
 

 
 

 

 

 

35TH ANNUAL  
EXCALIBUR AWARD 

WINNERS 
 

CELEBRATING THE MANY FACES OF PR 
 

PRSA Houston's Excalibur Awards honor outstanding public relations professionals, 
programs and tactics. 2020 is particularly special for our chapter, as we’re kicking off a 
yearlong celebration to commemorate 70 years in Houston. With that, we acknowledge and 
commend those who accomplished great measures in 2019. 

One outstanding public relations team received the 35th Annual Grand Excalibur Award, 
an engraved steel sword symbolizing that the highest standards in the public relations 
profession have been achieved. 

The Excalibur Awards virtual ceremony provided attendees with the opportunity recognize 
and celebrate the outstanding work of Houston's PR professionals. 

 



 

2020 
GRAND EXCALIBUR WINNER 

 
 

REPUTATION/BRAND MANAGEMENT 
WARD 
GOLD 

 

OVERCOMING BARRIERS TO VISIBILITY  
FOR A BARRIER-FREE CAMP 

 
Through a year-long campaign, Ward transformed Camp For All’s lack of 
visibility in Houston and Austin to help building the Camp For All’s reputation 
as a unique, barrier-free camp serving children and adults of all abilities.  
Despite the many needs to be addressed within the client’s budget and a number 
of challenges, including extensive coordination with many camp partner 
organizations and the 80-mile distance from the camp facility to major media 
markets, the campaign garnered 64 media placements, 134+ million impressions, 
additional millions of impressions through donated PSAs and digital billboards, 
and a $20,000 donation from Reliant Gives. 

 
 

 

 

 

 



 

SPECIAL AWARDS 

 
2020 LEGACY AWARD WINNER 

HENRY GARCIA, MA, APR 
LONESTAR COLLEGE - KINGWOOD 

 
Henry Garcia, MA, APR, was appointed executive director of college relations at Lone Star College-
Kingwood in September 2009. After a five-year stint in New England, Garcia returned to Houston, where 
he served as bureau chief of communications for the Connecticut State Department of Education. In this 
capacity, he was responsible for internal and external communications, media relations, and advocating the 
needs of more than 570,000 students in 165 school districts. 

Garcia is an award-winning public relations practitioner, having earned several national awards in internal 
and external communications and crisis management. He has more than 35 years of experience in managing 
public, higher education, profit, and non-profit communication programs. 

Garcia has also worked for the largest public relations agency in New York City. He managed a team of 
account executives representing Johnson and Johnson Vision Care products.  Garcia is accredited with the 
Public Relations Society of America and holds undergraduate and graduate degrees in communications. 
Along with his public relations experience, he has also taught courses in communications and media 
relations at the college and university level. 

In his role at LSC-Kingwood, Garcia is responsible for all communication and marketing services and 
manages a team of five staff members in the college relations and creative services departments. Together 
he and his teams have garnered numerous awards for their innovative marketing and digital campaigns.  
He is active in the Lake Houston Rotary Club and earned the Paul Harris Award for his public relations 
contributions. He has also served as a member of the PRSA Houston Chapter Foundation.  In his spare 
time, Garcia enjoys traveling to Puerto Vallarta, Mexico, where he and his husband, John, own a second 
home. 

 



 

 

 
 

CEO COMMUNICATOR OF THE YEAR 
HENRY VAN DE PUTTE 

AMERICAN RED CROSS TEXAS GULF COAST REGION 
 

Henry Van de Putte has a long history of personal and professional public service experience. 
Prior to joining the Texas Gulf Coast region as CEO, he led the San Antonio Area Red Cross 
chapter as Executive Director. While there, Henry increased community partnerships, 
renewed confidence with elected and community leaders and supported local staff in growing 
a strong volunteer base. A proven leader in times of crisis, he provided leadership during the 
Red Cross response to the tragic mass shooting that occurred in Sutherland Springs, Texas.  
 

He brought that same level of passion and action to the gulf coast region while taking a 
“boots on the ground” approach for every disaster since 2018 which includes a chemical 
plant explosion, cargo plane crash, Tropical Storm Imelda, numerous flooding events and 
most recently Hurricane Laura, just to name a few. Other past accomplishments include 
serving as Director of Development at Central Catholic High School where he engaged 
stakeholders, managed an annual giving program, and provided strategic leadership. He was 
also Director of Operations and Corporate Accounts at Dixie Flag in San Antonio and began 
his career at ESPN in New York with the Corporate Communications and Outreach team. 
Henry has a proven ability to cultivate partnerships in the public and private sectors, 
excellent communication skills and focused planning to accomplish short- and long-term 
goals with extensive experience in event planning and marketing. Henry holds a Bachelor of 
Arts in Political Science from St. Mary’s University in San Antonio and is a proud lifelong 
Texan who enjoys spending time with his wife and toddlers. 



 

 

 
 

YOUNG PUBLIC RELATIONS PROFESSIONAL OF THE YEAR 
OLIVIA GUERRA 

BIG OAK TREE MEDIA 
 

Olivia Guerra, Public Relations Specialist for Big Oak Tree Media is being 
nominated for the PRSA Houston Young Public Relations Professional of the 
Year. Olivia is driven and passionate about communications, service, and 
producing measurable results for her clients. She brings a unique blend of skills, 
expertise, and positive energy to overcome challenges and meet goals. She is 
committed to the ethical and strategic delivery of public relations services for 
her projects. She exceeds all client and agency expectations by producing 
effective media communication materials to secure the best possible 
opportunities for her clients. 

 
 
 
 
 
 
 
 

 



 

 

 
 

PUBLIC RELATIONS PROFESSIONAL OF THE YEAR 
MARY BENTON 

CITY OF HOUSTON MAYOR’S OFFICE 
 

Mary benton’s responsibilities include ensuring that all citywide 
communications align with the administration’s goals and objectives. Mary 
oversees all functions of the communications office, including public and media 
relations, ceremonial documents, social media strategy, and compliance with the 
Texas Public Information Act.  Mary Benton previously worked for Harris 
County Public Health Dept., Harris County Toll Road Authority and Harris 
County Precinct One. Mary is a veteran journalist working more than two 
decades as a television news anchor and reporter, spending many of those years 
with KPRC/Local 2 right here in Houston. Mary Benton has also served and 
volunteered with PRSA Houston, as well as the chapter’s scholarship 
committee.       

 
 
 
 
 
 

 



 

 
 

SOLO PRACTITIONER OF THE YEAR 
LAURA FRNKA-DAVIS 

APR, LFD COMMUNICATIONS 
 

Laura Frnka-Davis has more than fifteen years of experiencein PR and 
Communications. Before starting LFD Communications, she was Director of 
Communications at LifeGift. Laura also previously served as a Senior Account 
Executive at Pierpont Communications and a PR Specialist at Texas Children’s 
Hospital. Laura, who holds the APR, is on the board of directors for PRSA 
Houston as an assembly delegate. She also helped design the organization’s 70th 
Anniversary logo.  Laura Frnka has created a number of blog posts on 
healthcare, retail, and workforce topics, in addition to several creative 
campaigns. Laura recently assisted the new Houston Botanic Garden with all 
media relations leading up to its successful opening day on September 18. 

 
 
 
 
 
 
 
 

 



 

 
 
 

MID-SIZE PR AGENCY OF THE YEAR 
PAIGE PR 

 
Paige PR is a smart, sophisticated Houston-based PR and marketing agency 

that is reenergizing B2B communication for industries like energy, 
manufacturing, real estate, and recruitment. Combining fresh, innovative ideas 

with extensive experience and proven practices, Paige PR ensures clients’ 
messages are always on point and on target. 

 
 
 
 

SMALL PR AGENCY OF THE YEAR 
BIG OAK TREE MEDIA 

 
Big Oak Tree Media is a Houston-based public relations firm with a passion for 
Creative Storytelling and Multicultural Communications. They are a team of 
creative storytellers with a passion for developing compelling narratives that 
drive measurable results. From the first bulb of inspiration, they’re thinking 
about the bigger picture. They strategize to share your narrative with the 
intended audiences in the most compelling ways. An enterprising approach to 
storytelling is what their team will bring to your business objectives. They  
leverage our expertise to drive results, time, and time again. 
 

 
 

 

 

 

 



 

 

 

 

CAMPAIGNS 
 

COMMUNITY RELATIONS 
MEDLEY INC. 

SILVER 
 

ARTS DISTRICT HOUSTON MURAL CAMPAIGN 
 

Arts District Houston, a state-recognized arts and cultural district, is home to an 
up and coming creative economy. This colorful, urban, artist-centered community 
along the Washington Avenue Corridor touts the highest concentration of artists in 
the state. Seeking to build community, Fresh Arts engaged Medley Inc to 
implement an integrated PR and digital marketing campaign aimed at garnering 
awareness of the district through an art project that would build collaborations 
between artists and local businesses. We successfully positioned the Arts District 
Houston as a community committed to enhancing the livability of the surrounding 
neighborhoods while centering the existing culture. 

 
  



 

 
COMMUNITY RELATIONS 

BUCKNER INTERNATIONAL 
SILVER 

 

BUCKNER PARKWAY PLACE  
"LIFE, EXPERIENCED" CAMPAIGN 

 
Fourteen senior adults revealed their passions, experiences and life stories as part of 
Buckner Parkway Place’s community relations campaign, “Life, Experienced.” 
Faith-based nonprofit Buckner Retirement Services opened Parkway Place 21 
years ago. In order to remain a market leader, Buckner invested $12.8M on a 
community renovation project. The project mirrored the attitudes of Parkway 
Place’s residents: constant self-improvement. This was the inspiration for “Life, 
Experienced,” which launched Sept. 27 at the renovation ribbon-cutting ceremony 
to show how Parkway Place’s commitment to being better goes beyond its walls – 
it is evident in how residents embrace each moment of their lives. 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 



 

EVENTS AND OBSERVANCES 
9THWONDER 

GOLD 
 

2019 - 2020 FOLEY & LARDNER  
MLK JR. ORATORY COMPETITION 

 
Foley & Lardner LLP hosted the annual MLK Jr. Oratory Competitions, during 
which fourth and fifth-grade students answered the question, "What would Dr. 
King’s dream be for America in 2020?” After 28 years of hosting the competition 
in Dallas and 24 years in Houston, the law firm expanded it to Chicago. The 
oratory contests included three rounds of competition, beginning in October 
2019. The final round of competition in each city was held Friday, January 17, 
2020 in conjunction with the Martin Luther King Jr. holiday. 9thWonder helped 
promote the 2019-2020 competitions with extensive media relations campaigns 
in each city. 

 
EVENTS AND OBSERVANCES 

EMERUS MARKETING 
SILVER 

 

PARKLAND GRAND OPENING CELEBRATION 

 
MultiCare Emergency, in partnership with Emerus, opened its first 
neighborhood emergency room in Tacoma, Washington in 2019. During 
planning, research revealed several negative perceptions about free-standing 
emergency rooms and urgent care centers, specifically surrounding quality-of-
care, efficiency and convenience. Marketing's objective was to eliminate 
consumer apathy by creating a dynamic advertising campaign to include 
promotion and execution of a free, family-friendly grand opening celebration to 
educate local residents about the ER's innovative model and services. The 
campaign generated over 1,400 attendees and helped boost patient volume, 
surpassing target performance by 90% within the first 60 days of opening. 

 



 

EVENTS AND OBSERVANCES 

NASA 
SILVER 

 

50 YEARS FORWARD: CELEBRATING THE APOLLO 50TH  
& NASA’S NEXT GIANT LEAP 

 
NASA’s Johnson Space Center has served as the iconic beginning to some of the 
greatest moments in American history, from landing man on the Moon to 
assembling the International Space Station. We are leveraging past successes to 
create even more daring missions to the Moon. As NASA aims to land the first 
woman and next man on the Moon by 2024 with the Artemis program, Johnson 
leveraged its unique role as the home of human space exploration to highlight 
the 50th anniversary of Apollo 11 moon landing and capture the imagination of 
the world. 

 
EVENTS AND OBSERVANCES 
ELMORE PUBLIC RELATIONS 

BRONZE 
 

A SPECTACULAR SUCCESS: INTRODUCING HOUSTON TO THE 
INAUGURAL NUTCRACKER MARKET SPRING SPECTACULAR 

 
In April 2019, in response to the steadfast success of its annual shopping 
extravaganza Nutcracker Market, Houston Ballet Foundation hosted its first 
ever Spring Spectacular. The smaller cousin of its wintertime predecessor, Spring 
Spectacular boasted hundreds of merchants selling unique spring and 
summertime wares.   Elmore Public Relations was charged with developing a 
public relations and influencer outreach plan to promote and introduce the 
Spring Spectacular to, and generate buzz amongst, Houston media and 
shoppers. Earning more than $3 million in publicity, Elmore PR’s efforts drove 
18,150 shoppers to generate more than $600,000 for the Houston Ballet 
Foundation’s arts education initiatives. 
 



 

EVENTS AND OBSERVANCES 
INTEGRATE 

BRONZE 
 

SWEET PARIS HIGHLAND VILLAGE OPENING 
 

Integrate successfully introduced and launched Sweet Paris’ flagship location in 
Highland Village with two events within a four-day period. The goal of the 
events was to drive long standing awareness of the new location, and this was 
achieved. Our team’s efforts garnered over 4 million media impressions in a 
week! The grand opening event, An Evening In Paris, proved to be a success 
when more than 200 people were in attendance, surpassing the goal of 150 
attendees. The intentionally intimate Instacrêpe event brought 20 of Houston’s 
most notable food influencers competing to see who could create the best crêpe. 
 

 
GOVERNMENT/PUBLIC AFFAIRS 

THE CKP GROUP 
BRONZE 

 

HIRE HOUSTON YOUTH 
 

CKP partnered with the City of Houston on behalf of the McDonald's Houston 
owner/operators to coordinate media outreach for the Mayor's Hire Houston 
Youth initiative, which employed more than 10,000 local youth in 2019. The 
strategy included calendar listings, weekend round-ups, broadcast interviews 
and online coverage in order to raise awareness about the program. Highlights 
included recurring broadcast coverage, in-depth radio and television interviews 
with key city and McDonald's spokespeople, an online feature with the Houston 
Chronicle tied to McDonald's summer hiring goals, and onsite interviews at the 
city-wide hiring event at the George R. Brown Convention Center. 

 
 

 



 

INTEGRATED COMMUNICATIONS 

THE CKP GROUP 
GOLD 

 

A GIANT LEAP 
 

In July 2019, Discovery Green hosted “A Giant Leap,” a free public event 
celebrating the 50th anniversary of the Apollo 11 mission to the moon. In 
advance of the program, CKP built an extensive pitch list of reporters covering 
science, history, family activities and culture and developed an outreach 
timeline and strategy aimed at getting ahead of the many local moon landing 
anniversary events planned for the same day. CKP’s integrated approach 
included distributing newsletters promoting A Giant Leap, managing a 
Facebook event page, designing creative for Instagram and Twitter, and 
engaging in paid promotion on Facebook and Google. 
 

 
INTEGRATED COMMUNICATIONS 

UNIVERSITY OF HOUSTON 
SILVER 

 

50TH ANNIVERSARY: PUBLIC ART OF 
THE UNIVERSITY OF HOUSTON SYSTEM 

 
Public Art of the University of Houston System (Public Art UHS) has a diverse 
and significant collection of nearly 700 public artworks stretching across the UH 
System, making great works of art accessible to millions of Texans. However, for 
50 years it had remained a hidden gem, lacking an identity and recognition.   
The UH Division of Marketing and Communication partnered with Public Art 
UHS to execute a 50th anniversary strategic marketing campaign to build the 
identity of Public Art UHS, support a new temporary public art program, raise 
the collection’s profile and provide community outreach to connect our diverse 
communities. 

 



 

 
MARKETING BUSINESS TO BUSINESS 

MYHART COMMUNICATIONS 
GOLD 

 

COMPETITION RADAR 
 

The multifamily industry is highly competitive, and having the best data 
contributes to the successful lease up of a property. ApartmentData.com, a 
multifamily industry data services provider, created Competition Radar, the 
most advanced competitive monitoring platform that gives onsite apartment 
personnel the information they need to quickly and easily make strategic 
decisions about their pricing, concessions, and policies to lease up properties at 
the touch of a button. MyHart Communications took the bold approach to 
introduce the product in a new way – and the results went way beyond 
expectations. 

 
MARKETING CONSUMER PRODUCTS AND SERVICES 

EMERUS MARKETING 
SILVER 

 

NEW MARKETING LAUNCH - MULTICARE EMERGENCY 
 

MultiCare Emergency, in partnership with Emerus, opened its first 
neighborhood emergency room in Tacoma, Washington in 2019. During 
planning, research revealed several negative perceptions about free-standing 
emergency rooms and urgent care centers, specifically surrounding quality-of-
care, efficiency and convenience. Marketing's objective was to eliminate 
consumer apathy by creating a dynamic, hyper-targeted campaign including 90 
days of heavy-up advertising. In addition, a community grand opening 
celebration was integrated to further educate the community about the ER's 
services. The campaign generated more than 8 million impressions and surpassed 
target facility performance by 90% within the first 60 days of opening. 
 

  



 

 
MARKETING CONSUMER PRODUCTS AND SERVICES 

THE CKP GROUP 
SILVER 

 

MCDONALD’S CRISPY CHICKEN SANDWICH 
 

McDonald's was the final entrant into the Chicken Sandwich wars of 2019, with a 
pilot in two markets—Knoxville and Houston. In four business days, CKP strategized 
and implemented a short-lead press blitz. Within 24 hours of the announcement, the 
news had been shared by nearly every local publication, television and radio station, 
as well as national publication Nations Restaurant News. A tweet from the Nations 
Restaurant News Editor sparked additional national coverage from Pop Culture and 
Simplemost. These efforts combined for a successful pilot, with restaurants selling out 
of the sandwich, and an indefinite pilot extension. 

 
MARKETING CONSUMER PRODUCTS AND SERVICES 

ELMORE PUBLIC RELATIONS 
BRONZE 

 

“ANNOUNCING THE REDEVELOPMENT OF BROOKFIELD 
PROPERTIES’ HOUSTON CENTER” 

 
In January 2019, Brookfield Properties, a global real estate services company, 
announced their plans to redevelop Houston Center, a four-building, mixed-use office 
campus in downtown Houston. Occupying five city blocks, downtown’s largest 
property would be transformed into a vibrant destination for tenants and visitors.   
Elmore Public Relations was employed to strategically publicize the announcement to 
commercial real estate media, current tenants and downtown stakeholders. Using 
media tours, internal communications and digital marketing, we earned more than $5 
million in publicity coverage, and more importantly, continued engagement and 
developed further trust between Brookfield Properties and its current and prospective 
tenants. 

  



 

MARKETING CONSUMER PRODUCTS AND SERVICES 
EMERUS MARKETING 

BRONZE 
 

PEDIATRIC CAMPAIGN 

 
Baptist and Baylor Scott & White Emergency Hospitals, in partnership with 
Emerus, operate 16 emergency hospital facilities in the San Antonio and Dallas-
Fort Worth markets. In 2019, analysis revealed a stagnant trend in pediatric 
patient volume and the organization risked decreased market share. Marketing’s 
objective was to launch targeted, multi-channel advertising campaigns to re-
introduce existing pediatric services to the communities and position the 
emergency hospitals as preferred providers for emergent pediatric healthcare. 
Due to strategic planning and marketing tactics, year-over-year pediatric 
patient visits exceeded 2019 projections by 1,861 patients, resulting in more 
than 6% revenue growth. 

 
MOST EFFECTIVE CAMPAIGN  

ON A SHOESTRING BUDGET ($5,000 OR LESS) 
UNIVERSITY OF HOUSTON 

GOLD 
 

MARCH MADNESS 
 

When March rolls around, fans around the country invest in the thrilling and 
sometimes heartbreaking few weeks known as March Madness. The University 
of Housten danced their way into the Sweet Sixteen for the first time in 35 
years. With the eyes of the nation upon them, the UH Social Media team 
executed a plan that not only rallied behind their team but put messages about 
institutional wins in the spotlight. 

 
 

 



 

MULTICULTURAL PUBLIC RELATIONS 

THE CKP GROUP 
GOLD 

 

MCDONALD’S “CARROLL OLIVER WAY” SIGN UNVEILING 
 

Carroll Oliver, a McDonald’s owner/operator and pillar of Houston’s Fifth Ward 
community, was posthumously honored with a street sign bearing his name 
almost four years after his murder. Oliver’s death was felt deeply throughout the 
community, and members petitioned to have the street named in his honor. 
With only six days notice, CKP coordinated public relations for an event 
unveiling “Carroll Oliver Way.” CKP created suggested messaging for Houston 
Mayor Turner and other civic leaders; secured 38 media placements and more 
than 12,103,698 impressions with visibility for McDonald’s African American 
leaders; and produced a recap video that generated third-party support. 

 

 
MULTICULTURAL PUBLIC RELATIONS 

UNIVERSITY OF HOUSTON 
SILVER 

 

INTRODUCING THE MARIACHI PUMAS 
 

Da Un Grito for the Mariachi Pumas! For the first time in its 93-year history, 
the University of Houston has a mariachi ensemble. The Mariachi Pumas 
debuted in fall 2019 and Houston’s large Hispanic/Latino populaton took notice. 
The Pumas have since performed for the Houston Mayor and other city leaders, 
the UH president and provost, and before millions of Houstonians on live 
television. How did the Pumas go from nonexistent to center stage and social 
media sensations? The UH Division of Marketing and Communications put their 
best paws forward to create a campaign that has everyone chanting Vamos 
Coogs! 
 

 

 



 

 
MULTICULTURAL PUBLIC RELATIONS 

MYRIAD GLOBAL MEDIA 
SILVER 

 

AMAZON CORPORATE SECURITY 
SAFE TRAVEL ABROAD CAMPAIGN 

 
Amazon is a multinational technology company with over 750,000 employees, 
many of whom travel thousands of miles a year. To ensure safety of their 
employees, Myriad Global developed a strategy for safe travel awareness - 
specifically for traveling to and from the United States and Middle East by using 
visual interactive communications tactics. Myriad Global applied public 
relations principles to video production targeted toward internal employees, 
which resulted in an increased awareness of cultures and customs when traveling 
abroad. 
 

 

PUBLIC SERVICE/NON-PROFIT CAMPAIGNS 
AMERICAN RED CROSS TEXAS GULF COAST REGION 

BRONZE 
 

TROPICAL STORM IMELDA 
 

During a disaster, getting the right information is important. Along with 
providing information on where to find resources for those who have been 
impacted, the American Red Cross uses social media to provide safety and 
preparedness disaster messaging. One of the more well know services the Red 
Cross provides is safe lodging for communities that have experienced a disaster. 
When a viral Facebook post implied a Red Cross shelter lacked services, it 
sparked an investigation that would turn into a reputation management war 
spanning multiple social media platforms. 
 

 

 



 

 

 
REPUTATION/BRAND MANAGEMENT 

HARRIS COUNTY DEPT OF EDUCATION 
SILVER 

 

SEE THE IMPACT 
 

Harris County Department of Education, the last county office of education in 
Texas, moved from obscurity to top of mind for county residents in 2019 
through a comprehensive awareness campaign that increased understanding and 
support for the 140-year-old organization. This shift also supported HCDE 
during the 86th Legislature as the department was targeted for closure, despite 
leveraging every $1 in property taxes into $5 of service. To combat 
misinformation and confusion, HCDE created a branding campaign so 
stakeholders could “See the Impact” HCDE has using interpersonal 
communications, marketing, advertising, social media, community outreach, 
internal communications and media relations. 

 
 

REPUTATION/BRAND MANAGEMENT 
WARD 
SILVER 

 

FROM COMMODITY CHOICE TO EXPERIENCED PARTNER 
 

Ward positioned Aggreko as an experienced, highly valuable partner in the 
myriad industries the temporary power and temperature control rental company 
serves. Ghost-written editorial helped prove their high-value proposition and 
problem-solving skills in the nation’s most capital-intensive businesses – thereby 
separating them from the commodity pack of rental companies competing on 
price. 

 
 

 



 

 

 
REPUTATION/BRAND MANAGEMENT 

INTEGRATE 
BRONZE 

 

SIX FLAGS' HURRICANE HARBOR SPLASHTOWN  
2019 SEASON OPENING 

 
After an acquisition by Six Flags, the well known Wet N’ Wild Splashtown 
needed to create ongoing positive awareness for the park and new brand that 
would to drive memberships and create improved perception of the park among 
new and existing members. After working with the park for three seasons, 
Integrate knew that a multifaceted campaign including social media initiatives, 
PR initiatives and multiple events strategically placed throughout the 
waterpark season, is what would be needed to maintain momentum all season 
long for season membership pass sales and positive coverage of the new park. 
 
 

REPUTATION/BRAND MANAGEMENT 
UNIVERSITY OF HOUSTON  

BRONZE 
 

UNIVERSITY OF HOUSTON 
"UNLEASH YOUR POWER" CAMPAIGN 

 
The University of Houston’s “Unleash Your Power” campaign is a multi-year, 
multi-tactic recruitment campaign for prospective students. The campaign’s 
message is this: at the University of Houston, you can be anything or anyone 
you want to be, and the University exists to help you write your own story. We 
developed an array of print and digital initiatives and collateral. To-date, the 
campaign has resulted in an increase of students at every stage of the enrollment 
funnel—from prospect to inquiry to applicant to decision.  

 
 



 

TACTICS 
 

ANNUAL REPORTS 
MD ANDERSON CANCER CENTER 

SILVER 
 

MD ANDERSON ANNUAL REPORT 
 

The University of Texas MD Anderson's Annual Report is the flagship 
publication that documents the patient care and research breakthroughs that 
occur each year at MD Anderson Cancer Center, ranked by U.S. News and 
World Report as the nation's No. 1 hospital for cancer care. Through compelling 
narratives and striking visuals, the Annual Report explores how MD Anderson's 
doctors, scientists, nurses and other health care professionals are advancing 
medicine, shaping policy, and saving lives. 

 
 

ANNUAL REPORTS 
KINDER INSTITUTE FOR URBAN RESEARCH AT RICE 

UNIVERSITY 
BRONZE 

 

BUILDING BETTER CITIES. BUILDING BETTER LIVES. 
 

The mission of Rice University’s Kinder Institute for Urban Research is to build 
better cities and to improve communities by bridging data, research and 
engagement with action.   The annual report was incredibly valuable as it served 
as the single most important communication that captured the Kinder 
Institute’s achievements in alignment with its updated mission.   The report 
served as a communication tool to engage diverse stakeholders, which included 
foundations, donors and community partners and provided a pivotal 
opportunity to introduce the organization to new audiences through 
thoughtfully written content. 



 

 
BROCHURES 

ENERGY TRANSFER 
SILVER 

 

ARE YOU PREPARED TO RESPOND  
TO A PIPELINE EMERGENCY? 

 
Pipelines are the energy lifelines for almost every daily activity. The U.S. 
depends on more than 2.5 million miles of pipelines, the world’s largest network, 
to safely move energy to fuel our nation's economic engine. Products are 
transported through a vast underground network – in many cases tucked under 
our streets.  Because of their importance to our economy and lives, protecting 
this infrastructure is vital.  Pipeline emergencies are rare, but should an incident 
occur, it is imperative emergency responders are well-informed and prepared.  
Energy Transfer communicates critical incident response information to this 
crucial stakeholder in the communities where we operate. 

 
BROCHURES 

UNIVERSITY OF HOUSTON 
SILVER 

 

"UNLEASH YOUR POWER" 
UNIVERSITY OF HOUSTON VIEWBOOK 

 
The "Unleash Your Power": University of Houston viewbook was created by the 
UH Enrollment Services Communication and Marketing team for the 2019-2020 
recruitment year. Aligned with the overarching "Unleash Your Power" 
campaign, this vibrant viewbook impresses upon prospective freshman students 
that, with the help of the University of Houston, they have the power to write 
their own story.     Filled with compelling and engaging content, the viewbook 
truly evokes the spirit of the University of Houston while emphasizing the 
benefits of becoming a UH Cougar. 

 
 



 

BROCHURES 
NORTH HOUSTON MANAGEMENT DISTRICT 

BRONZE 
 

NORTH HOUSTON DISTRICT 
WHAT WE DO, 2019 BROCHURE 

 
With a new president, a new marketing director and a rebrand, the time was 
right for a new North Houston Management District brochure.  After 25 years as 
the Greater Greenspoint Management District, the organization announced its 
new name in 2016 as the North Houston Management District. Many businesses 
in the area were co-branding themselves as "North Houston" vs. Greenspoint.   
In 2018, the new marketing director evaluated all communications. There was a 
need for an updated, creative brochure, to help the general audience understand 
the role of the management district, its services, and a map of its park 
attractions. 

 
 

BROCHURES 
MD ANDERSON CANCER CENTER 

BRONZE 
 

E-CIGARETTES: ARE THEY SAFE?  
/ OTHER DANGEROUS NICOTINE PRODUCTS 

 
The University of Texas MD Anderson Cancer Center is one of the world's most 
respected centers focused on cancer patient care, research, education and 
prevention.  In response to the rapidly increasing rate of e-cigarette use among 
youth and potential public health harms to youth, young adults, smokers and 
non-smokers, a new collateral piece was developed as part of MD Anderson’s 
comprehensive strategy to address the harms of tobacco and their associated 
cancer risk. The goal was to communicate MD Anderson experts’ evidence-based 
recommendations on e-cigarettes and other nicotine products to adults, 
specifically parents, current smokers and smokers seeking to quit. 
 



 

 
 

CREATIVE OR UNCONVENTIONAL TACTICS 
EMERUS MARKETING 

GOLD 
 

PEDIATRIC CAMPAIGN 
 

Baptist and Baylor Scott & White Emergency Hospitals, in partnership with 
Emerus, operate 16 emergency hospital facilities in the San Antonio and Dallas-
Fort Worth markets. In 2019, analysis revealed a stagnant trend in pediatric 
patient volume and the organization risked decreased market share. Marketing’s 
objective was to launch targeted, multi-channel advertising campaigns to re-
introduce existing pediatric services to the communities and position the 
emergency hospitals as preferred providers for emergent pediatric healthcare. 
Due to strategic planning and creative marketing tactics, year-over-year 
pediatric patient visits exceeded 2019 projections by 1,861 patients, resulting in 
more than 6% revenue growth. 

 
CREATIVE OR UNCONVENTIONAL TACTICS 

EMERUS MARKETING 
SILVER 

 

34TH STREET BRIDGE NOW OPEN CAMPAIGN 
 

INTEGRIS, in partnership with Emerus, opened its first community hospitals 
in Oklahoma City in 2019. Within nine months of opening a facility in the 
community of Moore, major construction near the hospital severely impacted 
accessibility for patients, resulting in lower facility volume. With that, 
Marketing was challenged to find a way to increase patient visits. Upon learning 
a new bridge would open in the fall, Marketing developed a tactical advertising 
campaign to promote the bridge and its improved access to the community 
hospital. Campaign success resulted in an additional 139 patients per month, 
with 33% revenue increase over two months. 

 



 

CREATIVE OR UNCONVENTIONAL TACTICS 
THE CKP GROUP 

BRONZE 
 

MCDONALD’S HAPPY MEAL 40TH ANNIVERSARY 
 

To celebrate the 40th anniversary of the Happy Meal, McDonald's brought back 
a collection of toys from the last four decades. In addition to media outreach, 
CKP engaged local influencers to amplify the story using two approaches: 
blogger-organized mommy meet ups held at a McDonald's restaurant and a 
series of deliveries to select influencers consisting of Happy Meals and a set of 
the throwback toys. The goal of the campaign was to spark nostalgia in those 
who grew up eating Happy Meals, and generate excitement for kids who were 
seeing them for the first time. This campaign did just that. 
 
 

EDITORIALS/OP-ED COLUMNS 
ELMORE PUBLIC RELATIONS 

GOLD 
 

PUBLICIZING THE FIGHT FOR AFFORDABLE HOUSING 
IN HOUSTON’S THIRD WAR” 

 
The City of Houston has an affordable housing shortage. The Third Ward 
neighborhood, however, is effectively increasing its inventory of affordable 
housing through a collaboration of public, private and nonprofit organizations. 
Their advocacy has helped preserve and promote community development in 
this historic neighborhood and is looked to as an example by other 
neighborhoods.  To inform the public of these concerted efforts, Elmore Public 
Relations penned an editorial on behalf of Kinder Foundation President Nancy 
Kinder and Texas State Representative for District 147 Garnet Coleman and 
successfully secured its placement in the Houston Chronicle on November 27, 
2019. 
 
 



 

 

FEATURE STORIES 
NASA 
GOLD 

 

THE DIRECTORS SERIES: COMMUNICATING A NEW VISION 
STATEMENT AT NASA'S JOHNSON SPACE CENTER 

 
NASA’s Johnson Space Center (JSC) has led human spaceflight for more than 50 
years. However, as commercial companies advance their capabilities and gain 
additional responsibilities, employees at JSC perceived that they were losing 
hold of their leadership role in spaceflight. To position JSC for continued 
leadership and inspire employees,  new vision statement was launched: “Dare. 
Unite. Explore.”  To disseminate and explain this vision to employees, 
Johnson’s internal communications team launched The Directors Series, a series 
of feature stories highlighting how senior leadership at Johnson was 
incorporating the vision into their work. These became the most viewed stories 
on Johnson’s intranet. 

 
 

FEATURE STORIES 
WARD 
SILVER 

 

WARD AND AGGREKO:  COLD STORAGE IS A HOT TREND 
 

Ward capitalized on a timely editorial opportunity to position Aggreko as a 
thought leader responding to the increasing demand for more cold storage 
facilities.  The piece educates general contractors on how Aggreko can provide 
expertise to cost-effectively address the most pressing issues their cold storage 
clients face by leveraging its temporary power and cooling expertise as part of 
their facilities expansion strategies. 

 
 



 

 
FEATURE STORIES 

UNIVERSITY OF HOUSTON 
BRONZE 

 

LYNN EUSAN: LEGACY OF A SLAIN ADVOCATE 
 

Every day thousands of people at the University of Houston walk through Lynn 
Eusan Park on campus, without giving it a thought. Though the park is the 
gathering spot for thousands of events, mystery remains to many: Who was 
Lynn Eusan? The truth is Lynn Eusan was many things – the first African-
American Homecoming Queen at UH, a civil rights activist, a journalist and 
finally – a murder victim. 2019 marked the first year that the university 
bestowed a bachelor of arts degree in African American Studies, the program 
Eusan helped create, an apt time to tell her historical story. 
 

 

MAGAZINES 
UNIVERSITY OF HOUSTON CULLEN COLLEGE OF 

ENGINEERING 
SILVER 

 

PARAMETERS 
UH CULLEN COLLEGE OF ENGINEERING MAGAZINE 

 
Parameters Magazine is the official publication of the University of Houston 
Cullen College of Engineering. Established over 20+ years ago, Parameters is an 
in-house publication distributed each spring and fall to all Cullen College alumni, 
donors, faculty and prospective students as well as national engineering deans 
and chairs, industry representatives, media, national high school counselors and 
government leaders. Topics have ranged from high-impact research to student 
and alumni success stories. 
 

 

 



 

MAGAZINES 
UNIVERSITY OF HOUSTON  

BRONZE 
 

UNIVERSITY OF HOUSTON MAGAZINE 
 

The fall 2019 University of Houston Magazine: Story of Momentum is a 
publication for alumni, friends and supporters of the University. This issue 
reveals research efforts in remote environments like Antarctica and the 
International Space Station. It takes a personal look at the legacy of our alumni 
and details UH’s $6.4 billion impact on Houston’s annual economy. We address 
our efforts at eliminating barriers to higher education for at-risk students. 
Readers enjoyed a behind-the-curtain look at the bloody work of the Houston 
Shakespeare Festival and traversed ancient history using antique coins and a 
UH professor of history as a guide. 

 

 

NEWSLETTERS 
MD ANDERSON CANCER CENTER 

SILVER 
 

FOCUSED ON HEALTH 
 

The University of Texas MD Anderson Cancer Center is one of the world's most 
respected centers focused on cancer patient care, research, education and 
prevention. A vital part of MD Anderson’s corporate social responsibility 
strategy is to help people learn how to reduce their cancer risk. One way we do 
this is with Focused on Health, a monthly digital publication that covers diet, 
exercise, HPV vaccination, screening, sun safety and tobacco prevention.    
Focused on Health leverages our world-class expertise to position ourselves as 
thought leaders on cancer prevention to an online consumer base that wants and 
trusts information from hospitals. 
 

 
 



 

 

SPECIAL PROJECTS 
WARD 
SILVER 

 

WARD & SUSAN G. KOMEN HOUSTON 
GETTING INK FOR THE PINK 

 
Ward took on this special project with gusto, delivering 20 media placements 
and 53+ million impressions for new client, Susan G. Komen Houston just 24 
hours after being hired.  Celebrating top individual and team fundraisers of 
Komen Houston’s annual Race for the Cure, the Pink Honor Roll gala had no 
prior history of media coverage and featured no typical mediagenic elements 
that would draw media to the event. Undaunted, Ward implemented its “ZIP 
Code” strategy to localize the story and spotlight these deserving women in their 
own communities, tapping into the wealth of community newspapers across the 
Greater Houston area. 

 
SPECIAL PROJECTS 

WARD 
SILVER 

 

TEXAS APARTMENT ASSOCIATION  
DISPELS EVICTION MYTHS 

 
Ward worked with the Texas Apartment Association to turn a potentially anti- 
industry San Antonio Express-News investigative series on eviction rates, into 
opportunity to educate reporters and their audiences on sensitive social issues, 
from TAA’s deep apartment  experience and viewpoint. Ward counseled the 
reporter’s request offered opportunity to reinforce TAA’s position as a 
trustworthy resource.   By communicating that eviction was the course of last 
resort for apartment owners, given its primary business objective to keep 
turnover as low as possible, the association was successful in mitigating what 
could have been negative reporting that caused lasting damage to TAA’s 
reputation. 
 



 

 
SPECIAL PROJECTS 

UNIVERSITY OF HOUSTON 
BRONZE 

 

UH COLLEGE OF MEDICINE BILL SIGNING 
 

After years of strategic planning, the University of Houston celebrated in grand 
fashion after its new College of Medicine was formally recognized in state law. 
Texas Gov. Greg Abbott joined University leadership and other lawmakers for a 
ceremonial bill signing and press conference on the UH campus to recognize this 
historic milestone in the establishment of Houston’s first medical school in 
nearly 50 years. Covered by most major news media outlets in the city, 
architectural renderings of the new $80 million College of Medicine building were 
unveiled for the first time, generating excitement throughout the state to 
accomplish our goal! 
 

 

SPECIAL PROJECTS 
QUILL & INK 

BRONZE 
 

MAKING SPIRITS BRIGHT 
 

Companies struggle with whether to give Christmas gifts to clients. Mid-
Continent was no exception in 2019, asking what type of gift should be given, 
who should receive it and what was the budget? On the coattails of an 
expensive, generic gift in 2018 that generated no memorable outcome or 
response, Mid-Continent shifted gears in 2019. Rooted in its corporate pillars of 
being intentional, meaningful and purposeful in all aspects, a brainstorming 
session led to the creation of “Making Spirits Bright,” a fascinating booklet that 
took a festive look at the history, legend, interesting facts and care of the 
poinsettia. 

 
 



 

SPECIAL PUBLICATIONS 
BUCKNER INTERNATIONAL 

GOLD 
 

BUCKNER PARKWAY PLACE  
"LIFE, EXPERIENCED" CALENDAR 

 
Fourteen senior adults revealed their passions, experiences and life stories as 
part of Buckner Parkway Place’s community relations campaign, “Life, 
Experienced” – a campaign designed to highlight a recent $12.8M renovation 
project and raise brand awareness. One of the driving elements of the campaign 
was a promotional 2020 wall calendar featuring photographs by Mark Sandlin of 
Parkway Place residents. The calendar was integral towards making the 
campaign more tangible for the senior adults residing at Parkway Place and 
prospective residents who were in our target audience. Copies of the calendar 
were presented to all prospects touring Parkway Place. 

 

 
SPECIAL PUBLICATIONS 

UNIVERSITY OF HOUSTON CULLEN  
COLLEGE OF ENGINEERING 

SILVER 
 

UH ENGINEERING UNDERGRADUATE CATALOG 
 

As you move through this world, we ask you to take a second look at the 
infrastructures, technologies, tools and machines that shape your daily life: the 
cars, cell phones, lights, bridges, buildings, clean water, cameras, computers – 
even the fuel powering our planet. Is there anything that an engineer has not 
touched?  In the UH Engineering Undergraduate Programs Catalog, prospective 
students can find a wealth of information, including details regarding degree 
plans, student resources and campus life. The catalog offers an exclusive inside 
look at what being a student at UH Engineering is all about. Engineering 
excellence starts here. 
 



 

SPECIAL PUBLICATIONS 
UNIVERSITY OF HOUSTON 

SILVER 
 

"UNLEASH YOUR POWER" 
UNIVERSITY OF HOUSTON VIEWBOOK 

 
The "Unleash Your Power": University of Houston viewbook was created by the 
UH Enrollment Services Communication and Marketing team for the 2019-2020 
recruitment year. Aligned with the overarching "Unleash Your Power" 
campaign, this vibrant viewbook impresses upon prospective freshman students 
that, with the help of the University of Houston, they have the power to write 
their own story.     Filled with compelling and engaging content, the viewbook 
truly evokes the spirit of the University of Houston while emphasizing the 
benefits of becoming a UH Cougar. 

 
 

 

VIDEO 
MYRIAD GLOBAL MEDIA 

SILVER 
 

PLACENTA ACCRETA SPECTRUM (PAS)  
AWARENESS AND FUNDRAISING FILM 

 
Myriad Global was tasked by Texas Children’s Hospital and Baylor College of 
Medicine to produce a high-quality animated documentary-style film aimed at 
encouraging awareness of Placenta Accreta Spectrum (PAS) Disorders, which is 
a potentially life-threatening pregnancy complication that occurs in 
approximately 1 in 1,000 pregnancies. The goal of this film is to raise awareness 
and funding to save lives of expectant mothers. 
 

 

 

 



 

VIDEO 
UNIVERSITY OF HOUSTON CULLEN COLLEGE OF 

ENGINEERING 
BRONZE 

 

UH ENGINEERING AT KATY 
 

In Fall 2019, UH Engineering made a bold strategic move by expanding its 
programs to the new instructional site at UH at Katy. The new facility features 
80,000 square-feet of lab, studio and classroom space and offers cutting-edge 
degrees specifically designed to meet the growing needs of the larger Katy area. 
UH Engineering at Katy represents a model partnership between academia and 
industry. Houston needs a homegrown workforce trained to take on the jobs of 
the future while filling the skills gaps of today, and UH Engineering has the 
expertise, resources and ingenuity to make it happen. 
 

 

VIDEO 
UNIVERSITY OF HOUSTON 

BRONZE 
 

"UNLEASH YOUR POWER" 
UNIVERSITY OF HOUSTON RECRUITMENT VIDEO 

 
This recruitment video kicked off the University of Houston’s “Unleash Your 
Power” campaign. The video tells students that, at the University of Houston, 
you can be anything or anyone you want to be, and we exist to help students 
write their own story. The script and doodle-like treatment on the static, 
seemingly unchangeable images allow us to convey a feeling of limitless 
possibility.   The video is shown during campus visits and prospective student 
events. It’s included in the University’s virtual tour and lives in different areas 
of the University of Houston website. 


