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What can I win? FAQs: 
What do I have to do?

What is the deadline?
�e entry deadline is 
Friday, December 12, 2014.

Who can enter?
Whether a major in media or 
math, communications or chemistry, 
anyone can enter as long as he or 
she was enrolled as an undergraduate
student at a US college or university 
between December 12, 2013, and 
December 12, 2014.

Questions?
Contact Amanda Hassler
ph: 646.638.6023
e: amanda.hassler@haymarketmedia.com  
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Do you have what it takes to be 
PRWeek’s Student of the Year?

Kristina Amaral, Rutgers University
2013 winner 

�e winner will receive a $1,000
cash prize and be rewarded with a 
trip to the annual PRWeek Awards 
in New York in March 2015. One 
runner-up will also win a trip to the 
PRWeek Awards.

You must devise and write a new
campaign for a client. You
will need to use your creativity
and ability to think strategically
and analytically to create a
campaign that ensures the client
achieves its desired objective.

Test your PR and communications skills by entering our 
contest. You could win a cash prize and the honor of being 
the PRWeek Student of the Year 2015.
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Background on Toyota
Toyota, the world’s largest automaker and creator of the Prius, is 
committed to building vehicles for the way people live through its 
Toyota, Lexus, and Scion brands. Over the past 50 years, it has 
built more than 25 million cars and trucks in North America, 
where it operates 14 manufacturing plants (10 in the US) and 
directly employs more than 40,000 people (more than 32,000 in 
the US). Its 1,800 North American dealerships (1,500 in the US) 
sold more than 2.5 million cars and trucks (2.2 million-plus in the 
US) in 2013 – and about 80% of all Toyota vehicles sold over the 
past 20 years are still on the road today. For more information 
about Toyota, visit www.toyotanewsroom.com.

The assignment
At the 2014 Consumer Electronics Show, North America was first 
introduced to the Toyota FCV (fuel cell vehicle). Then in June at 
the 2014 Aspen Ideas Festival, the automaker revealed for the first 
time the exterior of a fuel-cell sedan that will be available for 
purchase in 2015 – first in Japan, then Stateside. The hydrogen-
powered car will offer an impressive range in terms of distance per 
charge, as well a re-charging speed equal to the time it takes to 
re-fuel a regular car. It is the next generation of auto technology 
and boasts greater efficiency than any previous offering.

Toyota’s commitment to fuel cell goes well beyond the launch. It is 
investing in the hydrogen fueling station infrastructure needed to 
support the public’s adoption of this new technology. The rollout 
will begin in California, where adoption rate for green technology 
is high and government support is strong, but challenges abound. 
While auto manufacturers, local government, and infrastructure 
developers understand the importance of hydrogen as a fuel and 
what it means for the future, numerous key audiences still require 
proper education on what fuel cell really means – for everyone.

Your task is to create a campaign that helps launch the Toyota FCV 
ahead of its availability in the US next year. A vital element will be 
an emphasis on educating the public not only about the value of the 
vehicle itself, but also about hydrogen fuel-cell technology and why 
it’s a good choice for them. It’s also important to position Toyota as 
a leader in the cutting-edge of fuel-cell development and execution 
as compared to its competitors. 

Your campaign should include the following three components: 
A. traditional media relations tactics; B. a social media engagement 
plan; and C. a community engagement plan, including event(s). 
Your written entry must include the following components:

1. Campaign objectives

2. Research (which could include both existing and original research)

3. Planning

4. Strategy and tactics (which should leverage the research)

5. Evaluation/measurement of success

Submissions cannot exceed five pages. A two-page supplement can 
also be submitted in addition that may include pitch letters, press 
releases, and other materials. 

Students also have the option to create videos and place links to 
those videos in their submission. However, those videos must not 
exceed 90 seconds in length.

Note: Judges will be paying very close attention to originality and 
creativity, from concept to execution. Quality of writing will also 
be heavily scrutinized.
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By submitting your entry for the PRWeek Student of 
the Year Award, you agree to the rules and regulations 
listed below.

O�cial rules
•  Entries are to be emailed to PRWeek.SOTY@

prweek.com. Written entry must be no longer than 
five pages. Supplemental materials can also be 
submitted that may include pitch letters or press 
releases, but must be within the five-page limit.

•  Entries must be from undergraduate students enrolled 
at a US college or university.

•  Entries must be written in English.

•  Entries must be submitted online by Friday, 
December 12, 2014 at 11:59pm ET. Entries that 
are not submitted online will not be accepted.

•  PRWeek reserves the right to disqualify any entry 
deemed unsuitable for any reason, not limited to, 
but including: failure to meet any of the previously 
stated rules; plagiarism or non-attributed use of 
copyrighted material or images; excessive use of 
profanity, nudity, or violence; or any content that 
advocates and supports racial, cultural, religious, or 
gender bias.

•  The top two finalists will travel to New York for the 
PRWeek Awards in March 2015, with airfare and 
standard hotel room expenses paid for by PRWeek.

•  The winner of the Student of the Year Award will 
also receive a $1,000 cash prize.

•  The winning students agree to permit their likenesses 
to be used by PRWeek and/or Haymarket Media Inc. 
for advertising or promotion.

•  The judges of the Student of the Year contest will 
likely include a PRWeek senior editor, an acedemic, 
and an in-house PR department leader.

•  The criteria for judging include creativity, 
writing ability, and understanding of PR principles 
and strategy.

•  All entry materials become the property of 
Haymarket Media Inc. and will not be returned.

•  Immediate family members of employees of PRWeek 
or Haymarket Media Inc. are not eligible to enter.
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