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CANNES LIONS AWARDS 2020
ENTRY KIT 2 « THINGS YOU NEED TO KNOW

=9 A} (Key date)
DATES

Entries open: 16 January

First late fee applies after: 12 March

Second late fee applies after: 7 May

Third late fee applies after: 28 May
. Entries close: 30 June

AN A WD~

=AFZFE OFLY| (NOTIFICATION OF WINNERS)
« 7F BR|O|M FMWE| S AALS HAEY 7|7tS Eats| 22 HE £QFU T
e =M ZIZ 2FE(Shortlisted work) 2 &4l & ALO| E(www.canneslions.com) 18|11, HAE|H 7|7FF
O =l/ BiEE = "2fo[A = Hjde'of &8 YL},
s g AT 0T B A AZOM HRED, 22010 YA 20| A = H Yo AMEY
'El’é_!fl M= +d2FL &dH 2FAAT S 2FotH 4o et E2Mer SM(F3)0] 015 7|
. %%H;%qﬁﬂﬂ'}loﬂ O|FO| ZIHEOf A= BfAfL 70| 2714 EENE FRE of= FR HAHE F
'3 290 ey
=34
£ % H|-2 ENTRY FEES
Fee until 12 March  Fee after 12 Fee after 7 Fee after 28
2020 March 2020 May 2020 May 2020
Film Lions €885 €1,075 €1,175 €1,275
Print & Publishing Lions €575 €765 €865 €965
Outdoor Lions €575 €765 €865 €965
Radio & Audio Lions €575 €765 €865 €965
Social & Influencer Lions €645 €835 €935 €1,035
Direct Lions €575 €765 €865 €965
Media Lions €645 €835 €935 €1,035
Brand Experience & Activation Lions €645 €835 €935 €1,035
Titanium Lions €1,995 €2,185 €2,285 €2,385
Design Lions €575 €765 €865 €965
PR Lions €645 €835 €935 €1,035
Film Craft Lions €885 €1,075 €1,175 €1,275
Mobile Lions €645 €835 €935 €1,035
Creative Effectiveness Lions €1,565 €1,755 €1,855 €1,955
Entertainment Lions €885 €1,075 €1,175 €1,275
Innovation Lions €575 €765 €865 €965
Pharma Lions €645 €835 €935 €1,035
Health & Wellness Lions €645 €835 €935 €1,035
Creative Data Lions €645 €835 €935 €1,035
Glass: The Lion For Change €575 €765 €865 €965
Digital Craft Lions €645 €835 €935 €1,035
Entertainment Lions for Music €885 €1,075 €1,175 €1,275
Industry Craft Lions €575 €765 €865 €965
Sustainable Development Goals Lions €575 €765 €865 €965
Creative eCommerce Lions €645 €835 €935 €1,035
Entertainment Lions For Sport €885 €1,075 €1,175 €1,275
Creative Strategy €645 €835 €935 €1,035

Creative Business Transformation Lions €645 €835 €935 €1,035
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3 7|7" ELIGIBILITY DATES

419 252 HAE|H S50 MESHIIR? s your work eligible for the Festival?
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* Brand Experience & Activation
¢ Creative Data
¢ Creative eCommerce
* Design
* Digital Craft
¢ Direct
¢ Entertainment
* Entertainment Lions for Music
* Entertainment Lions for Sport
* Glass: The Lion for Change
¢ Health & Wellness
* |Innovation
¢ Media
¢ Mobile
e Pharma
¢ PR
* Social & Influencer
¢ Sustainable Development Goals
e Titanium
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e Film Craft

e Industry Craft

e Outdoor

e Print & Publishing
* Radio & Audio
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FHo|A LWE2 2 Or=2{™ . TOP TIPS FOR YOUR CASE FILM

{tZA54 BE CONCISE
You're dealing with professionals who are perfectly capable of grasping whether a project has merit based on a concise, coherent
explanation.

=5t SIMPLICITY
Less is always more. So many case films fail to communicate a clear idea and a compelling strategy that isn't cluttered and
confusing. The need for focus and clarity cannot be underestimated.

QHOJl A X| 1 L{7t7| BE UP-FRONT

Explain the idea upfront and quickly so the jury can understand the dimensions of the campaign and its results from the very
beginning. Avoid using unnecessary build up or stylistic filler. Treat your case film like a piece of editorial. All the key information
early on — expansion of the idea to follow.

D51% & M2H2 T CULTURE & CONTEXT
It's an international jury where English is not always the first language. Respect this diversity. Entries that hinge on a cultural nuance
or unfamiliar cultural context should come with additional information.

MES HHOZ TAKE A FRESH PERSPECTIVE
You may have lived and breathed the work, but the jury hasn't. Look at the idea with a fresh pair of eyes and distil it down to its
core for a new audience.

AEZ|EI™ TELL A STORY
Structure your explanation around a simple, powerful and succinct narrative. Storytelling is key.

U= JE &4 MAKE IT EASY FOR THEM
The idea should speak for itself. Avoid creating barriers with unnecessary and elaborate production values. Keep it
straightforward.

£Z B2 MEHO| EfY 5t CATEGORY SELECTION
Carefully consider the best category for your entry and ensure that it demonstrates both relevance and specificity for its audiences.
If you're unsure where your work can go, ask an Awards Manager who can give you some advice.

0|2 & 20| {7 INDUSTRY JARGON
Avoid industry jargon and marketing speak. Don't sell... explain your work. A case film with excessive hype and empty statements
will not impress the jury.

Z1HE AA| RESULTS

Make sure you provide them and they are robust meaningful and measurable. Be honest, specific and provide workable,
quantitative figures and stats. In some categories, results count for 30% of the mark. Clearly link your results back to original goals,
strategies and objectives.
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