


THE PRISM AWARDS are Arkansas's top honor

for outstanding work in the field of public relations.

The program is conducted by the Arkansas Chapter of the
Public Relations Society of America to recognize commend-
able public relations programs and the skills of Arkansas
practitioners, companies and organizations.

The program also encourages improved public
relations, professionalism, performance and techniques.
The competition is open to members and non-members
of the Arkansas Chapter of PRSA.

In order to bring the highest level of professionalism

to the Prism Awards program, we arrange for a group of
APR professionals from outside the Arkansas PRSA
chapter to judge entries.

There are two divisions for entries: the multi-element
categories (1-12) for campaigns and total PR programs
involving several elements or pieces, and single-element
pieces and programs (13-26). All winners will receive a
Prism Award. Finalists will receive an award of merit.

Each multi-element program should only be entered in
one category. Individual elements from the multi-element
program may be entered in other categories in the single
element divisions. Judges may, at their discretion, move
entries to other categories if appropriate.

PRISMS WILL BE PRESENTED IN A CEREMONY ON
SEPTEMBER 23. Look for detailed information about this
special event soon! Save money and submit your entry
by the EARLY BIRD DEADLINE OF JULY 15, or submit
before the REGULAR DEADLINE THURSDAY, AUGUST 12,
BY 4:30 P.M.

FOR MORE INFORMATION CONTACT
THE 2010 PRISM AWARD CO-CHAIRS:

(Awards) Ginny Wiedower | 501.472.1634
ginwied@hotmail.com

(Event) Denver Day | 501.376.4567
dday@heartaruw.org

(Event) Sarah Carter | 501.766.6707
sarah.carter@dalecarnegie.com

ENTRY REQUIREMENTS:

You must ensure that a majority (70%) of the program or

activity took place January 1, 2009 through June 1, 2010.

Submit entry on pages no larger than 8.5 x 11 inches.
Limit entry to one hardcover, stiff-spine, three-ring
binder. Leave binder cover and spine free of lettering,
labels or artwork. Entries that do not meet these
requirements will be disqualified and returned.

For categories 1-12, prepare a typewritten summary no
longer than two pages describing the entry and clearly
identifying the research, planning and execution and
evaluation of the program, as defined in the judging
criteria. If information cannot be provided on a given
area (such as budget or measured results), explain why
so judges can take this into account.

Incorporate supporting materials such as photography,
letters, scripts, storyboards, clippings and copies of
other materials used in executing the program so long
as materials fit in the three-ring binder and can be
secured so they do not fall out of the binder. Several
examples of supporting data are sufficient to give
judges a basis for evaluation.

If desired, examples of audiovisual materials and
coverage, including excerpts of television programs/spots,
radio coverage/spots and video/film/slide presentations
may be submitted only on a single DVD or 1/2-inch VHS
video cassette of not more than five minutes’ duration
(as supporting documents for categories 1-12).

Label video with category entered, name of entrant

and title of program.

For categories 13-25, prepare a typewritten summary
of the entry, no longer than one page, which includes

the message to be communicated, intended audience

and overall results.

Enclose a check or money order payable to
PRSA Arkansas Chapter, Prism Awards,
P.O. BOX 7532, Little Rock, AR 72217.

We will make every effort to return all materials entered
in the competition. We cannot guarantee that materials
will not be lost or damaged, so copies of all entries should
be made and kept by entrants.

PRISM
AWARDS

CEREMONY
SEPT. 23

MULTI-ELEMENT PROGRAMS:

The Arkansas Chapter will
recognize a Prism entrant with a

BEST OF SHOW AWARD.

This award will be at the discretion of
the judging panel and will be awarded to the
entry that best showcases outstanding
public relations practices.

Each multi-element entry (1-12) will be judged on the entrant’s summary and the judges’ critique of the following:

- Research that defines the need or opportunity for the program and sets the objectives for the program.

- Action planning, strategies and tactics used to develop the program, including originality and judgment,
completeness or comprehensiveness, and budget, as measured against the benefits to be gained.

- Execution or communications of the program that will demonstrate the professionalism and effectiveness of

the tools and techniques used.

- Evaluation that shows how the success of the program was measured against its original objectives.

Below is a suggested outline to use when creating your two-page summary:

1. Research
2. Goals/Objectives

3. Planning/Execution (includes strategies and tactics)

4. Evaluation/Results

COMMUNITY RELATIONS -

To improve relations with the community, to correct
community misunderstandings or to better the community.
A. Business

B. Non-Profit Organization

INSTITUTIONAL PROGRAMS -

To build public understanding or a more clear
public identity.

A. Business

B. Non-Profit Organization

INTERNAL COMMUNICATIONS -

To create or increase employee motivation or goodwill,
improve morale, correct misconceptions, explain new
policies or plans or improve employee/management
relations.

INVESTOR RELATIONS -

Any programs directed at stockholders or publicly held
companies. Annual reports may be included as part of
an overall investor relations program.

MARKETING COMMUNICATIONS -

Programs designed to publicize and promote products
or services.

A. Business

B. Non-Profit Organization

MULTICULTURAL PUBLIC RELATIONS -

For any type of program (i.e., institutional, marketing,
community relations) specifically targeted to a
cultural group.

PUBLIC AFFAIRS -
For legislative or political activities, local, state or
federal government activities.

PUBLIC SERVICE -

Programs that promote societal good, in which the
sponsoring organization’s principal motivation is altruistic
or philanthropic.

PUBLIC RELATIONS ON A SHOESTRING BUDGET -
For any type of program designed to be cost efficient.
A. Business

B. Non-Profit Organization

SPECIAL EVENTS AND OBSERVANCES -

For open houses, anniversaries, plant tours, natural
observances or local celebrations.

A. Business

B. Non-Profit Organization

OTHER PUBLIC RELATIONS -
For programs not specifically covered above.



