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Nominations open June 22 for updated ICA Client of the Year Award
-Revamped Award recognizes client companies for best-in-class partnerships with their
agenciesToronto, ON. The Institute of Communication Agencies (ICA, www.icacanada.ca) is announcing
the call-for-entries for its third annual ICA Client of the Year Award, celebrating the
collaboration, partnership and best-in-class working relationship between client companies and
agencies. After the Award’s successful introduction in 2014 and a celebrated return in 2015,
the nomination criteria for the ICA’s Client of the Year Award has been revised and expanded
by the Client Agency Relationship Committee, led by Jennifer Steinmann, president, Cundari.
The Award winners will be named during the advertising industry’s esteemed CASSIES awards,
presented by the ICA and its partners. Client companies can be nominated by both ICA
member and non-member agencies; entries open June 22, and close August 31, 2016.
“We’re looking forward to showcasing the Canadian advertising and marketing community’s
best partnerships with the newly retooled ICA Client of the Year Award,” said Gillian Graham,
CEO of the ICA. “For the third year in a row, we will recognize the combination of best practices
and outstanding collaboration between clients and agencies that is essential to growing our
country’s brands and businesses. It’s an accessible and compelling opportunity for agencies
and clients to share the positive impact of their partnership.”
The gold winner of the 2016 ICA Client of Year Award, which was presented at the CASSIES in
February, was Nissan Canada, nominated by Juniper Park\TBWA. CIBC -- also nominated by
Juniper Park\TBWA -- won silver, and Mondelez went home with the bronze following
nomination by FCB. Jill Nykoliation, the CEO of Juniper Park\TBWA, speaks about the winning
partnerships and underscores the importance of the awards to the industry in this video
created by JWT: https://www.youtube.com/watch?v=-cXnwoMX0Qw

Defining a winning partnership
The entry requirements for the ICA’s Client of the Year Award have been revamped to enable
agencies to better detail the significance of their client relationships and how they embody the
ideals of partnership, best practices, and innovative work. Agencies now have 1,500 words
rather than 1,000 to include specific examples of client collaboration, with an emphasis on
uniqueness and what differentiates the client partnership. There are three criteria: The Spirit of
Partnership, which is the underlying tone of the relationship (40 per cent of overall score);
Ways of Working, or the processes the client uses to create a constructive working
environment (40 per cent of overall score); and The Work, examples of the most successful
work born from the partnership (20 per cent of overall score). Agencies can nominate one or
several clients through an online form: http://www.eventbrite.ca/e/2016-client-of-the-yearnomination-registration-26056153657. The fee for each submission has stayed the same -$399 for ICA members, and $499 for non-members. After the entry deadline of August 31,
nominations for the 2017 ICA Client of the Year will be adjudicated by a panel of experienced
senior client and agency industry peers, and the winners announced at next year’s CASSIES.
“The point of the award – and the goal of the ICA – is to encourage and celebrate best-in-class
collaborations, relationships, and processes forged by agencies and clients. It’s important to
highlight the exemplary partnerships that drive our industry’s success in Canada,” explained
Ms. Steinmann. “We anticipate a tough job selecting next year’s winners after the impressive
calibre seen this year.”
About the ICA
The Institute of Communication Agencies (ICA, www.icacanada.ca) is the professional business
association which represents Canada’s communication and advertising agencies. The ICA’s
mission is to champion commercial creativity, amplify the industry’s economic impact, and to
embrace and drive change. As such, the ICA promotes thought leadership, higher standards
and best practices. It serves as the largest source of information, advice, education and training
for Canada’s communication and advertising industry. ICA’s member agencies and subsidiaries
account for more than 75 per cent of all national advertising in Canada, with an economic
impact worth more than $29 billion annually. More information about the ICA and its initiatives
can be found at www.icacanada.ca or on Twitter @icacanada.
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