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Introduction 
 
In 2022 the One-to-Many component of Scotland’s Farm Advisory Service (FAS) was elevated 
through substantial re-framing to address the current climate and biodiversity crises and 
invigorated using innovative approaches to maximize engagement and impact.   
 
This document reports on SAC Consulting’s delivery of the One-to-Many FAS from 1 April 2022 
until 31 March 2023. 

Vision for the Farm Advisory Service 
“Scotland’s Farm Advisory Service is a professional, modern advisory service that continues to 
facilitate step-changes in the economic and environmental performance of farmers and crofters 
throughout Scotland. It achieves this through provision of advice, collaboration with industry 
bodies, promotion and communication of the prevailing themes and policies for the relevant 
year.”  Scottish Government, FAS Contract Specification, September 2021. 
 

Objectives of FAS 
The FAS has a firm customer focus and is designed to help farmers, crofters, and land managers 
by providing high quality advice that will help them to meet the challenges of the future, in 
particular advice which: 
 

• Promotes resource efficiency and supports the shift towards a low carbon and climate 
resilient economy in agriculture, food, and forestry. 

• Fosters knowledge transfer and innovation in agriculture and forestry. 

• Enhances competitiveness of all types of agriculture and enhances farm viability. 

• Promotes food chain organisation and risk management in agriculture. 

• Restores, preserves, and enhances ecosystems dependent on agriculture and forestry. 
 

Delivering FAS 
The programme comprises a diverse range of activities including in-person events, webinars, 
one-to-few group meetings, videos, podcasts, publications, and online tools. The FAS provides 
opportunities for farmers and crofters the length and breadth of Scotland to participate in 
activity, which is organized locally by teams based in twenty-three offices around Scotland 
including in mainland Scotland, the Hebrides, Orkney, and Shetland.   
 
FAS activities provide opportunities to engage digitally, for example through videos, podcasts, 
webinars and by accessing content on www.fas.scot, and non-digitally including through in-
person events, the FAS telephone helpline or in regular press advertorials.  

http://www.fas.scot/


 
 

 

 
In 2022/23 the FAS programme provided Scotland’s farmers, crofters, and other land managers 
with: 

 
 
 

 
 

  
Figure 1 - Image from FAS TV video. 
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Executive summary 
 

• The Key Performance Indicators (KPIs) were met or exceeded in 91.7% of reporting 
periods.  Only one single KPI was not met (“bounce rate”).  This is a specific website 
metric which, because of the way in which the FAS Website and FAS YouTube channel 
interact, is no longer an appropriate metric (and which will be replaced by an “average 
webpages viewed per session” metric for 2023/24).    

 

• 293 events (predominantly online) were run during 2022/23, with 4,906 attendees and 
an average attendance of 22.4 at one-to-many events and 11.6 at one-to-few events. Of 
the 3,510 attendees at a FAS Live Event or FAS Webinar, 1,015 attendees completed an 
evaluation form (29%).   
 

• Feedback from participants who completed an event evaluation was exceptionally 
positive, with 99% of the 962 who answered the question saying that the events were 
“excellent” or “very satisfactory/good”, and 86% of them saying they would implement 
changes to their farm management because of information gained at the event. 

 

• 300 publications, 160 videos, 93 podcasts and 13 online tools were produced. The FAS 
newsletter was published monthly and by the end of the year was being distributed 
monthly to up to 6,425 people – 263 more than the same time the previous year. 

 

• 1,576,363 page views of the website spread across 276,344 sessions – an average of 5.7 
page views per session, which is good. 

 

• Twitter followers grew by 8% to 2,814, whilst Facebook followers grew by 31% to 7,244. 
 

• 2,228 crofters and 357 smallholders subscribed to the Croft and Small Farm Advisory 
Service. 

 

• There were 1,185 enquiries to the Advice Line where farmers and crofters received up 
to 30 minutes of free advice.  
 

  
Contract 

Parameters 

2022/23 
Business 

Plan 

2022/23 
Actual 

Number 
Delivered 
v Target 

% 
Delivered 
v Target 

2016 to 
Date 

FAS Connect Group 
Events 

250 - 350 

120 120 

-3 99% 

120 

FAS Live Events 118 115 

1,340 FAS Webinars 42 42 

FAS Roadshow 16 16 

Publications 250-350 298 300 +2 101% 1,466 

Videos 100-200 159 160 +1 101% 678 

Podcasts & Audio 80-120 90 93 +3 103% 307 



 
 

 

Tools  13 13 - 100% 48 

 

Event Participants 4,086 4,086 4,906 +820 120% 30,590 

Video Views 

 

405,237  1,315,406 

Podcast Listens 33,844 85,542 

Publication Downloads 295,266 796,823 

Website Views 1,576,363 5,028,065 

Advice Line Enquiries 1,182 9,099 
Figure 2 - Programme Statistics 2022/23 

The graph below shows the number of outputs of each type where work is completed in the 
month.  NB this may be different to the month in which they are released/promoted, for 
example normally a small bank of outputs are completed in the final months of the year for 
release and/or promotion early in the next year during the initiation phase of the new business 
plan.  This means that the audience experience is of a steady availability of new content 
throughout the contract.     
 

 
Figure 3 - FAS Outputs Completed by Month 

 
FAS Connect is responsible for the apparent spike in publications in March 2023 since each of 
the 40 groups prepared an end of year summary of their activity, and for most groups their year 
concluded in March 2023.   
 
The FAS programme is audience-centered and consequently there are seasonal variations in the 
volume of certain activities in any given month.  For example, events are relatively seasonal – 
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there are times of the year when the audience are particularly busy on-farm, whereas podcasts 
are universally popular throughout the year - even during very busy periods the audience are 
still likely to engage with content (for example listening from the tractor).   
 
 



 
 

 

Key performance indicators 
(KPIs) 
 
The following were the KPIs for delivery of the one-to-many service in 2022/23: 
 

1. At least 4,086 attendees at 170 events (an average of 24 per event). 

2. Attendance exceeds 75% of the predicted number. 

3. More than 95% of those completing a post-event feedback form rate the overall quality 

of the event as “excellent” or “very satisfactory”. 

4. More than 95% of those completing a post-event feedback form rate the relevance of 

the event as “excellent” or “very satisfactory”. 

5. More than 80% of those completing a post-event feedback form say they will implement 

changes to their farm management because of information gained at the event. 

6. The bounce rate (the percentage of people visiting the homepage and then leaving 

without going to another page on the site) is below 50%. 

7. The website is available for at least 99% of the time. 

8. 95% of call-backs are done within six working hours. 

9. 95% of routine queries are responded to within one working day. 

10. 95% of detailed queries are responded to within two working days. 

11. 95% of complex queries are responded to within five working days. 

12. 95% of e-mail enquiries are responded to within one working day. 

 
KPI 1 is measured annually and was partially met. 157 live events and webinars were held, the 
total attendance was 3,510 and the average attendance was 22.4 per event. Additionally 120 
FAS Connect group meetings were held, the total attendance was 1,396 and the average 
attendance was 11.6 per event.  Attendance levels were very good considering there were 
fewer very large in person gatherings planned due to the risk of Covid-19 still being present 
during the business planning period.   
 
The remaining KPIs are measured and reported on monthly basis. The table overleaf 
summarises performance across the year.  
 
 
 
 
 
 
 
 
 
  



 
 

 

KPI 

Monthly KPI performance 2022/23 
(green = KPI met or exceeded, red = KPI not met, yellow=KPI marginally 

not met*) 
AVERAGE 

Apr May Jun Jul Aug Sept Oct Nov Dec Jan Feb Mar  

2              
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7              

8              

9              

10              

11              

12              
Figure 4 - Monthly KPI Performance 

* where a KPI was with 2 percentage points of being met. 
 
The above table highlights that the KPIs 2 to 4 and 7 to 12 were met or exceeded 100% of the 
time.  KPI 5 (influence to change) was met 91% of the time.  
 
Only KPI 6 (bounce rate) was not met regularly however this is because of the way in which the 
website analytics measures a ‘bounce’.  A bounce is recorded if the user downloads a 
publication, or is directed to the YouTube channel to view a video (both of which occur with 
high frequency).  The average page views per session in 2022/23 was 5.7 which is very good 
(more than 4.0 is considered very good) and is a better indicator of the ‘stickiness’ of the 
website. 
 
 

 
 
Above:  Attendees at Backing Beef South Event, September 2022. More than 99% of those who 
completed one rated the overall delivery of the event, and the relevance of the event 
“excellent” or “very satisfactory/good”. 
 



 
 

 

Events 
 
Knowledge transfer (KT) events continued to be a very significant element of the delivery in 
2022/23. 
  
During the year the FAS held: 

• 115 in person events 

• 42 webinars 

• 16 roadshow events 

• 120 FAS Connect events. 
 
The total predicted attendance at the in person and webinar events was 3,213 (an average of 
20.5 per in person and webinar event) and at FAS Connect one-to-few events was 1,440 (an 
average of 12.0 per event).  The total actual attendance was 3,510 (an average of 22.4 per in 
person and webinar event) and 1,396 (an average of 11.6 per one-to-few event event).   
59% of events met or exceeded their predicted attendance – the same proportion as last year. 
 
Promotion of events to ensure good awareness, attendance levels and value for money was an 
ongoing activity. The ways in which attendees said they heard about events was as follows:  
 

 
Figure 5 – Where 1,015 participants who completed an evaluation form had heard about the FAS event (some answered more 
than once).    
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The average attendance (22.4) was very good since there were fewer than normal very large 
gatherings planned because at the time when the business plan was being prepared in late 
2021 there was still significant Covid-19 restriction.  In 2021/22 there were four events with 
over 100 people in attendance, in 2022/23 there was only one event in this category.  
 
The experience of online webinars is that the audience is divided into two groups, those who 
attend live, and those who watch the recording of the webinar later, at a time of their choosing. 
For example, during the year the webinar Sheep Pre-Lambing Nutrition Planning was held on 
9th February 2023.  There were thirty-five attendees during the live webinar but subsequently 
the webinar recording has had almost 250 views.  
 
The following graph shows the distribution of attendees at events in 2022/23.   
There were a smaller number of very large attendances, however as described above, coming 
out of Covid-19 restrictions meant that fewer very large gatherings had been planned.  There 
were a significant number of events around the 10-15 people mark because of the 120 FAS 
Connect peer-to-peer learning groups whose optimal group size is 12.   
 

 
Figure 6 - Distribution of Participants at Events 

During the previous year delivery had moved entirely online due to Covid-19 restrictions, 
however in 2022/23 restrictions were winding up and the programme resumed a significant 
number of in-person events, in accord with audience expectation and a desire to resume social 
gathering.   
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The most popular event of 2022/23 was the Backing Beef series, and the first of the series 
Backing Beef South attracted 96 participants. 
 
 
 

 
 
As well as being well attended, FAS events are of demonstrably excellent quality and 
consequently are very highly regarded by those who attend. All attendees are asked to 
complete an evaluation form, and across the year 29% (1,015) did so.  The headline message is 
that those who attend are overwhelmingly very positive in their feedback and 99% of responses 
to the question about the overall delivery are “Very Satisfactory/Good” or “Excellent”.  
 
The graph overleaf shows a summary of the results. 
 
 

Figure 7 - Backing Beef South Event, September 2022 



 
 

 

 
Figure 8 - Annual Event Evaluation Information – Number of Respondents 

 
 Timekeeping How 

useful 
was the 
event? 

Suitability 
of the 
event? 

How easy 
was it to 
understand 
the 
information? 

How 
relevant 
was the 
content? 

Opportunities 
to ask 
questions. 

Overall 
Delivery 

Excellent 65.8% 65.2% 70.9% 63.1% 70.4% 73.5% 74.0% 

Very Satisfactory/Good 29.8% 31.3% 25.8% 33.1% 27.0% 23.1% 24.5% 

Fair 4.1% 3.3% 3.0% 3.5% 2.4% 2.4% 1.4% 

Poor 0.3% 0.2% 0.3% 0.3% 0.2% 1.0% 0.1% 

Figure 9 - Annual Event Evaluation Information - % of Respondents 

 
Scottish Government’s vision of the FAS is a service which can facilitate step-changes in the 
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An impressive 91% of those who answered the question indicated at least one change that they 
thought they would make because of information gained at the event.   
 
The graph below shows the positive changes the attendees thought there were likely to be on 
their businesses because of the knowledge they had gained at the event. Participants could 
select more than one positive change. 
 

 
Figure 10 - Positive Changes Event Attendees Intend to Make – number of respondents and % of respondents. 
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Only 9% (93) of attendees who attended an event indicated that they would not make any of 
the above changes to their farm management because of information gained at the event.  Of 
those who provided reasons why, the following information was provided (participants could 
select more than one response):   
 

 Number % of those who said 
they would not 
make changes 

% of total 
respondents 

Too expensive 28 30% 2.8% 

Did not have enough 
time 

19 20% 1.9% 

Needed more 
information 

71 76% 7.0% 

Learned nothing new 17 18% 1.7% 

Other 72 76% 7.0% 

 
The number of participants who said that they would not indicate any changes to their farm 
management was very small. However, often the actions discussed at an event would require a 
significant commitment (for example a change in system, or a capital spend) and therefore it 
should not be a surprise that participants may want to learn more before making a change. 
Those who indicated ‘other’ typically did so because they were not able to make a change, for 
example prospective new entrants who did not yet have a farm, or where participants were 
from other important industry groups (for example vets or agronomists).   
 
In 2022/23 the majority (55%) of attendees were female, although this varies greatly between 
events depending on the topics being covered.  If Women in Agriculture events are omitted 
from the sample, the remaining 631 participants are 35% female, 65% male.  The age profile 
and gender of attendees is diverse and outlined in the graph below. 
 

 
Figure 11 - Event Demographic Information 
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Obviously, this represents the demographic who is completing the evaluation form rather than 
necessarily that of the eventgoers themselves. 

FAS Connect: Redefining “Group” 
The Farm Advisory Service has successfully delivered groups since its inception, including 
Women in Agriculture groups and New Entrants groups. However, some of these might be 
more accurately thought of as populations since they tend to comprise a pool of participants 
sharing a particular social or demographical characteristic, whilst exhibiting a truly diverse 
range in interests, objectives, and individual circumstances.  
 
The consequence of diversity in interests is that attendance throughout the individual group’s 
annual programme can be fluid – members perceive obvious relevance in some planned 
activity, but not normally all, and it is relatively unusual for every group member to attend 
every event.  
 
Therefore, whilst the participants still benefit from what they learn at the event, and their 
attendance brings the social interaction that the audience demand, they lack the cohesion as a 
group to be able to confidently share their own experience and knowledge.  Therefore whilst 
they are ‘groups’ they normally aren’t a highly effective as a peer-to-peer learning platform.    
 
FAS Connect is the solution to this challenge.  The focus of these events is deep peer-to-peer 
learning, with individuals challenging themselves .  each other to reach their personal and 
business goals. For this to be successful it requires a group-led syllabus, trusted local facilitator, 
commonality of group interest, trust between and commitment from members.   
 
The principles of FAS Connect are:  

• One-to-few: 10-15 participants optimum, no more than 20.  

• Closed groups: important to enable building of trust.  

• Participant led: topics and syllabus decided by participants.  

• Peer-to-peer in both the group creation and learning: significant commonality in 
interests and aims of group members; less about “experts” and more about learning 
with and from each other and challenging each other.  

• Skilled, trusted local facilitator to organise the group’s activity and ensure everyone can 
engage and learn.  

• The group holds 3 – 6 meetings per annum. 

• Group members participate in discussion between meetings.  

• Development of the action plan for the group and individual development plans for 
members. 

 
Different types of meetings enjoyed by FAS Connect groups during 2022/23 have included:  

• Farm visits to an ‘external’ farm or to a group member’s farm, often accompanied by a 
vet or agronomist.  

• Visits to relevant supply chain sites, e.g., abbatoir or processing facility.  

• Round table discussion with group members only e.g., benchmarking workshop.  

• Round table discussion including external speaker(s).  

• Webinar or online meetings with external speaker. 



 
 

 

FAS Connect Participant Comments 
 

“Think our group is brilliant, able to talk to like-minded people, with some brilliant 
experts.”  
 
“Informal meetings which were well lead. Nice to have the opportunity to visit other 
farms. Everyone was very welcoming and open and honest conversations.” 
 
“I was encouraged and inspired by the ideas put into action by group members.” 
 
“I think the importance of these groups can’t be spoken of highly enough. To get out onto 
others farm for real talks is very valuable but, so was the day spent looking at 
minerals/feed etc. Well Done!” 
 
"The thing about this type of meeting is that you can ask questions and maybe learn 
something to take back home for your set up." 
 
"It was great to get farmers together again and share information". 
 
“It’s great that everyone has the opportunity to put in their input and we can cover a lot of 
ground during a single meeting.” 
 
“Lets us sit round the table and discuss what we are doing and learn from each other, you 
can take something away and put it into practice on your own farm.”  
 
“A group of about 15 people is exactly the right size to make sure everyone can 
contribute.”  
 
“[The meetings are] a good mix of being able to discuss ideas with like-minded farmers as 
well as getting the technical expertise from the facilitator and speakers.” 
 
“The FAS Connect meetings really get you thinking about options for your own farm.”  
 

 
 
 

  



 
 

 

Publications 
 
As the national advisory service covering a diverse agricultural sector, it is not surprising that a 
wide range and large number of publications were produced in 2022/23.  
  
In total, 300 were produced (101% of the planned number) ranging from large, detailed 
publications like the Farm Management Handbook, popular periodicals such as Agribusiness 
News and Milk Manager News, FAS Technical Notes, through to case studies and advertorials in 
the farming and mainstream press.  
 
There is a wealth of information on the website, including material produced or updated during 
2022/23.  In the year publications were downloaded more than 295,255, an increase of 34% 
compared to the previous year.   
 

 Top 10 Downloads Downloads 

1 Farm Management Handbook 2021/22 7,056 

2 Farm Management Handbook 2022/23 3,067 

3 Agribusiness News July 2022 1,882 

4 Agribusiness News May 2022 982 

5 Agribusiness News April 2022 744 

6 Agribusiness News August 2022 731 

7 Border Disease 576 

8 Sustainable Sheep Systems – When to Wean? 554 

9 Technical Note (TN726): Fertiliser Recommendations for Grassland 546 

10 Planning for High Fertiliser Prices in a Beef System 518 

Figure 12 - Top 10 Publication Downloads in 2022/23 

 

 
 

https://www.fas.scot/publication/fmh2022/
https://www.fas.scot/publication/farm-management-handbook-2022-23/
https://www.fas.scot/publication/agribusiness-news-july-2022/
https://www.fas.scot/publication/agribusiness-news-may-2022/
https://www.fas.scot/publication/agribusiness-news-april-2022/
https://www.fas.scot/publication/agribusiness-news-august-2022/
https://www.fas.scot/publication/border-disease/
https://www.fas.scot/publication/sustainable-sheep-systems-when-to-wean/
https://www.fas.scot/publication/technical-note-tn726-fertiliser-recommendations-for-grassland/
https://www.fas.scot/publication/planning-for-high-fertiliser-prices-in-a-beef-system/


 
 

 

The Farm Management Handbook is produced in the autumn, therefore for the early part of the 
year the audience is downloading the edition produced the previous year. The audience also 
likes to look at differences and trends in data, hence it is appropriate that they can access not 
only the current year, but those of previous years.    
 
In addition to publications being downloaded, many publications are presented as webpages on 
the FAS website, and consumption of this content is recorded as a ‘view’.  In 2022/23 there 
were 1,576,363 views of the website. 
  

 Top 10 Articles Views 

1 Bloat in Orphan Lambs 9,536 

2 Eye Conditions of Adult Sheep 5,110 

3 Drugs for Pain Management in Ruminants 5,145 

4 Hypomagnesaemia (Staggers) in Sheep 4,845 

5 Opportunities to Control Rushes 4,678 

6 How Much Grass do Ewes and Lambs Need? 3,641 

7 Alternative Clostridial Vaccines 2,419 

8 Nutritional Safety for Feeding Urea 2,200 

9 Ewes Lambing and Time of Day 2,069 

10 How to Stomach Tube a Calf 2,113 

Figure 13 - Top 10 Articles on FAS Website in 2022/23 

 

 
 
In addition to documents that are downloaded or viewed on the website, there are regular 
newsletters which are created and pro-actively sent to those who are registered to receive 
them. By March 2023 the distribution list for the newsletter had grown to 6,425. As the graph 
overleaf shows, the distribution of the newsletter grew overall. The percentage of recipients 
who open it (an average of 45% through the year) is far ahead of the benchmark figure (16%) 
for similar publications. 

https://www.fas.scot/article/bloat-in-orphan-lambs/
https://www.fas.scot/article/eye-conditions-of-adult-sheep/
https://www.fas.scot/article/drugs-pain-management-ruminants/
https://www.fas.scot/article/hypomagnesaemia-staggers-sheep/
https://www.fas.scot/article/opportunities-to-control-rushes-2/
https://www.fas.scot/article/much-grass-ewes-lambs-need/
https://www.fas.scot/article/alternative-clostridial-vaccines/
https://www.fas.scot/article/nutritional-safety-for-feeding-urea/
https://www.fas.scot/article/ewes-lambing-and-time-of-day/
https://www.fas.scot/article/how-to-stomach-tube-a-calf/


 
 

 

 

 
Figure 14 - Newsletter Distribution and Engagement Information for 2022/23 

 
When the newsletter is distributed those who do not open it are sent a reminder. 
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Videos, podcasts, and 
online tools 
 

Video 
Video has again grown in popularity and significance in 2022/23 and 160 videos were produced 
and posted online – the FAS has its own YouTube channel.  Engagement with videos, and the 
number of subscribers to the FAS YouTube channel, grew significantly during the year. This 
reflects the audience appreciation of the quality and relevance of the videos produced.   
 
Included in the videos produced were 30 episodes of FAS TV, bringing the ‘farm visit experience’ 
to the viewer’s screen and enabling access to a range of excellent speakers and experiences.   
 
A key factor in the success of video output has been the provision of professional videographers 
and editors, increasing the quality of output to rival any television documentary or magazine 
programme. 
 
The FAS YouTube account has seen significant growth in use as outlined in the table below.   
 

Measure 2022/23 2021 
2021 vs 2022/23 
(%) 

Minutes watched 672,978 546,000 +23.2 

Sessions 377,610 244,900 +54.1 

Average minutes per session 1:46 2:14 -31.8 

YouTube Subscribers 2,977 1,653 +85% 

Figure 15 – FAS VIdeo Statistics for 2022/23 

The number of minutes watched overall, and sessions of watching, have increased, though the 
average minutes per session has reduced during the year.  This is likely to be because of the 
advertising of the video outputs since whilst the content is reaching a significantly larger 
audience (and the audience who are subscribing to the YouTube channel is increasing 
substantially indicating genuine and significant audience growth) it won’t necessarily be 
relevant to all and, when they only watch a short amount, this reduces the overall average.   
 
Information from YouTube reporting tells us more about the gender, age distribution and 
location of video viewers: 
 



 
 

 

 
Figure 16 - YouTube statistics on FAS Video viewer gender 

 

 
Figure 17 - YouTube statistics on FAS Video viewer age 

 
The gender split is consistent with what we know about the demographic of industry generally.  
The age profile suggests that whilst the majority of video views are by the 25-34 year old age 
group, they do not watch as much of any video as the older age categories.  However, the 
relationship between these numbers is complex since it involves a variety of variables, both of 
the audience and how the algorithms make them aware of new or relevant content. 
 
The YouTube channel reports that 79% of views are from the UK, and 9.3% come from Ireland, 
USA, India, Australia, and Canada.  However this data is not highly reliable as it is common for 
users to be routed through an IP address that doesn’t reflect their actual location. This would 
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also be the case in that London is apparently the single largest city in which FAS content is 
accessed, when in reality many Scottish viewers will be routed through a London IP address. 
 
The table overleaf provides information about the top five videos on YouTube in 2022/23.  FAS 
TV videos are shown separately since these routinely occupy the top viewing slots and mask the 
success of many other videos. 
 

Top five videos on YouTube 2022-2023  Views (22,367 views in Total) 

Technology and Sheep 7,341 

 

 
 

Controlling Rushes on your Farm 5,535 

 

 
 

Making Anaerobic Digestion Fit Your System  3,842 

 
 

Derelict to Productive: Drainage 3,084 

 

https://youtu.be/Bh1fwDHwuuE
https://youtu.be/EmamdC1FMUg
https://youtu.be/F1kZ1YGNmA8
https://youtu.be/RtFRwyZR3MY


 
 

 

Understanding Your Carbon to Nitrogen Ratio 2,565 

 

 
 

Top five FAS TV Episodes on YouTube 2022-
2023 (73,967 views) 

 
Views 

 

 
 
FAS TV EP31: A Farm to Fork Special! 

 
 

17,091 

 
 
 
FAS TV S2 E23: Deer Farming at Innerhadden 
Estate 

 
 

16,070 

 

 
 

 
FAS TV: S2 Ep 21 - Farming and Crofting with 
Woodland 

 
14,880 

 
 

 
FAS TV S2 E22: Feeding Brassicas to Pedigree 
Cattle and Hydro Power at Innerhadden Estate 

 
 

14,295 

 

 
 

 
 
FAS TV: S2 Ep 10 – Potatoes in Practice Special 
 

 
 
 
11,631 

 

 
 

https://youtu.be/PoK12rXrWCI
https://youtu.be/poOKEuwJgJg
https://youtu.be/lcMQ7t6ZtXs
https://youtu.be/lcMQ7t6ZtXs
https://youtu.be/4Qb0NPR-nZo
https://youtu.be/4Qb0NPR-nZo
https://youtu.be/aYg23v96jro
https://youtu.be/aYg23v96jro
https://youtu.be/Mc6I2ctMGaM
https://youtu.be/Mc6I2ctMGaM


 
 

 

 
 
 

 
Figure 18 - Video Views in 2022/23 (Total Inc FAS TV) 

 
 

 
Figure 19 - Podcast & Audio Listens in 2022/23 
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Podcasts 
 
Podcasts are delivered through FAS Sounds, an industry leading audio output comprising 
several targeted feeds which, by targeting audio content, enable users to find the content they 
find interesting and relevant.   
 
In 2022/23 FAS introduced targeted content feeds which were structured around a combination 
of periodical round-up style (e.g., Rural Roundup), Periodical In-Depth (e.g. Stock Talk or Thrill 
of the Hill) and Standalone Series’ form.  
 
 
 
 
 
 
 
In 2022/23 there were 33,844 podcast listens, a 45% increase on the previous year, reflecting 
the success of the new approach.   
 
The top 10 individual podcasts of the year are detailed below. 
 

Top five podcasts 2022-2023 (3,246 total listens) Listens 

Stock Talk – Beef – Spring Update 412 

Thrill of The Hill – The Great Yellow Bumblebee 399 

Rural Roundup (24th May) 384 

Stock Talk - Sheep Systems & Grazing Strategies with 
Poppy Frater 

368 

CropCast - Disease Control for Spring Barley, Winter 
Oilseed Rape and Potatoes Along with Tips for Planting 
Forage Crops 

360 

CropCast – Cover Crops & Green Manures 335 

Rural Roundup (16th June) 333 

CropCast – Grain Marketing 329 

Rural Roundup (10th August) 326 
Figure 20 - Top 10 FAS Podcasts in 2022/23 

  

https://www.fas.scot/publication/stock-talk-beef-spring-update/
https://www.fas.scot/publication/thrill-of-the-hill-great-yellow-bumblebee/
https://www.fas.scot/publication/rural-roundup-episode-1-may-2022/
https://www.fas.scot/publication/stocktalk-sheep-systems-grazing-strategies-with-poppy-frater-july-2022/
https://www.fas.scot/publication/stocktalk-sheep-systems-grazing-strategies-with-poppy-frater-july-2022/
https://www.fas.scot/publication/cropcast-episode-2-disease-control-for-spring-barley-winter-oilseed-rape-and-potatoes-along-with-tips-for-planting-forage-crops/
https://www.fas.scot/publication/cropcast-episode-2-disease-control-for-spring-barley-winter-oilseed-rape-and-potatoes-along-with-tips-for-planting-forage-crops/
https://www.fas.scot/publication/cropcast-episode-2-disease-control-for-spring-barley-winter-oilseed-rape-and-potatoes-along-with-tips-for-planting-forage-crops/
https://www.fas.scot/publication/cropcast-cover-crops-green-manures/
https://www.fas.scot/publication/rural-roundup-episode-2-june-2022/
https://www.fas.scot/publication/cropcast-grain-marketing/
https://www.fas.scot/publication/rural-roundup-10th-august/


 
 

 

Tools 
During 2022/23, 13 online tools were produced.  These include the new FAS Problem Solver 
tools for Beef, Dairy, Sheep, Arable, and Sustainable Systems.  These tools combine online tool 
functionality with a curated journey through relevant FAS resources, helping the user to arrive 
at the right content by asking them the right questions and returning the most useful FAS 
outputs.   
 

 
Figure 21 - FAS Problem Solver Tool 



 
 

 

Other digital tools produced during the year included Crofting Regulation Flowchart tools for 
decrofting, the Whole Farm Benchmarking Tool, and the Routemap Following Carbon Audit 
tool.   

  



 
 

 

Website and social media 
 

During 2022/23, the website enjoyed significant improvement in user quality.  

With average page views of over 130,000 during the year, we have seen: 

• 35% increase in unique page views.  

• 64% increase in average number of actions on the site. 

• 172% increase in the number of searches being made on the website. 

• 774% increase in unique keywords (indicating an increased variety of search). 

This represents a wider (number of unique page views) and more engaged audience making 
better use of the site (number of actions and search). 

Social media paid advertising has historically been heavily used to drive visitors to the website 
and to learn more about the quality of the audience attracted, we carried out a trial in 2022/23.  
This involved a targeted reduction of paid advertising of the website during the second half of 
the year. During this period there was a reduction in the overall number of visits to the website 
(visitorship reduced by 35%) but this was accompanied by an improvement in the actions taken 
on the website: actions taken on the website increased by 56% and the total number of 
searches increased by almost 80%.  This information will be used to inform when and how paid 
advertising is directed in future in order to deliver maximum value.   
 
As the volume of material on the website increases it has been important to continue to 
improve the searchability of our content. We are in the final stages of implementing a more 
advanced and capable search function which will result in better returns to more specific 
searches. Furthermore, we are conducting a review of website pages that considers best-
practice SEO, readability, and accessibility. This work is currently focused on the most popular 
entry pages to the FAS website, and over time will be expanded to cover the entirety of the 
website. 

  
Measure 

2022/23 2021 

% change 
2021 

versus 
2022/23 

2020 19/20 18/19 

Sessions 276,344 475,665 +41.9 347,157 166,356 67,899 

Page views 1,576,543 1,766,090 -10.7 862,554 311,742 153,737 

Unique page view 
 

1,032,095 
762,678 +35.32 

 
Total searches 

 
44,914 

16,544 +171.5 

Average page 
views per session 

 
6.1 

3.32 +83.7 2.50 1.87 2.26 

Figure 22 - Social Media Statistics 2022/23 



 
 

 

There are several ways that visitors find their way to the website, outlined in the table below.  
Direct access to the FAS website has dropped as advertising on Facebook was reduced in 
September, however the overall engagement remains the same.  
 
We were curious about the value of advertising spend on Facebook and Twitter, so decided for 
the second half of the year to reduce it and track whether the reduction in direction entry 
correlated with a reduction in page views. 
 
We found that while the number of people visiting the website did reduce, the quality of visits 
to the website increased significantly, as mentioned above. Visitors who didn't come to the site 
through advertising visited more pages, took more actions, and made more varied searches. 
 

 
While the audience size this year appears lower than the previous year, it is important to 
reiterate that the number of page views has increased during the same period, i.e. audience 
volume has reduced slightly but quality and engagement has increased.   
 
The route taken to website was affected by our experimentation with advertising. Most notably 
in the reduction of direct links leading to specific pages. This is directly linked to fewer adverts 
providing those direct links. Interesting to note, however is that despite the reduction in social 
media ad spending, the number of people accessing the website through social media has 
increased, which is positive and demonstrates that our social media impact is increasing. 
 
Organic search has increased, and this is a result of the work being done around website 
content tagging, SEO, and website restructuring, which is making the content not only more 
accessible to visitors, but also more favorable in the eyes of search engines.   
 
 

  

Route to website 
Audience Proportion (%) 

2022/23 2021 

Organic search (using a search engine to find us) 163,319 (58%) 206,818 (42%) 

Social (accessing the FAS website via link from 
social media) 

33,758 (12%) 31,593 (6.4%) 

Direct (direct links to access specific pages) 71,899 (26%) 241,576 (49%) 

Referral (links to FAS from other sites) 6,479 (2%) 9,434 (1.9%) 

Email (links to FAS embedded within e-newsletter 
emails) 

2,800 (1%) 3,270 (0.7%) 

Total 276,344 493,844 

Figure 23 - Route to Website in 2022/23 



 
 

 

Social media 
 
Both the Facebook and twitter accounts of the one-to-many service have seen impressive levels 
of growth in followers – by 27% and 11.5% respectively. Meanwhile Facebook page visits were 
12,762, up 142.2% on the previous period. 
   
Social media is increasingly a ‘pay to play’ environment and the effect of not increasing paid 
advertising spend is, predictably, an apparent reduction of impression and engagement.  
However, and more importantly, both the Facebook page visits (where the audience actively go 
to the FAS page) and follower-counts on both Twitter and Facebook continue to rise, indicating 
increased recognition of the FAS brand and an increasing audience who will become aware of 
content through their use of social media.  Nevertheless whilst advertising spend does increase 
metrics on the social media platforms themselves, this does not necessarily directly or 
automatically translate into the engagement level of the audience, which is the purpose of our 
channels. Tweets are a good example – the top tweet in terms of impressions was of a podcast, 
and a different podcast was the top tweet in terms of retweets and likes – however neither of 
these podcasts were in the top 10 for listens.   
 
Using this information we will continue to experiment with different advertising approaches on 
social media to identify what results in the most impact and engagement going forward. 

Twitter Statistics & Data 
 

Twitter measures 
 
 

2022/23 
2021 

2021 versus 
2022/23 

% change 2021 
versus 

2022/23* 

Followers 2,814 2,523 +291 +11.5 

Tweets 1,328 804 +524 +65.2 

Link clicks 3,485 3,275 +210 +6.4 

Retweets 971 979 -8 -8.4 

Likes 1,376 1,591 -215 -8.4 

Impressions 465,811 1,080,473 -614,622 -56.9 

Engagements 9,604 16,171 -6,567 -40.6 
Figure 24 - Twitter Statistics 2022/23 

 

Top five tweets Retweets Likes Impressions 

AgriCulture Nigel Owens Podcast 2 5 36,531 

Land Management for Scottish Atlantic Rainforests-
Practical Guide - promo 

9 26 
8,010 

Hedgerow Restoration Video promo 6 18 7,908 

Grazing for Profit & Biodiversity Video Promo 8 17 6,025 

Crofter’s Fuel Poverty Publication Promo 16 12 5,897 
Figure 25 - Top 5 Tweets in 2022/23 

https://twitter.com/FASScot/status/1624035522581602307
https://twitter.com/FASScot/status/1590042729618325504
https://twitter.com/FASScot/status/1590042729618325504
https://twitter.com/FASScot/status/1612539796932501504
https://twitter.com/FASScot/status/1595451133928931334
https://twitter.com/FASScot/status/1600097774380486657


 
 

 

Facebook Statistics & Data 

 
 
*Obtained from Facebook Analytics in May 2023 to ensure comparability – Facebook have changed their 
methodology for estimating reach. 

 
In addition to Facebook changing how they estimate reach, we have made some changes in 
how videos are released and promoted.  In 2021 all videos were released on Facebook and 
video views were a significant proportion of the post likes, shares and comments.  In 2022/23 
we have moved to the promotion of the YouTube channel as the primary source of video 
release to grow this important channel’s reach and impact.  YouTube is considered the second 
largest search engine on the internet, so having successful videos there is greatly beneficial to 
the programme, whereas Facebook videos have a much lower search impact.  Facebook also 
has less sophisticated discovery and referral tools within the videos itself (links to related videos 
or articles). Therefore, whilst the engagement on YouTube has increased by 85% because of 
this, it simultaneously reduces the associated engagement with Facebook. 
 

Top 5 Facebook Posts 
Impres
sions 

Reach Likes Shares 
Comm
ents 

Starting and Growing a Sheep Enterprise – Event 
Promo 29,189 12,012 

25 8 8 

Aberdeenshire New Entrants – How 
Diversification Can Enhance Your Business – 
Event Promo 18,797 1,887 

7 1 0 

How to Reduce Your Farm Bills Webinar – Event 
Promo 18,256 2,605 

22 4 0 

Sheep Pre-Lambing Nutrition Webinar – Event 
Promo 12,675 5,317 

54 11 10 

Thrill of the Hill Season 3 Ep 6 - Understanding 
Natural Capital 11,241 2,444 

36 4 2 

Facebook 
measures 

2022/23 2021 
2022/3 versus 

2021 

% change 
2022/23 versus 

2021 

Followers 7,274 5,277 1,997 +27 

Posts 697 711 -32 -5 

Post likes 4,325 7,033 -2,708 -63 

Post shares 587 1,463 -876 -149 

Comments 303 635 -332 -109 

Link clicks 6,202 12,465 -6,263 -109 

Photo views N/A – FB posts link straight to the website – no individual images posted. 

Video views N/A – all videos now posted on a dedicated FAS YouTube channel. 

Total reach 180,426 223,596* -43,170 -23 

Total impressions 752,136 1,482,725 -730,589 -97 
Figure 26 - Facebook Statistics 2022/23 

https://www.facebook.com/501956105273527/posts/584943523641451
https://www.facebook.com/501956105273527/posts/584943523641451
https://www.facebook.com/501956105273527/posts/543592184443252
https://www.facebook.com/501956105273527/posts/543592184443252
https://www.facebook.com/501956105273527/posts/543592184443252
https://www.facebook.com/501956105273527/posts/621699059965897
https://www.facebook.com/501956105273527/posts/621699059965897
https://www.facebook.com/501956105273527/posts/611535974315539
https://www.facebook.com/501956105273527/posts/611535974315539
https://www.facebook.com/501956105273527/posts/514209197381551
https://www.facebook.com/501956105273527/posts/514209197381551


 
 

 

Croft and Small Farm 
Advisory Service 
 
The Croft and Small Farm Advisory Service offers an annual subscription where the crofter or 
small farmer (less than 30 hectares) receives advice and independent recommendations (up to 
2 hours per year), technical notes, quarterly bulletins, monthly newsletters, and a subscription 
to Farm Text to receive notifications and important news (for example about deadlines). 
 

Case Study 
 
Originally brought up on the island, Pete has relocated back to the Argyll Islands with his 
young family and obtained the tenancy of a small croft. Pete is full of drive and determination 
to make a go of living and working in the remote community. He had lots of ideas and had 
written his own business plan. He needed someone to sense check his ideas, make sure they 
were realistic in terms of timescale, investment required and financial returns. A SAC 
consultant visited the croft to discuss the plans with Pete and reviewed his business plan 
giving him a clearer focus, ensuring that practical ideas were prioritised, the land was fully 
utilised and it gave him the confidence to move forwards with his new crofting business. 

 
“As a newby crofter I just wanted to say how fantastically valuable I have found FAS. I cannot 
imagine starting on this journey without FAS”  Subscriber comment made at a Cross Party for 
Crofting meeting 
 
Advice is available on many topics, including: livestock rations, analysis of nutrients in silage, 
animal health planning; horticultural advice; conservation and environmental advice (e.g., 
management of muirburn, wildflower areas); organic farming; forestry and woodland design 
and management; renewable energy; livestock record keeping rules and regulations; 
prevention of pollution, compaction and nutrient loss; and grassland and crop advice including 
soil analysis, liming, fertiliser, grassland reseeds, removing rushes and weed control.  
 

Case Study 
 
Paul recently took over the croft from his mother.  The croft is large and supports 180 
breeding ewes.  Paul’s mother used her FAS Subscription to work how best to pass on the 
croft, discussing decrofting, how and when to make the transfer, and business considerations 
such as VAT and income division and tax.  With many aspects to consider, a Specialist Plan 
was undertaken to detail an action plan.  Paul is now the tenant of the croft and has used his 
FAS Subscription to gain advice on improving the sheep flock, with time spent on the croft 
with his advisor practicing condition scoring the ewes and discussing nutrition.  Paul has gone 
on to take soil samples and apply for CAGs for fencing to improve efficiency and output and 
applied for a tag reader to help monitor performance. 

 



 
 

 

 
 
In addition, for crofters, advice is also available on completion of assignations, decrofting and 
sublet applications; croft maps for Crofting Commission or SGRPID; advice on the Crofting 
Register; and advice on available grants. 
 

Case Study 
 
Catherine has 2 crofts in which she works alongside her son, producing lamb, hay, and 
growing potatoes.  She said “I couldn’t do without the advice I get from the croft 
subscription. It is good sound advice which puts me in the right direction, and my advisor is 
never scared to tell me if something is a bad idea. I trust them. I’m about to make an 
appointment to discuss going back into Highland cattle and I know I’ll get the right answer.” 

 
 

 
Figure 27 - Imagery from Health Planning for Cattle on the Croft Video from 2022/23 

 
 
 
 
 
 
 
 
 
 
 



 
 

 

Advice Line 
 
The FAS Advice Line offers eligible businesses up to 30 minutes of free advice. This can range 
from advice about upcoming events to more complex regulatory or technical questions.  
 
During 2022/23 there were 1,185 enquiries received.  This was slightly fewer than the 1,405 
enquiries in 2021 however a call triage system employed on the Advice Line telephone number 
in 2022/23 has meant that those callers seeking information about FAS One-to-One advice 
areas can choose to be transferred straight through to Ricardo, rather than first coming to the 
Advice Line team (and being logged as an Advice Line enquiry), and therefore the recent call 
volumes exclude this category of calls. 
 
Of the calls received 42% were concluded by the Advice Line team, and 58% were of a more 
technical nature and referred to a consultant.   
 
The graph below shows the total number of enquiries per month and the proportion which 
were supported by the advice line, and the number which were referred on to a consultant.   
 

 
Figure 28 - Advice Line Enquiries 2022/23 

 

Advice Line Enquiry Example 
 
“Sarah recently took over her father’s farming business and called the advice line after seeing 
the advert in the Scottish Farmer offering 30 minutes free advice.  She had already spoken 
with a couple of friends who told her they had been given good quality in-depth advice by the 
FAS service.  She was looking for guidance on a wide range of topics from record keeping to 
grants and sources of support and advice.  She spoke with a local SAC consultant who was 
able to advice on aspects such as an ILMP, mentoring and specialist advice, as well as AECS 
and the Nature Restoration Fund, and discuss with her the SAF and timeframe to do this. 
Subsequently Sarah has gone on to apply for an ILMP.” 
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Croft and small farm enquiries were the top subject area, received through the advice line in 
2022/23, with a total of 310 enquiries, out of 1185.  New Entrant and Event enquiries were also 
among the top, with subjects such as biodiversity, animal welfare, efficiency, diversification, 
compliance and organics. 
 

 
Figure 29 - Advice Line Enquiry Subjects 2022/23 

 
Most enquiries were received by phone call (56%).  Emails also make up a significant 
proportion, and walk-ins continue to be a vital source of contact between enquirers and the 
FAS advice line.  Social media enquiries have gradually improved, particularly through the 
Facebook page which has seen significant increased visits. 
 

 
Figure 30 - Source of Advice Line Calls in 2022/23 
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Advice Line Enquiry Case Study 
 
The helpdesk was contacted by Colin who owned 60 acres of ex-commercial forestry land and 
sections of fencing were deteriorated.  He was interested in finding out about available 
funding which would allow him to re-plant some of the area, not for commercial use but to 
run alongisde a small residential development and glamping business.  The enquirer was 
referred onto a local consultant who assistedwith advice on the Small Farms Grant schemes 
with regards to fencing and elibability criteria, as well as Woodlands Trust schemes and 
general information on small scale woodland planting and hedges. 

 

Advice Line Enquiry Case Study 
 
Martin got in touch looking for courses or events on VAT having recently taken on the 
farming business.  The helpdesk team were able to talk through the upcoming “Making Tax 
Digital” webinar we were running, which he was and we were able to book him on to.  The 
helpdesk team also followed up with links to FAS materials on book keeping and farm 
accounts, as well as directing him to the business tools section on the website. 

 
 
 
 
 


