Session 2 : Project Tips & Q&A 26 April 2004

· 2 weeks to go, don't panic!

· The key to doing well is covering every section thoroughly and linking together in logical flow, that's why matrix linking objectives & evaluation or linking publics and techniques or your own type of matrix, really connects sections well.

Introduction or Interpretation of brief

· Small section upfront.

· What you have been given in brief becomes what I/we will do.

· States the purpose of this document.

· It is professional to introduce your work and the examiner expects it.

· Don't include assumptions in interpreting brief.  Separate.

Contents page

· Essential to reflect Jefkins 6 point plan.  That is Situation analysis; Objectives; Target Publics

· Strategy & Techniques; Evaluation & Budget

· Outside that you may have Work Schedule i.e. month by month depiction of key tasks; Matrix; section on Working Arrangement or Key Success Factors - whatever you think "the client" needs to see to really spell it out.

· Assumptions are not compulsory and are simply a way of showing the client what you've had to assume in order to arrive at your plan.

· Some of these additional sections may be included in Appendix - if relevant

· Lengthwise we're talking 16 pages excluding appendices.  (Ignore mention of word count which is incorrect). Make sure you use page numbers

Situation analysis (2-3 pages)

· The situation today according to the brief

· And using research you've done - must show good research

· Can be presented as SWOT (strengths, weaknesses, opportunities, threats) or just strengths and weaknesses or issues and opportunities… YOU decide how.

· Key here is to reflect all the key points made in brief and demonstrate you've read beyond the brief - websites, city council, relevant reports / media etc.

Identify objectives - bullet point (6 to 10) 

· Make them SMART

· To rejuvenate the image of Limerick with a view to attracting new inward investment in conjunction with IDA Ireland, targeting one high profile technology initiative within a 12-month timeframe.

· To reinforce to citizens why Limerick is a great place to work and live by highlighting the positives of Limerick through very tangible evidence / storylines and thus increasing pride amongst citizens and morale.  

· Consider proactive/reactive objectives and short term/longer term nature of objectives, always bearing in mind project timeframe.

· To counteract negative reporting on Limerick crime rate, by putting the facts into context, isolating the troublespots and proactively encouraging the media to be more balanced in their reporting.

Target publics

· Should be very detailed section

· Segment targets and bullet point sections within segments

· Think of EVERYONE, direct targets primarily focusing on the internal audience/the citizens and working your way out.

· Intermediaries / opinion formers are key.

· Spell out if you are treating media as a target in themselves or a means to reach targets.

Plan of Action - strategy and techniques

· Where the bulk of the marks go.

· The heart of your proposal i.e. your Recommendations

· Would expect multi pronged strategy across using media strategy, event strategy, business partner strategy, investment strategy, schools strategy, intermediary programme…. The sky is the limit.  Just make sure there is plenty to activity as this is a high-energy programme at 350k.

· Also don't be afraid to recommend joint ventures / strategic alliances with other influential groups where appropriate e.g. Shannon Development?

· You are writing a proposal, so word it that way.  

· Identify a time scale or calendar of activity.

Evaluation (more than just media monitoring) 

· Attendance at events, formal/informal feedback,  investment/house price monitors, employee surveys - link with Dell? Big employers in the area and get them to be your monitor etc.

· Are you recommending formal market research? Focus groups amongst key publics?  This is a very important section.  

· Make sure you link back to objectives.

Budget (remember to include market research evaluation)
· Rule is simple - you must budget for everything you recommend.

· Where there is a possibility of "finding" extra budget through strategic alliances etc. state it.

· Make sure your focus is not advertising - doesn't sit well in a PR plan - keep it limited if at all.

Appendices (only if relevant - evidence research / media hit lists etc)

· Include a calendar of events maybe first in appendix.

Style-wise

· Make sure you leave enough time to proof read and look at headings/flow of proposal

· Get someone else to read for typos, sense and style

· Look at examples in book but don't copy their style - examiner expecting standard to drop as a result of students following these examples too closely

· Think like the reader at all times.  Does this make sense?  Does it show a logical flow?  Has this person interpreted the brief?  Are their ideas/programme creative and logical?  Have they truly understood the objectives and followed this right through to evaluation…  Would I buy this programme?  They are the kind of questions the reader/examiner will be asking.
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