
 STRATEGIC COMMS
AWARDS
ENTRY KIT

For information on the Strategic Comms Awards 
please check our website 

strategiccommsawards.co.uk 
or contact Enquiries@corpcommsmagazine.co.uk

KEY DATES

Early bird deadline Friday 1 July
Final entry deadline Friday 15 July
Shortlist confirmed Mid September
Awards ceremony Thursday, 27 October

https://strategiccommsawards.co.uk/
mailto:Enquiries%40corpcommsmagazine.co.uk?subject=


Now entering their second year, the Strategic Comms Awards, which are part of the CorpComms 
Awards, have been created to reflect the growing importance of annual reports, as they evolve 
from a pure record of a company’s financial performance into a more comprehensive account of 

its role in society today by consideration of non-financial metrics.

L A S T  Y E A R ’ S  W I N N E R S  I N C L U D E
Anglian Water, BP, BT, IHG Group, Legal & General, Portakabin and Unilever



NEW CATEGORIES FOR 2022
 

Best use of moving image to articulate corporate strategy 
Best Strategic Communications Agency 

Best tone of voice

 
   

K E Y  I N F O R M A T I O N
DATES TO REMEMBER   |   ENTRY FEES

 Early bird deadline: Friday 1 July Early bird rate: £280+VAT 
 Closing deadline: Friday 15 July Entry fee: £390+VAT

If you wish to enter the SAME annual report across four categories, please contact helen@corpcommsmagazine.co.uk for a 
bespoke code which will entitle you to a 20pc discount – or a saving of £224+VAT on the early bird rate. 

mailto:helen@corpcommsmagazine.co.uk


BEST ANNUAL REPORT FTSE 100 ORGANISATION 2021

We are looking for a report that clearly articulates a FTSE 100 company’s strategy and/or investment case in an engaging and 
inventive way. Judges pay special attention to:

 Accessibility: is the report easy to read?

 Design: are the images and graphics clear?

 Narrative: is the organisation’s story well told?

 Best practice: does the report follow the latest recommended guidelines?

BEST ANNUAL REPORT FTSE 250 ORGANISATION 2021

We are looking for a report that clearly articulates a FTSE 250 company’s strategy and/or investment case in an engaging and 
inventive way. Judges pay special attention to:

 Accessibility: is the report easy to read?

 Design: are the images and graphics clear?

 Narrative: is the organisation’s story well told?

 Best practice: does the report follow the latest recommended guidelines?

BEST ANNUAL REPORT SMALL-CAP AND AIM COMPANIES 2021

We are looking for a report that clearly articulates a small cap or AIM company’s strategy and/or investment case in an engaging 
and inventive way. Judges pay special attention to:

 Accessibility: is the report easy to read?

 Design: are the images and graphics clear?

 Narrative: is the organisation’s story well told?

 Best practice: does the report follow the latest recommended guidelines?

BEST ANNUAL REPORT UNLISTED ORGANISATION 2021 

We are looking for a report that clearly articulates an organisation’s strategy and/or investment case in an engaging and inventive 
way. Judges pay special attention to:

 Accessibility: is the report easy to read?

 Design: are the images and graphics clear?

 Narrative: is the organisation’s story well told?

 Best practice: does the report follow the latest recommended guidelines?

C A T E G O R I E S



BEST ONLINE REPORT (ANY SECTOR) 2021

We are looking for a corporate report (not restricted to annual or sustainability) which takes advantage of the online platform to 
elevate a printed publication to the next level. The judges will consider creativity, clarity, ease of navigation and innovation.  
The entry should take them through the reader’s journey, highlighting relevant metrics, such as unique users and dwell time.

BEST SUSTAINABILITY REPORT

We are looking for a report that is aligned to an organisation’s sustainability and business strategy. It should identify and discuss 
the long-term ambitions while setting short-term targets for priority areas. Key performance indicators and metrics should 
demonstrate progress against these goals. We are looking for reports that have direction, relevance and purpose. 

BEST CORPORATE WEBSITE

A good corporate website should create business, reputation and stakeholder value for your organisation. We will consider both 
content and the experience. Great content should pull the reader into the site –not simply replicate printed materials – while a 
great experience will keep them there. We are looking for websites that take advantage of the digital format, are easy to navigate 
and well-signposted. We will pay special attention to the three Ms: is it memorable? Is it motivating? Is it meaningful?

BEST USE OF PURPOSE AS A BUSINESS DRIVER

Why are you in business? The corporate response to the global pandemic has provided evidence that many organisations now 
recognise that they have a role in society that extends beyond simply generating profits. The 2018 UK Corporate Governance Code 
reflected the change in attitudes by asking companies to articulate their purpose, and then to demonstrate how this has been used 
to shape value, strategy and culture.  We are looking for reports that illustrate how purpose has shaped decision making.  
Extra marks will be given to those reports that measure progress against corporate purpose.

BEST INTEGRATION OF ESG IN AN ANNUAL REPORT 

It is widely accepted that ESG-focused organisations tend to have a higher value than their competitors. The World Economic 
Forum has produced a series of ‘stakeholder capitalism metrics’ to help companies report non-financial disclosures. Designed to 
make benchmarking sustainable business performance easier, the metrics centre around four pillars: people, planet, prosperity 
and principles of governance. Other global organisations have made similar recommendations. While recognising that there is, as 
yet, no consistent approach, we are looking for reports that effectively integrate ESG metrics and themes into their narrative and 
highlight progress in each pillar.

MOST MEANINGFUL USE OF THE SDGS

The UN Sustainable Development Goals are commonly misconstrued as a reporting framework rather than a strategic tool. But 
an organisation’s SDG activity should be based on a thorough assessment of the associated business risks and opportunities 
that this generates and give investors and other stakeholders confidence that this is well-planned, relevant and aligned with 
business strategy. We are looking for reports that demonstrate an organisation understands the role of SDGs and go beyond a 
box-ticking exercise. 



MOST MEANINGFUL USE OF MATERIALITY

Too often, materiality is used as a tick box function, to comply with various reporting frameworks and standards. But it provides a 
real opportunity for organisations to demonstrate that they understand the sustainability issues that have most relevance to their 
operations, and which resonate with stakeholders. We are looking for reports that go beyond simply reporting on which issues are 
material and why, and instead link them to strategy and key performance indicators and, where relevant, aligning these issues to 
the Sustainable Development Goals.  

MOST INNOVATIVE APPROACH

The reporting world is moving fast. Regulations are constantly changing. Audiences are increasingly varied, with myriad 
interests, particularly around the ESG agenda. New channels are coming onstream. Yet so many companies follow the approach 
they have taken for years, on the basis that ‘If it ain’t broke, why fix it?’ Others simply mimic competitors in their sector. We 
are looking for those annual reports that stand out from the crowd –that break with traditions and push new boundaries to 
champion a new approach.

MOST EFFECTIVE ALIGNMENT WITH TCFD

The Task Force’s recommendations address four interlinked areas: governance, strategy, risk management, and metrics and 
targets. We are looking at how the information, both qualitative and quantitative, is disclosed, and whether these are consistent and 
complementary. We will also consider progress on scenario analysis and consider how effectively this informs stakeholders on the 
resilience of the organisation in light these risks and opportunities. We understand that these are early days for TCFD and will take 
this into account in deliberations. Progress will be recognised. 

BEST APPROACH TO DIVERSITY AND INCLUSION REPORTING

A Diversity and Inclusion Report should help an organisation, and its stakeholders, understand its blind spots and, consequently, 
the actions necessary to address these.

We are looking for reports that differentiate between Diversity, which considers the workforce in terms of age, gender, ethnicity, 
religion, disability, sexual orientation, education and national origin, and Inclusion, which reflects the organisation’s approach to 
creating an environment in which employees from all backgrounds feel welcome, valued, and respected.



NEW FOR 2022
 

BEST USE OF MOVING IMAGE TO ARTICULATE THE CORPORATE STORY

We are looking for a video, animation or even a TikTok that effectively tells the corporate story or a specific aspect of the strategy. It 
can be a chief executive presenting annual results or a user-generated film from a warehouse, for example, but we are looking for 
creativity, compelling imagery and an engaging narrative.

BEST TONE OF VOICE

Too often, annual reports and corporate websites are text-heavy and weighed down by incomprehensible buzzwords and acronyms. 
We are looking for a distinct tone of voice that imbues the organisation with character, that educates the reader without being 
patronising and relates the key messages clearly and with passion.

BEST STRATEGIC COMMUNICATIONS AGENCY

We are looking for an agency skilled in helping clients develop and articulate their corporate narrative. They must be adept at 
drawing on current best practice and regulatory requirements to advise clients on the most appropriate way to tell their stories. 
The entry should include a summary of the agency’s strategy, examples of its client work and – if possible – evidence that its 
recommended approach has benefited the client, whether through, for example, longer dwell times on corporate websites or 
investors stating they have a better understanding of its story.





WHO CAN ENTER?

 
These awards are open to organisations or their agencies, working on their behalf. However, while the organisations may operate 
across global markets, their prime listing or residence should be the London Stock Exchange or the UK respectively. 
Please note: it is the responsibility of the entrant to ensure this condition is met. Refunds are not permissible for organisations that 
enter the Strategic Comms Awards but are listed on another international stock exchange. This restriction is simply to ensure a 
level playing field.



WORD LENGTH

Each entry should not exceed 700 words. There is no need to upload a Word document, as the entries can be inputted directly onto 
the awards platform. There is save-as-you-go functionality, and entries can be amended until the closing date. 

Please note: the platform has just a ten-word leeway and will automatically cut off any copy that exceeds this limit.



SUPPORTING MATERIALS

Each category requires slightly different supporting materials. But, in the main, these are suitable:

ANNUAL OR SUSTAINABILITY REPORTS 
- Cover image 
- PDF of report  
- PDFs of spreads to demonstrate creativity, messaging, or style

CORPORATE WEBSITE
- URL

ONLINE REPORT
- Link to online report 
- Image of home page

THEMED SECTIONS OF ANNUAL REPORTS (SUCH AS MOST EFFECTIVE ALIGNMENT WITH TCFD)

- PDFs of relevant spreads, annotated, if possible, but with key sections highlighted in the entry

BEST USE OF MOVING IMAGE
Videos can be uploaded as mp3 files. If there is a link to an external YouTube or Vimeo channel, these should also be supplied. 

ALL CATEGORIES
Please submit logo of entering organisation plus logo of agency (if used).

One hard copy of all annual and sustainability reports should be sent to: 
Strategic Comms Awards, The Garden Office, 38 Gillespie Road, London N5 1LN.

H O W  T O  E N T E R
 





CONFIDENTIALITY

The judges will act with discretion regarding the information provided by entrants. However, the submissions often form the 
basis of articles on the winning, highlighting what made them stand out. These will be shared online. Consequently, if specific 
information needs to be kept confidential, please indicate this. 



BUDGETS

It is advisable, though not compulsory, to include an indication of budget within the entry. For annual reports, this should not 
include the cost of postage. Budgets remain confidential.



JUDGES

 
The judges represent a cross-section of skills and industries. They take their responsibilities seriously, and do not share their 
discussions outside the judging arena. We strive to avoid conflicts, but when these do arise, judges excuse themselves from the 
discussions. They are not permitted to be involved with decisions on any submission that they, their organisation or their agencies 
have put forward.



INVOICES AND PAYMENTS

Invoices are automatically issued by the online awards platform. Please ensure that all details are correct, including the legal 
name of the submitting organisation, at the time of entry. If a PO needs to be raised, it should be done prior to entry or, if that is not 
possible, as soon as the invoice is raised. 

Our online platform accepts payment by credit card and will issue a receipt at the time of entry. If you wish to pay by credit card 
after the invoice is issued, please email enquiries@corpcommsmagazine.co.uk as swiftly as possible to facilitate this request.
Cheques are not acceptable.

Any submission with outstanding entry fees on the date of judging will be removed from consideration. 

mailto:enquiries@corpcommsmagazine.co.uk




ENTER THE CORRECT CATEGORY

Try not to have an identity crisis. If you are a FTSE 100 
organisation, don’t make a submission to the FTSE 250 
category or even the unlisted one. We may not be able to 
‘move’ things around, which means your entry may not get the 
appropriate consideration.



KEEP TO THE WORD COUNT

We look for a maximum of 700 words. While entries can be 
shorter, the awards platform does not allow them to be longer. 
Use your words wisely. 



KEEP YOUR WRITING LIGHT AND LIVELY

 
The judges are human. Densely written copy will not engage 
them, nor will an in-depth analysis of font choice and colour 
palettes. Try to avoid acronyms or terminology that are not 
widely used. 



TELL A STORY

Set the scene. If your company is not widely known, offer 
a short explanation and context so the judges can properly 
understand the challenges or journey it has been on. Explain 
why certain decisions were taken, or which obstacles needed 
to be overcome. Make your story compelling.



HIGHLIGHT ACHIEVEMENTS

Several of the Strategic Comms Awards categories reflect new 
thinking about how organisations should measure their non-
financial performances. There may not be a template to follow, 
and your organisation may be leading the way. Point this out to 
the judges as this may also be relatively new to them.



AGENCIES MUST TALK TO CLIENTS

It is difficult, if not impossible, for an agency to effectively 
explain how their client has used purpose as a business driver. 
Work with clients on entries like this to ensure that they are 
credible and authentic. Judges sometimes comment that an 
entry looks like it has been written by an agency, because it 
lacks that ‘inside’ knowledge and substance. 



CHECK SPELLINGS AND GRAMMAR

Entries can be let down by poor grammar or simple spelling 
mistakes. It is impossible to know how much judges take 
this into account when making their decisions, but it is likely 
to have an impact. Ask a colleague to read the entry to both 
sense check and proofread. If they don’t understand a specific 
point, it is likely that the judges will also struggle.

 
MAKE SURE ALL PASSWORDS WORK

Picture the scene: the judges gather to watch an embedded 
video, they enter the password and… nothing happens. The 
password is invalid. The moment has gone. The entry is judged 
without consideration of this key element.



‘THE BOSS LIKED IT’ DOESN’T COUNT

We get it. It can be hard to measure the performance of 
annual reports but relying on the old The chairman said it 
was the best he’s ever seen qualification doesn’t really cut the 
mustard. Does the report score highly in best practice? Has 
it been recognised by an authoritative source? What was the 
reaction of investors – the target audience?

For some Strategic Comms Awards categories, however, 
where not every company has embraced the need to report on 
them, highlight that as a measure of success. Are you leading 
the way in your sector? Are you one of a handful of companies 
trying to answer the question? Think about what feedback 
made you proud. 

T I P S  F O R  E N T R Y
 





DON’T MISS THE DEADLINE

It sounds obvious but every year somebody will complain that they  
failed to enter because they forgot the deadline. It is no good telling us 
that your entry was superior to everything on the shortlist and would 
have won had you but entered. The judges can only consider those 
entries before them. 

2022 ©Strategic Comms Awards. All Rights Reserved.

A N Y  Q U E R I E S
CONTACT US

    

at Enquiries@corpcommsmagazine.co.uk @corpcommsmag #scawards strategiccommsawards.co.uk


FOLLOW US

   

EMAIL US



VISIT OUR SITE

Early bird deadline 
Friday 1 July

Final entry deadline 
Friday 15 July

mailto:Enquiries%40corpcommsmagazine.co.uk?subject=
https://twitter.com/CorpCommsMag
https://strategiccommsawards.co.uk/
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