
Marketing Network – FE First Awards Submission 2010
Student Newsletter/Communications Award
The College Marketing Network is inviting entries for its prestigious FE First Marketing Awards 2010. The awards will be presented at the Network’s Gala Dinner on Monday 29th November 2010 as part of our 23rd Annual Conference, by Dr Alison Birkinshaw, Principal of York College, member of the 157 Group and Chair of the FERSG. 

Student Newsletter/Communications Award
This Award recognises the variety of innovative ways that colleges are communicating with their students - through newsletters, intranets, text and more.

Your student newsletter may be an occasional “keep warm” activity for new applicants or a regular publication for current students, or your entry may focus on a specific communication need, eg. a new build development. Or you may have chosen to use a new media channel to reach students and interact with them. 

In all cases, your entry should include the rationale for your communications process, related to your strategy for engaging with students. If you have carried out any research that identified the need for your campaign, please include at least a summary of this together with an outline of how the project will meet these needs. Aims and objectives for the project should always be included, and how well you have met these aims and objectives should then form part of your evaluation.

For this particular target audience, the judges feel that information on how you evaluate the effectiveness of your newsletter will be particularly important, as keeping your students positive about the college is vital to your continued recruitment! Evidence that the communications activity was seen, understood and trusted by your target audience will be especially valuable as will information about responses where this is relevant.


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 it”. Although judges are not 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 students. 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.
We have indicated a word limit for your answers. You do not need to use up the full allocation, however.

FE First Awards 2010 - Student Newsletter/Communications category
	Your name:
	

	Your email address:
	

	Your organisation:
	

	Your job title:
	

	Your direct telephone number:
	


Please identify the supporting documentation which sets the context for your submission. This should usually include:

1. The relevant section(s) of your college’s strategic plan

2. Your marketing plan /departmental plan
For each document, please list the document title, a brief description, the relevance and the appendix number.

	


What were the objectives for your communications process? (max 100 words)
	


How did you plan and carry out the communications process? (max 1,000 words)

	


Which internal staff were involved in the project and why? (max 100 words)

	


Which external staff, if any,  were involved and why? (max 100 words)

	


What resources did you use for the communications process? (staff time, budget, etc. Max 300 words) 
	


What were the outcomes of the project? (max 1,000 words)

	


What worked well? (max. 100 words)

	


What changes did you make to your original plan and why? (max. 300 words)
	


How did you evaluate the project? (max. 500 words)
	


To what extent did the project represent value-for-money? (max. 300 words)
	


What lessons did you learn from the project which you may use in future and what would you do differently in future? (max. 300 words)
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