



C1 UKAM COMMUNICATIONS PLAN FORM 
	 Organisation name
	Scottish Catholic International Aid Fund (SCIAF)

	Appeal name
	The WEE BOX, BIG CHANGE Appeal 2016

	Brief description of what appeal is for, and what match funding will achieve, if different
	The appeal is designed to raise a mix of restricted and unrestricted funds.  The restricted (UK Aid Match) funds will support Ethiopian pastoralists.  The unrestricted funds (raised from individuals and groups) will support all of SCIAF’s work, as has been the case with previous WEE BOX, BIG CHANGE appeals.

	List of communications partner(s) providing channels on a pro bono basis (state what channel(s) or other service(s) they are providing)
	Partner name
	Providing

	
	Daily Record
Scottish Catholic Observer
Clyde 1 and Forth Radio Stations (Bauer Media)
	Newspaper coverage
Newspaper coverage
Radio coverage through appeal stories

	Paid for communications supplier(s), if any
	Partner name
	Providing

	
	Various newspapers                            Media advertisements and inserts
Exterion Media                                     Outdoor adverts (buses, trains & posters)                             
Bauer Media                                          Radio advertising across stations
Global Radio                                          Radio advertising across stations

	Appeal start date
	5th February 2016

	Appeal end date
	4th May 2016

	Fundraising target (before match funding)
	£1,200,000

	Estimated total opportunities to view (guaranteed only)
	13,590,322

	Of which existing supporters
	25,000

	Expected timing for public report back (eg month, year)
	From July 2016 to November 2017

	List of communications partner(s) committed to reporting back on project results
	Daily Record
Scottish Catholic Observer
Clyde 1 (Bauer Media)


	Key contact(s) names, roles, email addresses and direct numbers 
	Ann Ward – Fundraising & Communications Manager
award@sciaf.org.uk Tel: 0141 354 5527 (direct) 0141 354 5555 (SCIAF main number)




Please update the information provided at concept note stage
	1.1
	By what methods do you anticipate raising this amount? Where possible, please estimate the amounts you expect to raise via each of the methods below. Describe any other sources of eligible income. Enter nil where applicable
	Estimated amount

	
	Online donations
	£115,000

	
	Telephone (calls to potential donors)
	£

	
	Text/SMS
	£

	
	Envelopes delivered to door
	£375,000

	
	Street collectors/bucket
	£

	
	Door to door collection
	£

	
	Post
	£250,000

	
	Organisation or partner charity events (eg fetes, auctions)
	£285,000

	
	Volunteer fundraising activities (including sponsorship etc)
	£175,000

	
	Others (please specify, line for each)

	£

	
	TOTAL ELIGIBLE INCOME
	£1,200,000






	1.2
	Show how you have reached your estimated opportunities to view figures, by indicating what opportunities to view you expect to achieve through each of the channels below. These are just headings – be specific (don't aggregate)
	Appeal communications (put figures under the appropriate heading) 
	Reporting back 

	
	
	Pro bono partner (free)
	Paid for (eg ads)

	Owned channels (own website, social media)
	Prospective eg from PR, not guaranteed
	Pro bono partnership only

	
	Newspaper articles
	2,022,000
	
	
	
	1,348,000

	
	Magazine articles
	
	
	
	
	

	
	TV programming
	
	
	
	
	

	
	Radio programming
	697,365
	
	
	
	148,235

	
	Advertising (list types, eg magazine, newspaper, TV, street, and whether paid for or pro bono)
	
	Newspaper ads 1,204,000
Newspaper Inserts 680,000
Outdoor Advertising 1,427,540
Radio Advertising (Bauer Media and Global Radio)
6,559,000
	
	
	

	
	Direct mail (warm)
	
	25,000
	
	
	

	
	Direct mail (cold)
	
	
	
	
	

	
	Telephone calls (warm)
	
	
	
	
	

	
	Telephone calls (cold)
	
	
	
	
	

	
	Doorstep
	
	40,000
	
	
	

	
	Facebook
	
	
	50,000
	
	

	
	Twitter
	
	
	200,000
	
	

	
	Community networks (faith groups, schools, places of worship, special interest groups, bloggers – start a new line for each)
	
	
	Parishes & 
Schools 22,417
	
	

	
	Website(s) (give a line for each)
	Daily Record 311,385
Bauer Media Network Websites 46,660
Scottish Catholic  Observer 1,500
	
	SCIAF 25,350

	
	Daily Record  207,590

Bauer Media
Network Websites
9,332


Scottish Catholic Observer 1,000

	
	Other (specify, line for each)

	
	
	Emails to SCIAF Supporters 15,000
	
	

	
	TOTAL ESTIMATED OPPORTUNITIES TO VIEW
	3,078,910
	9,935,540
	312,767
	
	1,714,157




	2.1
	APPEAL CONCEPT
Briefly explain the objectives of your appeal, its history (if relevant, eg is it an annual appeal with which the public is already familiar etc), and what themes and events are the focus of your appeal.


SCIAF was established in 1965 and since then we have developed clear expertise in promoting fundraising appeals to the Scottish public to achieve development goals.  Our Communications and Education team brings together experienced professional fundraisers, communicators, and outreach staff taking our appeals to individuals and into schools and parishes across Scotland.  Our WEE BOX Lent appeal takes place annually and is one of the largest fundraising campaigns run by a Scottish charity.  The 2015 appeal was successfully UK Aid-Matched, and we have learned useful lessons which we can apply to the 2016 appeal.  

The objectives of the 2016 appeal are: 
· to raise unrestricted funds for our development activities; 
· to tell our supporters compelling stories of people in Ethiopia who are progressing their own development with their help;
· to develop our successful global citizenship education programme for young people and adults, using the stories of the appeal to challenge preconceptions about life in Ethiopia.

The appeal is well known and the WEE BOXES are loved by our supporters.  Each year we refresh it while building on the core WEE BOX brand, which research tells us is more well-known than our main brand.  Through exciting photography and compelling storytelling, we work to capture the imagination of Scots – whether school pupils, parishioners or individuals – who then give up something for Lent (chocolate and alcohol are the most popular) and put their money in a SCIAF WEE BOX.   The 2015 UK Aid-Matched WEE BOX appeal delighted our supporters, who within the three-month appeal doubled the amount they usually give in a whole year, raising £1.7m (matched to £3.4m), a result beyond our expectations.  The equivalent income from the public in that three month period in previous years was £478,303 in 2014, £418,117 in 2013 and £397,305 in 2012. 

Funds are raised through parish collections, direct mail, online marketing, paid advertising, PR and community fundraising by our hundreds of volunteers in schools and parishes. In addition to income donated through parishes and schools, 5,904 donors gave to the UK Aid-Matched appeal in 2015, of which 2,203 were new to our records (four times as many as in the previous year).  Our total opportunities to view figure for the 2015 appeal was 20,850,783, 25% higher than we had anticipated.

The WEE BOXES have been a part of SCIAF’s Lent campaign for many years. We distribute around 150,000 boxes annually, in large quantities to our warm supporters – schools (including some non-denominational schools), parishes and individual donors, as well as to carefully chosen cold prospects.  Many of our supporters tell us of their fond memories of the boxes from when they were at school or at church as children. 

One of the wonderful surprises from this year’s appeal has been how people took the UK Aid Match message to heart and promoted it themselves.  Key multipliers such as priests, head teachers and parish volunteers placed their own articles in local press and spread the message in ways we hadn’t anticipated.  People have been delighted with the total raised and instantly asking if we’ll do it in 2016.  There’s a great sense of anticipation amongst our supporters and a hunger to embrace the UK Aid Match opportunity again.  Our 50th anniversary in 2015 also raised our profile substantially across Scotland, and this is a great foundation upon which to build next year’s appeal.

In 2016, we will focus on stories from Ethiopian pastoralists to fit neatly with the proposed UK Aid Match development project.  Appeal materials will include posters, video, a range of positive case studies carefully sourced by our fundraising staff, quotes from celebrity supporters, educational materials, and church-focused resources.

We will formally press-launch the appeal on Ash Wednesday, 10th February 2016.  The launch will include a range of celebrity supporters (tbc) and we anticipate good attendance by press and broadcast media.  Susan Boyle’s support at campaign launches four years in a row has added to this by generating widespread Scottish, UK and worldwide media coverage.  We would also expect strong support for the appeal from the Bishops’ Conference of Scotland and relevant Catholic agencies.  The 2015 UK Aid-Matched appeal was extremely successful in gathering local and national coverage, well beyond our agreements with communications partners, with a strong message explaining the value of UK Aid Match support.  

In 2016 we will use creative new ways to encourage our online audience not only to donate but to share online content.  For the first time, we'll be using Instagram and Snapchat to reach a younger online-savvy audience through their preferred channels. We have a wealth of images and stories to use to keep up momentum for the duration of the appeal, with once again a big push as the deadline beckons.

The other key moment for the appeal is the fourth Sunday of Lent (6th March 2016).  Within Catholic parishes, this is generally known as ‘SCIAF Sunday’.  Our Chair, Bishop Joseph Toal, will write to all parishes, with a letter read out at Sunday Masses, outlining the key messages of the appeal and requesting donations.  We have invited staff from our partner organisations in Ethiopia to visit during that week to meet as many schoolchildren and parishioners as possible.  Our staff and volunteers will attend as many parishes around the country as possible, giving hundreds of talks to thank people for their donations and to explain how they will make a difference.  

Communicating the results donations and match funding will achieve overseas is vital.  We routinely feed back to our supporters on the difference their support has made but have specific processes in place to ensure this is thorough for the 2015 UK Aid-Matched appeal and will learn and adapt these as necessary to report back on the project which would be funded by this appeal.  We’ll tell them about the project starting and specific milestones being reached along with focusing on a number of the beneficiaries and their families more closely, following them for the duration of the project so our supporters can go on their journey with them and feel involved, experiencing the highs and low and learning more about development along the way.  


	2.2
	AUDIENCE
Briefly describe the profiles and numbers of the audience groups you will reach with your appeal through your own activities, partner(s) and supplier(s), and the rationale for targeting these groups. If useful you can include a table.



470 Catholic parishes in Scotland (169,261 Mass-attending Catholics)
As a faith-based organisation, the Catholic community is our core audience, and the appeal is particularly designed to reach this audience effectively and to share key development messages with them.  Over two-thirds of our Lent appeal income comes through parishes. Parishioners who also give to us directly are our most generous supporters.  The profile of this audience is broad in terms of age range, geographic location within Scotland, gender and ethnicity. We will reach this audience through sending materials directly to parishes via the parish priest, and through a large number of local parish talks (around 200 in 2015) carried out by volunteers, staff and our Ethiopian partners.  This will be accompanied by significant coverage in the Catholic press, particularly through our communications partner, the Scottish Catholic Observer.  Many parish volunteers will carry out additional fundraising and prayer activities using our appeal materials.

450 Catholic primary and secondary schools (57,100 young people attending)
Our aim is to educate as well as to raise money for our overseas projects.  Our appeal is designed to fit with the Scottish Curriculum for Excellence and to offer young people the chance to learn about life in Ethiopia, challenging preconceptions about this country. As a faith-based agency, we are lucky to be welcomed into Catholic schools during Lent, and therefore we focus much of our educational activity around this time each year. All Scottish Catholic schools will receive advance tailored WEE BOX educational materials and our volunteers will be trained to deliver key aspects.  We will work through teacher networks to ensure trusted advisers will encourage teachers to use the materials. Our Ethiopian partners, Schools Officer and schools volunteers will together visit more than 100 schools during and after Lent, to deliver talks and lessons connected to the themes of the appeal, thank pupils and tell them more about the projects being supported.  Our schools materials will have clear curricular links and will support interdisciplinary learning as well as encouraging fundraising in schools.

25,000 individual supporters and 40,000 prospects
Our direct mail appeal will go to our existing warm audience, backed up by email reminders, online activities and our wider media work.  We will also identify five key geographical areas based on existing donor profiles and will complete a door drop of a total of 40,000 WEE BOXES to these areas. This will allow us to target areas of high Catholic population, affluence and potential SCIAF support.

Scottish public (see attached spreadsheet for expected reach)
Our experience has shown that our appeal does best where there is a wider ‘buzz’ around it within Scottish society.  Our core audience enjoys feeling part of a successful appeal, and we recruit many new supporters.  We will therefore buy paid advertising from our key suppliers to underpin the above activities.  There will be advertising posters at the main Scottish railway stations, on the busiest trains and the exterior of buses running across the heavily populated Central Belt and particularly through the areas where most of our supporters live.  
There will be a two-week paid-for radio advertising campaign, voiced by celebrities, using the stations with the biggest listening audiences in the Central Belt of Scotland, where the bulk of our supporters live.  Generally, we begin to receive phone calls requesting WEE BOXES once the radio advertising begins.
We will pay for 680,000 media inserts in a range of publications selected either because they have major Scottish circulations (Sunday Mail, Sunday Post, Herald, Scotsman, Daily Record), are regional titles that can be more targeted (Greenock Telegraph, Lennoxtown Herald, Press & Journal) or are widely read by our ‘typical’ supporter – an older, female, practising Catholic (People’s Friend, Scottish Catholic Observer, Flourish, Light of the North).  A range of press print adverts will also be paid for; once again these publications will be selected because of major circulation, regional titles or specialised titles.

All of this will be complemented and amplified by the agreed press coverage and online activity detailed in the spreadsheet. Long-standing positive relationships have enabled us to engage excellent communication partners for this appeal based on previous fruitful joint working.  We are working with the same media partners for 2016, since 2015 was our first ever formal partnership with them and we believe there is much more we can achieve with a second year of partnership.  The Daily Record is Scotland’s second largest newspaper reaching 727,795 people every day.  The Scottish Catholic Observer is the country’s only national Catholic newspaper and widely read by opinion formers in the Catholic community. The Bauer Media Group stations (Radio Clyde/Radio Forth) are two of Scotland’s major regional radio broadcasters reaching a key central Scotland audience for us. Journalists from all three communications partners are travelling with us to visit our existing work with Ethiopian pastoralists in late November 2015, to gather material for their stories which will run during the campaign.  The Daily Record journalist who will be travelling with us has won an Amnesty International Award (2014) for his reporting on our projects and is currently shortlisted for an award for reporting as part of our communications partnership in 2015.


	2.3
	KEY MESSAGES, CHANNELS AND CONTENT
Describe how your appeal will drive people to donate. What content and messages you will use, on what and whose channels you will deliver them through and how will they be tailored to these channels or audiences you have mentioned in 2.2. We expect your appeal to include examples of:
· engaging, meaningful examples of what donations (and match funding) will achieve for the people you are proposing to help through your project/appeal
· case studies and beneficiary voices
Explain any If useful you can include a table.



In every appeal, all of our messaging, appeal content and use of images must fit with SCIAF’s values: 

Dignity: We believe in the intrinsic dignity of every person and their human rights regardless of gender, ethnicity, religion or politics. 
Common good: Working not only for the good of individuals and their communities, but also for the wider good of society.
Solidarity: Standing with poor and marginalised communities, making their cause ours and uniting with them in prayer. 
Partnership: Building equitable relationships with our international partners through co-operation built around shared values and clear goals. 
Sustainability: We recognise the intimate relationship between protecting and sustaining the environment and promoting human development. 
Stewardship: We strive to be good stewards of the resources entrusted to us, cost-effective, accountable, transparent, and systematic in evaluating our effectiveness and demonstrating our impact.

Key messages

Flowing from this, three positive messages will run through this appeal:

1 Give, Reflect, Act: our WEE BOX appeal offers our supporters opportunities to – 
· Give their money or their time 
· Reflect on the causes of poverty for Ethiopian pastoralists and how our lifestyles affect people living in poverty, and to pray for those who are poor and marginalised
· Act using their power as citizens and consumers in support of poor people, by living more simply and working to address climate change.

Keeping the message fresh - New messages for 2016:
 
2 Learning the meaning of mercy: This message ties our appeal into the ‘Year of Mercy’ which will be celebrated within the Catholic Church throughout 2016.  Our case study is an Ethiopian pastoralist family which has received support from SCIAF and whose hard work has transformed their lives.  Carfi Sara, the father, speaks passionately about the care he gives to his children and wider community, and the solidarity the community shows to the poorest members within it.  He says that he is now able to help other poor community members, as his life has improved.  His voice will allow us to draw out our core narrative themes of independence/agency, shared values, partnership for development, and progress. 
	
3 Living in solidarity with Ethiopian pastoralists: The appeal messaging will encourage the public to move on from the ‘traditional’ view of Ethiopia – the ‘Band Aid’ history – to help them respect and understand the current issues facing the country, in particular pastoralist communities.  Through positive images and text, materials will briefly explain the lifestyle and challenges facing Carfi Sara and his family, their hard work and resilience, and will address key issues like climate change and drought. All messaging will emphasise the dignity and agency of the communities we work with, and stories will be told in their own voices.

In our appeal messaging, we will give a strong positive message of the hard work, joy, and strong communities in Ethiopia as they grow and develop.  However, we will also be putting together contingency plans for a likely drought emergency appeal for Ethiopia which may be required between now and the close of the Lent appeal, given growing concern about the numbers of people dependent on food aid. 

In developing the messaging and look and feel for this year’s appeal, we have been careful to draw out clear differences from last year’s UK Aid-Matched appeal.  The colours this year are bright and positive, reflecting our wish to show an upbeat side of Ethiopian life (last year we used earthy tones to fit with the theme of women farmers).  The branding of the appeal has been refreshed.  Stories are much more focused on what the community is now able to do for itself, with previous support from SCIAF.  See examples of draft materials below.


Content and channels

Materials will then be sent to:
· Parishes – WEE BOXES, information leaflets attached to the WEE BOXES, posters, a guide to the appeal for priests and parish volunteers, prayer booklet, children’s liturgy, children’s activity sheet
· Schools – WEE BOXES, DVDs (containing primary and secondary teachers’ notes, three videos – one telling the story of the appeal, an interview with one of the beneficiaries and one for prayer and reflection - power point presentations, lesson plans, fundraising ideas), a guide for teachers, posters, a drama and a talk for pupils to give in their local parish  
· Individual supporters – a direct mail appeal with a WEE BOX, a letter telling the story of one of the potential beneficiaries of the appeal, with quotes from them, an information leaflet about the aims of the appeal.

If we are successful in gaining UK Aid Match funding, the decision will come relatively late in the appeal planning process.  We will therefore not be able to add UK Aid Match branding to all appeal materials such as the WEE BOX or appeal information leaflet.  UK Aid Match branding will be included on all outdoor advertising and highlighted in radio adverts.  It will of course be included in all mentions of the appeal by our communications partners.  We will also provide extra UK Aid Match branded publicity (posters or leaflet inserts) to parishes and schools so that our core audience is made aware of the matching – the message this year will be in the style of a ‘Stop press – we have matching again!’ exciting announcement.  We will reinforce this with a broad social media and PR campaign and with regular input from celebrities and Catholic leaders.

We will train our parish and school volunteers, who will help to distribute the materials and give talks including the key messages and UK Aid Match news.

On Ash Wednesday (the start of Lent), the media launch will take place with a photocall and news release sent out to all Scottish media and all UK Catholic media.  This will be followed up by a sustained programme of communications activity, detailed in the C2 spreadsheet.

Our website homepage will feature the appeal and UK Aid Match logo, with clear messaging about the matching.  The WEE BOX appeal section – www.theweebox.org - which many of our appeal materials will direct supporters to, will again carry the UK Aid Match logo and messaging. 

There will be substantial promotion of the appeal on our website, Facebook and Twitter.  All such promotion will feature the UK Aid Match logo, links and hashtags and state that donations from the public are being doubled by UK Government funding.

Our media partners have once again committed to running multiple news articles/broadcasts on the appeal, which will mention UK Aid Match and include the UK Aid Match logo, and to running a follow-up news article/broadcast after the appeal is concluded, highlighting the total amount of money raised and the UK Aid Match scheme.

We will strive to ensure that the other media articles carry the UK Aid Match logo as well as referencing the matched funding. 

New means of engagement
This year we will be reaching out beyond our usual appeal audiences in the following ways:

Social media - we'll be introducing Instagram and Snapchat to reach a younger demographic on social media.
Face to face – in preparation for the 2016 appeal we have invested in a new Outreach team to work closely with parishes, schools and community groups.  This team will train up new volunteers to promote the appeal locally and deliver talks and other activities.
Partner visit – during the 2016 appeal we plan to invite two or three local partners to visit us for two weeks, to share their stories about life in Ethiopia’s pastoralist communities with parishes, groups and schools and the wider Scottish public through media coverage.

Eligibility of donations
96% of our current donors reside in Scotland so eligibility for UK Aid Match funding from this appeal will be high.  Donations will be collected via WEE BOXES which can be dropped into parishes or schools, or through parish and school collections, with the funds sent to SCIAF.  Donations will be made by individuals using specially barcoded donation forms and coded Business Reply Envelopes to ensure eligible donations can be tracked and analysed. Postal donations will be dealt with daily by both Finance and Supporter Services staff, with both teams checking that donations are correctly allocated and funds are reconciled. 

Online giving will be via a specific donation page and gifts by phone/in person will be clearly marked for the appeal on donation paperwork. All donations are entered daily in our database by our experienced Supporter Services team, with precise analysis and reporting carried out by our Data Analyst. Detailed records are kept and paperwork retained. Only donations meeting the criteria above will be counted in the number of donors and total amount for match funding.




Example materials - draft
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	2.4
	OVERVIEW OF APPEAL COMMUNICATIONS ACTIVITIES AND TIMETABLE
(i) Provide an overview of your communication activities in the space below

(ii) Use MS Excel template C2 UKAM appeal communications timetable to provide brief details of each of your appeal communication activities, including that of partners, with details of timing and channels
Ensure you describe the communication and fundraising activities, channels and events that you and your communications partner(s) will deliver. These can include but is not limited to 
a. Quotes or articles (op-eds), or any other involvement of the Secretary of State for International Development
b. TV and radio (including who will deliver the messages)
c. Outdoor sites (e.g. posters in supermarkets, events, charity shops etc).
d. Websites (including donation journey – ie the public must be aware their donation is matched whenever prompted to donate)
e. Social media (Facebook, Twitter, YouTube etc)
f. Telephone – call centre staff scripts and or recorded messages (on donation journey), and for text donations, text message responses
g. National/regional newspapers, magazines
h. Newsletters, e-bulletins
i. Participation or endorsement by your organisation’s spokespeople and high profile supporters
Include timings and deadlines for DFID sign off of content as well as delivery. You should allow at least 2 days for sign off where possible. Allow at least 4 days for a ministerial quote. Make clear which of these activities are confirmed, which are to be confirmed at a later date, and which are only prospective (eg PR), using the dropdown list on the template.




Our attached C2 spreadsheet sets out our planned appeal communications, showing in detail how we will work with our communications partners and paid suppliers to achieve our expected opportunities to view.  The spreadsheet also gives the evidence we are using to calculate OTV figures.  These figures are based on our experience of running a very successful and widely publicised UK Aid Match appeal in 2015.  Our excellent relationships with print and online media will allow us to spread the key messages of the appeal widely, far beyond the guaranteed coverage by our communications partners.

[bookmark: _GoBack]Estimate of unique views/listens for this appeal – by calculating one view/listen for each of our audiences, assuming different audiences for each radio station, newspaper and our own channels, we arrive at an estimate of 8,310,000 unique views but would halve this figure to 4,155,000 to fall within the total Scottish population.  As many people will hear about the appeal through more than one channel, it is difficult to estimate this accurately. 

	2.5
	REPORTING BACK TO THE PUBLIC ON THE USE OF DONATIONS AND MATCH FUNDING
You must have at least one reporting back moment with ideally the equivalent reach to your appeal, with the original communications partner if possible. Describe here how you will report back on what match funding has enabled your organisation to achieve. Though your plans may be very loose at this stage, use the table on the second worksheet of template C2 to provide a brief or detailed description – absence of a report back plan will seriously weaken your application. 
We recognise it is not always possible to plan for reporting back communications this far in advance, or get partners to fully commit to their involvement. However, we increasingly expect greater commitment at this stage in UKAM, and though your focus will be appeal communications at this stage, you must also take some time to consider and discuss with your communications partner(s), the possibility of their continued involvement for reporting back on what money from the appeal achieves, as this is an important element of UK Aid Match's offer to the public. Applications with confirmed activities will score more highly for this aspect of their communications plan.
Some examples of report back activities are articles on beneficiary stories, high profile visits, blogs, reports, quality photographs, video, features, etc. 
Please outline how you will ensure the content is engaging, demonstrates good use of public funds and shows that aid works. Include proposed timings of public reporting, for example, within the first 6 months or a year. You will also need to explain how you will ensure that your reporting back content provides sufficient opportunities to view.



Our three appeal partners have been aware from the outset that the commitment we expect from them includes thorough reporting back on the project.  This will begin from the date when we have a confirmed total for the amount raised and continue until after the first year of the project.

Each partner has agreed to three points of reporting back – when the total is announced, part way through the first year to show the early work taking place and around the end of the first year to demonstrate what has been achieved and the plans for the future.  Timings are to be confirmed and will depend on the final project start date.

There will be newspaper articles, radio interviews and news stories from our partners.  These will be backed up by our own activities: online articles, blogs and updates, emails to our supporters, parish and school newsletters and our supporter magazine. As usual, the stories will be brought to life by excellent photography and case studies which will detail specific support given to particular families, showing a good use of public funds.
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