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The Bronze Quill Awards 

The International Association of Business Communicators is a professional network of 

about 15,000 business communication professionals in more than 80 countries. IABC 

provides members with opportunities for professional development and sets a standard 

of excellence in business communications. 

The BC Chapter of IABC is one of North America’s largest chapters. With more than 600 

members, the Chapter has an international reputation for progressive, professional 

communication. 

The IABC/BC Bronze Quill Awards is a provincial-level program that recognizes excellence 

in communication across a broad range of disciplines. There are multiple award 

categories that cover everything from internal and external communications to social 

media and graphic design. Unlike the Oscars, there isn’t only one winner per category. If 

an entrant’s submission meets the requirements, the entrant receives an award.  

It’s Time to Shine! 

There are a number of benefits to receiving a Bronze Quill Award: 

 Enhance your credibility. Winning a peer-reviewed award is an honour that will make 

your reputation and your resume shine. 

 Hone your craft. Judges provide feedback to all entrants, whether they receive an 

award or not. This feedback will help you refine your skills and shape your career. 

 Strengthen your network. The Awards Gala gives you an opportunity to meet and 

learn from other communicators, providing you with a unique networking opportunity 

that may help advance your career. 

An award-winning entry is one that demonstrates a value-added contribution to the 

client or organization – using a strategic thought process with clearly defined goals and 

objectives, showing an understanding of the audience, and showing effective, measured 

results against objectives. If this reflects the type of work you do, why not showcase it for 

others to see? 

Anyone who does communications work can apply, whether you work in corporate 

communications, not-for-profit settings, agencies, government departments or as a sole 

practitioner – if you wish to add credibility to your practice, submit an entry. 

You do not have to belong to IABC to enter; however, members receive a discount on 

their entry fee. Junior as well as senior communicators are encouraged to apply. Take this 

opportunity to let your work shine! 

Winners receive: 

 A personalized IABC/BC Bronze Quill award trophy 

 One complimentary ticket to the Awards Gala held in June 

 Mention in a national media release  
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Eligibility 

Your entry must meet the following criteria: 

 Your Work Sample must include original materials. Syndicated, borrowed, 

reprinted or stock materials are not accepted. 

 Work must have been produced and/or measured between April 2011 and             
2013 to date. If you began a project prior to April 2011 but some element of it 
carried over past April (e.g. measurement of its success occurred after April 
2011), it's eligible. 

 Follow the Work Plan and Work Sample specifications outlined in this document.  

 Entries previously submitted to the Bronze Quill Awards may not be submitted 

again unless they have been significantly revised, updated and meet the 

requirements noted above for dates when the work was done. 

 If you’re a consultant or agency, include the written permission of your client on 

company letterhead. A printed copy of an emailed letter of permission, signed by 

the client or key participants, is also acceptable. 

 Entries must be received by the published deadlines. 

 Your work must meet IABC’s Code of Ethic, available at iabc.bc.ca/code-of-ethics/ 

 

Deadlines and Fees 

The early-bird deadline is noon on Friday, May 3, 2013. 

Fee for members (1st entry) $85 

Fee for members (additional entries, each) $75 

Fee for non-members (1st entry) $110 

Fee for non-members (additional entries, each) $100 
 

The final deadline is noon on Friday, May 10, 2013. 

Fee for members (1st entry) $100 

Fee for members (additional entries, each) $90 

Fee for non-members (1st entry) $125 

Fee for non-members (additional entries, each) $115 

Fees noted do not include 5% GST.   

  

http://www.iabc.bc.ca/code-of-ethics/
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How to Enter 

There are four basic steps to completing an entry: 

Step 1: Decide on a division and category. There are three divisions: communication 

management, communication skills and communication creative; and 27 categories. Read 

this document thoroughly to determine which division and category your entry falls 

under.  

Step 2: Follow the guidelines in writing your Work Plan. The Work Plan describes 

your project’s communication program, how it was developed, and what you intended to 

achieve. If you enter more than one division or category, be sure to provide separate 

Work Plans for each entry and tailor your entry to each division and category you enter, 

based on the criteria in the category description. 

Step 3: Prepare your Work Sample. This is the supporting material for your Work Plan 

and includes materials such as publications, surveys, focus group results, photographs, 

video links, etc. 

Step 4: Submit your entry or entries and payment. You may include the fees for 

multiple entries in one cheque if the entries are submitted together.  

 

Step 1: Choose Your Division  

and Category 

Submissions fall under three broad categories: 

 Division 1: Communication Management  

 Division 2: Communication Skills 

 Division 3: Communication Creative 

It is important that you read the following descriptions carefully and choose the 

appropriate division and category for your submission(s). 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 same project, or parts of the project, may be submitted in different categories. You 

should, however, create a distinct Work Plan for each entry (i.e. Do not write one Work 

Plan and submit it to more than one category). 

You may submit as many entries as you wish, but separate fees apply for each entry. 
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Division 1: Communication Management 

The Communication Management division covers projects, programs and campaigns 

guided by a communication strategy. Entrants must demonstrate how their project 

applied a full range of planning and management skills, including research, analysis, 

strategy, tactical implementation and outcome-based evaluation. The Work Plan must 

demonstrate how the entry contributes to the organization’s overall business strategies. 

NOTE: Individual elements of a communication program, such as brochures, websites and 

newsletters, can also be entered in the Communication Skills or Communication Creative 

divisions.  

Category 1:  Government Relations – Programs targeted at government bodies and 

government agencies, or at internal stakeholders who play a role in or otherwise impact 

government relations. 

Category 2:  Community Relations – Programs targeted at community audiences of any 

kind. This includes work done by non-profit and volunteer organizations. 

Category 3:  Customer Relations – Programs targeted at customer audiences, including 

customer relationship management and customer research. 

Category 4:  International Communications – Programs targeted at international 

audiences, including multinational consumers and international organizations, as well as 

programs undertaken by multinational bodies (e.g. European Union, MERCOSUR). 

Category 5:  Media Relations – Programs that use the news media as the main channel 

for reaching target audiences. 

Category 6:  Multi-Audience Communication – Programs targeted at more than one 

internal and/or external audience. 

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 labour relations, crises, mergers, 

acquisitions, public policy or environmental concerns.  

Category 9:  Employee/Member Communication – Programs targeted at employee or 

member audiences. This category includes programs that create awareness and influence 

opinion or behavioural 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 pensions, 

stock and compensation, or recruitment and retention. 
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Category 11:  Strategic Communication Processes – 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 – Includes strategies for new brands and for 

repositioning existing brands, including the research used to shape brand changes. 

Programs include branch architectures, changes to corporate identities, and design 

solutions addressing the challenges of brand communication. 

Category 13:  Special Events – Internal or External – 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.  

Category 14:  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. 

Entries in this category may also include programs that feature educational 

entertainment, used in places where a single medium (e.g. radio or television) may be the 

only way to get societal change messages to a large population. 

Category 15:  Multilingual Communication – Programs targeted at bilingual and/or 

multilingual audiences, including non-native-language speakers. 

Category 16:  Electronic and Digital Communication – 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, websites and intranet sites. This category includes published 

content that audiences access predominantly online. Please consider carefully whether 

your program fits this category or Category 17, Social Media. 

Category 17:  Social Media – Programs encompass a range of new tools and practices 

that allow individuals and groups to collaborate and share knowledge and experiences 

online. Tools and practices are intended to engage an audience (whether internal or 

external) in conversation, rather than broadcast information in one direction. The tools 

and techniques currently eligible include (but are not limited to): 

 Conversation-enabled publishing platforms (blogs, podcasts, etc.) 

 Social networks (LinkedIn, Facebook, MySpace, Dopplr, etc.) 

 Democratized content networks (Digg, wikis, message boards, etc.) 

 Presence networks/micro blogging (Twitter, Jaiku, Pownce, etc.) 

 Content-sharing sites (YouTube, Flickr, DeLicio.us, etc.) 
 Virtual networking platforms (Second Life, There.com, etc.)  
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Division 2: Communication Skills 

The Communication Skills division includes communication products (publications, 
advertising, websites, newsletters, etc.) that showcase technical skills such as editing, 
writing, design and multimedia production. Entries in this division are generally tactical in 
nature. In addition to overall excellence, entrants must demonstrate creativity in 
engaging audiences/stakeholders to determine the project’s relevance, usability, and 
accessibility, as well as 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 the Communication Management division. 

Category 18:  Electronic and Digital Communication – Computer-based communication 
projects produced for internal or external audiences that primarily use electronic 
production and/or delivery tools. This category includes published content that audiences 
access online. This includes: 

 Electronic newsletters 

 Electronic annual reports 

 Websites and intranets 

Category 19:  Audiovisual – Programs in this category use sound, video, film, slides, CDs 
or a combination of these elements. Examples include: 

 Video programs/overall productions 

 Audio-only programs 

 Slide-and-sound programs 

 Films 

Category 20:  Publications – Includes internal or external publications in all formats 
except electronic. Examples include: 

 Magazines (one colour or more) 

 Newspapers 

 Magapapers/tabloids 

 Newsletters 

 Annual reports 

 Special publications 

Category 21:  Writing – Original material written for a particular communication project. 
This includes: 

 Personality profiles 

 Stand-alone or recurring features or columns 

 Editorials or advertorials 

 Interpretive/expository articles 

 News releases or news articles 

 Speeches or scripts 

 Sales promotion and marketing 

 Technical writing 

 Writing for online distribution 
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Division 3: Communication Creative 

The Communication Creative division includes projects that showcase creative talent and 
design that also perform communicative functions. Redesign projects are also included in 
this division. Entrants must demonstrate innovation and creativity based on 
audience/stakeholder engagement to determine relevance, usability and accessibility; 
strategic alignment with an organization’s business goals; and effective visual 
communication.  

Note: An individual product may also be entered as part of an overall program in the 
Communication Management division. 

Category 22:  Publication Design – This category is for design of internal or external 
publications in all formats, including electronic. These publications include: 

 Magazines (one colour 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, illustrations, paintings, 
collages, montages, mobiles, invitations, special signs, etc. that appear in: 

 Book and magazine covers 

 Posters, displays, bulletin boards, etc. 

 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. This includes: 

 Website design 

 Intranet site design 

 CDs or DVDs 

 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. Examples include: 

 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.  
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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 

 Print 

Step 2: Create Your 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. 

The evaluation and maximum length of your work plan varies by division: 

Division 1:  Communication Management 

 Scoring: 50% Work Plan / 50% Work Sample 

 Maximum length of Work Plan: 4 pages 

Division 2:  Communication Skills 

 Scoring: 40% Work Plan / 60% Work Sample 

 Maximum length of Work Plan: 3 pages 

Division 3:  Communication Creative 

 Scoring: 25% Work Plan / 75% Work Sample 

 Maximum length of Work Plan: 2 pages 

Entries must be typed and meet the following formatting standards: 

 Minimum font size 10 points 

 Single-column (paragraph) format with no less than half an inch (3 cm) margins 
on all sides 

 8.5 x 11 inch paper 

 Fit into a binder with a maximum ring diameter of one and one-half inches 

List the following information at the top of your Work Plan (not on a separate page): 

 Entrant’s name 

 Entrant’s organization 

 Client organization or outside agency (if applicable) 

 Title of entry 

 Division and category 

 Time period of project: specify when the communication project took place. 

 Brief description: provide a one- or two-sentence description of your entry. 
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Work Plan Layout 
Divisions 1 and 2: Communication Management  
and Communication Skills Work Plans 

 
For Divisions 1 and 2, complete the core elements of your Work Plan by providing the 
following information, using the headings provided: 
 
1. Business Need/Opportunity:  What business need or opportunity did the entry 
address? How did it affect the organization? Clearly describe the issues the organization 
faced and outline any impact these issues had on performance, reputation, image, 
profits, participation, etc. Highlight any formal or informal research findings that support 
your analysis of the need or opportunity. 

2. Intended Audience:  List the target audience(s). Describe the intended audiences 
(primary and any other audiences) and specify the key, relevant characteristics (needs, 
preferences, demographics, etc.) that factored into developing the solution. 

3. Goals/Objectives:  In responding to the need described above, what communication 
goals and objectives were articulated and how did they relate to the business objectives 
or strategies? 

Goals describe what your communication project was designed to accomplish. Choose 
one or two key goals to describe in detail. These key goals should be oriented to your 
organization’s future needs. Goals are not measurable, but often lofty and/or visionary. 

Objectives should be realistic and measurable, and should examine outcomes such as 
quantity, time, cost, percentages, quality, change in behaviour (did your audience start 
doing something, stop doing something or keep doing something?), or other criteria. How 
directly do the measurable objectives address the stated business need? 

4. Solution Overview:  What solution was developed and why? Summarize the project, 
program or campaign and describe the rationale for the chosen approach. Describe the 
projected impact on the business need or opportunity. The solution should demonstrate 
your thought process, imagination and approach to problem solving. How effective was 
the program or project in meeting the stated business objectives? How effectively was 
the program implemented in terms of budget, time and other resources? 

5. Implementation and Challenges:  What challenges did you face? Describe how the 
project was implemented (include budget, time, technical equipment and other 
resources). It does not matter if the budget was small – show how you made efficient use 
of money. Discuss time frames and describe any limitation or challenges that you faced 
when selling and implementing your ideas. Judges are looking for flexibility and a capacity 
to resolve problems and negotiate solutions. Note any special circumstances and discuss 
how they were addressed. 

6. Measurement/Evaluation:  How did you measure your project’s results? Every result 
should be linked to one or more objectives and to each target audience. Results must be 
shown to be valuable, thorough, and convincing. Measurement should demonstrate 
outcomes, not outputs. What indicators were used to measure the project’s success in 
meeting its objectives? Measurements must be quantifiable and must be linked back to 
the objectives. How successful was the solution in meeting the business need or 
opportunity? What criteria were used to evaluate the results against the objectives?  
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Division 3: Communication Creative Work Plans 

 
For Division 3, complete the core elements of your Work Plan by providing the following 
information, using the headings provided: 
1. Project Summary:  Give an overview of your project. What business need or 
opportunity did your creative solution address? 

 
2. Intended Audience(s):  List the target audience(s). Describe the intended audiences 
(primary and other audiences) and specify the key characteristics (needs, preferences, 
demographics, etc.) which factored into developing the solution. Describe any research 
you did on your audience. 

3. Objectives:  What were your project’s creative objectives? What outcome did you 
target? How did your creative objectives contribute to meeting your organization’s 
business need or opportunity? 

4. Key Messages/Theme:  What messages or themes were most critical to convey? State 
your key messages or themes. 

5. 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. 

6. 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 creative 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. 

Step 3: Prepare Your Work Sample 
The Work Sample supports the Work Plan by providing evidence of the approach and 
results. It includes the supporting materials illustrating your communication program. It 
can include the actual materials identified in the Work Plan, such as communications 
programs, publications, surveys, focus group results, videos, photographs, etc. Your Work 
Sample should represent the scope of your work. Be selective with your Work Sample. 
Does your Work Sample portray the solution described in the Work Plan? 
For larger communication programs, pick examples that best represent your entry, rather 
than send every item. Make sure materials are properly labeled with the name of the 
entrant, the organization’s name and the award category. 

Work Samples should be submitted in formats easily handled and reviewed by the judges. 
Electronic and interactive Work Samples should be viewable on Windows equipment 
and/or software. For websites, provide the URL or IP address of the site in your entry. For 
intranets or “limited, secured access” sites, provide instructions on how to register for the 
site, along with an account name and/or password. If access may be a barrier to 
evaluation or the site may change after submission, consider submitting a “tour of the 
Work Sample” (five minutes or less) on a CD. 

Submit colour photos (8 x 10 inches maximum) or large, heavy or bulky samples such as 
bulletin boards, displays, sculptures, etc. 
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Division 1: Communication Management 

 
The Work Sample is worth 50% of the submission. General rule of thumb: Work Sample 
elements should be efficient – include only pieces that back up your submission such as 
printed pieces, photos of events, letters of endorsement and other key documents. It is 
not necessary to include minutes of meetings, memos, project plans, every media 
clipping, etc., unless the item specifically provides necessary proof.  

Division 2: Communication Skills 

 
The Work Sample is worth 60% of the submission. Work Samples should show finished 
products and key documents that support the Work Plan. 

Division3: Communication Creative 

 
The Work Sample is worth 75% of the submission and should show the finished creative 
product. 

Step 4: Submission and Payment 
Each submission package must contain: 

1. Two copies of an entry form: included at the end of this document.   

2. One hard copy of your entry. Entries and payment must be received in hand (not 

postmarked) by the deadlines noted on page 4. They may be submitted by mail, couriered 

or dropped off in person (Monday-Friday between 8:30 a.m. and 4:30 p.m.) to: 

IABC/BC Bronze Quill Awards 

Office Suites 

#400 – 601 West Broadway 

Vancouver BC  V5Z 4C2 

3. Payment: a cheque payable to IABC/BC or your credit card information. 

Judging 
Entries are judged quantitatively using the parameters outlined in each category 

description. IABC communication professionals with marking experience will judge your 

entry based on a standardized judging score sheet. After judges have completed the score 

sheets, your total points will determine if you win a Bronze Quill Award, and if so, 

whether it is an Award of Excellence or an Award of Merit. 

 

The Bronze Quill Awards Gala 
Winners are recognized at the Bronze Quill Awards Gala in June (date to be confirmed 

soon) in front of peers and colleagues as we celebrate excellence in our field. Those who 

have not entered a submission but would like to enjoy the Gala are welcome to attend! 

Watch for more information about the awards event in the coming weeks.  

If you have any questions, please contact our Bronze Quill co-chair Nancy Painter, ABC, at 

604-760-8741 or painters@telus.net. 

file:///C:/Users/kf641/AppData/Local/Temp/notesE97E9E/painters@telus.net
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It’s Time to Shine!  
2013 IABC/BC Bronze Quill Awards Entry Form 
 

Please complete and send TWO copies of this form for each entry. 
 
Entrant’s name: __________________________________________________ 
 
Organization: ____________________________________________________ 
 
Client organization or outside agency: _________________________________ 
 
Address: ________________________________________________________ 
 
Phone: ________________________ Email: ____________________________ 
 
Division and category: _____________________________________________ 
 
Title of entry: ____________________________________________________ 
 
Indicate your membership status and the appropriate fee by checking the 
corresponding circle(s) below. Payment must be in Canadian dollars. If the entry is 
being submitted by a consultant or an agency, please include a letter of 
permission from the client. 
 Early Bird: Received by  

noon, May 3, 2013 
Regular: Received by  
noon, May 10, 2013 

IABC member: 1
st

 entry Ο   $85 + 4.25 GST = $89.25 Ο   $100  + $5.00 GST = $105.00 

Additional entries Ο  $75 + $3.75 GST = $78.75  Ο  $90 + $4.50 GST = $94.50 

   

Non-member: 1
st

 entry Ο  $110 + $5.50 GST = $115.50 Ο  $125 + $6.25 GST = $131.25 

Additional entries Ο  $100 + $5.00 GST = $105.00 Ο  $115 + $5.75 GST = $120.75 
 

Total number of entries  

Total amount owing including GST  

 
Credit card type: ________________________ Expiry Date ________________________ 
 
Credit card number: _______________________________________________________ 
 
Name on card: ____________________________________________________________ 
 
Cardholder’s signature: _____________________________________________________ 
 
Billing address for cardholder: _______________________________________________ 
*Please make cheques payable to IABC/BC. Do not mail cash. 
 
By entering my work in the 2013 IABC/BC Bronze Quill Awards, I grant IABC/BC rights, 
title and interest to reproduce my work in its print and electronic vehicles if my entry 
wins an award. 
 
Signature _____________________________________________ Date: ____________ 
NOTE:  IABC does not return entries after they are judged; please do not send original material for which you 
do not have duplicate copies. 


