The College Marketing Network FE First Awards 2011
More information for entrants.
Please take the time to read through this information, even if you have entered the Awards before, as the criteria and entry requirements do change and your entry may not be considered if you do not fulfil all of them.

The College Marketing Network is inviting entries for its prestigious 2011 FE First Marketing Awards. The awards will be presented at the Network’s Gala Dinner on 28th November 2011 as part of our 24th Annual Conference. 

The categories for FE First Awards 2011 are:

1. Internal Communications Campaign

2. Communications Campaign

3. Magazine Publication

4. Collaboration 

5. Public Relations Campaign, sponsored by AoC

6. Market Research, sponsored by RCU 

7. Website, sponsored by femarketing.co.uk

8. Best Digital Recruitment Campaign, sponsored by txttools.co.uk

9. Marketing to Business & Employers

10. Apprenticeships Campaign

11. Higher Education Campaign 

12. 16-19 Campaign 

13. General Full-time prospectus 

14. The Further Education Marketing Professional of 2011

A note on evaluation

All entries should include formal evaluation of the success of the campaign/brochure/project, judged against your stated aims and objectives for it. This should not just take the form of favourable “vox pops” or an assurance that “everyone said they liked the prospectus”. Although judges are not necessarily expecting a large research project, they are looking for qualitative and/or quantitative data which is robust and justifiable. They are also looking for how research carried out on previous publications/campaigns has informed the planning and execution of your entry.
For example, if you survey a group of people before and after a campaign, the group should be clearly comparable, not random. If you have feedback comments, please include at least a title to show the provenance of the comment (eg. student, parent, Connexions advisor, etc). If you say that enrolments or enquiries have increased as a result of your campaign, please include the figures which prove this. If you carry out focus group research, please include the script used as an appendix and a selection of the responses. If you do a questionnaire, again, please include the questionnaire as an appendix, numbers sent out and number of responses, as well as the relevant results.
Evaluation is key to your entry and it is extremely unlikely to win an award if none is included. Please include an explanation for the type(s) of evaluation employed as well as the detail of what you found out and how you used the results to inform future planning and/or activities.

Common elements to entries

Every judge will be asked to assess how well your entry relates to the college’s strategic plans and to the Marketing Plan. This means you need to include a summary of relevant sections of the college’s strategic plans, eg. your mission to engage more with employers or to increase school leaver enrolments. It should also include the relevant sections from your overall Marketing Plan that show how you intend to support that section of the strategic plan, or the specific marketing plan/strategy for the campaign/publication.
Your aims and objectives for the campaign/publication should be directly related to these plans and should arise out of them. In your evaluation, you should include an assessment of how far you have reached your aims and objectives, so showing how the campaign/publication has supported the college’s Strategic Plan and how it has fulfilled the marketing plan you had for it. Your objectives should be SMART ones, so that you can clearly show how far they have been met.
You are asked to include an Executive Summary at the start of each copy of your entry, AND a separate copy - four copies in all. A proforma is supplied for the Executive Summary in 2011, and is available for download from the website (www.m-network.org). The executive summary shows the judge that you have a clear understanding of your entry and should give them a good, short introduction to it.
About the categories

1. Internal Communications

An effective internal communications strategy communicates and manages the organisation’s image and reputation. This category recognises an internal communications campaign aimed at either staff OR students, OR both if that is appropriate: please ensure you make your target audience clear at the start of your submission. 

Your entry should include the background to the campaign: for example, is it a response to an identified need, is it a result of research, is it an initiative related to a new build, a rebrand or merger, is it part of an ongoing strategy with a long term aim? You should include the elements of the strategy, how they work together, how they are managed and delivered, and any costs involved. 

You should also include SMART objectives for your campaign and your assessment of how far these have been met. Your submission should evaluate how the various elements of the communications strategy have worked, and how the outcomes are informing future development of internal communications at your college.


To win the Award, the judges will be looking for an original campaign that is relevant to the target audience, and one that is effectively evaluated against clear objectives, relevant to the college’s Strategic and/or Marketing Plan. A good submission which clearly describes and assesses the impact of the campaign will be equally important, as it demonstrates your ability to be descriptive and objective.

2. Communications Campaign

This NEW award aims to recognise multi channel communication campaigns with any strategic aim, which could include a campaign to support a new build and/or rebrand or one to promote developing a facilities hire service, or a new strategy that will affect the college’s community and stakeholders.

Please note that your Communications Campaign may include a PR element, but PR should NOT be the dominant component, as there is a separate PR Campaign category for entries which are focused on PR.

It is expected that a Communications Campaign in this category will include internal comms, events and meetings planning, digital and printed media, advertising and more. 

The judges will be looking at the scope and planning of the campaign, the objectives and targets, the communications channels used, the impact and outcomes of the campaign, and the evaluation against your objectives. They will also be looking for effective and efficient budget allocation in the current “more for less” climate.

To win the Award, the judges will be looking for an original campaign that is relevant to the target audience, and one that is effectively evaluated against clear objectives, relevant to the college’s Strategic and/or Marketing Plan. A good submission which clearly describes and assesses the impact of the campaign will be equally important, as it demonstrates your ability to be objective.

3. Magazine Publication

This new category for 2011 is open to magazine publications for a range of audiences. It could be your Annual Report, a magazine-style publication aimed at your part-time adult market, or a publication produced for a specific purpose, eg. to promote a new build or new services.  A magazine publication is defined for the purposes of this award as one that it is not primarily a prospectus, and may include newsprint and black and white as well as colour, “glossy” productions: your entry should therefore include an explanation of why you chose the format you have.

Another key element for your submission is a description of your publication and its target audience. The submission should also include the rationale for the publication, any research done to inform the publication, a description of and rationale for the design and circulation of the publication, SMART objectives for what the magazine was intended to achieve that are clearly evaluated, and the feedback to and outcomes of the publication’s circulation. 

To win the Award, the judges will be looking for an original and inspiring publication which is relevant to the target group and to the objectives set for it, and one that is effectively evaluated against these objectives. The objectives should be shown to be relevant to the college’s Strategic and/or Marketing Plan. A good submission which clearly describes and assesses the impact of the publication will be as important as the publication, as it demonstrates your ability to be descriptive and objective.

4. Collaboration

This category recognises what can be achieved by working with partners on specific projects.  Partners could include other colleges, schools, local authorities, private providers, employers, associations, or charities; the project could be to reach a particular target group like employers, to promote a partnership, develop new services or respond to local initiatives. The key element is the description of how the partners have worked together to reach their objectives, how the partnership came about and how closely it has reached its aims. If it is an ongoing project, are there any interim targets that you have reached that are a step on the way to your final objectives?
The entry should list all the partners with their respective roles, and describe the objectives, the relationship to the college’s strategic plan and the role of the marketing team. We recognise that the college may not be the leading partner and that evaluation may be more difficult to include if it is carried out by the group but ask that you include as much as you can in support of the entry. 

5. Public Relations Campaign, sponsored by AoC
Marketing professionals in colleges have a key responsibility for reputation-building. The judges will be looking for effective and innovative PR campaigns that have met their targets and had an impact on your college and community.

The entry should include the background to the PR campaign, what the objectives were for the campaign, how it was implemented, what coverage was achieved, what response you had, and how far you met the objectives.
To win the Award, the judges will be looking for an original and inspiring campaign that is relevant to the target audience, and one that is effectively evaluated against clear objectives, relevant to the college’s Strategic and/or Marketing Plan. A good submission which clearly describes and assesses the impact of the campaign will be equally important, as it demonstrates your ability to be objective.

6. Market Research, sponsored by RCU
Good research is the foundation for effective marketing. This award asks how you have used market research to inform your work: it could be a simple piece of internal research you’ve done yourself, or external research you’ve commissioned, but you must show the reasons for doing it, how the findings were used and an evaluation of whether your objectives were achieved.

The judges are looking for an explanation of how you identified the need for the research and how you identified the kind of research to be carried out. Reference to the college’s strategic plan and your marketing plan may be particularly important in this category if the research relates to improving or developing your work with a new stakeholder group, or in a new area, for example.

You may include a copy of the research report itself, but the key elements of the entry will be an analysis of what the findings told you and how you used these findings for the benefit of the college. An analysis of the cost-benefit of carrying out the research could also be included: was the money spent on this research worthwhile in terms of the benefits that resulted from the campaign you put in place? 
7. Website
Your website is fundamental to the college’s marketing and communications mix and is now arguably the most important element of it. Requiring constant updating and development, websites also need to be attractive, informative, interactive and up-to-date.

Judges will be looking for innovation, clarity, ease and fluidity of navigation and most importantly, user-friendliness. Criteria for success will also include understanding the target markets, the collection of marketing data, customer focus, opportunities for interaction and comprehensive evaluation. 

Your submission should include information about how the website works with other elements of your communications strategy, what analysis is done of its effectiveness, how it has been developed in the light of feedback, the rationale for any redesign or updating you have done recently and your monitoring of the changing ways young people in particular are looking at and using websites. It should include clear SMART objectives and an analysis of how far these have been achieved.

This award is an opportunity for you to look at your website critically and to evaluate what it is achieving as part of your ongoing communications development.

8. Digital Recruitment Campaign 
This NEW award for 2011 recognises that digital media campaigns are a vital part of the marketing mix. The submission should describe a discrete campaign with a defined time period and a specific target audience, and include the range of platforms used, the rationale and any research behind the campaign and the outcomes and evaluation of the campaign. If other media have been used to support the campaign, these may may be included in the submission but it should be clear that the digital element was the main element of the campaign. Your entry should make clear the purpose, aims and objectives, methods and media used, and include an evaluation of how far your aims and objectives were met.

Judges will be looking for an integrated and  innovative use of digital media, showing how you have brought together the platforms/media chosen into a coherent strategy with a common design element throughout and a common message across every platform. The campaign may be a general recruitment campaign or a targeted campaign for a specific course but should have a start and end date to enable evaluation of its success. 

9. Marketing to Business and Employers

This award will be made to the college demonstrating the most effective and innovative methods to engage employers. Whatever the media chosen, we are looking for ideas that have worked. Your entry should include the reasons why you chose the media used, how they were used and what impact the campaign has had on your college’s work with business.

You may be working with your college’s Business Development Unit on publications and websites for the employer market: if this is the case, your entry should indicate how the responsibilities are shared and how your expertise and input is contributing. Any research that has been done with your employer market should be included if it has informed your choice of marketing activity, and reference to the college’s strategic planning will be relevant, to show where the employer market fits into the mission.

10. Apprenticeships Campaign
This new category for 2011 recognises this priority area for college marketing. Your apprenticeships campaign may be aimed at employers, young people or both, and may include printed and digital media elements as well as events and other activities. 

The submission should therefore include: identification of the target group, any research you have done to inform the campaign, a description of and the rationale for the full range of media created to support the campaign, SMART objectives for the campaign that are clearly evaluated, and the outcomes of the campaign. 

To win the Award, the judges will be looking for an original and inspiring campaign that is relevant to the target group, and one that is effectively evaluated against clear objectives, relevant to the college’s Strategic and/or Marketing Plan. A good submission which clearly describes and assesses the impact of the campaign will be equally important, as it demonstrates your ability to be objective.

11. Higher Education Campaign
This category recognises the development of HE provision in colleges, which is expanding year by year. The award is for innovative approaches to marketing HE, whether you have a large higher education portfolio or offer a few niche courses.

Because of the range of HE provision in colleges, from small specialist departments to significant elements of the college budget with an international dimension, the judges recognise that the prospectuses themselves will be very different in size and content. The key criteria though are your analysis of your market, the relationship of your aims and objectives to the college’s strategic plans for HE, evaluation including comparative numbers of applicants and the rationale for the design concepts used in your prospectus, including any research into previous prospectuses and their effectiveness.
12. 16-19 Campaign 

This new category for 2011 replaces the 14-19 campaign and Sixth Form College/Centre Prospectus awards. It will recognise all the elements of a campaign aimed at this age group, not just the prospectus, so should include both written and digital media as well as associated events and activities. It is therefore likely to be a recruitment campaign though this is not necessarily essential. The submission should include identification of the target group, rationale for the choice of target group, any research done to inform the campaign, description of and rationale for the media created to support the campaign, SMART objectives for the campaign that are clearly evaluated, and the outcomes of the campaign. 

To win the Award, the judges will be looking for an original and inspiring campaign that is relevant to the target group, and one that is effectively evaluated against clear objectives, relevant to the college’s Strategic and/or Marketing Plan. A good submission which clearly describes and assesses the impact of the campaign will be equally important, as it demonstrates your ability to be objective.

13. General Full-time Prospectus 2010-11
The full-time prospectus has always had to reach a variety of audiences with a variety of messages, although the growth of new media is causing many to rethink how it should be used. Most colleges still produce one, however, though the style, content and rationale behind it may be changing. Aspects to be covered in your entry will include: how do you use your prospectus? How is this changing? What makes it stand out and what impact has it had? 

Reference to the college’s strategic plan and aims is important to show the organisation’s overall mission, and your marketing plan, aims and objectives will relate to these. Any research you have done on previous years’ prospectuses should be included if it has informed your planning and production. You should describe the design process – choice of concept, rationale for the design, and market testing you may have done. Any research you have conducted with target groups that has affected the design and approach chosen should also be included.  Evaluation should relate back to your aims and objectives and may include application target numbers and enrolments achieved. 

To win the Award, the judges will be looking for an original and inspiring publication which is relevant to the target group and to the objectives set for it, and one that is effectively evaluated against these objectives. The objectives should be shown to be relevant to the college’s Strategic and/or Marketing Plan. A good submission which clearly describes and assesses the impact of the publication will be as important as the publication, as it demonstrates your ability to be descriptive and objective.

Please remember that this is a marketing not a design award. The design of the prospectus is only one of the factors considered by the judges. 

14. The Further Education Marketing Professional of 2011
This category seeks to recognise an outstanding contribution from a college marketing professional. The nomination should be made by a line manager, team or equivalent, and should detail what makes the nominee stand out – innovative and creative thinking, work in leading a team, leading or contributing to a significant campaign or initiative: we are looking for an individual who has really made a difference.

The entry should include references to how the individual’s achievements are helping the college to achieve its targets as laid out in the Strategic Plan. Individual initiatives and achievements will be a focus for the entry along with the positive impact they have had on the college. A commitment to CPD may be an important feature as may contributions to leadership and development of others. The precise criteria that should be met are as follows:
1. The Award is open to colleges which are members of the College Marketing Network only.

2. The nomination should be made by the nominee’s line manager, team or equivalent.

3. The nominee will be expected to have wide experience of working in a college marketing team.

4. The nominee will be expected to have at least two years’ experience in a leadership role, for example in a college marketing team.

5. The nominee will be expected to have a marketing qualification or considerable experience in a professional marketing role.

6. The nominee will be expected to have experience of a range of marketing activities, including more than one of: PR & reputation management, web and new media development, school liaison, commissioning and production of print media, development and delivery of campaigns, events organisation. 

7. The entry should include an example of a specific, multifaceted project that the nominee is responsible for, which has had a quantifiable impact on the effectiveness of the college. This should make specific reference to the college’s Strategic Plan and marketing plan, to demonstrate that the project is directly related to college priorities.

8. The entry should include an Executive Summary (proforma supplied), details of the college, the name and brief CV of the nominee, an outline of their responsibilities and achievements, and details of the specific project being highlighted.

9. The winner of the award should be available to attend the presentation at the 2011 Gala Dinner, to be held as part of the College Marketing Network’s 24th Annual Conference, on Monday 28th November 2011, at the Hilton Hotel Coventry. There will be a charge for dinner.

10. Only one award will be made in this category and no feedback will be given by the judges to this category.

11. The Award will be judged by experienced and longstanding Marketing Managers.

PRESENTATION

Please ensure your entry is clearly laid out and that your submission is as easy as possible for the judges to read. Please do not include long documents in single plastic pockets – all pages that you want judges to read should be visible without them having to unpack the submission.
TICKLIST for submissions

Before you send in your entry, you should check that you have included the following in your submission document:

1. Executive summary - completed on the proforma provided.

2. List of internal staff and external agencies involved.

3. College context, context of the entry, reference to Strategic Plan and overall Marketing Plan.

4. Specific marketing plan/strategy for the subject of the entry.

5. Previous research/evaluation of need.

6. Specific information on the target market, and how the campaign/prospectus was designed to meet their needs.

7. SMART aims and objectives for the subject of the entry.

8. Description of the campaign/product process and activities.

9. Evaluation of how far you have met the aims and objectives you have set. 

10. Budget information and assessment of the use of resources.

11. Evidence of a variety of forms of objective, robust evaluation of the effectiveness of your campaign/prospectus.

12. Any relevant conclusions/summary/plans for future activities.

How the judges will assess your entry

Judges are provided with a comments and feedback form which they are asked to complete for each entry, which form the basis for their final assessments of placings. The forms ask for comments and feedback under the following headings:

1. The explanation of the planning and development process.
2. The use of staff and other resources including value for money.
3. How well the annual report, prospectus, campaign, etc meets the aims and objectives set for it.

4. The evaluation for what worked, what didn’t work and the overall evaluation of the annual report, prospectus, campaign, etc.

5. How you feel this entry could have been improved - both the annual report, prospectus, campaign, etc and the supporting documentation.

1. Initial overall impression of the subject of the entry

We ask judges to assess their impression of the subject of the entry as objectively as possible given their experience in the field - ie. the brochure, publication, artefacts, websites, etc.

2. How clearly the aims and objectives for the entry were explained and placed in the college context.
Your supporting documentation should include extracts or summaries of relevant sections of the college’s strategic plan, mission and other information which puts the subject of the entry into its context. There should also be references to the overall college marketing plan to show how the subject of the entry fits into the other work of the department. There should also be reference to your marketing planning for the subject of your entry, and most importantly, you should include your aims and objectives for your prospectus/ campaign/ website.

Include any information about how the project/publication/campaign has been developed, why it was needed, what market it was intended to meet, how it related to other activities and how it was used.

3. How clearly you have explained the planning and development process 
This is a significant section of the entry and there may be a lot of information you want to include. Please be as concise and clear as possible in planning and structuring this section.
4. How well the annual report, prospectus, campaign, etc meets the aims and objectives set for it.

The aims and objectives set out for the project/publication/campaign should relate closely to the college’s strategic plan and/or the marketing strategies. They should also form the basis of your evaluation of the project/publication/campaign and the entry should clearly show how the identified aims and objectives were achieved (or not) by the product. 
5. The use of staff and other resources including value for money.
Evidence should be provided of the budget for the brochure/campaign and how this was allocated. A unit cost may be useful. If internal staff are involved, it is more difficult to assess their cost, but some entries do make an attempt and this would be a positive feature. Costs should be given for external staff/agencies used and their roles/responsibilities identified in relation to those of the internal staff. 

6. The evaluation for what worked, what didn’t work and the overall evaluation of the annual report, prospectus, campaign, etc.

Evaluation may be through questionnaires, focus groups, feedback from users, etc, but should “complete the loop” by relating to the aims and objectives set for the product at the start of the entry. Research should be objective and equivalent if data is being compared with previous figures. Any entry which has not been objectively and effectively evaluated will not be considered as a winner.

7. Reflections on what worked, what didn’t and what you have learnt. 

You are also asked to discuss what aspects of your campaign/prospectus worked well, and what aspects didn’t, and to indicate what you have learned from the project. We hope this may help you in clarifying your thoughts and planning for the future.

8. How could this entry have been improved - both the subject of the entry and the supporting documentation?

Judges will be asked to suggest ways your entry could have been improved, to help entrants build on the experience positively for future years.

