SAMPLE OUTPUT—Module 1

(The following project segments are EXAMPLES and SAMPLE MATERIAL.  Please note: (1) these samples were selected from several student team projects at one school and are not intended to represent a particular level of quality, and DO NOT represent a complete project; (2) the accuracy of content, data, and clarity of writing are NOT guaranteed; and (3) these samples may NOT BE DUPLICATED.  Questions regarding these samples may be sent to dlabay@lfc.edu)
SAMPLE A


Timmy wakes up to the beeping of his alarm clock and hits the snooze.  Ten minutes later he rolls over and looks at the time, 7:15am.  “Shoot,” Timmy thinks, “I still have to shower and eat breakfast before class, but I also wanted to check the weather and find out the score of last night’s hockey game, and maybe hear one of my favorite songs to wake me up a little.”  He climbs out of bed and goes to the bathroom.  After climbing into the shower he turns on the radio and hears an unfamiliar voice. “Good Morning LFC!  This is Brian Monahan, your voice for LFC Sports.   Last night the Foresters beat Cornell in a close game; the final score was three to two.  As soon as Gina is done giving us the weather report, I’m going to play Nickelback’s newest song!”  “Wow,” Timmy thinks, “This Brian guy is really reading my mind . . . I just got all the information I needed and I didn’t have to waste anytime on the Internet looking for it!”  


Radio has the potential to reach practically everybody.  Ninety-nine percent of homes have a radio, most have more than one.  Ninety-five percent of cars are also equipped with radios, which on average reach seven out of ten adults a week.
  Radio is clearly a medium that attracts a wide variety of listeners, from all age and class ranges; therefore, radio has a huge potential to reach people.  The problem then that many radio stations face is how to attract faithful listeners.  

Research has shown that the wrong type of promotion can actually cause radio stations to lose listeners, rather than gain.  In a recent article from Arbitron Radio entitled, “What Women Want: Five Secrets to Better Ratings,” the author states that contests must be carefully targeted.  From this article’s research, the conclusion was reached that almost forty percent of women do not like to listen to radio contests.  Only twenty-three percent found contests entertaining, whether they play or not.
  When creating radio promotions, every desired potential group of listeners needs to be taken into account one way or another.  

Women are the majority on this college campus; therefore, it is imperative that the college tries to target them with their radio programming.  In recent years, radio listening levels of women have declined sharply.  Reasons for this include too many commercials and not enough appropriate programming for children.  Even respondents between the ages of eighteen and twenty-four agreed that radio programming needs to be suitable for kids.  Women who were surveyed by Arbitron.com said when they turn on the radio they are looking to hear news, weather, and traffic, as well as their favorite songs.


The largest share of radio listeners takes place in an automobile.  Adults twenty-five to fifty-four are most commonly in their car.
  Additionally, according to MediaMark Research, Inc. 1998 double base survey, ninety-two percent of all college students listen to the radio each week.
  Since such a large proportion of frequent radio listeners is college students, college radio station have a potentially large listening audience right at their fingertips.

SAMPLE B

“To satisfy the worlds sanitation and food requirements would cost only $13 billion – what the people in the US and the European Union spend on perfume each year,” according to the Think Quest website.   Shocking statistics like these, stress the importance of solving the world hunger problem.  Donating towards this cause is essential to one day alleviate global hunger.  


Conducting a study on “donations for world hunger” provides important information that could be an influencing factor used to stop starvation worldwide.  Organizations such as Red Cross and World Vision preach, “even a small monetary donation from one individual could greatly impact the life of a starving person.”  Hundreds of such organizations exist in the US alone.  When advertising for their cause, organizations need to know who their target audience is.  For example, if it is discovered that females give more than males, the Red Cross knows to aim their efforts at increasing the charity received from males.  Likewise they know that they should stress a minor boast in the amount donated when working with females.  Research on the topic is one way of obtaining this information.  Also, an individual’s attitude does not necessarily coincide with his/her behavior.  Factors such as financial security and accessibility or ease of donating influence the difference.  Studying some of these reasons, looking for the gap can also be an important aid for organizations striving to change the current trends on donation.  


Many people are simply unaware of the extent of world hunger.  Detailed information about donating such as who donates, how to donate, and where to donate brings to life a concept that can seem dead unless forced to face it.  Secondary data proves that world hunger is an issue that must sometime be seriously addressed.  However, often times the magnitude of the problem is not realized until directly taken into your own hands.  Turkmen defines research as a “systematic attempt to provide answers to questions.” (Wunsch 1)   As a result, another major reason for conducting this research is to learn the answers to some of the questions mentioned above and become more aware as a group and as a classroom of the major hunger issues that can be addressed partly through donations.  
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