t keeping well
so I said, “Well, I’ll wait until I’m called
up”. So of course it came time for me
being called up and I either got the choice
of going into industry or the army… the
ATS. But I said “industry”. Now I could
have been sent away to Corby or some
of these other big industrial places but
I was lucky enough I was sent to the
Training Centre at Thornliebank to train
to be a fitter. Now after that I could have
been sent anywhere but I was lucky
enough to get a job in Rolls Royce in
Hillington. We made parts for aeroplane
engines. 

JJ II MM MM YY   MM EE CC HH AA NN

Jimmy Mechan was the oldest of the
family and began work in the big mill
in Neilston in 1929 making bobbins
for thread. Now aged 90, Jimmy still
remembers his Service Number:
LTJX409785.

I didnae go in tae the Navy tae ‘43.
I didnae try to stop it or anything. What
would I be then 27 or something …
As time went on they were calling up more
and more, even one’s that wis held back
at the beginning, there were hardly any
young people left. I was in the
minesweepers. We went to Dover and
I was stationed there. I finished up in
Oban in case there were any mines
washed up. 
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I was married in 1940…in Neilston Church.
My husband... he was called up. He was in
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 ‘til 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’be 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
go, who’s getting it this morning?

A N N I E  R O B E R T S O N
Now aged 88, Annie Robertson remembers hearing that war was declared at
the Sunday morning church service in Neilston. She worked as a plywinder
in the mill and joined the wardens. 

W E E K LY  A L L O W A N C E  P E R  A D U LT

Butter: 50g  Bacon and ham: 100g Margarine: 100g
(2oz) (4oz) (4oz)

Sugar: 225g Meat: To the value Milk: 3 pints
(8oz) of 1s.2d (one shilling occasionally

and sixpence per 2 pints
week.) 

Cheese: 2oz Eggs: 1 fresh egg Tea: 50g
(2oz) a week. (2oz)

Jam: 450g (1lb) Dried eggs 1 packet Sweets: 350g
every two months. every four weeks. (12oz) every four 

weeks 

‘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.

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


THE ROUND ROOM
T. 0131 552 8827. M.07753 425646. E.chris@theroundroom.uk www.theroundroom.ukBRAND DEVELOPMENT. PRINT. DIGITAL. EXHIBITION & PACKAGING. INFOGRAPHICS

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



