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ABOUT
Recent years have seen purpose and cause marketing move from being a 
niche activity to a fundamental underpinning of corporate strategy among 
major corporations and brands, reaching near ubiquity in some industries. 
Old-style CSR has largely been replaced by a desire to add a bigger purpose 
at the heart of organizations in a truly authentic manner. At the same time, 
this has led to an increase in “purpose-washing” and inauthentic activations 
aimed at box-ticking and achieving short-term gain.

The second annual Purpose Awards by PRWeek will recognize activations 
that use creative ideas to further positive causes and also to acknowledge 
the organizations and individuals behind them.

The Awards are open to agencies, brands, public sector bodies, nonprofits, 
and NGOs. As consumers and potential staffers increasingly insist on brands 
they engage with and organizations they work for communicating what 
they believe in and standing up publicly for those values, winning a Purpose 
Award is the perfect way to demonstrate your organization’s authenticity in 
this crucial area.

The awards will take place during a cocktail party from 6 p.m. to 9 p.m. on 
October 14, 2020 in Chicago at Convene, 16 West Adams Street, Chicago, IL 
60603.



Haymarket Media Inc

2 0 2 0  E N T RY  K I T 
pr weekpurpos eawards.com

ACTIVATION AWARDS

*NEW* BEST B2B
For activity that emphasizes work for a professional 
audience — whether it be a niche business partner, 
the industry-at-large, or your own internal employees. 
Employees and partners are some of the most 
vocal advocates of purposeful work so judges 
will look for efforts within supply chains, local or 
regional communities, as well as internally through 
organizational purpose. 

BEST ENVIRONMENTAL
For activity led by brands that raises awareness of 
an environmental cause or issue and promotes it in 
an effective way. Judges will be looking for original 
creative ideas. Ideally the campaign will raise 
awareness or positive sentiment toward the cause/
issue, and/or help change behavior. The winning 
campaign will be expected to provide data to support 
its claims, where appropriate.

BEST HEALTH
For activity led by brands that raises awareness of 
a health-related cause or issue and promotes it in 
an effective way. Judges will be looking for original 
creative ideas. Ideally the campaign will raise 
awareness or positive sentiment toward the cause/
issue, and/or help change behavior. The winning 
campaign will be expected to provide data to support 
its claims, where appropriate.

BEST EQUITY & INCLUSION
For activity led by brands that raises awareness of 
a cause or issue related to equity and inclusion and 
promotes it in an effective way. Judges will be looking 
for original creative ideas. Ideally the campaign will 
raise awareness or positive sentiment toward the 

cause/issue, and/or help change behavior. The 
winning campaign will be expected to provide data to 
support its claims, where appropriate.

BEST PUBLIC AWARENESS
For activity led by brands that raises awareness of 
a cause or issue that is relevant to the public — but 
does not fall in the categories of “equity and inclusion,” 
“health” or “environmental” — and promotes it in 
an effective way. Judges will be looking for original 
creative ideas. Ideally the campaign will raise 
awareness or positive sentiment toward the cause/
issue, and/or help change behavior. The winning 
campaign will be expected to provide data to support 
its claims, where appropriate.

BEST FUNDRAISING
For activity led by brands focused on raising money 
for a particular fundraising cause. Ideally the winning 
campaign will raise awareness or positive sentiment 
towards both the cause/issue and the organization 
behind it. Judges will be looking for original creative 
ideas and will look favorably on campaigns that are 
shown to have not only helped raise money for the 
cause but have also changed behavior with calls to 
action. There will be no particular bias based on the 
scale of the cause — it is equally applicable to small, 
regional/local fundraising campaigns as to national 
or international ones. The winning campaign will be 
expected to provide data to support its claims, where 
appropriate.

BEST ADVOCACY
For activity led by brands focused on advocacy for 
a particular cause. Judges will be looking for original 
creative ideas. Ideally the winning campaign will raise 
awareness or positive sentiment toward both the 
cause/issue and the organization behind it. There 
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will be a particular focus on campaigns aimed at 
changing a decision or policy, or that use the law to 
secure change. There will be no particular bias based 
on the scale of the cause — it is equally applicable 
to small, regional/local campaigns as to national or 
international ones. The winning campaign will be 
expected to provide data to support its claims, where 
appropriate.

BEST PROOF OF AUTHENTICITY
For activity that demonstrates a bigger purpose at the 
heart of a brand or organization in a truly authentic 
manner. The winning initiative will include multiple 
elements to advance an issue, research-based 
insights to identify areas for investment and focus, 
using real people touched by the activation to tell the 
story. The execution will include long-term internal 
and external commitments and provide data to 
demonstrate real impact and products or services.

BEST USE OF CREATIVITY
For activity that demonstrates outstanding creative 
thinking and brilliant execution in order to reach 
determined goals. These goals could relate to 
health or environmental causes, public awareness, 
equity/inclusion, or other moral causes. The winning 
campaign will have at its heart a powerful and original 
idea, and the execution may combine excellent use 
of PR, advertising, marketing, or other genres. The 
winning campaign will be expected to provide data to 
support its claims, where appropriate.

BEST USE OF TECHNOLOGY
For activity that demonstrates outstanding use of 
technology in order to reach determined goals. These 
goals could relate to health or environmental causes, 
public awareness, equity/inclusion, or other moral 
causes. Technology has the potential to be a distinctly 

positive or negative force. The winning campaign 
will have at its heart a powerful and original idea, 
and the execution may combine excellent use of PR, 
advertising, marketing, or other genres. The winning 
campaign will be expected to provide data to support 
its claims, where appropriate. 

BEST USE OF MEASUREMENT
For activity that clearly benchmarks and achieves 
success in the pursuit of determined goals, both 
internally and externally. These goals could relate to 
health or environmental causes, public awareness, 
equity/inclusion, or other moral causes. The winning 
campaign will have at its heart a powerful and original 
idea, and the execution may combine excellent use 
of PR, advertising, marketing, or other genres. The 
winning campaign must provide credible data to 
support its claim (e.g., contextualizing measurement 
not only as an indicator of outcome, but also as a tool 
used to adjust the campaign throughout execution).

BEST USE OF DIGITAL/SOCIAL MEDIA
For activity that demonstrates outstanding use of 
social media and/or other digital resources in order 
to reach determined goals. These goals could relate 
to health or environmental causes, public awareness, 
equity/inclusion, or other moral causes. The winning 
campaign will have at its heart a powerful and original 
idea, and the execution may combine excellent use 
of PR, advertising, marketing, or other genres. The 
winning campaign will be expected to provide data to 
support its claims, where appropriate.

BEST USE OF CELEBRITY AND/OR 
INFLUENCERS
For activity that demonstrates outstanding use of a 
celebrity/celebrities and/or social media influencers 
in order to reach determined goals. These goals 
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could relate to health or environmental causes, public 
awareness, equity/inclusion, or other moral causes. 
The winning campaign will have at its heart a powerful 
and original idea, and the execution may combine 
excellent use of PR, advertising, marketing, or other 
genres. The winning campaign will be expected to 
provide data to support its claims, where appropriate. 
For the purposes of this category, influencers are 
defined as individuals or groups who have built 
their own following organically via social and digital 
channels, with no pre-existing fame.

BEST INTEGRATION INTO CULTURE
For activity that becomes authentically embedded 
in the culture of a brand or organization. Judges will 
be looking for original creative ideas that advance 
a purpose agenda. There will be a particular focus 
on initiatives that infuse purpose in the enterprise’s 
business or organization model. The winning 
execution will be expected to provide data to support 
its claims, where appropriate.

BEST COLLABORATION
For activity that involves multiple organizations (e.g., 
brands, nonprofits, public sector or federal bodies) 
raising awareness of a cause or issue and promoting 
it in an effective way. Judges will be looking for 
original creative ideas. Ideally the campaign will raise 
awareness or positive sentiment toward the cause/
issue, and/or help change behavior. The winning 
campaign will be expected to provide data to support 
its claims, where appropriate.

BEST STUDENT CAMPAIGN
For an activation carried out by students that 
demonstrates outstanding creative thinking and 
brilliant execution in order to reach determined goals. 
These goals could relate to health or environmental 

causes, public awareness, equity/inclusion, or other 
moral causes. The winning campaign will have at its 
heart a powerful and original idea, and the execution 
may combine excellent use of PR, advertising, 
marketing, or other genres. The winning campaign 
will be expected to provide data to support its claims, 
where appropriate.

*This category is free of charge.
  
COMPANY AWARDS

AGENCY OF THE YEAR
For an agency of any discipline that has demonstrated 
its ability to produce effective campaigns for good 
causes across multiple clients. Judges will look for 
agencies that have used a variety of techniques and 
channels in their campaign work to great effect, and 
those that have creativity at their heart. The winning 
entrant will be expected to provide data to support its 
claims, where appropriate.

BRAND OF THE YEAR
For a brand, corporation or multiple-brand-owning 
company that has demonstrated commitment to a 
good cause or good causes through more than just 
a single campaign in the year. The winning brand will 
be able to show that a positive purpose and cause 
is crucial to everything it does. The winning entrant 
will be expected to provide data to support its claims, 
where appropriate.
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PERSONALITY AWARDS

MOST PURPOSEFUL PERSON  
UNDER THE AGE OF 30
For the young person who has demonstrated 
commitment to a good cause or good causes through 
more than just a single campaign in the year. The 
winning executive will have shown a positive purpose 
and shown that cause is crucial to everything they do. 
The winning entry will be expected to provide data to 
support its claims, where appropriate.

MOST PURPOSEFUL AGENCY PRO
For the agency professional who has demonstrated 
commitment to a good cause or good causes through 
more than just a single activation in the year. The 
winning executive will have shown a positive purpose 
and shown that cause is crucial to everything they do 
for their clients. The winning entry will be expected to 
provide data to support its claims, where appropriate.

MOST PURPOSEFUL  
IN-HOUSE COMMUNICATOR 
For the communicator at a brand, corporation, 
or multiple-brand-owning company who has 
demonstrated commitment to a good cause or good 
causes through more than just a single campaign in the 
year. The winning executive will have shown a positive 
purpose and shown that cause is crucial to everything 
they do. The winning entry will be expected to provide 
data to support its claims, where appropriate.

MOST PURPOSEFUL CEO 
For the chief executive officer at a corporation 
or multiple-brand-owning company who has 
demonstrated purpose and commitment to a good 
cause or good causes through more than just a single 
campaign in the year. The CEO will have shown 
leadership and ability to convey effective messaging 
to internal and external audiences. Positive purpose 
and social responsibility will be crucial in everything 
they do and will have been imbued throughout their 
organization. The winning entry will be expected to 
provide data to support its claims, where appropriate. 
(Those leading creative, PR, and communications 
agencies should enter the Most Purposeful Agency  
Pro category)
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After entries are submitted, a panel of judges will begin a thorough 
judging process. Jurors include members of the PRWeek Purpose 
Council, senior PR professionals from agency, corporate, nonprofit, and 
government teams. Judges will be chosen for their professional and 
wide-ranging level of expertise in the area of purpose, communications, 
and corporate reputation.

Any juror who has a potential conflict of interest, including, but not 
restricted to, working for an agency that submitted that campaign and/or 
being involved with any aspect of the project, will not be allowed to judge 
that entry.

All jurors will be required to sign a confidentiality agreement that bans 
them from disclosing information from entry submissions.

Judges do not discuss their individual scores with anyone — not even 
with each other. As such, the winners are not known until Awards night 
itself. Only the highest-scoring entries will be awarded a winner. 

Note: This may mean that certain categories will not have a winner.

JUDGING
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ENTRY REQUIREMENTS

PRWeek’s Purpose Awards are open to agencies, 
brands, public sector organizations, nonprofits, and 
NGOs.

The eligibility period for submissions spans July 24, 
2019 and June 15, 2020 and your campaign submission 
should only discuss activity that took place between 
those dates. Some of the work must have occurred 
during this time, but it does not necessarily need to have 
been started or completed during the eligibility period.

Each entry must be submitted online. The entry form will 
vary for each category; please refer to the entry form 
section in this entry kit for further details. Once all entry 
information is prepared, you can submit your entries 
online. All entries must be submitted and paid for online. 
You may input your entry information and save as a draft 
to return at a later date to submit payment. Credit cards 
accepted include Visa, MasterCard, and American 
Express. Entries that are not paid prior to judging will not 
be considered.

You will be offered the opportunity, when entering 
online, to submit information separately that should 
be kept confidential (i.e., submitted only to the jury). 
PRWeek reserves the right to publish details of entries 
in the program, case studies, and related materials.

To accompany your submission, entries should be 
supported with relevant backup materials. These 
support materials should show evidence of the success 
of your work. Please refer to the support material 
section of this entry kit for further details.

ENTRY PRICING
$350 per entry
Late fee of an additional $100 per entry

KEY DATES
The entry deadline is Monday, June 8, 2020, 9 p.m. 
ET. Late entries will be received until Monday, June 15, 
2020, 9 p.m. ET. However, those entries received after 
Wednesday, June 15, will incur a late fee of $100 per entry.

Finalists are announced August 12, 2020
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SUPPORT MATERIAL

IMAGE
As part of your entry you must upload two key images.

IMPORTANT: Your key images are mandatory parts of your 
entry.  Should your entry reach the short list stage, these 
images may be used for publication in PRWeek and will be 
used on-screen during the awards night presentation. Your 
images must comply with the following:

Requirements:
• �The image should be 300 dpi and  

23.4 x 16.5 inches in size
• The image can be no larger than 15 MB

VIDEO
The use of video brings your entry to life and 
supplements still documents and images. You could 
show the video campaign, upload a fundraising 
video or do an interview with the team behind the 
campaign — let them tell the story in their own 
words. Get creative!

If the entry were to win, the video will be featured 
in the awards presentation.

Requirements:
• Required to upload in MP4 or MOV format
• �File size no larger than 350 MB,  

and a play time under 2 minutes

ADDITIONAL SUPPORTING EVIDENCE 
(OPTIONAL)
• Up to three relevant Web or social media links

jpg
300 dpi

23.4"

16.5"
15MB

.mov
.mp4

16

9
350MB

< 2 min
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these images may be used for publication in PRWeek 
and will be used on-screen during the awards night 
presentation. Your images must comply with the following:

Requirements:
• �The image should be 300 dpi and 23.4 x 16.5  

inches in size
• The image can be no larger than 15 MB

VIDEO
The use of video brings your entry to life and 
supplements still documents and images. You could 
show the video campaign, upload a fundraising video, or 
do an interview with the team behind the campaign — 
let them tell the story in their own words. Get creative!

Requirements:
• Required to upload in MP4 or MOV format
•� �File size no larger than 350 MB, and a play time  

under 2 minutes

ADDITIONAL SUPPORTING EVIDENCE 
(OPTIONAL)
• Up to three relevant Web or social media links

jpg
300 dpi

23.4"

16.5"
15MB

.mov
.mp4

16

9
350MB

< 2 min
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ENTRY FORM

ACTIVATION AWARDS
• Category
• �Title of work (for Activation categories) or name of 

company (for Organization and Individual categories)
• �Agency/Company (as applicable) submitting the entry 

as applicable) submitting the entry
• �Budgets — please give an outline of costs related to the 

activation and overall budget

For the following questions, always relate each answer 
back to “why the activation or initiative is authentically 
purposeful”

• �Objective (if in-house or nonprofit/NGO)  
or brief from client (if agency)

• Creativity/originality
• Strategy
• Method deployed
• Outcome, including formal evaluation of results
• �Insights, relation to objectives, brief and  

cost-effectiveness
• �Indication of third parties or outside  

contractors/vendors where used
• Confidential information

Support Material

IMAGE
As part of your entry you must upload two key images.

IMPORTANT: Your key images are mandatory parts 
of your entry. Please note that failure to submit two key 
images or to comply with the instructions below will result 
in your entry not being submitted to the judging panel for 
evaluation. Should your entry reach the short list stage, 
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ENTRY FORM

COMPANY AWARDS
• Category
• �Name of company (for Organization and Individual 

categories)
• �Agency/Company/(as applicable) submitting the entry
• �Statement of Purpose: 

The winning company will demonstrate that a positive 
purpose and cause is crucial to everything it does. The 
winning entrant will be expected to provide data to 
support its claims, where appropriate.

• Confidential information

Support Material

IMAGE
As part of your entry you must upload two key images.

IMPORTANT: Your key images are mandatory parts 
of your entry.  Should your entry reach the shortlist 
stage, these images may be used for publication 
in PRWeek and will be used on-screen during the 
awards night presentation. Your images must comply 
with the following:

Requirements:
• �The image should be 300 dpi and 23.4 x 16.5 inches  

in size
• The image can be no larger than 15 MB

VIDEO
The use of video brings your entry to life and 
supplements still documents and images. You could 
show the video campaign, upload a fundraising video, or 
do an interview with the team behind the campaign — 
let them tell the story in their own words. Get creative!

Requirements:
• Required to upload in MP4 or MOV format
• �File size no larger than 350 MB, and a play time under 

2 minutes
• �Additional supporting evidence (optional)
• Up to three relevant Web or social media links

ADDITIONAL SUPPORTING EVIDENCE 
(OPTIONAL)
• Up to three relevant Web or social media links

jpg
300 dpi

23.4"

16.5"
15MB

.mov
.mp4

16

9
350MB

< 2 min
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ENTRY FORM

PERSONALITY AWARDS
• Category
• �Name of company (for Organization and Individual categories)
• �Agency/Company (as applicable) submitting the entry
• �Statement of Purpose: 

The winning person will have demonstrated a positive 
purpose and shown that cause is crucial to everything 
they do. The winning entry will be expected to provide 
data to support its claims, where appropriate.

• Confidential information

Support Material

IMAGE
As part of your entry you must upload two key images.

IMPORTANT: Your key images are mandatory parts of your 
entry. Please note that failure to submit two key images or to 
comply with the instructions below will result in your entry not 
being submitted to the judging panel for evaluation. Should 
your entry reach the short list stage, these images may be 
used for publication in PRWeek and will be used on-screen 
during the awards night presentation. Your images must 
comply with the following:

Requirements:
• �The image should be 300 dpi and 23.4 x 16.5 inches  

in size
• The image can be no larger than 15 MB

VIDEO
The use of video brings your entry to life and 
supplements still documents and images. You could 
show the video campaign, upload a fundraising video, or 
do an interview with the team behind the campaign — 
let them tell the story in their own words. Get creative!
If the entry was to win, the video will be featured in the 
awards presentation.

Requirements:
• Required to upload in MP4 or MOV format
• �File size no larger than 350 MB, and a play time under 

2 minutes

ADDITIONAL SUPPORTING EVIDENCE 
(OPTIONAL)
• Up to three relevant Web or social media links

jpg
300 dpi

23.4"

16.5"
15MB

.mov
.mp4
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9
350MB
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