
C
A

TE
G

O
R

Y
 10: D

IS
TR

IC
T 

C
O

M
M

U
N

IC
A

TIO
N

S
For the district council that provides the best 
exam

ple of im
proving district council reputation 

across the range of disciplines (m
edia, 

m
arketing, internal com

m
unications and 

environm
ental com

m
unications).

C
A

TE
G

O
R

Y
 11: N

E
X

T G
E

N
E

R
A

TIO
N

For the local authority com
m

unicator w
ho can  

dem
onstrate that they have im

proved 
the reputation of their local authority and local 
governm

ent in their area through effective 
strategic and tactical com

m
unications. 

C
andidates should be under 30 years of age 

on 1.1.10, be at the level of com
m

unications 
m

anager or below
 and be considered part of 

the ‘next generation’ of heads of com
m

unication.

Prom
oting the reputation 

of the place
C

A
TE

G
O

R
Y

 12: TO
TA

L P
LA

C
E

 LE
A

D
E

R
S

H
IP

For the authority that can best show
 how

 public 
services have w

orked together to prom
ote the 

reputation of the w
hole area. This m

ay m
ean 

dem
onstrating com

m
unications has im

proved 
access to public services or how

 joint w
ork 

has successfully im
proved the reputation of 

the area.

C
A

TE
G

O
R

Y
 13: C

O
M

M
U

N
ITY

 
R

E
A

S
S

U
R

A
N

C
E

For the public authorities that can m
ost 

effectively dem
onstrate how

 the police and 
council have w

orked together to reduce fear 
of crim

e, or actual levels of crim
e. These can 

be joint entries from
 the council and police.

C
A

TE
G

O
R

Y
 14: IM

P
R

O
V

IN
G

 H
E

A
LTH

For the public authorities that can m
ost 

effectively dem
onstrate how

 they have w
orked 

together to im
prove public health or reduce 

health inequalities. These can be joint entries 
from

 the council and local health service.

C
A

TE
G

O
R

Y
 15: P

A
R

TN
E

R
S

H
IP

For the council that can m
ost effectively 

dem
onstrate how

 it has w
orked w

ith other 
partners to deliver specifi c benefi ts for the 
com

m
unity in term

s of targets set through the 
LS

P
 or other forum

s. These m
ay be joint 

entries from
 public service partners. 

Detach here

Awards entry form
 Local Government Association Group and 
LGcommunications Reputation Awards 2010

PLEASE COMPLETE IN BLOCK CAPITALS

Please send your completed entry and payment to:

Sonja Parfrey
LGcommunications 
C/O Communications
17th Floor, City Hall, 64 Victoria Street
London, SW1E 6QP

Telephone enquiries: 020 7641 2575
Email: lgcommunications@westminster.gov.uk

Awards categories (please tick)

 Media relations  Publications

 Employee engagement  Environmental comms

 Value for money  Local democracy

 Crisis management  Digital and social media

 Council reputation  District communications

 Next generation  Total place leadership

 Community reassurance  Improving health

 Partnership

Personal details 
Name of person submitting entry:

(This person will be the main contact for the judges and organisers)

Job title:

Organisation:

Address:

Telephone:

Email:

Payment details
Per award category 

 £50 LGcomms members  £100 non-members
(enter by 5pm Friday 19th March 2010)

We enclose a cheque payable to LGcommunications for  £     

OR BACS payment to: LGcommunications, Royal Bank of Scotland 
Sort Code: 16-13-07 Account Number: 10004294

BACS payment sent  £   Date:

Account reference:

OR Please invoice me:

Use of reputation channels
C

A
TE

G
O

R
Y

 1: M
E

D
IA

 R
E

LA
TIO

N
S

For the authority that provides the best strategy 
and consistent im

plem
entation of actions to 

m
anage the m

edia effectively to prom
ote and 

defend the council.

C
A

TE
G

O
R

Y
 2: P

U
B

LIC
A

TIO
N

S
For the authority that provides the best 
exam

ple of a regular council publication that 
inform

s residents.

C
A

TE
G

O
R

Y
 3: E

M
P

LO
Y

E
E

 E
N

G
A

G
E

M
E

N
T

For the authority that provides the best exam
ple 

of how
 to com

m
unicate w

ell w
ith staff so they 

becom
e advocates for the council.

Drivers of reputation
C

A
TE

G
O

R
Y

 4: E
N

V
IR

O
N

M
E

N
TA

L 
C

O
M

M
U

N
IC

A
TIO

N
S

For the authority that can dem
onstrate the 

m
ost effective com

m
unications around an 

environm
ental initiative. This m

ay cover at least 
tw

o of the follow
ing areas: prom

oting the w
ork 

of the cleansing service, facilitating public 
reporting of problem

s, dealing w
ith ‘grot spots’, 

dealing w
ith fl y-tipping or educating and 

enforcing on environm
ental m

atters.

C
A

TE
G

O
R

Y
 5: V

A
LU

E
 FO

R
 M

O
N

E
Y

For the m
ost effective cam

paign com
m

unicating 
the value for m

oney of local services to local 
residents and stakeholders. This category m

ay 
include cam

paigns to tackle the recession, 
recognising that the econom

ic outlook has 
changed perceptions of value for m

oney.

C
A

TE
G

O
R

Y
 6: LO

C
A

L D
E

M
O

C
R

A
C

Y
The local D

em
ocracy A

ct of 2009 has placed 
statutory duties on local authorities to prom

ote 
dem

ocracy and involve people in decision 
m

aking. This aw
ard is for the authority that best 

dem
onstrates the prom

otion of local dem
ocracy 

in term
s of show

ing good governm
ent, w

idening 
involvem

ent and feeding back to citizens on the 
perform

ance of the authority.

C
A

TE
G

O
R

Y
 7: C

R
IS

IS
 M

A
N

A
G

E
M

E
N

T
For the authority that can dem

onstrate how
 

it successfully m
anaged a threat to corporate 

reputation or a civil em
ergency through tim

ely, 
proactive com

m
unications w

ith tangible benefi t 
to local reputation and the com

m
unity.

Prom
oting the reputation 

of the authority
C

A
TE

G
O

R
Y

 8: D
IG

ITA
L A

N
D

 S
O

C
IA

L M
E

D
IA

This category w
ill rew

ard entrants w
ho can 

dem
onstrate how

 digital m
edia has played a 

positive role in council strategy to achieve 
policy goals, engage people in the political 
process and unite com

m
unities. Judges w

ill 
be looking for outcom

es in term
s of im

proved 
understanding of or access to local services.

C
A

TE
G

O
R

Y
 9: C

O
U

N
C

IL R
E

P
U

TA
TIO

N
For the authority that best dem

onstrates how
 

they have enhanced the council brand. 
This m

ay include evidence of how
 a strategy 

has been put into practice, com
m

unicating the 
council’s story and dem

onstrating the value of 
key services to enhance council reputation.

Categories – 2010 REPUTATION AW
ARDS


