THE 50 FOR 50 GROWTH GUIDES - GROWTH FACTOR 10

The Trophy Case: Awards

Why Awards Are a Real Reason
to Celebrate

Principle #10: Why Awards Are a Real Reason to Celebrate

The Complete Implementation Guide

This white paper is a companion to Chapter 10 of The 50 Factor by Scott Scully. The book tells the story. This guide gives you the
step-by-step playbook to build an awards program that simultaneously boosts sales, recruiting, team morale, and market credibility.

Why This Principle Matters

Awards are one of the most undervalued growth levers in a services business. Most founders dismiss them as vanity, ego-stroking, or
"pay-to-play.” Meanwhile, their competitors are collecting trophies — and those trophies are doing real, measurable work.

The data is hard to argue with:

e « Small Business Administration: Small businesses that win awards see, on average, a 63% increase in income and a 39%
increase in sales.

e - Linkedln Talent Solutions: Companies with employer brand awards receive 50% more qualified applicants per job posting.

o « Edelman Trust Barometer: Third-party validation (which awards represent) is the second most trusted form of credibility after
personal recommendations.

e « Glassdoor: Companies named "Best Places to Work" see a 1.8% increase in stock performance relative to peers — because
the market reads culture awards as a signal of operational health.

e « Companies that win Inc. 5000 recognition report higher close rates in the 6 months following the announcement — because the
logo in their email signature answers the unspoken question: "Is this company for real?"



Awards aren't magic. They're leverage. A single award simultaneously produces four distinct returns — and no other growth activity
delivers all four at once.

The Four Returns on Awards

Return #1: Sales Acceleration

Award logos on your website, proposals, email signatures, and sales decks convert prospects faster. They answer the question every
prospect is silently asking: "Is this company legitimate? Can I trust them?"

An Inc. 5000 badge in a proposal header says "this company is growing fast and is externally validated." A "Top Workplaces" logo
says "this company treats people well, which means they'll treat me well as a client." A Stevie Award says "their sales and service
operation has been judged against thousands of competitors and won."

You don't have to explain the award. The logo does the work. It creates an initial credibility deposit that shortens the sales cycle and
reduces objection volume.

The compound effect on sales: The more awards you stack, the stronger the signal. One award is a data point. Five awards are a
pattern. Twenty awards are a brand identity. A prospect who sees "200+ Awards" on your website thinks: this company is excellent at

what they do. That perception — earned through consistent external validation — is almost impossible for a competitor to replicate.

Return #2: Recruiting Advantage

In a competitive talent market, awards are one of the most cost-effective recruiting tools available. "Top Workplaces" and "Best Places
to Work" logos on job postings increase application rates by 30-50%. Candidates research companies before applying — and a
trophy case full of workplace and growth awards answers their questions before they even schedule an interview.

The recruiting math: if an award-enhanced job posting generates 50% more qualified applicants, and each posting normally costs
$500-$2,000 in advertising plus hours of recruiter time, the award has paid for itself many times over by reducing recruiting effort
across every single hire you make.

Beyond volume, awards improve quality. A-players want to work at recognized companies. They want to tell their friends and family: "I
work at a company that's won Inc. 5000 ten years in a row." That pride is a recruiting magnet — and a retention tool once they're
hired.

Return #3: Team Pride and Retention

When your company wins an award, your team stands taller. They share the news on LinkedIn. They tell their friends. They feel proud
to work there — and pride is one of the most powerful retention tools that exists.

The internal effect of an award announcement is immediate and visible. Energy goes up. Conversations become more optimistic. The
team feels like they're part of something that's being recognized by the outside world. This isn't vanity — it's validation. Your people
work hard. An award tells them that the outside world sees it.

The retention connection is direct: employees who feel proud of their company are significantly less likely to leave. Gallup's research
on engagement consistently shows that "pride in the organization" is a top-5 driver of retention. Awards feed that pride in a way that
internal messaging alone cannot — because external validation is inherently more credible than self-congratulation.

Return #4: Momentum Signal

Investors, partners, acquirers, and the broader market read awards as a proxy for health. A company with 10 consecutive years on
the Inc. 5000 looks fundamentally different from one with zero. The award doesn't prove anything on its own — but it signals

trajectory, discipline, and operational excellence.



For companies considering PE investment, an acquisition, or a strategic partnership, a robust awards portfolio communicates: this
company is well-run, externally validated, and on a growth trajectory. That signal reduces due diligence friction, increases perceived
value, and often directly impacts valuation conversations.

The Five-Part Awards System

Part 1: Dedicate a Resource
Appoint a named owner. This person has "awards won" as a KPI. At $3—-10M in revenue, this is typically 20% of a marketing

coordinator's time — researching awards, writing applications, coordinating submissions, and managing the celebration process.

At $20M+, this becomes a more significant function — potentially a dedicated role or a substantial portion of someone's job. The
applications get more complex, the portfolio gets larger, and the leverage process (PR, sales enablement, recruiting collateral)
requires real coordination.

The critical point: Without a named owner, awards don't happen. They fall into the "someday" category. Appointing an owner with a
KPI transforms it from aspiration to execution.

Part 2: Research the Landscape

Map every relevant award your company could win. Segment them by three dimensions:

By category: Growth (Inc. 5000, regional fast-growing lists), Workplace (Top Workplaces, Best Places to Work, Great Place to Work),
Industry-specific (whatever publications your vertical respects), Leadership (EY Entrepreneur of the Year, CEO of the Year), Creative
(Telly, Hermes, MarCom), Customer Experience (Stevie Awards), Ethics/Community (BBB Torch Awards).

By effort level: Low effort (survey-based — you submit employee emails, they take a survey, you win or you don't), Medium effort
(written submission — 2-5 pages about your company), High effort (full case study — detailed financials, documentation, client
participation).

By competitiveness: High-probability wins (smaller, niche, or regional awards), Medium-difficulty (national awards with moderate
competition), Stretch goals (highly prestigious awards with hundreds of applicants).

Build a portfolio that includes all three. The high-probability wins fill the trophy case and build momentum. The stretch goals create the
headline wins that move the needle.

Part 3: Get Company-Wide Buy-In

Many awards require employee surveys, client participation, financial documentation, or operational data. If your team thinks awards
are a marketing ego project, they won't cooperate — and the applications will fail.

Frame it correctly: "Awards help us recruit better people, close bigger deals, and build a company we're all proud of. When we win,
everyone wins — literally. Here's how you can help.”

The most effective buy-in strategy: celebrate your first win so visibly and enthusiastically that the team sees the energy it creates.

Once they feel the pride of a win, participation in future applications becomes natural.

Part 4: Quantity Beats Quality (Especially Early)

This is counterintuitive but important: a trophy case full of 15 modest awards and 5 prestigious ones creates a stronger momentum
signal than 1 prestigious award alone.

"200+ Awards" on your website is a brand statement. It communicates consistent excellence over time. Nobody counts which awards
are which — they see the volume and draw the conclusion: this company is doing something right, repeatedly, and the world keeps



noticing.

Apply broadly. Win often. Stack the case. The goal in year one is 10 applications, 3-5 wins. By year two: 25-30 applications, 10-15
wins. By year three and beyond: 40+ applications annually, with a portfolio that spans growth, workplace, leadership, creative, and
industry categories.

Part 5: Celebrate and Leverage Visibly

Winning an award and not leveraging it is like buying a billboard and leaving it blank. Every win should trigger a systematic
celebration and leverage process.

Internal (same day): Company-wide announcement. Post in #wins channel. CEO video or voice message. Physical trophy ordered
for the office.

External (within one week): LinkedIn post from CEO's personal account. Company LinkedIn post. Website Awards page updated.
Press release to local business journal. Email to client base.

Sales enablement (within two weeks): Award logo added to email signatures, sales deck, proposal template, case studies, and
About Us page.

Recruiting (within two weeks): Added to all job postings, career page, Glassdoor profile, and recruiting pitch.

The ROI of an award is determined not by winning it but by how aggressively you leverage it. A win that gets mentioned once is a
missed opportunity. A win that gets embedded into every client-facing and candidate-facing touchpoint compounds for months.

The Budget

Awards are among the highest-ROI marketing investments available — and among the cheapest.

At $3M revenue: $5K-$15K annually covers most application fees and the time cost of submissions. This is less than a single month
of most digital advertising budgets.

At $10M revenue: $15K-$30K annually for a more aggressive portfolio with some premium awards that require higher fees or
professional application support.

At $20M+ revenue: $30K-$75K annually for a full program with 40+ applications, premium submissions, and dedicated coordination.

The ROI math: If one "Top Workplaces" win reduces your cost-per-hire by $2,000 across 20 hires this year, that's $40,000 in savings
from a $500 application. If one Inc. 5000 badge in your sales deck helps close two additional deals at $50K each, that's $100,000
from a free application. The math works at every company size.

The Starter Portfolio: Your First 90 Days

Don't wait until you feel "ready.” Apply now. Here's the plan:

Month 1: Research. Map 15-20 relevant awards. Segment by category, effort, and competitiveness. Identify the 10 most accessible

ones.

Month 2: Apply for the first 5. Start with the low-effort, high-probability wins — survey-based workplace awards and regional growth
lists.

Month 3: Apply for the next 5. Include at least one stretch goal. While you wait for results, plan how you'll celebrate the first win.

Expected outcome: 3-5 wins from your first 10 applications. Each one gets the full celebration and leverage treatment.



The Compounding Effect

Awards compound in three ways:

Judges see trajectory. An application that references "we've won 8 awards in the last 2 years" is stronger than one from an unknown
company. Past wins make future wins more likely.

Your team builds the muscle. The second application is easier than the first. The fifth is routine. By year three, your organization
has institutional memory — the data is organized, the stories are documented, the process runs itself.

Your brand accumulates credibility. Each award is a brick in a wall of trust. One brick is nothing. Two hundred bricks is a fortress.
And once built, a competitor can't replicate it — because the wall represents years of consistent excellence, validated by dozens of
independent judges.

Common Mistakes and How to Avoid Them

Mistake #1: Dismissing awards as vanity. The 63% income increase and 39% sales increase are not vanity. They're revenue. Treat
awards as a growth lever, not an ego trip.

Mistake #2: Applying once and quitting. Most founders apply for one award, don't win, and conclude the program doesn't work.
Apply for 10. Win 3-5. Build momentum. Awards are a volume game.

Mistake #3: Winning and not leveraging. The win is 10% of the value. The leverage is 90%. Every win should hit internal comms,
external comms, sales materials, recruiting materials, and the website — within two weeks.

Mistake #4: No named owner. Without someone whose KPI is "awards won," the program dies within 6 months. Assign the owner.

Mistake #5: Waiting until you're "big enough.” There are awards for every company size. $1M companies win regional awards.
$5M companies win industry awards. $15M companies win national awards. The only companies that don't win are the ones that don't

apply.

Mistake #6: Not tracking cumulative count. "200+ Awards" is a brand statement. Track the running total and publicize it. Every new
win adds to the number. The number itself becomes a selling point.

Quick-Start Checklist

v [0 Appoint a named awards owner this week (with awards-won as a KPI)

v O Allocate budget: $5K—-$15K for this year

v [0 Research and map 15-20 relevant awards by category, effort, and competitiveness

v O Apply for the first 5 awards within 30 days (start with low-effort wins)

v [0 Apply for the next 5 within 60 days (include one stretch goal)

v [0 Plan the celebration process before you've won anything

v [0 When you win: execute the full internal + external + sales + recruiting leverage process
v [ Track the cumulative count and update the website

v [ Scale to 25—-30 applications per year by year two

v [0 Add awards to the monthly leadership meeting agenda (1 minute: where do we stand?)



Implementation Tools

Ready-to-use templates for this Growth Factor

Awards Calendar & Application Tracker
Columns: Award Name, Category, Deadline, Application Fee, Effort Level, Owner, +2 more

BV Awards Win Tracker

Columns: Award Name, Category, Deadline, Application Fee, Effort Level, Owner, +2 more

ﬂ Awards Celebration Playbook
Step-by-step leverage process

a Awards Portfolio Planner

W8 Award ROI Calculator
Columns: Award Name, Category, Deadline, Application Fee, Effort Level, Owner, +2 more

This is Principle #10 of 50 — the last principle of Part I: The Foundation. Recognition (#1) creates the internal environment.
Accountability (#2) sets the standard. Being in the business (#3) gives you ground truth. The Growth Formula (#4) gives you the
numbers. Quality (#5) and A-Player Scores (#6) make the work measurable. Referrals (#7) and Client Success (#8) grow what you
have. Running like a public company (#9) builds the governance muscle. And Awards (#10) take all of it and broadcast it to the world
— attracting clients, candidates, and credibility that accelerate everything else.

Get the book: The 50 Factor by Scott Scully

The Leverage Multiplier: If It Doesn't Have a Logo, It Doesn't Count

This principle extends beyond awards into everything your company does. Any time you launch a sales initiative, a recruiting push, a
quarterly campaign, or a culture event — give it a name and give it a visual identity.

A monthly sales push targeting the paving industry? Don't call it "the paving push.” Call it "Paving Our Way to 500K." Design a logo.
Make t-shirts. Put it on a slide. Give it a landing page. When an initiative has a name and a visual identity, people rally around it.
When it doesn't, it's just another email from management that gets filed and forgotten.

This applies to everything — sales missions, onboarding cohorts, quarterly themes, annual goals, team competitions, client
appreciation campaigns. Name it. Brand it. Make it real. The act of giving something a visual identity transforms it from an internal
memo into a movement.

The same principle applies to awards themselves. Once you win, the logo becomes a permanent asset. It goes on every sales deck,
every email signature, every job posting, every proposal template. The logo does work for you 24 hours a day, 365 days a year —
silently building credibility in every interaction where it appears. Most companies collect the trophy and forget to deploy the logo. The
logo is worth more than the trophy.

Warning Signs You're Leaving Awards on the Table

e < You've never applied for an award, or haven't in more than 2 years.

e < No one at the company owns awards as a KPI.



* You dismiss awards as "pay-to-play" — which some are, but many aren't, and the ROI even on paid awards can be high.
« Your "About Us" page has no recognition or trophies displayed.

« You've won an award or two but didn't celebrate or leverage them.

* You can't tell me, right now, how many awards your company has won.

* Your competitors are winning awards in your industry and you're not in the conversation.

* Your sales deck has no third-party validation anywhere in it.

The 50 Factor by Scott Scully - Brought to you by Abstrakt Marketing Group - abstraktmg.com



