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Letter from PRSA SD/IC 
Chapter President

If I had to sum up 2021 so far in a word, it would have to be “hybrid.”  Have you found your “new normal?” 
COVID-19 upended daily life across the world. And while we are certainly not out of the woods yet, this year 
has brought some sense of “normalcy.” A hybrid of sorts between our old life and a new one.

As California shifts from shut down to open, our industry as PR professionals has been presented with a 
new challenge. Last year, we shifted from in-person to virtual. Now, we’re creating dual campaigns that 
reach our target audiences both ways. But if we have learned anything from 2020, it’s that we are built to 
adjust. As communications ninjas, we have built campaigns that are nimble and able to swiftly adapt based 
on the latest in healthy policy guidelines.

It hasn’t just been ever-changing gathering and in-person communications mandates we’ve faced, though. 
As communications pros, we’re also navigating ongoing efforts to increase equity, diversity and inclusion in 
our industry and throughout our world. At a time when choosing the right words has never mattered more, 
we’re the ones leading the conversations and shaping a new narrative about race and injustice with our 
organizations and on behalf of our clients.

In a year like no other before it (and, frankly, hopefully no other to come either), it seems to me that at least 
one thing has become undeniable, and that’s the value that communications professionals bring to their 
organizations, their clients and whomever else they serve. Communications pros were amongst the most in 
demand and necessary employees – no matter where you work or who you serve – over the past year. We 
have helped ensure critical health and safety information is shared with the public, told the story around 
vaccination efforts and directed a safe and successful reopening of virtually all aspects of our daily lives. 

So before we get back to the grind, take a step back. Take a moment and look back at the last 15 months. 
Take the time to reflect. Together we made it. And we should all be proud of ourselves and the resiliency we 
share to keep it going.  We weathered the storm, got through the seemingly unthinkable. And we’re back – 
bolder, better and brighter for having gone through it. 

Changes to this Year’s Awards Program
Just as many of us have had to evolve and adapt our communication plans to accommodate a hybrid 
between in-person and virtual, our PRSA SD/IC board of directors had to do the same when planning the 
approach for this year’s Edward L. Bernays Mark of Excellence Awards. 

As much as we are ready for a return to our traditional style of awards celebration to announce our winners 
and toast our achievements, there are simply too many unknowns for that to be feasible just yet. That’s why 
we’ll primarily be celebrating our winners virtually for the second year in a row.

However, we can’t go two years without gathering at all to toast our collective successes and celebrate 
having made it to the “other side.” That’s why we’re planning for a scaled-down cocktail reception to 
commemorate a select group of the 2021 award recipients, including the Special Awards winners. More 
details to come soon on that (and be sure to follow PRSA San Diego/Imperial County chapter on Facebook, 
Twitter, and Instagram for the latest on this event and others).

Regardless of whether you’re ready to clink glasses or still in virtual toasting mode, we hope you’ll join us in 
celebrating all that you have overcome and achieved this year by submitting one or more bronze, silver or 
Special Award entries for this year’s Edward L. Bernays Mark of Excellence Awards.

 Hope Reilly, President
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The Edward L. Bernays Mark of Excellence Awards recognize the expertise and dedication of public 
relations and communications professionals within San Diego and Imperial Counties. The Public 
Relations Society of America San Diego/Imperial Counties Chapter (PRSA SD/IC) presents the Silver 
and Bronze Bernays Awards annually to recognize public relations programs and tactics incorporating 
research, planning, creativity, technical excellence and evaluation. 

The awards are named after Edward L. Bernays, the “father of public relations.” Those who knew him 
were inspired by his powerful use of communications and believed he should be on historians’ lists as 
one of the most influential figures of the 20th century. Entries for the Bernays Awards must meet the 
highest standards of performance, and winning entries demonstrate creative vision and capture the 
best of the best in our profession. 

We understand that this past year has been very different for many of our Chapter members and 
local communications professionals. We understand it has been difficult for many members and their 
organizations and companies. But even in, perhaps especially in, these changed times, our members 
have so much great work to recognize. We hope you will join us in celebrating your creative, innovative 
and inventive work this year.

2021 Bernays Awards Co-Chairs

2021 Bernays Awards Contacts

ABOUT THE AWARDS

Amber Winans
Bhava Communications 
awinans@bhavacom.com 

Giovanna Castro
Republic Services 

fdlaw01@gmail.com

Amanda Nelson
San Diego Housing Federation 
amanda@housingsandiego.org

Emily Roethle 
Crowe PR 

eroethle@crowepr.com 

PROGRAM SUPPORT

Sarah Lemons 
City of Carlsbad 

sarah.mojarro@gmail.com 

JUDGING CHAIR

Giovanna Castro
Republic Services 

fdlaw01@gmail.com 
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Why Submit a Bernays Entry?
As the public relations industry becomes more competitive, agencies, businesses and practitioners 
must continue to show the value of hard work put into public relations campaigns and tactics. A PRSA 
SD/IC Bernays Mark of Excellence Award is a third-party peer validation of the best work in the chapter 
and can be used to gain competitive advantage when seeking both new business and new staff.

Additionally, with submission and judging criteria aligned with the PRSA Silver and Bronze Anvil Program, 
entrants to the local San Diego/Imperial Counties award program can rest assured their entry can be 
easily repurposed for participation in the national program.

Bernays Award winners receive recognition in an announcement media release distributed locally and 
online, as well as acknowledgment among peers, and by current and prospective clients. The Best 
of Show winner will be submitted as a representation of our chapter at the PRSA Western District 
Conference’s Best of the West award program in 2022.

How to Prepare a Winning Entry
Learn some tips and tricks of the trade shared from past Bernays award winners in the tips sheet at the 
end of this document. Read through the tips as you prepare your entries to ensure you are following 
the guidelines and submitting award-worthy work.

Submitting Your Entry
PRSA SD/IC is again utilizing online submissions and judging through OpenWater to manage all 
submissions and judging. We advise you closely review the Submitting Your Entry section for more 
details that align with this year’s program and the OpenWater platform.

Judging Criteria
There are two types of Bernays – the Silver and the Bronze. All entries are judged by professional and 
distinguished members of a partner PRSA Chapter.

• The Silver award recognizes complete public relations programs incorporating research, planning, 
execution and evaluation.

• The Bronze award recognizes public relations tactics, consisting of individual items or components 
of campaigns. Bronze submissions are judged on research, planning, execution and evaluation as well.

• The Chapter awards an Award of Excellence (first place) and an Award of Merit (second place). 
Only one first place award may be awarded in each category or subcategory unless there is a tie 
even after a third judge review. There may be up to two second place awards (if judges feel a tie is 
merited). If, based on scores, no entry in a particular category is deserving of an award, no winner 
will be named.

Helpful Program Reminders
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Scoring
Silver Bernays entries are judged in four categories – research, planning, implementation and evaluation 
with a 100-point scale. Bronze Bernays entries are judged based on a 100-point scale in the following 
categories – research, planning, implementation, creativity and evaluation.

Judges’ Comments
Judges’ scores and comments will be accessible after the awards program ends. 

Submission Period
The submission period will be open from September 3 through September 17 at 5 p.m. PT, with varying 
late fees for receipt of entries:

EARLY BIRD DEADLINE: Friday, Sept. 3; 5 p.m. PT

SECOND DEADLINE: Friday, Sept. 10;  5 p.m. PT + $30 late fee per entry

LATE DEADLINE: Friday, Sept. 17; 5 p.m. PT + $40 late fee per entry

Fees
Entry fees are as follows for Silver and Bronze Bernays Awards. 

• $80/PRSA member

• $90/non-member

• $50/501c(3) nonprofit (contact Awards co-chairs about nonprofit entries)

• $50/first-time entrants to the PRSA SD/IC Bernays awards for the first two entries (late fees do not 
apply for the first two entries)

• $30/late fee applies to entries received after Sept. 3 at 5:01 p.m. and Sept. 10 at 5 p.m.

• $40/late fee applies to entries received after Sept.10 at 5:01 p.m. and Sept. 17 at 5 p.m.

Entry fees are as follows for Special Awards.

• Otto Bos Hall of Fame – Free

• Deborah Baker PR Pro of the Year – Free

• Eva Irving Community Server – Free

• Diversity, Equity and Inclusion (DEI) PR Pro of the Year - Free

• New Pro of the Year - $80

• PR Team of the Year - $80 

Payments are made online through PayPal when entries are submitted, and PRSA SD/IC accepts Visa,
MasterCard, American Express and Discover. While online payments are preferred, please contact
CHAPTER MANAGER MAGGIE PADILLA, PRSA.MAGGIE@GMAIL.COM, if other arrangements need 
to be made.

Best of Show
The Best of Show Awards will be presented to the entries with the highest total overall scores in the 
Silver Bernays and Bronze Bernays, respectively. In the event of a tie, judges will determine the winner 
based on a third review with scores averaged, and the highest average score will receive the award.

Helpful Program Reminders



2021 EDWARD L. BERNAYS · CALL FOR ENTRIES · PAGE 7

One of the highlights of the Edward L. Bernays Mark of Excellence Awards is the presentation of the 
Special Awards. Each year, PRSA SD/IC honors individuals who have made significant contributions to 
the public relations profession in San Diego and Imperial Counties. These awards, outlined as follows, 
cover a wide range of individual and team achievements. 

Otto Bos Hall of Fame Award
In 2019 the Chapter founded the Otto Bos Hall of Fame award which recognizes an experienced 
practitioner for lifetime achievement in the public relations arena. This special award recognizes leaders 
with significant accomplishments in the public relations field in our region.

This award, originally named the Otto Bos Lifetime Achievement award, was created by the PR Club 
of San Diego and is named after the late Otto Bos, a press secretary and strategic confidant of former 
California Governor Pete Wilson. Bos was a San Diegan whose career achievements in public relations 
made a significant impact on the profession and served as a model for others.

All past Otto Bos Lifetime Achievement award winners are recognized as Otto Bos Hall of Fame 
inductees on the PRSA SD/IC website in perpetuity.

NOMINATION CRITERIA
• Thirty or more years of distinguished accomplishments in the PR field.

• Demonstration as a visionary leader within and has made a significant positive impact on the PR industry.

• Demonstrated dedication to the PR profession and its professionals.

• Has given back to the PR industry via mentoring or other means.

• Has led by example and has served as an inspiration to the next generation of PR professionals.

• Worked in the San Diego/Imperial Counties region for at least 10 years during their professional career.

• Is a current or past PRSA SD/IC member.

NOMINATIONS SHOULD INCLUDE:
• A synopsis explaining why this person is being nominated (600 words max).

• A PDF resume (up to two pages). 

• Two PDF recommendations (two pages max for each letter) from two professional references other 
than the nominator. Nominees can be actively employed or retired.

• Nomination should be emailed to Giovanna Castro at fdlaw01@gmail.com.

PAST OTTO BOS AWARD WINNERS INCLUDE:
• Lynne Friedmann

• Marlee J. Ehrenfeld

• Elizabeth Pecsi-Guerrero

Special Awards
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Deborah Baker PR Professional of the Year Award 
This award was initiated by the PR Club of San Diego as the PR Professional of the Year Award and 
came into the Mark of Excellence Awards structure after the merger of the two organizations. In 2003 
it was renamed the Deborah Baker PR Professional of the Year Award in honor of Deborah Baker, 
APR, who passed away just months after being selected to receive the honor in 2002. Baker was the 
director of communications for the Girl Scouts San Diego-Imperial Counties Council and was honored, 
among other things, for her work initiating “Operation Thin Mint” to send Girl Scout cookies to troops 
deployed overseas.

NOMINATION CRITERIA
An individual, who in the course of the previous year, has achieved an outstanding public relations 
accomplishment in strategic planning, product or service introduction, issues management, advocacy 
or crisis. 

PAST PR PRO AWARD WINNERS INCLUDE:
• Denise Scatena
• Denise Vedder

• Elizabeth Hansen

Eva Irving Community Service Award 
This award recognizes a public relations professional whose volunteer efforts for nonprofit, philanthropic 
or public service organizations reflect the best traditions of volunteerism. It honors the memory of the 
late Eva Irving, a distinguished public relations practitioner whose career included countless hours of 
volunteer service on behalf of numerous community organizations. 

NOMINATION CRITERIA
A lengthy record of volunteer activities on behalf of a variety of organizations, other than those related 
to his or her primary employer. Up to 25 percent of the volunteer activities cited may be PRSA-related 
at local, regional or national levels. All volunteer work must be performed by the nominee, not by staff. 
The nature of the community service may or may not involve public relations activities. To be eligible, 
a nominee must be a PRSA chapter member. 

PAST COMMUNITY SERVICE AWARD WINNERS INCLUDE: 
• James A. Floros
• Jean Walcher

• Joice Truban Curry

Diversity, Equity and Inclusion (DEI) PR Pro of the Year  
The award recognizes a public relations professional who used their platforms to call attention to issues 
affecting diverse communities, supported inclusive initiatives and made contributions to initiate change 
within their field.

NOMINATION CRITERIA:
An individual who is strategically building awareness of issues affecting diverse communities and/or creating 
or supporting inclusive initiatives or workplaces to initiate change within their organization or the PR 
industry. A nominee does not need to be a member of PRSA to be eligible.

special awards
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Diogenes Award
The Diogenes Award is named after the ancient Greek philosopher who carried a lantern through the 
streets of Athens searching for an honest man. This award recognizes a local news maker who has 
demonstrated a remarkable and commendable understanding of the need for candor when dealing 
with the public and the news media, regardless of any potential negative outcome from the resulting 
publicity. 

NOMINATION CRITERIA
An individual who is in a position to direct or conceal the flow of information to the organization but 
cannot be an elected official or public relations professional. A nominee does not need to be a member 
of PRSA to be eligible. A PRSA member, however, must submit the nomination.

PAST DIOGENES AWARD WINNERS INCLUDE:

• Dr. Wilma Wooten

• Michael McConnell

• Irene McCormack Jackson

Submitting a Nomination for a Free Special Award 
NOMINATIONS SHOULD INCLUDE:

• A cover page, including the nominee’s name, organization and position; award category; your name, 
address, telephone number and email

• A 250-600 word maximum description about the nominee, including why he or she meets the 
criteria for the award and would be the best choice

• A letter of recommendation/support of no more than two pages from a PRSA SD/IC member, 
employer or associate (two letters of recommendation are required for Otto Bos Hall of Fame 
nominations)

If you are nominating a person for more than one special award, please submit separate nominations 
and letters for each award. Similarly, if you are nominating more than one person for the same award, 
please submit separate nominations and letters on behalf of each nominee. Self-nominations for all 
awards are welcome, as long as a separate letter of recommendation is included with the entry.

Please email nominations to GIOVANNA CASTRO AT FDLAW01@GMAIL.COM. 

PLEASE NOTE: If selected as a winner, all or a portion of the entry description or letter may be used 
in the script or audio visual presentation at the Bernays Awards, included in the news release for the 
award winners or posted on the website as a case study of top honorees for 2021. Nominators may also 
be contacted for additional assistance with the script. Additionally, if you, as the nominator, would like 
to present the award, please include that with the submission. Otherwise, awards will be presented 
by last year’s winner or a chapter supporter, as deemed appropriate by the special awards committee.

And remember – we love to facilitate surprises! It is suggested that whenever possible, nominators do 
not let winners know before the event.

special awards
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New Pro of the Year ($80)
The New Pro of the Year Award recognizes an exceptional public relations professional with five or 
fewer years of experience in the industry.

NOMINATION CRITERIA
An individual who is strategically building their career through professional work, education and 
leadership (50 percent of activities documented), as well as advancing the public relations profession 
through volunteer service to the PRSA chapter (50 percent of activities).  

PAST NEW PRO AWARD WINNERS INCLUDE: 
• Elizabeth Espinoza
• Cambria Fuqua

• Jeanna Vazquez

PR Team of the Year ($80)
This award honors a public relations team -- be it a PR/Communications agency, a corporation, a 
government organization, an educational institution or a nonprofit organization -- that has demonstrated 
excellence and an outstanding achievement in their work as evidence by teamwork, results and/or 
contributions to the field of public relations, their constituents, community or society at large.

NOMINATION CRITERIA
A “PR Team” under this award must include a minimum of three practitioners, one of whom must be a 
PRSA member. Please provide a brief overview of the extraordinary public relations accomplishment 
for which the team is being nominated for and considering areas of strategic planning, research, 
implementation and evaluation. More so, please highlight the teamwork philosophies, strategies or 
qualities that contributed to success. How did this particular team’s approach make a difference in the 
quality of work produced or overall accomplishments? The nomination should also identify each team 
member by name and provide a brief explanation of their role that contributed to the accomplishment 
with a majority of elements occurring between July 1, 2020 and July 31, 2021.

PAST PR TEAM OF THE YEAR AWARD WINNERS INCLUDE:

• UC San Diego Health

• Mixte Communications

• Crowe PR

special awards
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Submitting a Nomination for a Paid Special Award 
NOMINATIONS SHOULD INCLUDE:

• An overview, including the nominee’s name, organization and position; award category; your name, 
address, telephone number and email

• A 250-600 word maximum description about the nominee, including why he or she meets the criteria 
for the award and would be the best choice

• A letter of recommendation/support of no more than two pages from a PRSA SD/IC member, employer 
or associate 

Nominations should be submitted online through the OpenWater platform at
HTTPS://PRSA-SANDIEGO.SECURE-PLATFORM.COM/A/ORGANIZATIONS/MAIN/HOME, 
similar to Silver and Bronze Bernays.

Judging for Special Awards
Judging for each of the Special Awards is conducted by an elite panel of practitioners from PRSA SD/IC.

Deadline for Special Awards
Deadline for nominations is FRIDAY, SEPT. 17 AT 5 P.M.

special awards



2021 EDWARD L. BERNAYS · CALL FOR ENTRIES · PAGE 12

PRSA SD/IC presents the Silver Bernays Awards each year to recognize complete public relations 
programs or campaigns incorporating the highest standards for research, planning, implementation 
and evaluation. Exemplary professional skill, creativity and resourcefulness are reflected in each award. 
Only one Award of Excellence may be awarded in each subcategory. Up to two other entries in each 
subcategory may be awarded an Award of Merit. No awards are given in categories where judges’ scores 
determine that the entries do not merit them.

Competition is open to both PRSA SD/IC members and non-members. Work must have either been 
physically performed in San Diego and/or Imperial Counties or served a San Diego/Imperial Counties-
area event, organization, company or client. At least some part of the program must have occurred 
between July 1, 2020, and July 31, 2021. Programs tend to have better chances of winning near their 
completion, when evaluation against initial objectives can be better determined. All program entries 
require a two-page maximum summary using Arial 10-point font that details the research, planning, 
implementation and evaluation of the campaign.

Silver Bernays Award Categories 
Community Relations: Business
Programs/campaigns for a business seeking to win the support or cooperation of, or that aim to improve 
relations with, people or organizations in communities in which the business has an interest, need or 
opportunity. “Community” in this category refers to a specific geographic location or locations.

Community Relations: Nonprofit/ Association
Programs/campaigns by a nonprofit or association seeking to win the support or cooperation of, or 
that aim to improve relations with, people or organizations in communities in which the sponsoring 
organization has an interest, need or opportunity. “Community” in this category refers to a specific 
geographic location or locations.

Community Relations: Government
Programs/campaigns by a government or quasi-government agency seeking to win the support or 
cooperation of, or that aim to improve relations with, people or organizations in communities in which 
the sponsoring organization has an interest, need or opportunity. “Community” in this category refers 
to a specific geographic location or locations.

Reputation/Brand Management
Programs/campaigns designed to enhance, promote or improve the reputation of an organization with 
its publics or key elements of its publics, either proactively or in response to an issue, event or market 
occurrence.

Silver Bernays
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Events and Observances (Seven or Fewer Days) Business
Programs or events scheduled for one to seven consecutive days (not including planning and preparation). 
Events may be commemorations, observances, openings, celebrations or other special activities for 
which the sponsoring organization is a business. Events must occur within the time span of one week.

Events and Observances (Seven or Fewer Days) Nonprofit/
Government/Association
Programs or events scheduled for one to seven consecutive days (not including planning and preparation). 
Events may be commemorations, observances, openings, celebrations or other special activities for 
which the sponsoring organization is a nonprofit, government agency or association. Events must occur 
within the time span of one week.

Events and Observances (More than Seven Days)
Programs or events that take place for longer than a one-week period, such as a yearlong anniversary or 
activities, as well as commemorations, observances, celebrations, etc. lasting for longer than one week.

Public Service
Programs/campaigns that advance public understanding of societal issues, problems or concerns. 
(Similar programs conducted principally to enhance an organization’s standing or to otherwise serve its 
interests directly will fall in Category 3: Reputation/Brand Management.)

Public Affairs
Programs/campaigns specifically designed to influence public policy and/or affect legislation, regulations, 
political activities or candidacies – at the local, state or federal government levels – so the entity 
funding the program benefits. 

Marketing: Consumer Products and Services
Programs/campaigns designed to introduce new or promote existing products or services to a consumer 
audience.

Marketing: Business to Business
Programs/campaigns designed to introduce new or promote existing products or services to a business 
audience.

Marketing: Content
Programs that effectively demonstrate a strategic program that includes creating and distributing 
valuable content to attract, acquire, and engage target audience(s). Include examples and metrics.

Marketing: Influencer
Program to expand awareness and/or sales utilizing influencers that have the highest brand relevance 
and resonance on the spectrum of influencers, with influence driven by their personal experience and 
strength of relationship with their networks.

silver bernays
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Social/Digital Media
Program that effectively communicates with an external audience using only social or digital media 
including Facebook, Twitter, Instagram, Pinterest, LinkedIn, YouTube, websites, etc. Include screen grabs 
or copies of key pages in a storyboard in your supporting materials.

Crisis Communications
Programs undertaken to deal with an unplanned event, requiring immediate response.

Issues Management
Programs undertaken to deal with issues that could extraordinarily affect ongoing business or 
organizational strategy.

Internal Communications
Programs/campaigns targeted specifically to special publics directly allied with an organization (e.g., 
employees, members, affiliated dealers or franchisees).

Diversity, Equity and Inclusion (DEI) Communications
This award recognizes a campaign or program that used platforms to call attention to issues affecting 
diverse communities, supported inclusive initiatives and made contributions to initiate change within 
their field.

Corporate Social Responsibility 
Program that enhances a corporate reputation and demonstrates a business approach to initiatives 
that positively impact society. Campaigns to highlight the positive impact that they have had delivering 
economic, social and environmental benefits to stakeholders.

Integrated Communications
Programs/campaigns that demonstrate leadership of public relations strategies and tactics in a creative 
and effective integrated campaign, along with other marketing or communications. Programs must 
demonstrate clear leadership of public relations, along with its integration with other disciplines.

Definitions Used in Categories 
The categories listed in the above coincide with the definitions below. Please utilize this to help you 
decide the most appropriate category based on your program’s objectives and audiences. 

BUSINESS: Business refers to all profit-making entities. 

GOVERNMENT: Government refers to all government bureaus, agencies, institutions, or departments 
at the local, state and federal levels —including the armed forces, regulatory bodies, courts, public 
schools and state universities. 

ASSOCIATION: Association includes trade and industry groups, professional societies, chambers of 
commerce and similar organizations.

NONPROFIT: This subcategory is specifically intended for health and welfare organizations, as well 
as educational and cultural institutions not included in other subcategories. This subcategory is not 
intended for organizations that may have nonprofit status but function as business organizations. 
Nonprofit organizations that function as governmental or quasi-governmental should be entered in the 
government category.

silver bernays
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Preparing Your Silver Bernays Entry
The Summary
Each entry must include a concise summary of the project, providing an overview of the project and 
detailing the research, planning, execution and evaluation for the program. The two-page summary is 
the single most important component of a Silver Bernays entry. Judges evaluate the program on the 
merit of the four criteria included in your summary.

The two-page, one column summary will be uploaded into the OpenWater entry platform and needs to 
be in Arial 10-point font. Your summary can be in a Word document or PDF and must be divided into 
the following four sections:

RESEARCH (20 POINTS) - Research is the systematic gathering of information to describe and 
understand a situation, check assumptions about publics and perceptions, and check the public relations 
consequences. Research is the foundation for effective strategic public relations planning.

Analyze or describe the situation on which the program is based. When addressing the actual research 
component, describe who specifically initiated the research. Was it in response to a problem or to 
examine a potential problem? Did research help to redefine the situation in any way? How was the 
research relevant to shaping the planning process? How did the research help define the audience(s) 
or the situation?

Research can be identified as:
• Primary or secondary
• Formal or informal
• Qualitative or quantitative

Primary Research: Investigation or data collection you do yourself or you hire someone to do for you.

Secondary Research: Using research findings of others or collecting information secondhand.

Research methodologies include:
• Focus Groups
• Surveys (phone, mail, online, email)
• Interviews (phone, intercept, in-depth)
• Tracking (calls, purchases, hits, actions, placements, etc.)
• Media analysis
• Content analysis
• Observations, visits, field reports
• Complaint reviews

What you will be judged on:
• Purpose – Is the purpose of the project clearly stated?
• Research methods used – Research methods used for the project are mentioned AND identified 

as primary or secondary research.
• Types of research – At least two types of research should be mentioned for maximum points.
• Research impact – How research results affected the creation or implementation of project 

objectives, strategies or tactics.

silver bernays
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PLANNING (30 POINTS) - Successful public relations programs require proactive, strategic planning. 
This planning includes measurable objectives is grounded in research and is evaluated for return on  
investment.

Describe how the plans correlate to the research findings. Who was involved in the planning? In general 
terms, what was the plan? For example, what were the specific objectives of the program? Who were 
the target audiences? What was the overall strategy employed? What materials were used? What was 
your budget? 

Planning includes:

• Goals: Statement that spells out the overall outcomes of a program, often related to one aspect of 
the mission or purpose. Example: To increase public use of mass transit.

• Objectives: The measurable result that must be achieved with each public to reach the program 
goal. Objectives should be SMART (specific, measurable, attainable, relevant and time-specific) and 
may establish milestones toward a goal. Example: To increase ridership of public transportation in 
the Los Angeles metropolitan area by 8% among workers earning less than $25,000 per year within 
the first six months of the communication program.

• Strategies: The overall concept, approach or general plan for a program designed to achieve 
objectives. Example: Use communication vehicles that can be understood by a public with limited 
education to demonstrate that riding public transportation to work is an attractive alternative to 
driving.

• Audiences: Identify and differentiate the different audiences that were targeted by the campaign.

What you will be judged on:

• Four-step RPIE process – How complete 4-step process is clearly stated; how many steps do you 
address?

• Target audience – Target audiences or publics are easily identified.

• Identification of Goals – Provide a statement clearly outlining the overall outcomes of a program, 

mission or purpose.

• Purpose – Is the purpose of the project clearly stated?

• Research methods used – Research methods used for the project are mentioned AND identified 
as primary or secondary research.

• Types of research – At least two types of research should be mentioned for maximum points.

• Research impact – How research results affected the creation or implementation of project 
objectives, strategies or tactics.

• Identification of Objectives – For maximum points, two or more objectives are stated.

• Identification of Strategies – For maximum points, two or more strategies are listed that contain 
the overall concept, approach or general plan for a program designed to achieve objectives.

• SMART Objectives – For maximum points, all stated objectives include at least four of the 
following criteria: specific, measurable, attainable, relevant and time-specific.

silver bernays
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IMPLEMENTATION (30 POINTS) - Executing the plan and communicating tactics: The exact activities 
and methods used at the operational level to implement a strategy and reach an objective. Example: 
Conduct a “Why I’d rather be riding” essay contest. Tactics are specific ways you will use your resources 
to carry out your strategy and work toward objectives. A budget may include staff time, volunteer 
energy and out- of-pocket costs (expenses for transportation, images, materials and fabrication).

Explain how the plans executed and the results. In general terms, how did the activities flow? Were 
there any difficulties encountered? If so, how were they handled? Were other organizations involved? 
Were other non-traditional public relations tactics (e.g., advertising) employed? 

What you will be judged on:

• Timetable – Starting and ending dates of the project are listed.

• Identification of Tactics – For maximum points, at least five tactics are identified and note 
specific ways used to carry out strategy and work toward objectives.

• Use of Resources – An explanation is included describing how resources were used to carry out  
strategy and work toward objectives.

• Creativity or Innovation – Tactics that show creativity or innovation are highlighted.

• Overcoming Challenges – For maximum points, at least two challenges (internal or external) are 
described, as well as how they were overcome.

EVALUATION (20 POINTS) - Evaluation: Measures effectiveness of the program against objectives.

Evaluation…

1. Verifies that public relations efforts were effective (because they met objectives)

2. Demonstrates return on public relations investment

3. Provides information for refining future public relations strategies

Provide details on what methods of evaluation were used. How are results related to research findings? 
How are results related to strategic objectives? (Note: Media circulation figures are not acceptable as 
the only means of quantitative measurement.)

Examples of measurement methods include:
• Employee surveys

• Phone interviews

• Surveys (phone, online, mail, intercept)

• Content analysis

• Media analysis

• Tracking (calls, purchases, etc.)

• Focus groups

What you will be judged on:

• Examples Provided – Evidence is presented of how ALL objectives were exceeded, met or not met.

• Measurement Methods – Specific methods of measurement are listed or described (examples at left).

• Lessons Learned – For maximum points, at least two ways to improve this project (if it were done again).

silver bernays
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The Supporting Materials
Each of the four above criteria must be clearly marked with supporting material to back up your two-
page summary. For example, if you state that your campaign resulted in an increase in XYZ purchases, you 
could include the research report documenting that change in your supporting materials. Acceptable 
supporting materials include reports, plans, news clippings, letters, news releases, magazines, newsletters 
or brochures. 

Supporting material files must be less than 50Mb. You may submit one file or split them up per category 
in up to five files. For example, like past years you could upload one file with sections labeled for 
research, planning, implementation and evaluation. Or you could split up the sections and upload them 
individually labeled by the file names.

Other Items
In less than 500 characters, you’ll be asked to provide one fact about your entry that could be shared 
with the Chapter. Get creative!

Lastly, please upload one image to be shared with the Chapter in a JPEG, PNG or PDF file no larger than 
50Mb.

silver bernays
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PRSA SD/IC presents the Bronze Bernays Awards each year to recognize outstanding public relations 
tactics, consisting of individual items or components of programs or campaigns. Exemplary professional 
skill, creativity and resourcefulness are reflected in each award. Only one Award of Excellence may be 
awarded in each subcategory. Up to two other entries in each subcategory may be awarded an Award 
of Merit. No awards are given in categories where judges determine that the entries do not merit them.

Competition is open to both PRSA SD/IC members and non-members. Work must have either been 
physically performed in San Diego and/or Imperial Counties or served a San Diego/Imperial Counties-
area event, organization, company or client. Tactics produced in part or whole between July 1, 2020, and 
July 31, 2021 are eligible. Tactics tend to have better chances of winning near their completion, when 
evaluation against initial objectives can be measured. Bronze entries require a two-page summary in 
Arial 10-point font to be uploaded (Word documents and PDFs are accepted). It is possible that an 
entry could be appropriate for more than one category. Bronze entries can be submitted in multiple 
categories.

Bronze Bernays Award Categories
Media Relations: COVID Response
Tactics, programs and events driven entirely by media relations for COVID-19 response. Submit press 
releases, media advisories, pitch letters, requests for coverage, etc., along with the summary that 
includes measurable objectives and results, such as evidence of the resulting media coverage. Provide 
YouTube/Vimeo links to any television or radio coverage in your supporting materials, or coverage can 
be visually documented.

Media Relations: Consumer Products and Services
Tactics, programs and events driven entirely by media relations for a consumer product or service. Submit 
press releases, media advisories, pitch letters, requests for coverage, etc., along with the summary that 
includes measurable objectives and results, such as evidence of the resulting media coverage. Provide 
YouTube/Vimeo links to any television or radio coverage in your supporting materials, or coverage can 
be visually documented.

Media Relations: Business to Business
Tactics, programs and events driven entirely by media relations for business to business. Submit press 
releases, media advisories, pitch letters, requests for coverage, etc., along with the summary that 
includes measurable objectives and results, such as evidence of the resulting media coverage. Provide 
YouTube/Vimeo links to any television or radio coverage in your supporting materials, or coverage can 
be visually documented.

bronze Bernays
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Media Relations: Associations/Government
Tactics, programs and events driven entirely by media relations for an association or government 
agency. Submit press releases, media advisories, pitch letters, requests for coverage, etc., along with 
the summary that includes measurable objectives and results, such as evidence of the resulting media 
coverage. Provide YouTube/Vimeo links to any television or radio coverage in your supporting materials, 
or coverage can be visually documented.

Media Relations: Diversity, Equity and Inclusion (DEI)
Tactics, programs and events driven entirely by media relations that are DEI focused and are inclusive, 
diverse, and represent historically marginalized groups. Submit press releases, media advisories, pitch 
letters, requests for coverage, etc., along with the summary that includes measurable objectives and 
results, such as evidence of the resulting media coverage. Provide YouTube/Vimeo links to any television 
or radio coverage in your supporting materials, or coverage can be visually documented.

Media Relations: Nonprofit
Tactics, programs and events driven entirely by media relations for a nonprofit or public service 
organization. Submit press releases, media advisories, pitch letters, requests for coverage, etc., along 
with the summary that includes measurable objectives and results, such as evidence of the resulting 
media coverage. Provide YouTube/Vimeo links to any television or radio coverage in your supporting 
materials, or coverage can be visually documented.

Media Relations: Press Conferences
One-time events specifically to announce news to target media about a product, service, issue or 
organization. A series of events or a multi-day effort does not belong in this category (see Silver Bernays 
categories #4, #5 or #6). The summary should address logistics, execution and quantifiable measures 
that demonstrate how the press conference achieved its stated objectives. 

Media Relations: Press Kits/Media Kits
News releases, photographs and other background information compiled for an organization, product 
or issue (print or digital). Include a copy of the press kit or photographic and/or video representation of 
the kit in your supporting materials. 

Media Relations: Satellite Media Tours
Live broadcasts offered to, and aired by, television stations to inform target audiences about an event, 
product, service or organization. Provide YouTube/Vimeo links to any television or radio coverage in your 
supporting materials, or coverage can be visually documented. The summary should include statistics or 
other means of quantified measurement to support stated objectives.

Editorials/Op-Ed Columns*
Opinion articles written as an editorial, guest column or letter to the editor. Submit text of article and 
documentation of publication in your supporting materials.

Executive Communications
Positioning of an executive at any level across earned, owned and shared platforms. Entry should include 
information about the executive and stated objectives, quantification of results as well as copies of 
significant placements, social media, posts or memos.

bronze bernays
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Websites
Use of a website as part of a public relations program for an internal or external audience. Website 
entries should include the URL (if still live), screen captures of the website or copies of key pages from 
a storyboard in your supporting materials.

Social/Digital Media
Use of social or digital media including Facebook, Twitter, Instagram, Pinterest, LinkedIn, YouTube, etc., 
as part of a public relations program. Include screen grabs or copies of key pages in a storyboard in your 
supporting materials.

SEM
Use of a successful paid search campaign across one or more search-based advertising platforms, which 
demonstrated improvement and a positive return on investment through metrics and results.

New Digital Platform
Launch of a new website, newsroom, App or other digital platform, detailing launch, risk, platforms, 
value for the end user.

Blogs
Blogs that communicated either a corporate, public service or industry position. Include rationale 
for blogging strategy, target audiences and statistics or other means of quantifiable measurement to 
support stated objectives. Include screen grabs or copies of key pages in a storyboard in your supporting 
materials and include blog URL.

Videos
Pre-produced videos or video programs to inform target audiences of an event, product, service, issue 
or organization targeted either toward internal audiences such as employees, members, etc. or directed 
primarily at external audiences. Provide links to video(s) or include screen grabs or copies of key pages 
in a storyboard. The summary should include usage statistics or other means of quantified measurement 
to support stated objectives.

Podcasts
Media files distributed over the Internet using streaming media technology, which can be live or recorded. 
Include rationale for strategy, statistics or other means of quantifiable measurement to support stated 
objectives in the summary, and provide links, as well as the site URL and/or include screen grabs or 
copies of key pages in a storyboard.

Creative Tactics
Unconventional, creative tactics or approaches used as part of a public relations program. Include 
documentation of how the tactic specifically contributed to the measurable results of the campaign. 
Photographic and/or video representation of any physical objects should be included in your supporting 
materials.

Word of Mouth
Tactics that get key audiences talking or provide an avenue for conversation through the use of different 
techniques, such as viral marketing, sampling programs, loyalty programs, etc. Where appropriate, 
include screen grabs or copies of key pages in a storyboard in your supporting materials.

bronze bernays
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Public Service Announcements
Single productions or a series addressing the same issue distributed as unpaid public service 
announcements. Video, audio and print PSAs may be entered. For print PSAs, copies of the actual print 
PSA should be included in the supporting materials. For video/audio PSAs, provide YouTube/Vimeo 
links, or videos can be visually documented in your supporting materials. The summary should include 
documentation of results and airing/printing.

Newsletters 
Publications (either print or digital) designed, written and published periodically to provide brief and 
timely information to target audiences, while supporting an organization’s overall objectives. Submit 
three consecutive issues as part of your supporting materials, if available.

Brochures
Pamphlets, booklets or other small publications (either print or digital) designed to inform a target 
audience about an organization, product, service or issue. Include a copy of the publication in your 
supporting materials.

Magazines
Publications designed to provide in-depth information about an organization or topic on a regular 
basis. Magazines typically differentiate from newsletters by the number of pages and length of articles. 
Include samples of three consecutive issues in your supporting materials. 

Collateral
Pamphlets, booklets, small publications (either print or digital) and posters designed to inform a target 
audience about an organization, product, service or issue. Include a copy of the publication in your 
supporting materials.

Annual Reports 
Publications (either print or digital) that report on an organization’s annual performance. Submit a 
digital copy of the publication along with your entry. This may be uploaded separately from the PDF file 
of your entry.

Direct Mail/Direct Response
Communications designed to solicit a specific, immediate response from the target audience. This can 
be a single communication or a series. Quantifiable, specific actions by the target audience recipients 
resulting solely from the sponsor’s communication should be detailed. Include a copy of the publication 
in your supporting materials. (Entire communications programs should be entered in the Silver Bernays 
awards competition rather than in this category.)

Research/Evaluation
Research that provides a meaningful contribution or input to a public relations program, or an evaluation 
documenting the value or benefit of a public relations program or tactic. Sample of the methodology 
and findings of any research should be included in your supporting materials. Summaries for evaluations 
should detail how and why this method is unique and valuable.

bronze bernays
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Definitions Used in Categories 
The categories listed in the above coincide with the definitions below. Please utilize this to help you 
decide the most appropriate category based on your program’s objectives and audiences. 

BUSINESS: Business refers to all profit-making entities. 

CONSUMER: Consumer refers to products or services targeted to individuals who pay for their own 
transactions. 

BUSINESS TO BUSINESS: Business to business refers to items targeted to organizations or individuals 
acting on behalf of organizations.

GOVERNMENT: Government refers to all government bureaus, agencies, institutions, or departments 
at the local, state and federal levels —including the armed forces, regulatory bodies, courts, public 
schools and state universities. 

ASSOCIATION: Association includes trade and industry groups, professional societies, chambers of 
commerce and similar organizations.

NONPROFIT: This subcategory is specifically intended for health and welfare organizations, as well 
as educational and cultural institutions not included in other subcategories. This subcategory is not 
intended for organizations that may have nonprofit status but function as business organizations. 
Nonprofit organizations that function as governmental or quasi-governmental should be entered in the 
government category.

Preparing Your Bronze Bernays Entry
The Summary
Each entry must include a concise summary of the tactic. The summary is perhaps the most important 
component of a Bronze Bernays entry. The two-page, one column summary – two column submissions are 
no longer allowed – all entries will be uploaded into OpenWater as either a Word or PDF document and 
must be divided into the following five sections:

RESEARCH (10 POINTS) - Research is the systematic gathering of information to describe and 
understand a situation, check assumptions about publics and perceptions, and check the public relations 
consequences. Research is the foundation for effective strategic public relations planning.

Research can be identified as:
• Primary or secondary
• Formal or informal
• Qualitative or quantitative
• Anecdotal

What you will be judged on:
• Purpose – Is the purpose of the project clearly stated?
• Research methods used – Campaign research methods impacting the tactic are mentioned and 

identified.
• Research Impact – Information is included on how research results affected the creation or 

implementation of this tactic based on campaign objectives or strategies.

bronze bernays
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PLANNING (20 POINTS) - Successful tactics require proactive, strategic planning. This planning includes 
measurable objectives, is grounded in research, and is evaluated for return on investment. 

What you will judged on:
• Identification of Goals: Statement that spells out the overall outcomes.
• Identification of Objectives: The measurable result that must be achieved with each public to reach 

the goal. Objectives should be SMART (specific, measurable, attainable, relevant and time-specific) 
and may establish milestones toward a goal. 

• Identification of Strategies: The overall concept, approach or general plan designed to achieve 
objectives. 

• Identification of Audience(s): The key targets reached by the tactic.

IMPLEMENTATION (30 POINTS) - Implementation: Executing the plan and tactic.

What you will be judged on:

• Timetable – Starting and ending dates of the project are listed.
• Use of Resources – An explanation is included describing how tactic was used to carry out a 

strategy and work toward objectives.
• Overcoming Challenges – Describe challenges (internal or external), as well as how they were 

overcome.

CREATIVITY (30 POINTS) - Tactics are afforded points for how creative the piece was developed and 
used. Technical Quality is demonstrated in the developer’s artistic ability to design or write a tactic 
that is visually appealing. Content is based on how well the tactic’s writing and art targets its specified 
audience. Writing ensures the copy or text is properly written, understandable and consistent with writing 
standards. "Creative Appeal" addresses the tactic’s overall uniqueness in its category. Did the entry go 
above expectations and was extraordinarily creative in its presentation and use?

What you will be judged on:

• Technical Quality – The composition, artistic design and presentation are very attractive.
• Content – The text or artwork targets its specified audience.
• Writing – Proper grammar, punctuation and AP Style (unless a separate style is noted) are used in 

the composition, headlines and other text in the tactic.
• Creative Appeal – The tactic was very unique and creative. It was also used in a creative way.

EVALUATION (10 POINTS) - Evaluation: Measure effectiveness of the tactic against objectives.

What you will be judged on:

• Examples Provided – Evidence is presented of how objectives were exceeded, met or not met.
• Measurement Methods – Specific methods of measurement are listed or described.
• Lessons Learned – Ways to improve this tactic (if it were done again) are presented.

bronze bernays
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The Supporting Materials
Include required and additional supporting materials to backup the judging criteria categories and 
summary content. The supporting materials should be organized by appropriately labeled sections either 
in one separate PDF entry or you may split them up per category in up to five files. All supporting material 
files must be less than 50Mb.

For example, if you state that your campaign resulted in an increase in XYZ purchases, you could include the 
research report documenting that change in your supporting materials. Acceptable supporting materials 
include reports, plans, news clippings, letters, news releases, magazines, newsletters or brochures.

Other Items
In less than 500 characters, you’ll be asked to provide one fact about your entry that could be shared with 
the Chapter. Get creative!

Lastly, please upload one image to be shared with the Chapter in a JPEG, PNG or PDF file no larger than 
50Mb.

bronze bernays
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Thank you to our 2021 Event Sponsors 
Graphics & Design Sponsor 

Video Sponsor 

Drink Sponsor 

Bernays sponsers
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Thank you to our 2021 Chapter Sponsors
GOLD CHAPTER SPONSOR

BRONZE CHAPTER SPONSORS:

APR SPONSOR    QUALITY TIME SPONSOR

Bernays sponsers
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PRESENTING SPONSOR - $1,000 (ONE AVAILABLE)
• Exclusive sponsor for Bernays event

• Five complimentary tickets to Bernays event 

• Two complimentary Bernays entries

• One complimentary job posting on the PRSA SD/IC website job board

• Opportunity to speak for two minutes during event

• Official acknowledgment as the Presenting Sponsor from the stage of the event

• Opportunity to place collateral/marketing materials at event tables (materials provided by sponsor)

• Company logo and website link on Bernays event page

• Logo placement on event collateral, presentation, press release and signage

• Recognition as a sponsor in Chapter’s Facebook sponsor album

• Recognition as a sponsor in Chapter’s Twitter handle 

• Opportunity to partner with Chapter to host Lunch & Learn event

• One blog article (topic of organization’s choice) promoting the organization and its assistance to 
public relations professionals on the chapter blog during the year of the sponsorship

DIAMOND SPONSOR - $500
• Five complimentary tickets to Bernays event 

• Opportunity to serve as award presenter

• One complimentary Bernays entry

• One complimentary job posting on the PRSA SD/IC website job board

• Official acknowledgment as a sponsor from the stage at the event

• Opportunity to distribute giveaways or collateral material to event attendees (materials provided 
by sponsor)

• Logo placement on event collateral, including signage, and invitation

• Company logo and website link on Bernays event page

• Recognition as a sponsor in Chapter’s Facebook sponsor album 

• Recognition as a Bernays table sponsor on Chapter’s Twitter handle

• Opportunity to provide a gift/giveaway via Chapter Twitter handle (materials provided by sponsor)

Available Sponsorships 
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DÉCOR SPONSOR – IN KIND, MINIMUM WHOLESALE VALUE OF $1,000
(ONE AVAILABLE)

• Exclusive sponsor for Bernays event

• Five complimentary tickets to Bernays event 

• Opportunity to place collateral/marketing materials at event (materials provided by sponsor)

• Official acknowledgment as a sponsor from the stage at the event

• Company logo and website link on Bernays event page

• Logo placement on event collateral, presentation, and signage

• Two tickets to Bernays event 

• Recognition as a sponsor in Chapter’s Facebook sponsor album

• Recognition as a sponsor in Chapter’s Twitter handle

FAVOR SPONSOR – IN KIND, YOUR COSTS (ONE AVAILABLE)
• Opportunity to distribute a party favor to each attendee with a tag identifying company (favor 

provided by sponsor)

• Company logo and website link on Bernays event page

• Logo placement on event collateral

• Recognition as a sponsor in Chapter’s Facebook sponsor album 

• Recognition as a sponsor in Chapter’s Twitter handle 

SOLO PRACTITIONER SPONSOR - $300 (THREE AVAILABLE)
• Company logo and website link on Bernays event page

• Recognition as a sponsor in Chapter’s Facebook sponsor album 

• Recognition as a sponsor in Chapter’s Twitter handle

• One blog article (topic of practitioner’s choice) promoting practitioner and the services they 
provide on Chapter blog

**Please note: To qualify for the Solo Practitioner Sponsorship, practitioner must employ no more than 
three full-time employees.

To sponsor the online and/or in-person event, contact Amanda Nelson, San Diego Housing Federation 
at AMANDA@HOUSINGSANDIEGO.ORG.

For more information about other Chapter sponsorship opportunities, please contact PRSA SD/IC 
Board President Elect April Green at or 619-944-5993 or APRILATELLEZ@GMAIL.COM.

Available Sponsorships 
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When considering entering the Bernays Awards, assign a project leader to oversee and manage 
documentation, preparation of the entry and writing of the summary. There are two categories in which 
to submit entries: Silver (Campaigns) and Bronze (Tactics). Upon picking your submission category (or 
categories), allocate enough time to put together a winning submission. Some part of your entry must 
have been executed between the dates of July 1, 2020 – June 31, 2021, and it is easier to enter a project 
that is completed or near completion, as you will be better able to document your evaluation and show 
how the entry reached your goals and objectives. 

Silver Bernays Awards Entries
Writing Your Summary
A Silver Bernays award recognizes a complete public relations program/campaign, including research, 
planning, execution and evaluation that meet the highest standards of performance in the field, and 
the two-page summary is the single most important component of a Silver Bernays entry. Yes, your 
summary is that important — don’t underestimate it. 

Your summary should be able to win the award for you. Make it succinct and engaging. Make sure it 
outlines your key objectives, and make sure those objectives are measurable. Show how your research 
drove planning and execution. Directly tie your results to your objectives. And don’t forget to include 
your budget! Use the following questions to help you prepare a strong summary (and the rest of your 
entry).

Research
• What prompted the research? Was it in response to an existing problem, or does it examine a 

potential problem?

• What type of research did you use — primary, secondary or both? Primary research involves 
original research, including focus groups, interviews and surveys. Secondary research involves 
searching existing resources for information.

• How did the research shape the planning process?

• How did the research help define or redefine the audience(s) or the situation?

Planning
• What was the plan in general terms?

• How did the plan correlate to the research findings?

• What were the specific, measurable objectives of the plan?

• Who were the target audiences?

• What was your budget?

Tips for Award-Winning Entries 
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Execution
• How did the activities flow? What was your timeline?

• What were the key tactics?

• Were there any difficulties encountered? If so, how were they handled?

• Were nontraditional public relations tactics used? 

Evaluation
• What were your results?

• How did you evaluate your results? What methods did you use?

• How did the results compare to the specific, measurable objectives identified in the planning 
section?

• How well do the results reflect original strategy and planning?

Pulling Together Your Backup Materials
It’s important to provide backup materials to your summary. It will give the judges a chance to see your 
real work and how you translated your plan into action. If you talk about something in your summary, 
include the documentation for it. The judges want to see evidence of your hard work, so be sure to 
show it off! Create an outline for research, planning, execution and evaluation. Keep track of supporting 
documents to pull from the summary. Take your time and put the most compelling facts first. Include 
headers for judging categories. Make it easy for judges to find the essential elements of a winning entry. 
Here’s a list of possible items to include:

• Research: focus group findings, stakeholder interview notes, internet research, survey/study 
results

• Planning: PR plans, timeline, emails, notes from brainstorming sessions

• Execution: press releases, media kits, social media pages, collateral (fact sheets, FAQs), pitches, 
storyboard with screenshots 

• Evaluation: feedback received, media coverage secured, number of attendees, social media 
analytics

But don’t overdo it. You don’t need to include every email or every news clip. Just include the most 
important elements to telling your campaign’s story.

Review your Entry
Now that you’ve put in all that work, don’t let it go to waste. Proof and reproof. Remember that judges 
aren’t from San Diego – remove any jargon and explain anything they may need to know about the local 
market. Go through the writing checklist again – are you meeting all the requirements? Let your entry 
sit for a day, then look at it again. Anything you can delete? Anything you missed?

Tips for Award-Winning Entries 



2021 EDWARD L. BERNAYS · CALL FOR ENTRIES · PAGE 32

Bronze Bernays Award Entries
Writing Your Summary
A Bronze Bernays Award recognizes outstanding public relations tactics, consisting of individual items 
or components of programs or campaigns. Exemplary professional skill, creativity and resourcefulness 
are reflected in each award. Once again, it’s all about the summary. Judges evaluate the entries on four 
key areas — planning/content, creativity/quality, technical excellence and assessment/results. 

Your summary should include specific, measurable objectives, target audiences, budget and any 
other specific information requested in the individual category (hint: be sure to reread your category 
description when you get ready to write). 

Remember that areas of judging are worth different points, and include more information in higher 
scored categories. Why is your work unique? Why did you choose this campaign or tactic? Why was it 
the best way to reach or influence your target audience? What elements did you use to set your work 
apart? How does this fit in with, and support, your more comprehensive strategic plan? 

Make sure to bring up your results — qualitative, quantitative or both — to provide evidence of how 
the objectives were met and how the entry impacted the success of your broader public relations 
program.

Pulling Together Your Backup Materials
When looking at tactics, it’s important to keep your entry straightforward and to the point. Give the 
judge a good overview of your organization, issue and approach, but don’t get lost in the weeds. Provide 
a sampling of supporting materials, not every single thing. Judges are reading through a lot of entries. 
If you mention a particular piece or clip, include it. If a certain piece really shows off your great work, 
include it. (And again with the hint: reread your category description to see what you must include). 

Review Your Entry
Just like with Silver Bernays, now that you’ve put in all that work, don’t let it go to waste – proof your 
work! Reread your summary – is it concise? Is it understandable? Review the category description and 
judging criteria again – are you meeting all the requirements? Let your entry sit for a day. Anything you 
can remove? Anything you missed?

Tips for Award-Winning Entries 
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It's now time to submit and pay for your entry through the OpenWater platform. 

HTTPS://PRSA-SANDIEGO.SECURE-PLATFORM.COM/A/SOLICITATIONS/3/HOME

Here’s a checklist of the materials and information you’ll need handy:

• Award Type – Silver (listed as Campaigns in OpenWater) or Bronze (listed as Tactics in 
OpenWater)

• Award Category – Subcategory name within the Silver or Bronze award type

• Summary content – Two pages uploaded into OpenWater

• Supplementary material file(s), no larger than 50Mb

• Entry title (For example: Mobile Green Juice Campaign Helps Mojarro Juice Co. Take Over the 
World)

• One results-oriented image, no larger than 50 Mb

• Entry description – one fun fact! – about your award entry in no more than 500 characters with 
spaces

• Award Engraving – Entry title with 60-character limit including spaces (For example: Reilly Juice 
Takes Over the World with Green Juice Campaign)

• Award Engraving – Entrant name/organization name with 60-character limit including spaces (For 
example: Lemons PR and Reilly Juice Co.)

Submitting Your Entry

good luck!


