Clarification Document – NCTR2629 - Provision of Brand Tracking and Insights Services for Technological University Dublin.
	
	Clarification Set 1

	Q1
	
The RFT refers to maintaining methodological continuity with the existing brand tracking framework. Could TU Dublin confirm whether the successful tenderer will receive access to previous questionnaires, technical methodology documentation, weighting specifications, codeframes, raw datasets (or SPSS/SAV files), topline reports and cross-tabulations from previous waves to facilitate continuity and longitudinal analysis?


	A1
	
TU Dublin will make available to the successful tenderer the relevant historical materials required to support the continuity of the brand tracking programme, subject to confidentiality and data protection requirements. This is expected to include previous questionnaires, reporting outputs, data tables and other supporting documentation when available. Any transfer of historical datasets and technical documentation will be agreed during contract initiation. 

The successful tenderer will be provided with access to the existing tracking framework and historical outputs to enable continuity of measurement and year-on-year reporting.


	Q2
	
Will the current questionnaire be made available during project initiation and, if so, does TU Dublin envisage only minor refinements or is a more comprehensive review anticipated?


	A2
	
Yes. The current questionnaire will be made available to the successful tenderer during project initiation. TU Dublin anticipates that the existing questionnaire will form the basis of future tracking waves in order to preserve trend comparability. However, the successful supplier will be expected to review the questionnaire and recommend any refinements that may enhance insight generation while maintaining longitudinal consistency.

	Q3
	
Could TU Dublin provide details of the sampling methodology used in previous waves, including sample size, quota controls, weighting variables and fieldwork approach?


	A3
	
The brand tracking programme currently incorporates a nationally representative sample of approximately 1,000 adults, together with a booster sample of 16-24 year olds, as outlined in the Pricing Schedule. The successful tenderer will be expected to propose and justify an appropriate sampling methodology, quota framework, weighting approach and fieldwork methodology that supports robust, nationally representative and year-on-year comparable results. Historical methodological information will be shared with the appointed supplier at contract commencement.

	Q4
	
Could TU Dublin confirm whether a fixed competitor list has been used historically and whether the University intends this list to remain consistent across future tracking waves?


	A4
	
A consistent competitor set has been used to support trend analysis and benchmarking. The successful supplier will be provided with the current competitor list at project initiation. TU Dublin's preference is to maintain consistency wherever possible to support longitudinal reporting, although the University reserves the right to amend the competitor set where strategic, market or sector developments make this appropriate.

	Q5
	
Approximately how many TU Dublin campaigns are anticipated to be evaluated within each annual tracking wave?


	A5
	
TU Dublin typically evaluates two marketing campaigns per year through the brand tracking programme. Historically, this has consisted of one campaign featuring television advertising assets and one campaign featuring outdoor advertising activity. These evaluations form part of the annual advertising tracking requirements.
While this reflects current practice and should be used as a guide when preparing pricing submissions, TU Dublin reserves the right to vary campaign evaluation requirements during the contract term in line with marketing activity and business needs.

	Q6
	
Where opportunities for methodological or questionnaire enhancement are identified during the contract period, would TU Dublin prefer the successful supplier to recommend improvements annually through a formal change-control process, provided any proposed changes preserve the integrity of longitudinal trend reporting?


	A6
	
Yes. TU Dublin would welcome recommendations from the successful supplier regarding methodological, analytical or questionnaire enhancements throughout the contract term. Any proposed changes should be supported by a clear rationale, assessment of implications for trend measurement and continuity, and where appropriate should be managed through an agreed change-control process. Maintaining the integrity of longitudinal reporting will remain a key consideration.

	Q7
	
Are there any specific decisions that the research will directly inform?


	A7
	
The research is intended to inform a range of strategic and operational decisions including brand strategy, communications planning, campaign development, media investment decisions, student recruitment activity, audience targeting, message development and overall evaluation of TU Dublin's marketing effectiveness. The findings will also support senior management decision-making and long-term brand development.


	Q8
	
Are there any new audiences / areas etc that TUD anticipate becoming important during the contract term?


	A8
	
TU Dublin's current priority audiences remain the general adult population, prospective students aged 16-24 and parents/guardians of this age group. However, as the Higher Education landscape evolves, additional audience segments or areas of enquiry may emerge during the contract term. The University therefore expects the successful supplier to provide flexibility and strategic guidance in responding to changing organisational and market requirements while preserving trend comparability where possible.



