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Activity 1: Project management answers
[bookmark: _heading=h.bzbwgg54rgjf]Project scenario
The Department for Rural Growth (DRG) has created a new grant for sole traders in rural and land-based businesses, e.g., small farms, dog groomers, foresters, horticultural producers.
The purpose of the grant is to help small rural businesses buy new tools, equipment or training to run their business more efficiently and make more money.
The DRG has set up a website where sole traders can apply for the grant, but many sole traders don’t know the grant exists.
You are working as part of a new project team tasked with planning and managing a communication campaign to ensure the grant scheme and how to apply through the website are clearly promoted and accessible to sole traders in rural and land-based industries.
You are not required to deliver the campaign, but working alongside others in your team, you must produce a project plan and evaluation that demonstrates sound project management principles. Your plan must ensure the campaign can be completed within a total duration of eight weeks and a budget of £5000.

Section 1: Research
Q1.1 State the purpose of the project
· Explain why the campaign is needed: what problem does it address?
· Identify who the campaign is for (the target audience).
· Describe what you want the campaign to achieve (the intended outcomes).
The purpose of this project is to plan and manage a communication initiative that increases awareness and understanding of a new rural grant scheme among sole traders. The project aims to reduce barriers, such as limited time, low awareness and complex guidance, leading to increased engagement and enquiries.
Q1.2 Describe the scope of the project.
List what is included and excluded from the project.
· Included: the activities, tasks, or work the project will definitely cover
· Excluded: what the project will not cover, to keep the campaign manageable
Included in the project:
· Planning and managing a communication campaign to promote the rural grant
· Creating campaign materials such as posters, flyers and social media posts
· Sharing information about the grant and how sole traders can apply
· Promoting the campaign through selected channels (e.g. social media, posters in rural areas, local organisations)
· Monitoring engagement and awareness during the campaign
· Evaluating the campaign’s success at the end of the project
Excluded from the project:
· Processing or approving grant applications
· Paying out grant funding to businesses
· Providing business training or equipment directly to sole traders
· Managing the grant scheme long-term after the campaign ends
· Delivering large national advertising campaigns outside the project budget


Section 2: Planning 
Q2.1 Identify key stakeholders:
· the target audience
· the funder
· any other groups affected by the campaign.
For each stakeholder, explain their interest in the campaign.
Sole traders in land-based businesses (target audience)
· These are the main people the campaign is aimed at, such as farmers, dog groomers, foresters and horticultural producers.
· Their interest is in finding out about the grant and understanding how it could help them buy equipment or training to improve their business.
Department for Rural Growth (Funder)
· The Department for Rural Growth (DRG) is funding the grant and the campaign.
· Their interest is in ensuring the grant reaches the right businesses and that the campaign successfully increases awareness and applications.
Local rural organisations (e.g. farming groups or business networks)
· These organisations represent or support rural businesses and may help share campaign information with their members.
· Their interest is in helping local businesses access funding and improving the success of businesses in their area.
Local rural communities
· Rural communities may benefit if local businesses become more successful and sustainable.
· Their interest is in supporting local economic activity and employment.


Q2.2 Produce an outline stakeholder communication plan. 
Complete this simple communication plan table.
	Stakeholder
	Information required
	Method(s) of communication
	Frequency of communication

	Department for Rural Growth
	Progress and risks
	Email/meeting
	Fortnightly

	Sole traders
	Eligibility and deadlines
	Advisors/website
	At launch

	Local rural organisations
	Scheme details
	Briefing session
	Once

	Local rural communities
	Key messages
	Email bulletin
	At launch


Q2.3 Set objectives
SMART objectives are Specific, Measurable, Achievable, Relevant, and Time-bound.
a) State the objectives of the project (what will be achieved).
Within eight weeks of project launch, achieve at least 300 visits to the rural grant information webpage from sole traders in the land-based sector, as measured by website analytics.
By the end of the eight-week project period, generate a minimum of 50 direct enquiries about the grant scheme from sole traders, recorded through email and online enquiry forms.
Within six weeks of the project start date, ensure that at least 30 sole traders engage with the grant information through events, briefings or advisor-led sessions, as evidenced by attendance records or advisor feedback.

Q2.4 Identify KPIs (Key Performance Indicators).
KPIs are the numbers or measures you use to check if your project is working. Complete a table showing:
· KPI – what you are measuring (e.g., number of enquiries)
· target – what success looks like (e.g., 100 enquiries)
· measurement method – how you will collect the data (e.g., Google Forms, sign-up sheets)
	review point – when you will check progress (e.g., weekly).
KPI
	Target
	Measurement method
	Review point

	Website visits
	300+
	Analytics
	Weekly

	Grant enquiries
	50+
	Records
	Weekly

	Event attendance
	30+
	Sign-in sheets
	After events


Q2.5. Allocate roles and responsibilities.
Every project involves different tasks that need to be done. Decide who will be responsible for each role in your campaign and what their specific responsibilities within the project will be (depending on the size of your group, a person can do more than one role).
	Role
	Responsibilities
	Named person

	Project manager
	Oversees the planning and delivery of the rural grant awareness campaign. Creates the 8-week project timeline, coordinates the team, checks tasks are completed on time and reports progress to the Department for Rural Growth.
	Student A

	Communications officer
	Writes clear messages explaining the grant and how sole traders (e.g. farmers, dog groomers) can apply. Prepares text for posters, flyers and social media posts promoting the grant.
	Student B

	Designer
	Designs posters, flyers and social media graphics that explain the grant and attract attention from rural business owners. Ensures materials are clear and easy to understand.
	Student B

	Data officer
	Researches where sole traders are most likely to see the campaign (e.g. local groups or online pages). Tracks engagement such as social media views, enquiries about the grant and other KPIs.
	Student C

	Events coordinator
	Organises small promotional activities such as information sessions or visits to local markets or rural business groups to explain the grant and answer questions.
	Student C

	Finance officer
	Manages the campaign budget (e.g. printing posters, social media advertising). Records spending and ensures the campaign stays within the allocated budget.
	Student A

	Evaluation officer
	Reviews campaign results at the end of the project. Analyses KPI data (e.g. engagement levels and enquiries) and writes a short report on whether the campaign successfully raised awareness of the grant.
	Student D




Q2.6 Create a timescale
Plan the work step by step, showing who does what and when. The table should include:
· task – a short description of the work to do
· description – more detail about the task
· who has responsibility, e.g. project manager
· timescale – when the task starts and ends, e.g. end of week 1 (you have a total of 8 weeks)
· dependencies – which tasks need to be finished before this one can start.
	Stage
	Task
	Description
	Who has responsibility
	Timescale
	Dependencies

	Research
	Identify target audience
	Research the types of sole traders in the land-based sector (e.g. farmers, dog groomers, horticultural businesses) and where they are likely to see campaign information.
	Data officer
	Week 1
	None

	
	Identify communication channels
	Identify the best ways to reach sole traders, such as social media groups, rural notice boards and local business networks.
	Communications officer
	Week 1
	Identify target audience

	Planning
	Set objectives and KPIs
	Define the campaign objectives and decide how success will be measured (e.g. number of enquiries or social media engagement).
	Project manager and evaluation officer
	Week 2
	Research tasks completed

	
	Develop campaign plan
	Create a detailed campaign plan including tasks, roles, budget allocation and timeline.
	Project manager
	Week 2
	Set objectives and KPIs

	Preparation
	Create campaign content
	Write the text for posters, flyers and social media posts explaining the grant and how to apply.
	Communications officer
	Week 3
	Campaign plan complete

	
	Design materials
	Design posters, flyers and social media graphics that clearly promote the grant to sole traders.
	Designer
	Week 3–4
	Campaign content created

	
	Print and prepare materials
	Arrange printing of posters and flyers and schedule social media posts.
	Finance officer and communications officer
	Week 4
	Design materials completed

	Implementation
	Launch campaign
	Distribute posters and flyers in rural areas and publish social media posts to promote the grant.
	Communications officer
	Week 5
	Materials printed and ready

	
	Run promotional activities
	Organise small local information sessions or visits to rural business groups to promote the grant.
	Events coordinator
	Week 5–6
	Campaign launched

	
	Track engagement
	Monitor social media engagement, enquiries and other KPIs to see how the campaign is performing.
	Data officer
	Week 6–7
	Campaign launched

	Evaluation
	Evaluate campaign success
	Review KPI data and feedback to assess whether the campaign increased awareness of the grant.
	Evaluation officer
	Week 8
	Monitoring data collected

	
	Final project report
	Prepare a short report summarising the campaign results and recommendations for future campaigns.
	Project manager and evaluation officer
	Week 8
	Campaign evaluation complete





Q2.7 Allocate budget
Your campaign has a total budget of £5000 to spend.
· Resource: decide what resources you will need e.g. (e.g., posters, social media ads, events). You do not have to factor in staff wages, but should include some contingency money for unexpected costs.
· Estimated cost: allocate money from the budget to each.
· Justification: Explain why each item is needed and how it will help the campaign succeed.
	Resource
	Estimated cost (£)
	Justification

	Poster design and printing (A3 and A4 posters for community locations)
	1100
	Posters will raise awareness of the campaign in places where the target audience regularly visits. Clear visual messages will communicate the purpose of the campaign and direct people to social media or other campaign information.

	Social media advertising (targeted ads on Instagram, Facebook and TikTok for 6 weeks)
	1700
	Paid social media advertising allows the campaign to reach the target audience based on age, location and interests. This increases the visibility of campaign messages and encourages engagement online.

	Campaign video production (short 30–60 second awareness video for social media)
	900
	A short video can communicate the campaign message clearly and is more likely to be shared on social media than text alone. This helps spread the campaign message to a wider audience.

	Community awareness event (venue hire, materials, refreshments and information leaflets)
	900
	A local event allows the campaign team to interact directly with the target audience, answer questions and provide information. This can increase understanding of the issue and encourage participation in the campaign.

	Contingency fund
	400
	A contingency fund allows the project to cover unexpected costs such as additional printing, higher advertising costs, or extra event expenses. This helps ensure the campaign can still be completed successfully if unforeseen issues arise.


Q2.8 Identify risks 
Think about things that might go wrong during the campaign and stop it from being successful.
Complete the table below; this is called a ‘Risk Register’.
For each risk, decide:
1. likelihood – how likely is it to happen? (e.g., low/medium/high)
2. impact – how serious would it be if it happens? (e.g., low/medium/high)
3. mitigation strategy – one action that could reduce the chance or effect of the risk
4. risk owner – the team member responsible for managing this risk.
	Risk
	Likelihood
	Impact
	Mitigation strategy
	Risk owner

	Sole traders are not aware of the campaign messages
	Medium
	High
	Promote the campaign through multiple channels such as social media, posters in rural community locations and industry groups
	Communications officer

	Campaign messages are unclear or confusing about what the grant is for
	Low
	High
	Test campaign materials with a small group of sole traders before publishing to ensure messages are clear
	Project manager

	Low engagement with social media advertising
	Medium
	Medium
	Adjust the advertising strategy and target audience during the campaign if engagement is low
	Data officer

	Event attendance is lower than expected
	Medium
	Medium
	Promote the event early and partner with local land-based organisations to help advertise it
	Events coordinator

	Campaign costs exceed the planned budget
	Low
	Medium
	Monitor spending regularly and use the contingency fund if needed
	Finance officer

	Incorrect or misleading information about the grant is shared
	Low
	High
	Ensure all campaign materials are checked and approved before being published
	Project manager


Imagine that you have now used your project plan to carry out your campaign (this would be the preparation and implementation stages of your project). You now need to evaluate the project's success.
Section 3: Evaluation
Q3.1 Measure outcomes against objectives
Using the KPIs you proposed earlier, explain how the project team would determine whether the project was successful. 

The project team would determine success by comparing actual KPI performance against the SMART targets set during the planning stage. Using the KPIs identified earlier, the team would review data such as:
· number of website visits to the grant information page
· number of enquiries about the grant
· event attendance at local promotional sessions
· engagement with social media posts and adverts.
These results would be checked at agreed review points to see if awareness and engagement targets were met. For example, if the target was 300+ website visits and the campaign achieved 500, that objective would be considered met. If a target such as 50 grant enquiries was only partially achieved, this would indicate underperformance.
The evaluation officer would then summarise the findings in a report, showing:
· which objectives were achieved
· which were not
· possible reasons for any shortfalls
· recommendations for improving communication methods or messaging in future campaigns.
If KPI results meet or exceed targets, the campaign can be judged successful, while underperformance highlights areas for improvement. This process ensures the campaign team can measure impact and learn for future projects.
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