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How to write a successful 
award entry
Winning a business award, whether that’s it’s for an individual, a team, product, 
or client partnership, can make all the di�erence to your business. It can help 
build your reputation among current and prospective clients in key markets, boost 
your brand, and grow your sales. A property service provider recently told me that 
just by being a �nalist (not even a winner) in a built environment awards they 
estimated that it increased their annual revenue by as much as £100,000. 

Even so, many businesses don’t take award writing seriously. Too often, the process 
is disorganised, fragmented, and last minute. 

Writing an award entry is a specialist skill that requires planning, good 
communication, and speci�c knowledge of what it takes to win. If you’re going to 
spend time and money entering an award scheme, it’s worth planning it properly 
and producing the best entry you can.  

With another year of awards fast approaching, now is the time to start thinking 
about which parts of your business you want to shout about, and which awards 
programmes you want to enter. 

Here are eight tips for writing an award entry that you need to consider.

 

1  /  CHOOSE THE RIGHT AWARD
There are numerous award programmes within the built environment sector 
covering everything from property marketing, cleaning, and security to workplace 
technology. Likewise, if you’re looking to raise your pro�le in a particular vertical 
sector, it’s worth looking at awards for service in that area e.g., healthcare, 
education, law or �nancial services.  

2 / ENTER THE RIGHT CATEGORY 
When choosing the category, it’s crucial that you read the requirements carefully. 
Many awards have time criteria. Check that your entry is eligible. Are there any 
new categories in that particular programme? Newer categories are always less 
popular than more established ones. Who is sponsoring the category you have 
chosen? You don’t want to �nd yourself accepting an award from a competitor 
through gritted teeth. 
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3 / CHOOSE THE RIGHT PROJECT, TEAM OR 
INDIVIDUAL  
Don’t opt simply for your latest or biggest project. Think carefully about whether 
you have a good relationship with your client and the depth of material you’ll 
need to put together when writing an award entry. If innovation is a key factor, 
have you genuinely broken new ground? Can you demonstrate joint working for a 
partnership award? If site visits are part of the entry process, will these be easy to 
arrange? If testimonials are required, are you con�dent that your client thinks as 
highly of your performance as you do?  Make sure you have the hard data to back 
up any claims you’re making about the success of your project.  

4 / ENGAGE YOUR CUSTOMER
Ideally, your client should want to win the award as much as you do, so explain to 
them how winning will enhance their pro�le as well. Doing this will make it easier 
to get cooperation when it comes to putting the entry together and getting it 
signed o�. Ensure that you not only have permission from your client contact but 
also their corporate communications team as they will have the ultimate say.  

5 / TELL A STORY 
Awards judges read lots of submissions, so yours needs to stand out. Facts are 
crucial but you need to provide a compelling narrative too. Provide some context. 
Tie your project into your client’s mission or objectives. Take the reader along the 
timeline, from conception to implementation. Make it personal. Add quotes and 
feedback from sta�, customers, visitors, etc. Above all, make it an interesting read.  

6 / PROVIDE EVIDENCE 
Many awards entries fail to score well because they don’t back up their claims. 
Too many make assertions but don’t produce the evidence. If your new helpdesk 
system resulted in a “major improvement in customer service”, it’s vital that you 
provide the KPI or survey data that demonstrates these results. If you achieved 
“signi�cant cost savings”, quantify them or at least give the percentage reduction 
in costs. Include simple graphics to make the point. Don’t be woolly.  

7 / PAINT A PICTURE  
Even if the submission doesn’t require images, you’ll almost certainly need them 
should you make the shortlist or win. Many submissions are let down by poor 
photography and there really is no excuse, even if you don’t want to employ a 
professional. Pictures taken with a phone are high resolution and perfectly �ne if 
you don’t have professional images.

8 / PREPARE TO CELEBRATE VICTORY
Finally, if you are lucky enough to be shortlisted or even win, make the most of your 
success. Issue a press release, publicise it internally, on your website, through social 
media and in newsletters. Many award schemes will o�er downloadable media 
kits, including �nalist and winner logos that you can add to marketing material, 
stationery, and email signatures.  

If you really want to get ahead of the game, write your winner’s press release 
before the event. That way, all you have to do is drop in the judge’s remarks and 
you can enjoy the celebrations safe in the knowledge that you won’t be up at 6am 
trying to write sparkling copy after the big night.

•   Read our guide on ‘How to write a winning award entry‘ for 
more details, visit our award writing page or get in touch to 
discuss how we can support your award ambitions.

Award writing support

Magenta has written numerous winning award entries since we were 
founded in 2011. Just last year, we helped clients with submissions for the 
IWFM awards, PFM awards, Cleaning Excellence awards, Security and Fire 
Excellence awards, OSPAs, and British Security awards. 

We can help your business write an outstanding award entry giving you the 
best chance of success.

https://www.magentaassociates.co/crisis-management/
https://www.magentaassociates.co/wp-content/uploads/2021/02/HTG_Award_entries_2020.pdf
https://www.magentaassociates.co/award-writing/
https://www.magentaassociates.co/contact/
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2023 i-FM Awards 
Winner – Technology 
in FM

2023 Security & Fire 
Excellence Winner – 
Security Project of the 
Year

2023 Best Business 
Awards Winner – 
Disruptor of the Year 

2023 K Biz Awards  
Winner – Innovation 
Silver

2023 PFM Awards  
Finalist – Partners in 
Expert Services

2021 PFM Awards  
Winner – Partners in 
Sustainability -Large 
Estates

2022 PFM Awards  
Finalist – Partners 
in Cleaning -Large 
Estates

2022 PFM Awards  
Finalist – Partners in 
Corporate – Finance 
and Insurance Sector

2022 PFM Awards  
Finalist – Partners in 
Expert Services – Public 
Sector

2021 GBB Awards  
Winner – Transport 
& Logistics 
Businesswoman of 
the Year

2021 Cateys Winner 
– Front of House Team 
of the Year

2023 IWFM Awards 
Finalist – Manager of 
the Year 

2022 IWFM Impact 
Awards Finalist – 
Technology

2022 IWFM Impact 
Awards Finalist – 
Team of the Year

2022 IWFM Impact 
Awards Finalist – 
Equity, Diversity and 
Inclusion Initiative

2022 IWFM Impact 
Awards Finalist – 
People Development 
and Talent Retention

2022 IWFM Impact 
Awards Finalist – 
Social Value

2022 IWFM Impact 
Awards Finalist – 
Wellbeing

Client awards
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