
EDUCATION

PRWeek 51 www.prweekus.com • AWARDS 2010

 Winner
New York University 
School of Continuing and 
Professional Studies
With continued growth and high-
profile partnerships, the masters 
program in PR and corporate 
communications at New York 
University set itself apart for the 
second year in a row. Its relation-
ships with senior-level PR pros are 
a major part of its success, and this 
year, Helen Ostrowski, retired Por-
ter Novelli chair, joined the core 
faculty of 27 adjunct professors. 

NYU boasts a constantly updat-
ed, 14-course curriculum, focus-
ing on writing, strategic thinking, 
and integrating social media with 
business objectives. Professors are 
encouraged to have class blogs and 
accounts on Twitter, Facebook, and 
LinkedIn, facilitating interaction 
through online communities. 

Future plans include introduc-
ing a social media course in early 
2010 and the launch of a graduate 
certificate in global PR in Septem-
ber. In its fourth year, the overall 
program has 160 active students, 

including an incoming class of 
48 – its largest to date.

Outside of class, students learned 
about PR from guest lecturers like 
GE’s Gary Sheffer and IBM’s Jon 
Iwata. In June, NYU partnered 
with Johnson & Johnson to launch 
the Academy for Communication 
Excellence and Leadership. The 
school also has strong ties to PR 
organizations including PRSA, 
The Council of PR Firms, and 
the Arthur Page Society.

The practicum program at NYU 
adds to the educational value, 
offering students real-world expe-
rience in research, analysis, tactics, 

strategies, project management, 
and client interaction. 

Graduating students have found 
jobs at top PR firms, government 
organizations, and corporations. 
Adding to the school’s reputation, 
the UN published a paper written 
by grad student Lauren Isenman 
and academic director John Door-
ley (pictured) about Ketchum’s 
work to identify and rescue victims 
of human trafficking.

“NYU has the best reputation 
and arguably the most resources, 
which distinguished it,” noted one 
judge. “It’s the gold standard” and 
“consistently strong,” others said.

Honorable Mention
University of Alabama
The University of Alabama is one 
of the US’ five largest PR programs, 
with a diverse group of 600 undergrad 
and 25 grad students. The program 
focuses on writing and speaking skills, 
new media, and integration. Students 
work with real clients in the Capstone 
Campaign Course, while the PR 
History Wiki, launched by students 
and one teacher, serves as a valuable 
resource. The program “combines 
wide course offerings, solid inclusion 
of digital media tools, and a commit-
ment to diversity,” one judge said.

PR Education Program of the Year 2010
Sponsored by Waggener Edstrom Worldwide

The Award
Open to any PR undergraduate 
or graduate curriculum taught 
in the fall 2008 or spring 2009 
semester. This award recognizes 
achievement in lesson plans that 
educate the next crop of PR pro-
fessionals. Entries will be judged 
based on the ability for professors 
to use both real-world case stud-
ies and instructive scenarios to 
educate students about new media, 
media relations, crisis communi-
cations, and other tactics.

Finalists 2010
■ Brigham Young University 

■ Georgetown University, 
 School of Continuing Studies 

■ Howard University 

■ New York University 
 School of Continuing and   
 Professional Studies 

■ University of Alabama

Waggener Edstrom Worldwide 
is a global, integrated communi-
cations agency. For more than 25 
years, the independently owned 
fi rm has developed strategic 
communications programs for 
innovative and world-changing 
clients, working to infl uence 
markets, inspire people, and 
improve lives. WE has six global 
practices: Consumer Marketing, 
Corporate Communications, 
Healthcare, Public Affairs, WE 
Social Innovation, and Technology.
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 Winner
Scholastic
Scholastic is an entity that many 
recognize as a textbook publisher. 
However, with an ever-expanding 
reach, the PR team at the global 
children’s publishing, education, 
and media company set out to 
position it as a thought-leader in 
reading and education, as well as 
to build its corporate reputation 
among various key audiences.

Judges were blown away with 
how much the PR team was able 
to accomplish in a set time period. 
“The scope of activity and level of 
integration was simply outstand-
ing,” opined one judge. 

Scholastic’s social media forays 
netted notable results. Last Sep-
tember, it launched the Scholastic 
Book Clubs Facebook fan page, 
which attracted 2,300-plus fans 
in less than a month. Its corporate 
blog, On Our Minds, draws nearly 
4,500 visitors a month. Its Winter’s 
Tail webcast, an initiative to teach 
students about marine wildlife, 
had 12,500 unique viewers.

With its Scholastic Kids Press 
Corps (SKPC), the organiza-
tion prompts youngsters to keep 
up with the news. Ahead of the 
recent presidential election and 
inauguration, the SKPC was 
featured in more than 200 print 
stories, 125-plus national and local 
TV segments, and hundreds of 
online articles, blog posts, and 
microblog mentions. 

For a recent promotion involving 
The 39 Clues, a series of adventure 
books published by Scholastic, the 
team created a multimedia series 
as an innovative approach to inte-
grating digital and print reading. 
To date, more than 660,000 kids 

in 100-plus countries have regis-
tered at the39clues.com to digitize 
cards, play games, and earn points 
as they hunt for The 39 Clues.

The team also did well in keep-
ing some existing initiatives top 
of mind, such as its longstanding 
philanthropic program, The Scho-
lastic Art & Writing Awards.

A company that promotes learn-
ing proved masterful at educating 
various audiences about its myriad 
programs, an accomplishment 
noted by the judges.

“Impeccable,” gushed one judge. 
“The work reflects an impressive 
mix of strategy, creativity, and 
execution. Extraordinary.”

Honorable Mention
Cisco Systems
Long known as the “plumber of the 
Internet,” Cisco was ready in 2009 to 
battle top tech companies for mind-
share. Due to in-house team efforts, 
Zogby polling showed that Cisco 
passed IBM and Dell as the most im-
portant tech company among CXOs 
and media. Cisco’s positive tonality 
rose 70%. The team also helped accel-
erate Cisco’s entry into adjacent mar-
kets for Internet video, collaboration, 
and data center technologies. Core-
Brand polling also shows Cisco lead-
ing Microsoft, Google, HP, IBM, 
and Apple in terms of “investment 
potential.” “This stands out in terms 
of strategic thinking,” said one judge. 

In-House PR Team of the Year 2010
Sponsored by Ketchum

The Award
Open to any in-house nonprofi t, 
government, or corporate PR 
team, this award honors success in 
addressing the spectrum of man-
agement issues and objectives, and 
in handling corporate communica-
tions, campaigns, and programs, 
including crisis situations. Judges 
considered communications man-
agement achievements, such as 
cost-effective use of in-house and 
external resources, department 
restructuring programs, and 
success in integrating other com-
munications functions – including 
advertising, event management, 
and Web development – into the 
PR function.

Finalists 2010
■ Bausch & Lomb

■ Cisco Systems

■ Ford Motor Company

■ Scholastic

■ Virgin America

One of the world’s leading 
full-service, global PR agencies, 
Ketchum delivers innovations 
that help clients across all in-
dustries quickly realize their 
communications goals. As a 
sponsor of the PRWeek Awards, 
we congratulate all the fi nalists.
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 Winner
Catalyst Public Relations
Founded four years ago, Catalyst 
focuses on three distinct practice 
areas: sports, active lifestyle, and 
entertainment. With three offices 
across the US, the agency works 
with a select roster of 15 brands, 
including Under Armour and 
Subway Restaurants. This model 
allows the agency’s most senior 
people to work very closely on 
accounts, something which helped 
to contribute to the agency’s 94% 
client-retention rate. 

Each year, the firm conducts a 
client survey to measure overall 
performance, service challenges, 
and business outlook. Impressively, 
all clients would be likely to rec-
ommend Catalyst to a friend or 
colleague at another company. 

Perhaps most notable for the 
judges was that the firm predicted 
its 2009 revenue would be up 15% 
over the previous year, something 
one judge called “impressive” in 
a down economy. This is due to 

not only the client retention, but 
also to its expanding social media 
expertise – securing additional 
assignments from clients like Sub-
way, Vitaminwater, and Timex. 

Research and measurement were 
key growth areas for the agency in 
2009, as it concentrated on giving 
these tools to its account teams to 
help them better understand their 
clients’ target consumer. 

Another area that impressed the 
judges was Catalyst’s employee-
retention rate of more than 80%. 
The agency attributes part of 
this to the fact that employees 

have the chance to work with 
clients and programs that repre-
sent their passions and interests. 

In addition, the Catalyst Cul-
ture Club, a new employee-driven 
group, helped institute a formal 
mentoring program and profes-
sional development workshops on 
strategic writing, media relations, 
digital media, and research trends, 
something one judge cited as 
being particularly impressive. 

Overall, Catalyst’s high-profile 
clients and high staff- and client-
retention rates helped it earn Bou-
tique Agency of the Year honors.

Honorable Mention
Linhart Public Relations
In one of the industry’s worst years, 
Linhart’s revenues rose 21.7%, some-
thing which impressed the judges. In 
addition to long-term clients like Johns 
Manville, Chipotle, and Panera Bread, 
the firm added Southwest Airlines, 
Fogo de Chao, mix1 Beverage Co., 
and Colorado Technical University. 
The annual client satisfaction survey 
yielded a 3.48 out of 4 score for the 
agency and it earned a Net Promoter 
score of 100%, as all clients would 
recommend it to others looking for 
a firm. Judges also cited the agency’s 
charitable work – over the past year 
the firm donated $34,580 to support 
local and national groups and provided 
$83,474 in pro bono PR services. 

Boutique PR Agency of the Year 2010
Sponsored by Chandler Chicco Companies

The Award
Open to any fi rm whose current 
annual PR income (consisting 
of fees plus mark-up for disburse-
ments) is less than $5 million. 
The CEOs of each fi rm were 
required to certify in writing that 
the agency’s annual PR income 
met those qualifi cations, as well 
as date of incorporation and 
number of employees. This award 
recognizes fi nancial and client-list 
growth, client retention, and PR 
creativity and innovation.

Finalists 2010
■ Catalyst Public Relations 

■ Dukas Public Relations 

■ Getting Your Message Right 
 (GYMR) Public Relations

■ Linhart Public Relations 

■ Mitchell Communications   
 Group

Chandler Chicco Companies is 
a network of global companies 
representing best-in-class capa-
bilities in healthcare communi-
cations across public relations, 
medical education, market access, 
scientifi c and clinical trial commu-
nications, marketing and brand-
ing, graphic design, media and 
production, and research 
and measurement. Current CCC 
companies include: Chandler 
Chicco Agency, Biosector 2, Lit-
mus, Determinus, ‘nition, Allidura 
Consumer, Brandtectonics and 
Chandler Chicco Productions. 
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 Winner
Lambert, Edwards 
& Associates
Boasting clients such as Spartan 
Motors, Georgia-Pacific, and 
Zondervan, Lambert, Edwards 
& Associates (LE&A) “stood out” 
among the other entries, according 
to one judge. The firm reported 6% 
growth in organic revenue, a 5% 
increase in net profit in the 2009 
period, and has recorded annual 
adjusted operating profit of more 
than 30% for five years running. 

During 2009, the firm added 
clients such as Asprius, Percep-
tron, ExpressJet, Michigan Fit-
ness Foundation, and the Salvation 
Army Kroc Center. It also acquired 
John Bailey & Associates, a PR 
and public affairs firm with offices 
in Detroit and Lansing, MI, mak-
ing Lambert a statewide firm. 

In addition to this physical 
expansion, LE&A opened a fully 
equipped high-definition studio 
for media training, CEO inter-
views, podcasts, and other digital 
work. The agency also expanded 
into two new areas: environ-
mental sustainability and brand 

communications. The environ-
mental sustainability specialty, 
called cLEAn, works across the 
firm’s five practices: automotive, 
consumer, financial communica-
tions, healthcare and technology, 
and public affairs. 

Part of LE&A’s biggest commit-
ment is to its own employees; in 
fact the company vision includes 
a hierarchy of importance that 
begins with the firm, followed by 
staff, and then clients. In addi-
tion to offering fully paid health 
insurance, parking, and wellness 
program reimbursements, the 
agency aids individual growth 
by hosting in-house training 

classes and writing workshops. 
It also encourages and pays for 
employees to pursue nonprofit 
activities and national training. 

LE&A is committed to giving 
back to its community, as agency 
associates provided a generous 
amount of pro bono and com-
munications support, including 
Alzheimer’s Association, American 
Diabetes Association, Make-A-
Wish Foundation, and Associa-
tion for Corporate Growth. 

The agency’s financial perfor-
mance, client work, and innova-
tion all contributed to the judges’ 
opinion that it was a clear winner 
for Small Agency of the Year. 

Honorable Mention
Singer Associates
Despite a staff of just 12, Singer once 
again reached revenues of over $5 mil-
lion for 2009 and was described as an 
all-around “solid” agency by several of 
the judges. Since being founded in 
2000, the agency has never lost a major 
client. Its longest-running clients 
include Chevron, Recology, Lennar, 
Olympic Club, Transbay Joint Powers 
Authority, and Stanford Hospital & 
Clinics. The past year also saw inno-
vation on the part of the agency, as it 
created and built upon a proprietary 
electronic news and video clipping 
service – SingerMedia – for clients.

Small PR Agency of the Year 2010
Sponsored by Fleishman-Hillard

The Award
Open to any fi rm whose current 
annual PR income (consisting of 
fees plus mark-up for disburse-
ments) is from $5 million to $10 
million. The CEOs of each fi rm 
were required to certify in writ-
ing that the agency’s annual PR 
income met those qualifi cations, as 
well as date of incorporation and 
number of employees. This award 
recognizes fi nancial and client-list 
growth, client retention, and PR 
creativity and innovation.

Finalists 2010
■ Cubitt Jacobs & Prosek   
 Communications 

■ Eric Mower and Associates 

■ Lambert, Edwards & Associates 

■ Merritt Group 

■ Singer Associates 

Fleishman-Hillard Inc., one of the 
world’s leading public relations 
fi rms, has built its reputation by 
using strategic communications 
to deliver what its clients value 
most: meaningful, positive, and 
measurable impact on the per-
formance of their organizations. 
The fi rm operates worldwide 
through its 80 owned offi ces. 
For more information, visit 
www.fl eishman.com.

SM
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 Winner
Emanate
Founded four years ago, Emanate 
earned this honor by impressing 
judges with its client work, agency 
philosophy, and business results. 

In spite of the economic down-
turn, Emanate was able to improve 
its bottom line through various 
initiatives. Giving its VPs a more 
focused “client service director” 
role by taking away all administra-
tive tasks resulted in incremental 
revenue growth of $2.8 million or 
28% year over year. 

In addition, the firm expanded 
its digital offering, selling digital 
capabilities to clients including 
Office Depot, Celebrity Cruises, 
Bank of America, and Embassy 
Suites Hotels, which resulted in 
nearly $200,000 in incremental 
revenue year over year. Overall, 
the agency was able to increase its 
revenue 22% and its profits 21%. 
It was also able to add 12 new 
staffers, a growth of 18%.

Although the agency has mul-
tiple offices, it has just one P&L 
and does not have siloed prac-
tice areas – both of which the 
agency believes helps the client 
in the long run. 

In 2009, the agency created a 
model for business action called 
“PLAN for Action.” Building on 

the PLAN, teams identify the 
“Problem,” uncover the “Learn-
ing” through research, find their 
“A Ha!” through insight and 
strategy, and “iNnovate” their 
way to creative brainstorming. 

Another aspect that helps 
with client work is the flat, non-
hierarchal structure, with senior 
staff leading every facet of cli-
ent work. Rather than give junior 
team members specific tasks, 
they are given entire projects and 

then their work is reviewed by 
VPs, directors, or even the CEO. 

The agency’s annual Model 
Citizen Awards celebrate two 
staffers who personify Emanate’s 
values: Striving for quality; loving 
the work, not the spotlight; and 
making the connection between 
the client’s priorities and results. 

Given that the agency is only four 
years old, the judges were greatly 
impressed by all that it has accom-
plished and continues to achieve. 

Honorable Mention
Allison & Partners
In its nine years, the firm has main-
tained double-digit growth; in 2008 
it generated record revenues of $13 
million. In a hard year for the industry, 
Allison launched new national practice 
areas in public affairs and healthcare/
biotech. Many of its flagship clients 
are long-term accounts, including Best 
Western International, Hasbro, and 
KPMG corporate finance. It also won 
clients such as L’Oreal USA, Johnny 
Rockets, and The Vitamin Shoppe. 
One judge was particularly impressed 
with its pro bono work, as its “Quality 
Time with PR Minds” event is “cogni-
zant of the value of its expertise.”

Midsize PR Agency of the Year 2010
Sponsored by Deloitte

The Award
Open to any fi rm whose current 
annual PR income (consisting of 
fees plus mark-up for disburse-
ments) is from $10 million to $65 
million. The CEOs of each fi rm 
were required to certify in writ-
ing that the agency’s annual PR 
income met those qualifi cations, as 
well as date of incorporation and 
number of employees. This award 
recognizes fi nancial and client-list 
growth, client retention, and PR 
creativity and innovation.

Finalists 2010
■ Allison & Partners 

■ Carmichael Lynch Spong 

■ Emanate 

■ Makovsky + Company 

■ Peppercom

Deloitte LLP is the US member 
fi rm of Deloitte Touche Tohmatsu. 
Its subsidiaries provide audit, 
tax, consulting, and fi nancial 
advisory services through more 
than 40,000 people in the US. 
Known as an employer of choice 
for innovative human resources 
programs, it is dedicated to help-
ing its clients and people excel.
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 Winner
GolinHarris
Because of the tough economy, 
2009 was the first year in three that 
the firm didn’t grow at a double-
digit rate. Still, through strong cost 
management, Golin plans to grow 
its bottom line by a significant per-
centage and planned to end 2009 
with a profit margin above 20% 
– its best in a decade. 

Best known for its 50-year client 
relationship with McDonald’s, 
Golin used 2009 to bring in a sig-
nificant amount of highly coveted 
business. The firm won competi-
tive pitches for Wal-Mart and 
Playtex. It added 75 other new 
clients, including Princess Cruises, 
Boehringer Ingelheim, Liberty 
Mutual, and Unilever. It also grew 
its existing client work. In one 
year, its work with Underwriters 
Laboratory grew from a small proj-
ect to a top-10 global account. 

But what helped it stand out 
in this year’s process was its Get 
Real product, which is designed 
to deconstruct the concept of 
authenticity and provides an 

easy-to-use 12-step process for 
applying authenticity. The booklet 
is meant to inform and inspire not 
only staff, but also current and pro-
spective clients. One judge called 
it “timely and impressive.” 

Golin also created “Speaking 
of Social Media,” an e-newslet-
ter that highlights social media 
trends, provides real-world exam-
ples, and is shared with more than 
100 companies around the world. 
Golin also developed the Gold 
Standard, a formal client service 

model that reinforces the skills, 
attitudes, and behavior expected of 
employees when serving clients. 

Golin also formalized its chari-
table efforts in 2009, instituting 
Al’s Day, an annual community 
service day in honor of founder 
Al Golin. In June, offices around 
the world spent a day making 
their local communities better. 

Thought leadership, financial 
performance, client wins, and ser-
vice all played a key role in Golin’s 
winning this coveted honor.

Honorable Mention
Ketchum
Judges called Ketchum’s merger with 
Pleon Worldwide “noteworthy” and 
commended its ability to increase 
revenue in a difficult year. The firm 
retained its top 50 clients and its 
employees, while winning 129 new cli-
ent tasks, including H&R Block and 
Roche. Its goal for a “transformational 
year” was especially evident in its com-
mitment to CSR, called KSR by the 
firm. Staffers donate services to such 
initiatives as the movement rallying 
for change at the UN Climate Change 
Conference in Copenhagen.

Large PR Agency of the Year 2010
Sponsored by WCG

The Award
Open to any fi rm whose current 
annual PR income (consisting of 
fees plus mark-up for disburse-
ments) is $65 million or higher. 
The CEOs of each fi rm were 
required to certify in writing that 
the agency’s annual PR income 
met those qualifi cations, as well 
as date of incorporation and 
number of employees. This award 
recognizes fi nancial and client-list 
growth, client retention, and PR 
creativity and innovation.

Finalists 2010
■ Edelman 

■ Fleishman-Hillard 

■ GolinHarris 

■ Ketchum 

■ Weber Shandwick 

WCG is focused on the corporate 
and product marketing and com-
munications needs of the world’s 
leading companies, serving clients 
in offi ces in San Francisco, New 
York, Chicago, Washington, DC, 
Austin, TX, and London. WCG’s 
seasoned professionals specialize 
in branding, design, digital and 
traditional marketing, corporate 
and product PR, media, investor 
and advocacy relations, clinical 
trial recruitment, and grassroots 
direct-to-patient communications 
campaigns. For more information, 
please visit www.wcgglobal.com.
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 Winner
Emanate
Emanate earned this ultimate 
honor by impressing the judges 
with its agency philosophy and 
business results. 

In spite of the downturn, the firm 
improved its bottom line through 
various initiatives. Giving its VPs 
a more focused “client service 
director” role by taking away all 
administrative tasks resulted in 
incremental revenue growth of 
$2.8 million, 28% year over year. 

Emanate expanded its digital 
offering, selling digital capabili-
ties to clients including Office 
Depot, Celebrity Cruises, and Bank 
of America, resulting in nearly 
$200,000 in incremental revenue 
year over year. Overall, its reve-
nue grew 22%, its profits 21%, and 
its staff by 12, a growth of 18%.

While the firm has multiple 
offices, it has just one P&L and 
does not have siloed practice areas 
– both of which the firm believes 
helps the client in the long run. 

In 2009, the agency created a 
model for business action called 
“PLAN for Action.” Building on 
the PLAN, teams identify the 
“Problem,” uncover the “Learning” 

through research, find their “A 
Ha!” moment through insight and 
strategy, and “iNnovate” their 
way to creative brainstorming. 

Its flat, non-hierarchal structure 
is also noteworthy, with senior 
staff leading every facet of client 
work. Junior staffers get entire proj-
ects and their work is reviewed by 
VPs, directors, or even the CEO. 

The annual Model Citizen 
Awards honor two staffers who 
personify the values of striv-
ing for quality, love of the work, 
and making the connection be-
tween client priorities and results. 

Extremely impressed by all 
that this four-year-old firm has 
accomplished, the judges named 
Emanate Agency of the Year. 

Honorable Mention
Catalyst Public Relations
With three US offices, Catalyst works 
with a select roster of 15 brands, which 
allows its most senior people to work 
very closely on accounts. This helped 
with its 94% client-retention rate. The 
firm predicted 2009 revenue would 
rise 15% over 2008, something one 
judge called “impressive” in a down 
economy. Client retention, expand-
ing social media expertise, and netting 
additional assignments from clients 
like Subway and Timex all helped. 
Its staff-retention rate of more than 
80% also impressed the judges.

PR Agency of the Year 2010
Sponsored by NYU-SCPS Master of Science in 

Public Relations and Corporate Communication

The Award
This award was judged by 
comparing the winners of the 
Boutique, Small, Midsize, and 
Large PR Agency of the Year 
categories. Judges looked for 
evidence of fi nancial growth, 
profi t margins, client roster 
growth, client retention, client 
satisfaction, good HR practices, 
innovation, and creativity. All 
of these achievements were con-
sidered relative to the agency’s 
size and previous standing.

Finalists 2010
■ Catalyst Public Relations

■ Emanate

■ GolinHarris

■ Lambert, Edwards & Associates 

NYU-SCPS Master of Science in 
Public Relations and Corporate 
Communication
Named PRWeek’s 2009 “PR 
Education Program of the Year,” 
this advanced degree from 
NYU’s School of Continuing and 
Professional Studies provides a 
curriculum that is a thorough, 
leading-edge combination of 
theory and practice immediately 
applicable to your work environ-
ment. The faculty are industry 
professionals who bring unparal-
leled insight and understanding 
to their classrooms.
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Judges

Bill Abelson
Senior manager, external 
comms, Motorola
Abelson leads external communica-
tions for Motorola’s Enterprise Mobil-
ity business, encompassing business, 
tech, executive, channel, and verti-
cal industry PR for North America. 
Previously, he served as PR director 
at Symbol Technologies. Past agency 
stints include Text 100. 

Kim Avdek
VP, internal communications,
Hill & Knowlton
Avdek’s responsibilities include writ-
ing and editing communications for 
the chairman, CMO, and other 
H&K departments worldwide. She 
is the copywriter for PiranhaKid and 
is a WPP liaison for special projects. 
She began at H&K in 1983 in LA 
and moved to New York in 1986.

Tom Becktold 
SVP, marketing, Business Wire
Becktold is responsible for the com-
pany’s worldwide marketing efforts. 
He joined Business Wire in 1988 
as a news editor and later held sales 
and marketing positions before 
being promoted to his current post 
in December 2006. He has a BA in 
journalism and political science from 
USC, Los Angeles.

Jean Allen
Partner, Exchange 
Place Partners
Allen began her career in corporate 
communications, with roles at The 
Walt Disney Company, Kimberly-
Clark, and Hill & Knowlton. She 
transitioned into search in 1996 by 
building a marcomms practice at a 
New York midsize search firm. She 
held many top posts at Merrill Lynch.

Edward Barbini 
VP, external relations, IBM 
Barbini oversees all of IBM’s strategies 
and dealings with media, analysts, and 
key influencers worldwide, as well as 
social media communications. Prior 
to IBM, he worked as a reporter and 
in government, with stints in the press 
offices of two New York City mayors. 
He also served as press secretary to the 
New York State Attorney General.

Bruce Berger, Ph.D.
Reese Phifer Professor of 
Advertising & Public Relations, 
University of Alabama
Named PR Educator of the Year in 
2006 by the PRSA, Berger is a board 
member of the Plank Center for Lead-
ership in Public Relations. Previously, 
he was VP of corporate affairs for 
Whirlpool Corporation and president 
of the Whirlpool Foundation. 

Message from the chairman
The world – and our industry – has changed remarkably 
over the past few years, but the essence of PR remains. 
Public relations is still about more than selling and slogans 
and advertisements – this profession is still about commu-
nicating ideas. 

All of the submissions for this year’s PRWeek Awards 
demonstrated a remarkable level of skill and imagination, 
and terrifi c execution. And, of course, they all managed to 
convey their messages in creative and memorable ways. I 
hope you are as impressed with the nominees as I am. This 
year’s winners really raised the bar and created effective and 
noteworthy campaigns. 

I am confi dent that our profession is in good hands and 
the future for our industry is bright. I can’t wait to see what 
exciting campaigns our colleagues dream up for next year.

It has been a privilege for me to serve as chair for this 
year’s awards. I would like to thank my fellow judges and the 
PRWeek staff for their collaboration and good judgment. It’s 
been a great honor for me to work with each of them.

SALLY SUSMAN
SVP, EXTERNAL AFFAIRS AND 
WORLDWIDE COMMUNICATIONS 
PFIZER
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Malcolm Berkley 
PR manager, UPS
Berkley leads strategic communica-
tions in UPS’ corporate public affairs 
office in Washington, DC. He man-
ages integrated communications 
regarding public policy issues that 
impact the company. Prior to UPS, 
Berkley worked for GolinHarris, 
counseling clients including Nissan, 
Sara Lee, and Starbucks.

Jennifer Cohan
MD, GolinHarris
The senior member of the firm’s New 
York team, Cohan leads the office’s 
client service, program creation, and 
talent development initiatives. She 
serves as active senior counsel to several 
clients. Prior to joining GolinHarris, 
she was president of GCI Group’s 
New York office and deputy CEO of 
Cohn & Wolfe/London.

Saswato Das
Global comms director, SAP AG
Das leads SAP’s external communica-
tions for its suite of business software 
and is its corporate spokesman in New 
York. He has more than a decade of 
experience in PR for large multination-
als, including Lucent Technologies. In 
addition, he has written for newspapers 
such as the International Herald Tri-
bune and the Los Angeles Times. 

Tom Biro
VP, Allison & Partners Seattle
Biro recently brought his PR and 
digital media expertise to the Pacific 
Northwest to build the firm’s presence 
there. Prior to Allison, he was senior 
director of communications for MTV 
and MTV.com, where he led media 
relations for the network’s digital 
efforts, with a heavy emphasis on the 
integration and use of social media.

Stan Collender
Partner, Qorvis 
Communications
Collender leads the firm’s financial 
communications practice. He has led 
communications programs for finan-
cial companies, associations, federal 
agencies, and trade groups. Prior to 
joining Qorvis, he established and ran 
the DC office of Financial Dynamics 
Business Communications.

Ray Day
VP, communications, 
Ford Motor Company
Appointed in November 2007, Day 
leads all global external and internal 
communications and reports to Ford 
president and CEO Alan Mulally. 
Day joined Ford in 1989 and spent 
his career leading its global product 
and corporate communications – 
including four years in Europe.

Justin Blake
MD, corporate and public 
affairs, Edelman, New York
Blake leads New York’s corporate and 
public affairs division specializing in 
managing communications campaigns 
for clients ranging from Fortune 500 
companies to governments to nonprof-
its. He has also managed US media for 
the World Economic Forum during 
the last seven annual meetings.

Tom Coyne
CEO, Coyne PR
Coyne continues to work on all assets 
of the business – from brainstorms and 
client contact to business development 
and agency administration. The firm 
boasts an employee retention rate 
exceeding 90% and continues to add 
Fortune 500 companies to its growing 
list of clients, which include The Walt 
Disney Company and Goodyear.

Michael DiLorenzo
Director of business comms, 
social media marketing and 
strategy, Natl. Hockey League
DiLorenzo leads all social media 
marketing and strategy for the NHL. 
Prior to joining the league, he spent 12 
years in tech media relations. Before 
entering communications, he was a 
journalist and has worked for The 
Boston Globe and The Boston Herald.

Stacie Bright
Senior comms marketing 
manager, Unilever
Bright oversees the creation, man-
agement, strategic development, and 
implementation of marcomms efforts 
in both traditional and social media 
space for several top brands. Prior to 
Unilever, she held senior positions at 
the Newlin Company, Robert Mar-
ston, and Edelman.

Kathy Cripps
President, Council of
Public Relations Firms
Cripps has been president of the 
Council for eight years following a 
successful career in healthcare PR with 
Hill & Knowlton, Burson-Marsteller, 
and as owner of her own firm. The 
Council of PR Firms, the US trade 
association for PR agencies, celebrated 
its 11th anniversary in October. 

Mike Fernandez
VP, public affairs, State Farm
Fernandez became State Farm’s CCO 
in 2006, after leading the PR function 
at three other Fortune 500 companies. 
Past stints also include working as a US 
Senate press secretary. He co-chairs 
the IPR’s Board of Trustees and is on 
the boards of the Arthur Page Soci-
ety and the American Association of 
Hispanics in Higher Education.
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Bud Grebey
SVP, consumer marketing and 
corporate practices; GM, NY, 
Waggener Edstrom Worldwide
Before assuming his broad leadership 
role at WE, Grebey was VP of mar-
comms for Sikorsky Aircraft. Previ-
ously, he held senior communications 
positions with Siemens Corporation, 
Webvan.com, Levi Strauss & Co., and 
Kenetech/US Windpower.

Scott Friedman
Director, North America, 
Text 100
Friedman joined Text 100 in January 
2003, taking on a leadership role in its 
New York office. He now oversees the 
firm’s largest region, comprising five 
offices and a diverse employee popula-
tion. Previously, he was tech practice 
director at MS&L, where he supported 
numerous divisions of IBM.

Julie Jarrett
VP, Heyman Associates
Jarrett is responsible for all steps of 
the search process – from new busi-
ness development, research and can-
didate identification, to the interview, 
selection, and negotiation process. 
She has helped establish Heyman’s 
presence in the European Union for 
EU-based corporations and for a 
variety of Fortune 500 companies.

Louise Harris
President, international 
and senior counsel, global 
strategy, Ruder Finn
Harris has more than 20 years experi-
ence in corporate communications and 
reputation management. In her current 
post, she oversees the international 
campaigns for the firm’s global cli-
ents. She is also responsible for Ruder 
Finn’s operations in Asia-Pacific.

Ray Kerins
VP, worldwide comms, Pfizer 
Kerins oversees PR and media rela-
tions for the pharmaceutical giant. 
He also serves as its chief global 
spokesperson. Prior to joining 
Pfizer, Kerins was executive director 
of public affairs at Merck. Before 
Merck he spent nine years at GCI 
as EVP/MD of corporate commu-
nications and media relations.

Tom Keaney
Chief operating officer, 
Rubenstein Communications
Prior to joining Rubenstein, where he 
has been for seven years, Keaney spent 
15 years on Capitol Hill, where he 
acquired extensive public and media 
relations experience. He has also served 
as a producer for The Late Late Show 
with Craig Ferguson. His present cli-
ents include David Letterman.

Julian Green
Director, media relations, 
MillerCoors
Green is the chief spokesperson for 
the company’s operations in the US 
and Puerto Rico. He also directs the 
company’s external communications 
activities. Green has more than 10 
years of PR and marcomms experience, 
including a stint as press secretary to 
then-Senator Barack Obama. 

Maggie Goldberg
SVP, marketing and commu-
nications, Christopher & Dana 
Reeve Foundation
Goldberg creates and implements 
strategies for the Foundation’s inter-
national research and quality of life 
programs, among many other initia-
tives. Her past roles include working 
as the press assistant for Sen. Arlen 
Specter (D-PA).

Liz Kaplow
President and CEO, Kaplow 
Kaplow founded her eponymous 
firm in 1991 and it now serves such 
brands as Target, Skype, and Timex. 
Recognized for her ability to connect 
companies to high-level media and 
influencers, she is now focused on 
reinventing the PR practice by inte-
grating emerging technologies with 
well-established media platforms.

Gail Heimann
Vice chair, Weber Shandwick
Heimann guides strategy, develops, 
and manages award-winning cam-
paigns for top brands in a broad 
range of categories. She is currently 
spearheading awareness and educa-
tion campaigns for the MAC Global 
AIDS Fund, the Ovarian Cancer 
Research Fund, and the World Trade 
Center Memorial Fund.

Denise Keyes
Associate dean, Master of 
Professional Studies in PR and 
Corporate Communications, 
Georgetown University 
Keyes launched the program in 
2007 and was responsible for the 
design of its innovative applied cur-
riculum. Prior to joining George-
town, she was a senior counselor at 
Fleishman-Hillard.

Brian Kenny
Chief marcomms officer, 
Harvard Business School (HBS)
As the first CMCO for HBS, Kenny 
develops the strategy for positioning 
the school as the global leader in man-
agement education. Over 20 years, he 
has held senior marketing and com-
munications positions in several global 
institutions in higher education, tech-
nology, and professional services.
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Pattie Kushner
SVP, director of PR, 
North America, GyroHSR
Kushner has built an impressive track 
record of success leading multi-faceted 
PR programs for Fortune 1000 com-
panies, entrepreneurs, and agencies. 
Prior to GyroHSR, she led an award-
winning, multi-agency team on Ohio’s 
four-year, $50-million “stand” tobacco 
counter-marketing campaign.

Christine Lynn
VP, marketing, NASDAQ OMX
Lynn joined NASDAQ OMX in 
May 2005 and is responsible for mar-
keting, communications, and advertis-
ing across the five primary businesses, 
as well as leading the brand’s strategic 
development and implementation. 
Before NASDAQ, she spent 10 years 
in the telecoms industry in various 
marketing and advertising roles.

Virginia Miracle 
SVP, head of digital strategy, 
Ogilvy PR Worldwide
Miracle heads up the strategy team 
within 360° Digital Influence, Ogil-
vy’s social media and word of mouth 
marketing practice. Her client work 
ranges from social media strategy for 
TED Prize Project and the Charter 
for Compassion, to corporate clients 
like Time Warner Cable and DuPont.

Keith Lindenburg
Director, national PR, Deloitte
Lindenburg’s specific areas of respon-
sibility include CEO communications, 
industries, functions (audit, tax, con-
sulting, financial advisory), talent, 
regions, community involvement, 
CSR, and crisis communications. He 
has more than 25 years of experience 
building communications strategies 
for many top brands.

Stephanie Marchesi
President, NY, Cohn & Wolfe
Prior to her current role, Marchesi 
was president of GCI New York and 
helped lead it through the 2008 GCI-
C&W merger. Prior, she spent nine 
years at MS&L, serving as the director 
of business and strategy development 
for North America, executive director 
of the Northeast, and co-director of 
the US healthcare practice.

Scott Mozarsky
EVP, chief strategy and devel-
opment officer, PR Newswire
Mozarsky oversees the company’s 
commercial activities worldwide, 
spearheading its efforts to meet the 
customers’ communications, market-
ing, and IR needs. His team ensures 
that PRN’s services align with industry 
demand by identifying and integra-
ting new tools and technologies.

Steven Lipin
Senior partner, 
Brunswick Group
After a career in business journalism, 
Lipin joined Brunswick in 2001 as 
its US senior partner. He joined from 
The Wall Street Journal. He currently 
counsels clients on corporate media 
relations, financial communications, 
M&As, investor relations, and crisis 
and litigation situations.

Richard Marshall
MD, corporate affairs practice, 
Korn/Ferry International
Marshall, a 20-year communications 
and public affairs executive, is a mem-
ber of the Arthur Page Society and 
speaks frequently at graduate schools 
and professional conferences. His 
experience as a practitioner includes 
serving as the CCO at Subaru, Silicon 
Graphics, and The Home Depot.

Robert Noltenmeier
Clinical assistant professor, 
Master of Science in Public 
Relations and Corporate Com-
munication Program, NYU
In addition to his NYU role, Nolten-
meier is a consultant to Quadrant 
Communications, which counsels top 
financial, retail, and nonprofit clients. 
He has held senior PR posts with 
ExxonMobil and Unisys. 

James Lonergan
President and CEO, 
The NewsMarket
Lonergan has more than 15 years 
experience in managing and growing 
information businesses. He started 
his career in sales and marketing at 
financial services firms before joining 
Technimetrics, where he launched one 
of the first Internet product offerings 
for the financial services industry. 

Patricia McLaughlin
Assistant VP of comms, 
American Legacy Foundation
McLaughlin directs PR efforts and 
branding around many programs and 
public education efforts for the nation-
al public health organization devoted 
to keeping teens from smoking and 
helping all smokers quit. Most of her 
focus is on the award-winning and 
proven-effective “Truth” campaign.

Jorge Ortega 
President, The Jeffrey Group
Since 2005, Ortega has led this fast-
growing integrated communications 
firm focused on Latin America and 
the US Hispanic market, with clients 
such as Coca-Cola, Diageo, Johnson & 
Johnson, and Sony Ericsson. He also 
spent 16 years at Burson-Marsteller 
and is cofounder and past chair of 
the International Kids Fund.

BOTN-64-70-judges-final.indd   5BOTN-64-70-judges-final.indd   5 2/19/10   10:43:05 AM2/19/10   10:43:05 AM



JUDGES

AWARDS 2010 • www.prweekus.com  68 PRWeek

Judges

Douglas Quenqua
Contributor, The New 
York Times
A regular New York Times contributor, 
Quenqua’s work has also appeared in 
Wired, Fortune, and CNN.com, among 
other outlets. He started at PRWeek 
as a copy editor in 2000 and left as 
its news editor in 2005. He also 
served as news editor at Adweek 
from 2005 to 2007.

Ruth Pestana
Worldwide director, strategic 
services, Hill & Knowlton
Pestana works with account teams 
across H&K to provide insights, 
strategic planning, and measurement 
programs. She has worked in branding, 
advertising, and PR in Asia, Europe, 
and the US, at firms including JWT
and Interbrand. Pestana holds an MBA 
from London Business School. 

Maria Russell
Professor of PR; Director, 
Executive Education, Newhouse 
School of Public Communica-
tions, Syracuse University
Russell joined the faculty in 1986 
after 16-plus years of PR practice. 
Her accomplishments have earned 
awards and recognition from the 
PRSA, the United Way, and the 
US Chamber of Commerce.

Michael Rinaldo
MD, global healthcare, 
Fleishman-Hillard
Rinaldo oversees the firm’s global 
healthcare practice. He has worked 
extensively with prescription medica-
tions, OTC drugs, and nonprofits. He 
has used this experience to help major 
pharma companies navigate regula-
tory and science-based issues involving 
widely prescribed medications.

Brad Shaw
VP, corporate comms and ex-
ternal affairs, The Home Depot
Shaw is responsible for global cor-
porate communications, PR, crisis 
communications, community affairs, 
The Homer Fund, The Home Depot 
Foundation, and events management. 
Past stints have included top roles at 
Gateway and PepsiCo. He is also an 
Arthur Page Society member.

Kim Sample 
CEO, Emanate
Sample launched the firm in 2006 and 
in just four years has built it to in-
clude offices in New York, LA, Chicago, 
and London. During her 20-year PR 
career, Sample has helped build some 
of the world’s most iconic brands, 
including FedEx and Best Buy. In her 
previous role, she led the corporate 
and brand practices at Ketchum.

Stephen Quigley
Associate professor, 
Boston University, College 
of Communication
Quigley just completed his tenth year 
teaching PR at BU and his fourth year 
as faculty coordinator of the univer-
sity’s PR program. He is also a PR 
consultant in the areas of media 
relations, public affairs, community 
relations, and crisis communication.

Eleanor Petigrow
Director of business/creative 
development, Chandler Chicco 
Companies
In her current role, Petigrow drives 
business development and provides 
creative and strategic direction across 
the company’s operating units. She 
also regularly facilitates corporate 
vision, mission development, and 
ideation sessions.

MaryLee Sachs
Chairman, Hill & Knowlton 
USA; Director, worldwide 
marcomms practice
Sachs has more than 25 years of indus-
try experience, 17 spent in Europe. She 
was named US chairman in 2005, and 
has been worldwide consumer head 
since 1998, advising such clients as 
P&G, adidas, Beiersdorf brands, 
American Express, and Motorola. 

Lisa Rosenberg
Partner/MD; director, brand 
marketing, Porter Novelli
Rosenberg is responsible for the 
operational and business leadership 
of PN’s New York office and its brand 
marketing group. She also heads up 
PN Entertainment, provides senior 
oversight for digital and social media 
integration, and provides strategic 
counsel to a variety of clients.

Douglas Spong
President, Carmichael 
Lynch Spong
Spong has a 28-year pedigree of suc-
cess in PR, serving as a member of 
the Council of PR Firms audit and 
leadership and development commit-
tees; past president of the Minnesota 
chapter of PRSA; a founding member, 
four-year director, and former treasurer 
of the Council of PR Firms.

Johanna Schneider
Executive director, external 
relations, Business Roundtable
Schneider directs all external rela-
tions for the Business Roundtable, an 
organization of top CEOs of global 
companies. She has played a key role 
in successfully managing communica-
tions for 30-plus years, moving from 
reporter and anchor to top posts in 
government and the business arena.
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Kirk Stewart 
EVP, APCO Worldwide
Stewart has more than 30 years of 
experience in PR and public affairs. 
Prior to his current role, he served as 
global VP of corporate communica-
tions for Nike. He joined Nike in 
1997 after a 16-year career with 
MS&L, the last four and a half as its 
chairman and CEO.

Robert Tappan
President, Weber Merritt 
Public Affairs
Tappan has worked in PR and pub-
lic affairs for 20-plus years. Past roles 
include president of Burson-Marstell-
er’s DC office and Principal Deputy 
Assistant Secretary of State for public 
affairs. In 2004, he served as strategic 
comms director for the Coalition Pro-
visional Authority in Baghdad, Iraq.

Juana Veliz
MD, Hispanic practice, 
Lagrant Communications
Veliz designs and implements strategic 
plans for Lagrant’s Hispanic practice. 
She is responsible for its day-to-day 
activities, including management of 
the clients and budgets, client strategy 
development, and Spanish-language 
capabilities. Among her clients are 
Harley-Davidson and Kraft Foods.

Mark Stouse
Global communications 
leader, BMC Software
Stouse, who heads communications 
for one of the world’s largest soft-
ware companies, is widely known for 
helping organizations make deep, 
successful, and lasting connections 
between the way they communicate 
and their business objectives, particu-
larly top-line growth.

Tony Telloni
President, Proof Integrated 
Communications; Market 
Leader, Burson-Marsteller NY
Telloni is the president of Proof IC, a 
full-service ad and marketing agency, 
in addition to his role for Burson. His 
experience includes creating integrated 
marcomms campaigns for a variety of 
brands. He has held senior posts at 
Edelman and Ruder Finn.

Ame Wadler
CMO & EVP, MWW Group
Wadler has more than 25 years of 
experience in the full spectrum of PR 
and public affairs, as well as strategic 
agency management experience for 
global and US companies. Prior to 
joining MWW, she was chief stra-
tegic officer for Burson-Marsteller 
and served as chairman for its global 
healthcare practice.

Karen Strauss
Partner, chief innovation 
officer, Ketchum 
Strauss acts as the agency’s evangelist 
for adapting to changes in the com-
munications industry by creating new 
products dictated by the marketplace. 
Some of her recent initiatives include 
the creation of the Ketchum Media 
Optimizer, the first media planning 
discipline in the PR business.

Jim Tsokanos
Group president for the 
Americas, MS&L
Tsokanos, a member of MS&L’s 
global leadership team, is responsible 
for driving the firm’s growth strategy 
in North and Latin America, including 
business planning and management. 
He has more than 15 years of experi-
ence in consumer, healthcare, corpo-
rate, and integrated marketing.

Gail Wasserman
VP, public affairs, 
American Express
Wasserman currently oversees public 
affairs for American Express’ US and 
International Consumer Card and 
Small Businesses groups. She also 
manages The Luxury Roundtable, an 
annual event hosted by the company’s 
CEO for a small group of his peers at 
the world’s top luxury brands. 

Patrice Tanaka 
Co-Chair, chief creative 
officer, whatcanbe 
Ambassador, CRT/tanaka 
Tanaka helps the firm, its clients, and 
the community envision and develop 
a plan for a better future. Whatcanbe 
is the firm’s brand essence, cultural 
ethos, and approach to business. She 
has been honored by many PR, mar-
keting, business, and civic groups.

Janet Tyler
President and cofounder, 
Airfoil Public Relations
As president and cofounder of Airfoil, 
Tyler sets the strategic path for 
the agency and its clients. She has 
spearheaded the agency’s growth by 
developing such major accounts as 
Microsoft and eBay. She also estab-
lished Airfoil’s Silicon Valley office 
in Mountain View, CA.

Jim Weiss
Chairman and CEO, 
WeissComm Group (WCG)
Before founding WCG in 2001, 
Weiss, a 20-plus year communica-
tions veteran, directed communica-
tions at Heartport, a medical device 
company; RPR, now Aventis, a 
global pharmaceutical company; 
and Genentech, the world’s largest 
biotech company.
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Katie Wilson
Director, comms and strategy, 
US Chamber of Commerce
Wilson develops and oversees the 
execution of communications cam-
paigns on the Chamber’s key issues. 
She began her professional career with 
the Bush administration, where she 
spent three years in the Office of the 
Vice President as the associate deputy 
director of advance.

Meagan Wheeler
Digital associate, 
Hill & Knowlton
Wheeler works in New York, engaging 
with clients such as Godiva Chocolat-
ier and Pringles on digital campaigns. 
The 2009 PRWeek Student of the 
Year honorable mention, she gradu-
ated from Oklahoma State University 
with an honors BS in journalism and 
broadcasting, specializing in PR.

Jennifer Zuccarelli
VP, corporate media relations, 
JPMorgan Chase
Joining in February 2009, Zuccarelli 
serves as spokesperson for issues that 
impact the bank’s multiple lines of 
business and its corporate brand. Prior 
to this post, she served as public affairs 
director at the US Treasury Depart-
ment under Secretary Hank Paulson 
and worked on Capitol Hill.

Arthur Yann
VP of PR, PRSA
Yann acts as chief PR counsel to 
PRSA’s senior staff and board of 
directors. He also oversees PR pro-
gramming and organizational com-
munications in support of the PRSA’s 
strategic plan. Earlier in his 22-
year career, Arthur was SVP at Health-
Star Public Relations and SVP and 
director at CKPR.

Rashada Whitehead 
SVP and MD, Flowers 
Communications Group (FCG)
Whitehead leads numerous accounts 
at FCG, a multicultural PR agency. 
She recently returned to FCG from 
GolinHarris, where she was respon-
sible for brand strategy and account 
management for a number of business 
efforts for McDonald’s, including its 
2008 Olympic Games sponsorship.

 Winners Standings
Every agency that has won an award during the 11 years 
of the PRWeek Awards is listed, with the number of awards 
won after its name. Our congratulations go out to all our 
winners, past and present.

 Over 10 wins
Ketchum (26)
Weber Shandwick* (26)
  *includes Shandwick Public 
   Affairs and BSMG Worldwide
Edelman* (22)
  *includes A&R Partners

5-10 wins
Carmichael Lynch Spong (9)
Cohn & Wolfe* (9)
  *includes GCI Group
Hill & Knowlton (9)
Porter Novelli (9)

3-4 wins
APCO Worldwide (4)
Cone (4)
OutCast Communications (4)
Waggener Edstrom 
  Worldwide (4)

Euro RSCG Worldwide PR (3)
Lippe Taylor Public Relations (3)
rbb Public Relations (3)
Ruder Finn (3)

2 wins
Applied Communications
Buck & Pulleyn
Carter Ryley Thomas
Chandler Chicco Agency
ClearBlue Communications
Coyne Public Relations
DG&A
Emanate

Haberman & Associates
Lane PR
Morgan & Myers
Stanton Crenshaw
  Communications 
Stoorza Communications
Vanguard Communications
Zeno Group

Fleishman-Hillard (18)
GolinHarris* (18)
  *includes Insidedge
Burson-Marsteller (11)

MWW Group (8)
Ogilvy Public Relations 
  Worldwide (8)
Manning Selvage & Lee* (5)
  *includes Hass MS&L 

1 win
Barkley Public Relations
Blanc & Otus
Brodeur 
Caraway Communications
Catalyst Public Relations
CKPR
Crosby Marketing
Deveney Communication
Dig Communications
Dittus Communications
DVCO Technology
Fast Horse
Financial Dynamics
Fletcher Martin Ewing
Freeman Public Relations
French/West/Vaughan
Goldman & Associates PR
Goodman Media International
The Hoffman Agency
Jackson-Dawson Marketing
  Communications
John McLaughlin & Associates
Kaplow

Karwoski & Courage
Kirvin Doak Communications
KPC Communications
Lambert, Edwards & Associates
LaunchSquad
Lord, Sullivan & Yoder
M Booth & Associates 
Makovsky & Company
MRA PR
Multicultural Marketing Resources
Padilla Speer Beardsley 
PainePR
Peppercom
Pierpont Communications
Prospect Associates
The Red Consultancy
Resnicow Schroeder Associates
Sloane & Company
Text 100 Public Relations
Walls Communications
Warschawski
Wirthlin Worldwide
WPP Group
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