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About IABC/Chicago

IABC/Chicago links organizational, business communicators to a global network of communication professionals that develop, establish and adhere to the highest 
professional standards of quality and innovation in organizational/business communication. We aim to be the association of choice for professionals in all communication 
disciplines to foster understanding and respect toward integrating communication activities in organizations/businesses.

Our Mission

To provide career-long learning opportunities that give IABC/Chicago members the knowledge and tools they need to facilitate strategic communication management in 
all communication disciplines.

To share among our membership best practices, ideas and experiences that facilitate the development of ethical, efficient and effective standards for our profession.

To lead the way in the ethical use of advanced information technology in the communication profession.

To link with the Chicago metropolitan community to foster the understanding of strategic communication management/activities in organizations.
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Be Recognized.

Peer recognition, often the most difficult to achieve, can be yours with an IABC/Chicago Bronze Quill Award!  IABC/Chicago  
encourages communications professionals, public relations practitioners, marketing, digital and creative superstars to enter their 
best campaigns in one or more categories.  This year, we’ve implemented several exciting upgrades to our program:

The awards committee would like to announce the addition of two new categories; Integrated Marketing Communication (IMC)  
and Digital Communications/Marketing.  Submissions to the IMC category include campaigns with cross-functional processes; 
including a blend of traditional, digital and social, that create relationships with stakeholders.  Digital Marketing is the promoting 
of brands utilizing digital advertising channels including television, the Internet, mobile, social media and any other form of digital 
media.  Submissions to these categories can be consumer, business-to-business or internally focused.  

We are extremely excited to announce that all entries will be submitted electronically! Our highly efficient, online awards system 
provides multiple advantages, including: elimination of entry binders and shipping fees, the ability to submit entries and process 
payment within one location, and allow entrants to complete submissions at their leisure. For an overview of the new system, visit 
our website http://chicago.iabc.com/awards.

Finally, our award trophies were completely overhauled and are bigger and more beautiful than ever!

I invite you to further your career and achieve recognition as a leading Chicago-area practitioner by entering the IABC/Chicago 
Bronze Quill Awards.  Be one of the best.  Be Recognized. 

Sincerely,

Justin Brunner
2011-12 IABC/Chicago Bronze Quill Awards Director 

http://chicago.iabc.com/awards
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ABoUt tHe AWARD

About the Award

The IABC/Chicago Bronze Quill Award (formerly the 
Spectra Award) credits the finest work from all  
communication disciplines – from marketing and public 
relations to writers and digital media experts. An  
award-winning entry is one that demonstrates:

• A Strategic Thought process, with clearly defined 
goals and objectives and an understanding of the  
audience

• Measurable Results against those objectives

• A Value added contribution to the client or  
organization

The award solicits entries from internal departments, 
agencies and independent practitioners, who wish to  
add credibility to their practice.  

Winners Receive:

• A personalized IABC/Chicago Bronze Quill Award 
trophy

• One complimentary ticket to the annual awards  
gala held in May

• Mention in a national media release 

Eligibility

Your work is eligible for entry if you:

Submit your entry and pay the fees before  
the deadline – the early bird deadline has a  
lower fee.

Include work that was produced and measured  
in the 2010-11 time period.  You may also  
submit work produced before 2010 if the work 
and/or the measurement extended into 2011. 

Have not previously won an IABC/Chicago 
Bronze Quill Award for the work.  

Have written permission to submit your entry  
from clients (applies to consultants and  
agencies).

Include both a Work Plan and samples that  
meet the designated criteria.

You conform to IABC’s Code of Ethics, which  
can be found at:  http://www.iabc.com/ about/
code.htm.

Deadlines and Entry Fees

Early Bird Deadline:                  
Friday, February 10, 2012

Member …...................................$95
Non-member  …..........................$115
Non-profit …................................$80
IABC/Membership Combo ..........$395*

Final Deadline:
Friday, February 24, 2012

Member.......................................$115
Non-member...............................$135
Non-profit....................................$80
IABC/Membership Combo..........$402**

Interested in Membership?

Save on your entry fees when you become a  
new or renewing member of IABC/Chicago! The 
IABC Membership Combo includes one annual 
membership and 20% off the Member price for  
one submission.

Please allow 2-4 weeks from submission date for  

membership to take effect.

*$319 chapter dues, $76 entry = $395

**$319 chapter dues, $92 entry fee = $402

�
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How to Enter

There are four basic steps to completing an entry.  Each is thoroughly explained.  

Step �:  Decide on a division and category

Step �: Follow the guidelines in writing your work plan. If you enter more 
than one division or category, be sure to provide separate work 
plans for each entry and to tailor your entry to each division and 
category you enter.

Step 3: Prepare your work sample. It’s the supporting material for your work 
plan.  

 

Step 4:  Submit your entries and payment online 

Step �:  Choose Your Division And Category 

The 2011 Bronze Quill Award now has three divisions and 27 categories.   
This makes it important to carefully read the division and category  
information before preparing your entry.  

Division 1: Communication Management

Division 2: Communication Skills

Division 3: Communication Creative

The divisions and categories help the judges assess whether your entry 
achieved its goals. If the judges identify that your entry is clearly submitted to 
the wrong category, you may be disqualified, and your entry fee will not be 
returned.  

The judges recognize that some entries fit in several categories and may 
permit some latitude in such cases. Keep in mind that there are no limits to the 
number of awards in each category and that awards are not necessarily given 
in each category.

Entering Your Project in Multiple Categories:

You may enter your project or parts of a project in different categories. 
However, you must create a distinct work plan for each entry (i.e., do not write 
one work plan and submit it to more than one category).

A separate entry fee is needed for each entry.

�
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Division �:  Communication Management

The Communication Management division covers projects, programs and  
campaigns that are guided by a communication strategy. Entrants must demon-
strate how their project applied a full range of planning and management skills, 
including research, analysis, strategy, tactical implementation and evaluation. 
Entries may include a combination of communication materials.

Category 1 – Government Relations

Programs targeted at government bodies and government agencies.

Category 2 – Community Relations

Programs targeted at community audiences, including non-profit and  
volunteer organizations.

Category 3 – Customer Relations

Programs targeted at customer audiences, including customer relationship  
management and customer research.

Category 4 – International Communication

Programs targeted at international audiences, including multinational consumers 
and international organizations.

Category 5 – Media Relations

Programs that used the news media as the main channel to reach target  
audiences.

Category 6 – Integrated Marketing Communication (new)

Campaigns designed to make all aspects of marketing communication such  
as advertising, sales promotion, public relations, and direct marketing work  
together as a unified force, rather than permitting each to work in isolation.  

Category 7 – Marketing Communication

Programs aimed at marketing products and/or services to an external audience.

Category 8 – Issues Management and Crisis Communication Programs 

targeted at external and/or internal audiences that address trends, issues and/or 
attitudes that have a significant impact on an organization, such as labor relations, 
crises, mergers, acquisitions, public policy and the environment.

Category 9 – Employee/Member Communication

Programs targeted at employee or member audiences. This category includes 
programs that create awareness and influence opinion or behavioral change,  
and those focused on management communication, ethics, morale, internal  
culture or change management.

Category 10 – Human Resources and Benefits Communication

Programs targeted at employee or member audiences that deal with health  
and welfare, savings and pension, stocks and compensation, or recruitment and 
retention.

Division one
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Category 11 – Strategic Communication Processes

This category is for programs that develop new strategic approaches to  
communication within an organization. They may include brand and culture  
audits, strategic messaging, employee and market research, competitive  
benchmarking, and audience analysis. This category also includes training  
programs that enhance communication within an organization or among key  
audiences.

Category 12 – Brand Communication

This category includes strategies for new brands and for repositioning existing 
brands. Winners in this category demonstrate the research used to shape brand 
changes. Programs include brand architectures, changes to corporate identities 
and design solutions that address the challenges of brand communication.

Category 13 – Special Events – Internal or External

This category includes any event that marks a significant occasion that supports 
the goals of an organization. For example, an anniversary, official opening, 
 product launch, road show, conference, customer event or employee  
appreciation event would be eligible.

Category 14 – Multilingual Communication 

Programs targeted at bilingual and/or multilingual audiences, including  
non-native-language speakers.  

Category 15 – Social Responsibility

Programs targeted at communities, governments or funding agencies. Programs 
in this category address sustainable development or other economic, social or 
environmental issues. They include programs for international aid, public  
awareness, corporate social responsibility, economic revitalization, cultural
preservation, education, literacy, health, poverty reduction, employment, and 
indigenous and heritage protection.

Category 16 – Electronic and Digital Communication 

These programs are computer-based communication projects produced for  
internal or external audiences that primarily use electronic production and/or  
delivery tools. These tools include electronic newsletters, electronic annual  
reports, web sites and intranet sites. This category includes predominantly  
one-way electronic communication: published content that audiences access 
online. Please carefully consider whether your program fits this category. 

Category 17 – Social Media

These programs encompass a quickly evolving range of new tools and  
practices that allow individuals and groups to collaborate and share knowledge 
and experiences online. These tools and practices are intended to engage an 
audience (whether internal or external) in conversation rather than for  
broadcasting information in one direction.
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Division �: Communication Skills

The Communication Skills division includes communication products (publications, 
advertising, web sites, newsletters, etc.) that showcase technical skills such  
as editing, writing and design. In addition to overall excellence, entrants must 
demonstrate creativity, measurable results and strategic alignment with their 
organization’s business goals.

Note: An individual communication product may also be entered as part of an 
overall program in Division 1: Communication Management.

Category 18 – Digital Communication/Marketing (new)
This category includes computer-based communication projects produced for 
internal or external audiences that primarily use electronic production and/or 
delivery tools. This includes predominantly one-way electronic communication 
published content that audiences access online. This would include:

• Electronic newsletters

• Electronic annual reports

• Web sites

• Intranet sites

Category 19 – Audiovisual

Programs in this category use sound, video, film, slides, CDs or a combination of 
these elements. This includes projects such as:

• Video programs/overall productions

• Audio-only programs

• Films 

Category 20 – Publications

This category includes internal or external publications in all formats except  
electronic. Examples include:

• Magazines (one color or more)

• Newspapers

• Magapapers/tabloids

• Newsletters

• Annual reports

• Special publications

Category 21 – Writing

This category encompasses original material written for a particular  
communication project. This includes:

• Personality profiles

• Recurring features or columns

• Stand-alone features

• Editorials

• Advertorials

• Interpretive/expository articles

• News articles

• Speeches

• Scripts

• News releases

• Sales promotion and marketing

• Technical writing

• Writing for online distribution

Division tWo
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Division 3: Communication Creative

The Communication Creative division includes projects that showcase creative 
talent and design that also perform communication functions.  Redesign projects 
are also included in this division. Entrants must demonstrate innovation, creativity,  
strategic alignment with an organization’s business goals and effective visual 
communication.

Category 22 – Publication Design

This category is for design of internal or external publications in all formats,  
including electronic. These publications include:

• Magazines (one color or more)

• Newspapers

• Magapapers/tabloids

• Newsletters

• Annual reports

• Brochures and leaflets

• E-newsletters

Category 23 – Other Graphic Design

This category is for projects that involve creating an organizational brand identity 
or other graphic project where design is the primary communication function. 
This includes cartoons, drawings, paintings, collages, montages, posters,  
displays, bulletin boards, mobiles, invitations, special signs, etc. that appear in:

• Book and magazine covers

• Posters

• Organizational identity materials (logos, etc.)

• Product labels and packaging

• Direct marketing (direct mailings, branded gifts, etc.)

• 3-D materials (T-shirts, etc.) 

Category 24 – Interactive Media Design

Design of electronic and interactive media elements refers to interactive products 
that are used with a computer. These include:

• Web site design

• Intranet site design

• E-cards, banner ads, buttons, pop-ups, etc.

Category 25 – Outdoor/3-D

These products are intended for the general public and must be located  
outdoors. This includes:

• Billboards

• Murals and public sculpture

• Outdoor and transport posters (for use at bus shelters, airport terminals,
   “wrapped” buildings and cars, etc.)

• Decorations, neon signs, awnings, street furniture, etc.

Category 26 – Photography

Original photographs created or commissioned for a particular communication 
project. This includes:

• Single photos

• Photo essays

Category 27 – Advertising (Conventional Media)

Entries in this category demonstrate creative and innovative use of traditional 
advertising media. This includes:

• Film/TV

• Radio

Division tHRee
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Step �:  Complete A Work Plan

Your work plan is a summary of your communication strategy and explains its 
implementation and outcome. It is the most important component of your entry.

Be sure to follow these general instructions for all three division work plans to 
avoid disqualification.  Specific structural help regarding the divisional work plans 
follows on the next two pages. 

You can enter your program in several divisions or categories if it meets the  
criteria. If you enter your campaign in more than one category, be sure to  
create a tailored work plan for each entry. Do not write one work plan and  
submit it to more than one category.

General Instructions for Completing Work Plans

View examples of winning work plans by visiting: http://chicago.iabc.com/awards 
or http://www.iabc.com/awards/gq.

The maximum length of your work plan varies by division:

• Division 1: Communication Management – 4 pages

• Division 2: Communication Skills – 3 pages

• Division 3: Communication Creative – 2 pages

Work plans must:

• Be typed.

• Be on 8.5” x 11” paper.

• Use single column (paragraph) format with margins no less than 1/2 inch, 
top, bottom and sides 

Begin your work plan by entering the following information at the
top of your 2-, 3- or 4-page work plan and not on a separate page:

• Entrant’s name

• Entrant’s organization name 

• Client’s name (if applicable)*

• Entry category (category numbers and descriptions as described earlier)

• Title of your entry

• Time period of project

*Client Permission Needed: You must provide written permission
from your client to avoid disqualification. You can submit a letter
or email from your client, granting permission to enter the work for
an award. 

step tWo

http://chicago.iabc.com/awards
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Preparing Work Plans for Division �: Communication 
Management and Division �: Communication Skills

The following is meant to guide you in writing a work plan for Divisions 1 and 2.  
Be sure to adhere to the work plan guidelines previously listed to avoid disqualifi-
cation. 

Need / Opportunity - What business need or opportunity did your program 
address? How did this need or opportunity affect program organization and 
planning? How did you determine the need—research, directive, corporate 
mandate, etc? Highlight any formal or informal research findings that support 
your analysis of the need or opportunity. Describe your role in the development 
(research/planning) of the need/opportunity.

Intended Audience(s) - Who were your program’s intended audiences? Which 
characteristics of the primary audience (e.g., demographics) were factors 
in developing your solutions? What research did you use in assessing your 
intended audience(s)?

Goals and Objectives - What were your communication goals (i.e., what was 
your project designed to accomplish)? Choose one or two key goals to de-
scribe in detail. How did your goals relate to your organization’s future needs 
(or larger organizational strategies)? What specific objectives did you target? 
Objectives should be realistic and measurable. Try to express your objectives 
in terms of quantity, quality, time, cost, percentages or other criteria. Be sure to 
describe how you were measuring your goals and objectives in these terms. If 
your measurements are not financial, be sure to note this in your summary. 

Solutions Overview  - Outline your project’s solution and the logic that  
supported it. What was your solution and why did you develop it? Tell us why 
you did what you did. Your description should outline your thought process 
and approach to solving a problem. Discuss how you involved stakeholders 
in developing the solution.  Identify your key messages as well as the tactics 
and communication vehicles you used. Identify your role in the project and 
your level of involvement and responsibility.

Implementation and Challenges  - State your project budget. It does not 
matter if the budget was small. Show that you made efficient use of money. 
Discuss time frames. Describe any limitations or challenges that you faced 
when communicating and implementing your ideas. Note that judges are ask-
ing for flexibility and a capacity to resolve problems and negotiate solutions. 
Note any special circumstances and discuss how they were addressed.

Measurement/Evaluation of Outcomes - How did you measure program 
results? Every result should be linked to one or more objectives. Your results 
must be shown to be valuable, thorough and convincing. Measurement 
should demonstrate outcomes, not outputs.

For example, if your media relations campaign was designed to support a 
product roll-out, you should measure bottom-line figures about sales targets 
or the number of qualified sales leads, rather than measuring the number of 
clips and impressions, or advertising value equivalent. If your challenge was 
to improve employees’ understanding of an issue, you must show that their 
knowledge increase.

�

�

3

4

5

6

pRepARing WoRk plAns



��

pRepARing WoRk plAns

Preparing Work Plans for Division 3: Communication 
Creative

Note: To avoid disqualification, keep your work plan for Division 3:
Communication Creative to no more than two pages.

Be sure to follow the general instructions for preparing work plans
as described above and include these six headings in your work
plan:

Project summary - Give an overview of your project. What business need  
or opportunity did your solution address

Intended audience(s) - Identify your primary and other audiences. Describe 
the key characteristics (needs, preferences, demographics, etc.) that you 
took into account when developing your solution. Describe any research  
you did on your audience.

Objectives - What were your project’s creative objectives? What outcome 
did you target? How did your creative objectives address your organization’s 
business need or opportunity?

Key messages/theme - What messages or themes were most critical to 
convey? State your key messages or themes. 

Creative rationale - Summarize the creative solution and the logic that 
supported it. Tell us why you did what you did. Describe how your solution 
demonstrates insight and imagination. Identify your role in the project and 
your level of involvement and responsibility.

Results - In what way did you achieve your project’s objectives? How  
did your creative solution address the business need or opportunity?  
Demonstrate the effectiveness of your solution by showing increases in  
sales, traffic, participation or other quantifiable outcomes. Discuss your  
budget, resources and time frames, and show efficient use of each.
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Step 3: PREPARE YOUR WORK SAMPLES

The work samples are the products you created from your research, are audience 
appropriate and served as the mechanism for your measurable results.

Not all materials are worthy of submission.  Be sure to select the best work and 
be creative with your submission strategy.  For example, don’t just submit a photo 
or proof of a button that was created for an event.  Submit photos or video of 
people wearing the button at the event. 

Prepare your submissions by converting them to an applicable digital format.  Our 
online system accepts almost any type of digital file:  documents, PDFs, videos, 
digital images, Flash and many others.  URLs can also be listed.

Please be mindful that all samples must be submitted digitally.  No physical items 
will be accepted.  

No samples can be returned. If the materials are proprietary, please indicate so 
in the space provided online when submitting your entries. Your materials will be 
held on file until the end of the board year, then eliminated.  

Additional Tips:

Indicate the frequency of publication (weekly, monthly, quarterly,
semi-annually, annually) in your summary.  For semi-annual publications, submit 
both issues. For annual publications, submit one issue.  

Photography - Describe the context in which photographs were used. 

For print media, submit the spread or story in which the photograph appeared. 
For photos used in displays or bulletin boards or other cases where size is  
prohibitive, send an 8” x10” photo of the entire project and one close-up.

Writing categories - Submit a tear sheet or other evidence of use during the year.

Step 4: ONLINE SUBMISSION AND PAYMENT

• Create your online profile at our omniContest site (https://omnicontests4.
com/?comp_id=181)

• Look for an email with your login and password information.
  
• Once your account is setup, you can submit your work plan and  

all related samples (including video).

• Payment can be completed through the website. Entries will not be 
judged if full payment has not been received by the deadline.

  
• You will receive a confirmation email once your submissions have  

been completed. 

We make it easier than ever! Entries can be made over a period of time. 
You may return to the omniContest site as often as needed.  However, all  
entries and payment must be submitted by the final deadline. No entries will  
be accepted after that date.
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JUDGING

Entries are judged quantitatively using the parameters outlined in each category 
description. Communication professionals from other IABC Chapters, who meet 
specific criteria for experience in various communication capacities, will judge 
your entry based on a judging worksheet. A copy of the judging worksheet is 
available at http://chicago.iabc.com/about-iabc/awards/.

Entries in Division 1: Communication Management are judged by the extent to 
which they demonstrate the full range of strategic communication management, 
including planning, management, measurement, and evaluation, which accounts 
for 50 percent of the total score. The other 50 percent is based on the quality 
of the work sample that supports, or proves, the success of the communication 
plan.

Division 2:  Communication Skills must demonstrate quality of the tactical com-
ponent of a strategic communication project.  The Communication Skills division 
includes communication products (publications, advertising, web sites, newslet-
ters, etc.) that showcase technical skills such as editing, writing and design. 
Entries must demonstrate creativity, measurable results and strategic alignment 
with their organization’s business goals. The work plan accounts for 40 percent 
of the total score, and the work sample accounts for the remaining 60 percent of 
the score.

Division 3: Communication Creative entries includes projects that showcase 
creative talent and design that also perform communication functions. Redesign 
projects are also included in this division. Entrants must demonstrate innovation, 
creativity, strategic alignment with an organization’s business goals and effective 
visual communication. Work plans count for 25 percent of the overall score, with 
work samples accounting for the remaining 75 percent.

Elements of award-winning entries include:

• Clear objectives supporting business/organizational goals and should  
demonstrate clear understanding of target audiences;

• Creative and effective communication strategies and activities that bring value 
and benefits to an organization; and  

• Measurement of the outcome of the communication program against the 
stated objectives/goals.

WHAT WINNING MEANS

IABC/Chicago has two Bronze Quill Award levels: The Award of Excellence and 
the Award of Merit. 

After judges have completed the worksheets on your entry, your total points will 
determine if you win an award. If you win, you will receive an award with up to 
two names engraved on it. You can order duplicate awards for your team mem-
bers and clients separately. Awards are not necessarily given in each category.

AWARDS CEREMONY

Your award will be presented to you at an awards ceremony held in May.
Watch for more information about the awards ceremony. Winning entrants 
receive one ticket to the awards ceremony. You can purchase additional tickets 
when those items go on sale.

For More Information, Visit the awards section of the IABC/Chicago web site 
(http://chicago.iabc.com/about-iabc/awards/) for detailed information including: 

• Support Materials on Award winning entries

• FAQs

• Samples of award-winning work plans

• Copies of judging forms

If you have questions or need additional information, contact 
awards@iabcchicago.com.

jUDging
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A Special Thank You to the �0�� IABC/Chicago Bronze Quill Award Sponsors!

As we celebrate the people, organizations, businesses and events that  make our industry great, our 2012 sponsors also show their support.  This year’s IABC/Chicago 
Bronze Quill Awards program could not be possible without their generous support.  Please help help them by patronizing their businesses.   

Premier Sponsors:

oUR sponsoRs

Towers Watson

Towers Watson is a leading global professional services company that helps  
organizations improve performance through effective people, risk and financial 
management. With 14,000 associates around the world, we offer solutions in  
the areas of employee benefits, talent management, rewards, and risk and  
capital management.  

Our focus is on giving you the clarity to make the right decisions and take the  
right actions. And our approach is grounded in perspective— the kind that  
comes from our deep experience working on a wide range of issues.  But more 
important, our perspective begins at eye level—with a clear understanding of  
your organization, the way you work, your goals and your challenges.

By connecting the big picture and your picture, we help you achieve real-world 
results. Visit http://www.towerswatson.com/ to learn more.

In-Kind Sponsors:

Design Services Provided By:

AK Designs by Annalynn Keller
www.akgraphicdesigns.com

ROC Group 

Since 1998, The ROC Group has worked with a variety of employers – public, 
private, government and not-for-profit companies – to develop campaigns for 
employees, leaders and other internal stakeholders. The company’s award-winning 
communications range in scope from sweeping organizational change to annual 
enrollment and wellness program implementation. 

The ROC Group is a communications consulting firm that specializes in employee 
engagement, complex information delivery and behavior change. Find out more by 
visiting www.rocgroup.comocgroup.com.

Printing Services Provided By:

a k  d e s i g n s

N1246 Technical Drive • Greenville, WI 54942
Telephone: 920-757-6977 • Fax: 920-757-9266
www.graphiccomp.com

http://www.towerswatson.com/
www.akgraphicdesigns.com
http://www.rocgroup.com
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