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EXECUTIVE SUMMARY
The Paris invitation project was launched on September 26th. 100 churches from the major Christian denominations in France have organized the same day their introductory dinner on the topic “Christianity: boring, untrue, irrelevant?”. This project that has been carefully prepared for over 18 months is a major turning point for Alpha in France. As in other countries (UK, New Zealand, Switzerland…) it has allowed the Alpha dynamics to take a new pace and is offering a platform for the future expansion of the program in this country. 
The positive effect of the invitation can be summarized in five main items. 
1) Mobilizing the churches 
The project has reached its target of mobilizing 100 churches.

Through the prospection stage, 1300 church leaders of the Paris Region have received a complete up to date information on Alpha. As a follow-up, 800 were called by a call center to check if they were interested in Alpha, if they were willing to be visited by an experienced Alpha volunteer or if they wanted to send someone from their church to an introduction meeting. This has resulted in 15 new churches launching Alpha within the project timeframe and about 20 immediately after the project.
The media coverage in the Christian media is already having an impact: we are seeing new alpha courses being launched or scheduled for 2008 as a result of the media visibility given by the project. 
A nation-wide impact was already obtained through this regional project. Many different Alpha courses throughout France were so motivated by the project that they asked if they could also launch their introduction dinner on September 26th. Courses from different regions reported spontaneously that they had received guests who had come because of articles read in the media. We have been asked by courses from 6 regions to start next year with a common week of launching.
2) Reaching out to the non church goers

The project has been successful in doubling the number of guests in the dinners organized by the churches, with around 5300 guests attending the launching event. Thanks to the communication, the media relation work and quality of the promotional materials, churches have attracted younger guests, who are further away from church life than the guests they usually reach, more men and people with a more varied social background. 

The number of guests staying on for the subsequent 10 meetings is around 2600, roughly 50 % of the number of people present at the initial dinners. 
3) Building institutional credibility in the Church
The project has had a major impact in positioning Alpha, which is still rather young in France, as the key tool for the local church to evangelize. The media coverage in the Christian Media has been very important in that respect and we are seeing church leaders who beforehand would not have considered running Alpha giving it serious thoughts today. The project has been a catalyst in securing key endorsements in the Catholic Church: the Cardinal Archbishop of Paris, who has just been elected Chairman of the French conference of bishops, has written a lengthy foreword to the book on Alpha in France published by Marc de Leyritz (the chairman of Alpha France). It is the first time that he has written such a foreword. The Cardinal of Bordeaux, who was until 2 weeks ago the Chairman of the Conference of Bishops, gave a supporting comment on Alpha in the daily newspaper le Monde. 
4) Laying the first stone for public recognition for Alpha in France
Media interest has been greater than expected, with leading non Christian publications publishing positive articles about Alpha, and with heavy coverage in the Christian Press. This has played a key role in: i) supporting and motivating the churches, ii) attracting guests iii) motivating new churches to launch Alpha courses in 2008.

5) Organizational step up for Alpha France

The project has been key in changing the way we work. This is essential as we prepare to move on to a national scale next year.
· More transversal work within the team: the project impacted on all aspects of our work (regional development, training, publications, communication, information systems, fund raising….) and from conception to execution, the whole team has worked together to make it a success.

· Increased participation from regions: the mobilization of 100 churches could not have been done effectively by one person in an office. It has been the fruit of involving our teams of Regional volunteers throughout the Paris Region. They have done the ground work of organizing visits and meetings to get the ball rolling. This leads us to plan our future work in France as led by the regions, not centrally organized (a revolution for French minds).
· More delegation to volunteers and subcontractors with a better value added than we could have had: because of the scale of the project, we have had to think from the outset on how to involve volunteer talents (in marketing and communication) or good subcontractors (advertising agency, call center …).
· Increased links and cooperation with the Alpha international network. We have, as never before, been inspired, advised and helped by several Alpha offices (Netherlands Swiss, Canada, and above all the Alpha International office in London). We have learnt from their experience, success and failures, benefited from resources they had developed, and been strengthened by their prayer support.
The following report provides more detailed insights into those five items.
I. Impact of the Project on the two target populations 
Through this project, Alpha France is serving the needs of two populations: local churches and non-churchgoers.
1. The local church

The project has reached its objective of mobilizing 100 churches and Christian communities to proclaim the Gospel and invite non churchgoers in the friendly setting of an Alpha introduction dinner. 

About half of the target number registered before beginning of April. But it took quite a lot of convincing and grass root work (visits, calls, meetings) to have the second half register before end of June. A handful of churches even informed us as late as mid September that they were part of it.

Churches of the following denominations are involved: Catholic, Evangelical, Pentecostal, Lutheran, Reformed and Baptist churches.  It is the first time in France that so many different denominations have collaborated in such a way. 
The denominational break-up of the churches involved is as follows :
Catholic parishes : 56%

Evangelical churches : 26 %

Mainline Protestant churches  (Reformed,  Lutheran, Baptist …) : 18 %

The local churches have been helped by the project in several ways:
· A motivating vision for the pastors and their teams: most priests, pastors and alpha course leaders we have met and talked to in the past 12 months have shared how much they felt motivated by the project and the support they were receiving “You are giving our evangelism effort a new dynamism” “You are pushing us forward” was a common thank you sentence we received. The priest or pastor attended the September 26th dinner in 95% of the cases, even if he was not personally involved. 

· An encouraging result for the pastors and the teams: The fact that the great majority of churches welcomed twice to six times the number of guests that they had last year (with many venues used at their full capacity) has been a huge encouragement for many priests and pastors. “We could not have sat another person in the room”, “The number of people was over our wildest expectations” “we had 17 guests registered, we prepared food and seating for 36 people and we were 47 at dinner!” are a few testimonies received from Paris courses. The fact that guests were younger, more distant from the Church circles, and more varied socially also boosted the morale of the teams. (See below for more details).

· A lasting dynamic : the project has not only filled up churches for an evening. The participating churches have kept 50 % of their guests for the whole duration of the Alpha course (10 weeks). The dynamic is a lasting one, with many courses experiencing an unusually high number of guests to their next term alpha course.     

· Prayer support: A network of 550 intercessors supported the project throughout the preparation and implementation phase. Two prayer meetings took place in May and September (the last one in Montmartre, overlooking Paris), each of them gathering 220 people. 

· The communication support. The impact of the communication has been much greater than expected (see section here below for more details) and has attracted many guests. The personal mobilization of priests, pastors and their congregations to invite non-Christians to the dinners has been visibly reinforced by the communication and advertising effort of Alpha France.   A testimony of a guest from Maurepas underlines the positive reinforcement of the invitation effort. On the introduction dinner, the priest asked a guest how he had come to the dinner. The man answered “10 days ago I met you and you invited me. The next day, I was on the train and saw an ad on Alpha. On Tuesday morning I turned on the radio and there was a program on Alpha. I said to myself “God is inviting you to this event, you should go”.  
· A methodological support to improve the quality of alpha courses has been provided by the project. Each course leader received a practical step by step guide on how to successfully organize their dinner and subsequent Alpha course. Ideas, suggestions, recipes, decoration tips were given. For example, as a result, many churches have organized fun dinners (French west Indies “Martinique” food and decoration dinner, live music, lighting, regional food) with a good atmosphere, which is not so usual in church life in France. A Pentecostal pastor was so happy about the atmosphere of the dinner in his packed church that he said “why don’t we organize dinners like this every month?”  . Journalists who had said that they would drop by a dinner to write a paper ended up staying the whole evening (that was the case with journalist from Le Monde and the TV journalists). 
· A training Support: in the 12 months prior to the target date, we have organized 5 more training events in the Paris region than what we usually have. In addition to the Paris two days training conference which takes place every year in January (550 delegates in 2007), we organized 4 one day training events in September 2006 (220 delegates), March (150), May (150 delegates) and September (220). Three of those training events were specifically targeted to churches participating in the project.  This allowed for half of the team members of the Paris region churches to be trained or retrained in the 12 months before the launching of the project.
2. Non-churchgoers

The second target population of the project is the non-churchgoers to whom the Alpha course is directed. 

A total of 5300 guests attended the dinners. This is both a success and below what we had hoped for.

This was hailed as a success by the participating churches as they have welcomed twice the number of guests they had their Alpha introduction dinner of September 2006. Some churches have had 6 times their normal number of guests. 

We thought the potential for the dinners was between 8000 to 10000 guests. This was over optimistic and based on a wrong estimate of the number of guests in 2006 alpha courses. Based on a few key churches, we had estimated that the average number of guests at the first dinner before the project was around 50 people. We expected the project to double that number to 100, reaching a total of 10 000 people. The actual average in 2006, as we found out when carrying the evaluation survey by questionnaires and phone calls this October, was around 25 guests. So doubling that number only carried us to 5 000 guests. We lacked a proper survey of the situation of courses before the start of the project.
However, the number of guests staying on for the whole duration of the course has been very satisfactory: on average, the participating churches have kept 50 % of the guests for the whole duration of the course, with approximately 2600 people staying on for the whole 10 weeks experience.    

The average age of the guests was 40, in contrast with last year with an average approximating 45 in September 2006. Guests were younger, and more men attended than last year. The men/women ratio was 57% women/ 43% men on average in standard Alpha courses (some daytime courses aimed at school mothers have a women only audience). 
95% of churches have also attracted a more diversified population than usual (better social mix) and had managed to reach their local environment. This was especially the case for Evangelical and protestant churches who often find it difficult to reach out to their neighbours because of a lot of suspicion towards “new” Churches. A Reformed pastor in Poissy whose church was among the only ones not to have more guests than last year testified “We had 30 people, which is not more than our usual Alpha course, but for the very first time in 4 years, those people have absolutely no connection with our church. We do not know them. They are totally new. We even had 2 passers by who joined us for dinner after seeing the Alpha billboards in front of the church and an open door”.
We did not expect the advertising to have so much of an impact on the guests.  50% of the churches (most of them in central Paris) have directly benefited from the media coverage and advertising. In the most extreme cases, 50 % of the guests had come because of the full pages of advertising in the Paris Underground train. 

II. The impact of the Partnerships

Four strategic partnerships have been key in promoting Alpha to church leaders and Christians.

Thanks to a key partnership with the media group Bayard, the daily newspaper La Croix (98 000 subscribers) devoted three pages to Alpha and the Paris invitation four days before the launching event. This newspaper is key to reaching Catholic priests, bishops and lay people involved in the running of the Church.  A leaflet on Alpha and the September event was joined to the newspaper for all their Paris region subscribers (25 000 people). The monthly catholic Panorama (circulation 220 000 for their September issue) aimed at God seekers has featured a full page of advertising for Alpha. 

The website connaitredieu.com, developed by the Top Chretien organization: this partnership has worked at three levels. 
1) 100 000 Christians (subscribers to the Top Chretien newsletters in France) have received a viral marketing ad suggesting that they invite non Christian friends to accompany them to the Alpha opening dinner on 26th of September. 

2) Un-churched people were invited through the connaitredieu.com evangelistic website. People who want to know God and pray a prayer on this website receive an invitation to go to an alpha course to explore Christianity. 

3) Alpha was promoted to Evangelical church leaders through articles and ads on the topchretien.com website in order to motivate them to launch an Alpha course.
The Catholic TV channel KTOTV has heavily broadcasted the video ad for Alpha in the ten days before the event. A 52 minutes program was filmed, featuring shots from 4 alpha dinners and with a round table discussion with several priests and the Chairman of Alpha France. 
Those partnerships had another side impact. The logos of the partners were printed on the Alpha promotional materials used to invite the general public to the courses. Because they are well known “reassuring” names (especially for La Croix and KTO), they reassured people that they were not invited to join a cult. The ads and the partners name gave legitimacy to the Alpha name.

III. Project outcomes
· 100 participating churches

· 5300 guests coming to dinner, 
· 2600 staying on for the subsequent course.
· 70% of churches are re-launching their Alpha course in the first quarter of 2008 because of the dynamics they have witnessed in their courses.

· Advertisements seen by over 3 million people (out of the 11 million inhabitants of the Paris region). 
· 15 new churches launching alpha as a result of the project
APPENDICE 1 : Media coverage

Positive articles or programs appeared in the following media. Over 3 million people have been exposed to those articles. The most important press cuttings are available on our website.
Non Christian Press
· Le Monde (leading French daily)
· Le Parisien (leading Regional daily)
· Métro (Free press distributed in the Underground 1.5 million readers)
· Matin Plus (Free press distributed in the Underground 1.5 million readers)

Non Christian radio

· Radio France International  

Christian press

· La Croix  (leading French daily. Major for communication to Church leaders)
· Famille Chrétienne (Catholic Weekly)
· La Vie (Catholic Weekly)
· Il est Vivant (Monthly)
· Croire aujourd’hui (monthly)
· Paris Notre Dame ( weekly)
· Panorama (Monthly)
· Prier (Monthly)
· Réforme (Leading Protestant  weekly)
· Christianisme aujourd’hui (Leading Evangelical monthly) 
· Croire et Vivre (Baptist, monthly)

· NEF (Traditional Catholic Monthly) 

TV

· Le jour du Seigneur (religious program on one the 3 main  Hertzian channels)

· KTO (catholic TV Channel – cable TV)
· Local TV Telefil in the Yvelines departments 

Christian radio and websites

· Radio Notre Dame (Catholic radio in the Paris Region)
· RCF (Christian radio throughout France)

· Topchretien.com / connaitredieu.com
· Croire.com (leading catholic website)
· Liberté politique

· Cef.fr (the official website of the French conference of bishops)

APPENDICE 3 : The Advertising campaign
Here is the list of what was achieved through buying advertising space and through the partnerships. We can estimate that they were seen by more than 3 million people.
The impact of the media was two-fold:

· allowed the churches within Paris to increase 2 to 6 times the number of guests they welcomed (in some churches up to 50 % of the guests came through the ads)

· raised the profile of Alpha within the Church. I) The coverage in Christian media was huge; ii) no Christian organization in France has ever placed ads in massively distributed Christian papers. 
Ads in daily press:

· 5 full pages in the main free daily papers distributed in the Underground and suburbian trains (each paper read by over 1.5 million people) . We paid for 3 pages and got 2 for free.
· La Croix: 1/6th of a page + a leaflet sent with the paper to their 25 000 subscribers in the Paris region
· 1 full page in the Catholic monthly Panorama

· 1full page in the Baptist monthly Croire et vivre

Web ads
- Thanks to our partnership with connaitredieu.com and topchretien.com, ads for the dinners regularly appeared on the websites. The training events were regularly publicized on topchretien.com “events” 
TV

The “factory” video was played five times a day during one week before the September 26th event over the KTO catholic TV.

Viral marketing ad

The « factory » video was sent to 158,000 people through the partnership with topchretien.com.
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