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Creative Effectiveness  Open for entries: 18th November 2016

All other Lions  Open for entries: 19th January 2017

BEFORE

THE FESTIVAL Late fee deadline  23rd March 2017

Increased Late fee deadline  13th April 2017

sojoq Ayiqibi3

Final Entry Deadline  20th April 2017
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c
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Product Design 20th June 21st June 22nd June g %
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Cancellations

Terms &
Conditions

Supporting Materials Official Policy on Ineligible
Guidelines and “Scam” Entries

The Rules for Entering
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CAMPAIGNS

ZHTH[91 (CAMPAIGNS)

ol ot AR 2 Fe]ofjolE B AAEe] oY AgThe HmE, meba AF0] 24 M she] S50 ANy
ct.

52 &2 stue] i 9l(campaign) o]ut 438 ZAH| ¢l(campaign of Executions) & sttS AEd 4 lEU. of
2N Fdet FE/AEIAS Sdet AR Faishs shte] Ze]ofo] | B ofojtjof-F 27) o] o] Ao = HAteidolAl
B ZIIA] A= 2 glsyt

Ay AAmQl o2 EEY A AAd e AE S AA B =o] el 2fo]d’ o= /FsHA g

g8y ARl o 2 SFshe Jfolle EEchs Audo] R Ul BEo= o] WAl 201, shute] A A=
(execution title)' S 7}&l Z8m| Q1 Yjof = 7] AF=o] 9l o] A A 78u]|Q10] A|=2-2 LojQlx] A H 2 7]A|5]of Tt

7% Q1(CAMPAIGN)
st ofojtjoju} FAIE Bl A2 AZAH, o2 7l A= AP 2AA Al2] =g LYt

OIEJ ZAm Q12 offet 22 R st EFAer 23T 4 AsUHH

Entertainment

Design

e Direct

* Integrated

e Cyber (Sections: A. Web Campaign, H. Integrated)

*  Media

*  Mobile

e Outdoor (Sections: C. Digital Outdoor, E. Ambient, F. Integrated Campaign)
e PR

*  Promo & Activation

CAMPAIGN OF EXECUTIONS
Lot dEoly M| A S 22 ThA|

rulm
=O|l:."
ol
i
1o
off
e,
rot
o
=2
o
m
T
[e]
el
)
)
2
rﬂ
i)
2
o
o2
o
oX
o
uju
i
)
T
o

e Film (Sections: A. TV & Cinema Film, B. Online Film, C. Other Film Content)
e Film Craft

e Cyber (Section: D. Online Video)

e Outdoor (Sections: A Billboards & Street Posters, B. Indoor Posters)

e Print & Publishing (Sections: A. Print, E. Print & Publishing Craft)

*  Radio
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QeAd iy 3o gAE Ate 9] gxg wA
HEHA: JPG, CMYK, 7063 x 5008 pixels, 5 - 15MB.

oA 2012 42 SYAR

AAFA] LR CRY SRR AA 22 8. 3= Folo nEA2
33t 7108 ey x|o] FAGIA| U A,

MNEHA: 594mm x 420mm.

19

TGS px

ud 2005

wH (T

—T=

sajpq A9y

saypq Anpqibig

suoyp|[eduD
Buusjug 1oy sajny ay| /é\lFuLIn}eu -

suolipuo)
9 suLg|

0
[e]
3
T
g,
(e}
=)
wn

ssuljeping
s|pudjpyy Buipoddng

se!"l'l'ua lIwDDSII puo
3|qiBijau) uo Adijod [OPYO




sajpq A9y

HZX 2 70| =2l

saypq Anpqibig

SuoND|[EdUDD
/spunjoy

ZH SCALE DRAWING
25 FEY] =Rols 553 XS Al Al3zhd o 2 Hojof iyt
AEGA: JPG, CMYK, 7063 x 5008 pixels, 5 - 15MB.

Bulisjug 1oy so|ny ay|

H X 0|0|Z] SUPPORTING IMAGE
S BEolE EE o|uAlE HAIE YA o2, A0 S7HA] 7hestH & B sk A Aot AlE
ARG A JIPG, CMYK, 7063 x 5008 pixels, 5 - 15MB.

SuoHIpUOD
9 swg|

0
[e]
3
T
g,
(e}
=)
wn

SEUERING
s|pudjpyy Buipoddng

SsoLjug ,Wndg, pup
3|qiBijau) uo Adijod [OPYO

20




Video Aspect koo Resoluion | Format / Codec| | Audio. |

Preferred Full HD 1080px 1920px x 1080px .MOV/H.264 AAC, Stereo, 48kHz
HD 720px 1280px x 720px

Accepted 4:3 or 16:9 1024px x 576px ~ .MP4/H.264 AAC, Stereo, 48kHz
720px x 576px
854px x 480px

640px x 480px

#|o|A TS CASE FILM (120 SECONDS, MAXIMUM)

E2750] tisff 7tts] Aiot= 54U Bejmet A8y, Zubrt &0 2 Sojrtof gyt At Wi o AFEE T,
ZF 2to] A = o}7}o] H (Cannes Lions Archive)o]| &= ZSt=IL T},

NEHA: MOV/ .MP4, 350MB.

Example Case Film

2, 95Y 21z Aol gyt F7t2 Sefo]Eu B S A iigAl 2. ol AT oF
4 HUig 22 o] A g U Y2 58 H A @300 FolstAl L. HolAoH
(voiceover)= Ha T 4 Lot &2 oy Apef2 o2 FAAI Q. NEZA: .MOV/ .MP4, 350MB.

Example Film Entry

0|2 S¥4 DEMO FILM (120 SECONDS, MAXIMUM)
E& 220 met HE]yo]d Adgholut AFEo] £ @ 45 A7foH= ‘making of £ AEF & AFUCH O 5G4
o 2 AlAsfiof gyt Ml EHAl: .MOV/ .MP4, 350MB.

Example 'Walk through' Demo Film

Example 'Making of' Demo Film
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http://www.canneslionsarchive.com/the-work/entry/768842/life-is-electric
http://www.canneslionsarchive.com/winners/entry/569128/this-girl-can
https://www.youtube.com/watch?v=0rV0e6GKRhw&feature=youtu.bet
https://www.youtube.com/watch?v=8cEeiIVMNFk&feature=youtu.be

HZA &S 710| Sl

A1 44
Aol 2 W =0] 4
Utk AALE T E S ol 2 Aol ZUTh ARHAl: MOV/ .MP4, 350MB, 30 - 45 seconds.

£ AWARDS SHOW FILM (30 - 45 SECONDS)
of gre vl oR, B TS WS A ALAlIA W] A3 AU ARSI FGotA] &

g

g%
ma

Example Awards Show Film

URLS

&% A Al&ste URLE “http://" 0.2 AlAfsfiof stof 2791 ofotjuf ij A E glo] AANAZ 4 Qlojof Yt Al&sdh=
URLO]| 20178 94 3047HA] M| A %* 1ojof rth= Aol F-ofsh FAAl L.

ZEIE URL (CONTENT URL)

Yatol£, tfo] Tz Aol £, ofZaj o] tre e & Ho|x], 28 ]jo] Holx] 5 Hix|Y Y Fao] Y AAEL FAE
AEFU.

Example of a website entry

Example of a microsite entry

Example of an app download page

Example social media post

Example social media post

%A URL (VIDEO URL)
2lel S o] Eel YE 2o url

S O ML A

=
=]
Q.
A

Example Video URL

2| HME|0o| M AAO| E url (PRESENTATIONWEBPAGE URL)
Chol2lE 237k goj7k obd A9ol ol 2 Aol M H Ho|x|9] urlg AE Tt
Example Supporting Webpage URL

71k 3t 4

2t e my

B gt Qo] WaE I 2 MP3 oU] @ mlg Al&hct.
AR HA: BAF - 258 kbps, &4 58 HA - 128 kbps

wel 2o gno) P o, (e AU S0l ALGY Holu] $AT B2 vA S IchE SAlshof TUict.

AP A28 BESFE ARS D8 AYUL. T2)E, 5, Bed A8 AlR, AT Ak, 2
PDF 2 4|25t 4412,

A dlolg 52 st

W
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https://www.youtube.com/watch?v=RrcWRmmmGE0&feature=youtu.be
http://naturevalleytrailview.com/
http://killingjesus.nationalgeographic.com/
https://play.google.com/store/apps/details?id=com.imagemetrics.lorealparisandroid&hl=en_GB
https://twitter.com/dominos/status/601112246916222976
https://www.instagram.com/p/ysJHTgj9mC/
https://www.youtube.com/watch?v=hIvHZFB-iYU
http://foryourconsideration.ca/gallipoli/

Zpo| T3t B4
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=275 A7171 Hsh

El —"KﬂL o]AI’d o]l = (Ascential Events(Europe) Limited) &2 3]9] Ta]AFZ A
Yo

4 tEolD sle Fo 2AYYL,
18 AR A, Colel = o] Luoll. Tloleix ARHENE, GRUAL Fojol A

Aol 2 ofAlol Ee)el SRS ARLACHAO) o oolefulele giat Wxlol1g A5l
SejofolefulElZ 7]2jo] Foji Aejololels AEo] thsh Aol TSt St Tejojolelulel st
AAS) S| EU A9 His, DalT Ag glg o] Hrkh Ag US| ¢ M B wHe Ay
SR AES HAEPHoIA AelA7E YU,

1.4 HAEO AL HA2 SEAOIY AT FEAE WobSola] ShEUCE BAA U A% SEA] ofgt
o ol xo] g R of7|N Welk AW MAEY AUl FES Telohe wAlo] Aeg
FATUCE E S 24 A8} let 2E FA(el714 FAIS HA FA)2 Easfor ST
A 24 Ao A 4ol M APt Z9st elAleh, B4 MM HEALZ ASEH ot mAE
8o} U x7i(e71A AR WE)lA Feleh ajzeuc

AZH(SCAM)S] # 9f

2.1 oA o] xL FEAL0] “A7Y” 1%
2.2 oA o=} Aok Ao w EExto] A7 AR AR A
AANS Q7 ] =k
11 o2 W .

Zo| A ofef CHAl 7HR] @ 7S ubE A Ao} shr}.

S5 Aokl B gt A Al Aokl mhet 2hEoj Al A
o Ao

101°F °*L4E+ Fur7HHY B} oA FED AALS S0 Aolojof g,

c. E‘%% %ﬁdﬂ & R FdE A s Lt FE= EElor st T AEE S50 S s = o ©
Q.
[e)

d. FuF7} S5k 8] -2 A=k Zlo]ojof Pyt
e. I

32 0] 2% TAC1IN AB)g ol 1] 3.1 29l Thit IR £ g USATIA Rote HS. BEAE B
A 02 ZHFE|o] o ME o MAS HAEHRYE 55 Besh YulL.
227 ol T 7|F
41 % FAL FBAUC o2, X9 L AANE AT FNF YANGS ABslof AUt £ £F
3 Ate] 43AHCD, CEO, 31’3 S)o] 2F 5171 wWolof gk,
42 ol olMANAL () FBAC] ZIAY FnRIL Aste] (i) FEA] el JEo] Yzl
EEZe| o9l AxetiA] AW Aol Ay
4.3 W41 70 2lol1 = ofg] = WA THAolA HASUS e o] oI x Sof (U] U U Y& o} ol K
oI olMA F3t g WL AT 4 AFU BF S o] KAWL e ATsol FUL.
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5.1 AHEo| U} £EAt0] 2A7L €9, oAl o[ xol AL S| £E slate] slHol} ABAlR S 2 7AU

5.2 5% SlAbF QA3 AW A Fotx| eALE, oAl oldlxo] HThA Aol wtet £E SlAPH ARG AU E AT
SHA] QFOITHL WLHE Y, o}l ofWlx 52 FEo|Lt 24 Al gt

5.3 0} A4 o9l x ZofA] “A7"0| L} R FEAo] ASCEL B A9, oAl ojwlx L A
o sl B EAL0] ] Fro] Qi JQI50] FF WAL FEL (O oM FojA AR sy Wire] =
713 Eoh) 2RI 4 YUt
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2t 2 2o] ol % T AEY 717E A E = AGAIS S T
g 7h 2tololx S XAl AARSIY Sol AAFshs A1) AFEo] obd, 242 Fof e A YAk ARTUT
% A S 1] Rules for Special Awards)oll BAIE of Q1UITH
h. £ 8)Abs HAE R0l Dejot SEAS AET 2AS WU EES0| 2EAEN Q2 AY 2T
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CREATIVE EFFECTIVENESS LIONS
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A. Creative Effectiveness

HE=

AO01. Creative Effectiveness

Celebrating the measurable impact of creativity. Entries will need to demonstrate how creative,
brand-led work drove tangible business results and was instrumental to cultural change or
integral in the achievement of brand purpose.

A02. Creative Effectiveness for Good new

Celebrating the measurable impact of creativity with social purpose at the heart. Entries will
need to demonstrate how charitable and non-for-profit work or a government led initiative
drove tangible results and was instrumental to cultural change or integral in the achievement of
brand purpose.

A03. Creative Regional Effectiveness new

Celebrating the measurable impact of regional/local work.Entries will need to demonstrate how
a city, country or region-specific programme, campaign or initiative drove tangible business
results and was instrumental to cultural change or integral in the achievement of brand
purpose.

A04. Creative Global Effectiveness new

Celebrating the measurable impact of global work. Entries will need to demonstrate how a
global, multi-market creative programme, campaign or initiative drove tangible business results
and was instrumental to cultural change or integral in the achievement of brand purpose.

AO05. Creative Longer-Term Effectiveness new

Celebrating the measurable, long-term impact of creativity. Entries will need to demonstrate
how sustained brand effectiveness was achieved as part of a dedicated, longer term
programme, campaign or initiative and how the idea drove tangible business results and was
instrumental to cultural change or integral in the achievement of brand purpose.Entries in this
category must show results over several years.

A06. Creative Marketing Effectiveness new

Celebrating the measurable impact of creativity where collaboration, client-side resource
and thinking were instrumental in achieving a business goal. Entries will need to demonstrate
how creative, brand-led work drove tangible business results and was instrumental to cultural
change or integral in the achievement of brand purpose.
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A. Web Campaign

All food and drinks.

A02. Fast Moving Consumer Goods
All fast moving consumer goods, including toiletries and cleaning products, and excluding food

and drinks.

A03. Durable Consumer Goods
Clothing and accessories, furniture and consumer electronics.

A04. Cars & Automotive Products & Services
All vehicles and related products and services, including petrol stations, breakdown and car
hire services.

AO05. Retail, e-Commerce, Restaurants & Fast Food Chains
All shops and department stores, including online shopping, opticians, hairdressers and estate
agents. All restaurants and fast food chains, including cafes and bars.

A06. Travel, Transport & Leisure
All transport and travel related services, including public transport and tourism boards. All
entertainment and leisure related services, including museums, festivals and gyms.

A07. Media & Publications
All media and publications, including videogames, streaming services, music, TV and radio
stations.

A08. Financial Products & Services
All financial products and services, including insurance.

A09. B2B Products and Services
All business-to-business products and services, including advertising and recruitment agencies,
consultancies, accounting firms and legal services.

A10. Commercial Public Services
All commercial public services, including telecommunications, private healthcare and private
education.

Q
Zz0

Online-only campaigns that consist of at least 2 web executions i.e. 1 website, 1 online video, 1 Z‘" =
social post, etc. If you would like to submit a single website/microsite, please see B. Web Platforms. =23
AO01. Food & Drinks oL =2E

e Digital Presentation Image JPG
* URL

AE A%

e Case Film

A AEE

e Digital Supporting Images JPG
e Digital Supporting Content

e Awards Show Film
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A11. Corporate Image
All non-product-based campaigns, including event sponsorship and corporate responsibility.

A12. Corporate Social Responsibility new
All non-product-based social responsibility campaigns aimed to address social, ethical and
environmental issues in order fo protect and/or improve a brand's reputation.

A13. Public Sector
Campaigns, programs and policies conducted on behalf of public bodies such as local
authorities and government departments, including public education, infrastructure, and military.

A14, Charities and Non-Profit
Campaigns conducted on behalf of charities, non-profit organisations or NGOs, including
fundraising, appeals and awareness messages.

B. Web Platforms

B02. Microsite
Creative short-term campaign sites made specifically to support a branded campaign.

B03. Web Service / Apps
Client-server software applications and services provided to a target audience to improve their
experience and engagement with a brand.

Mobile Apps should be entered into Mobile Awards, BO2. Mobile Apps.

A==
Single executions, including microsites. 1' ==
BO1. Website ExAEE
Long-term site destinations for a brand, product or service (i.e. AudiUSA.com, CNN.com, etc.). | «

Digital Presentation Image JPG
e URL

He Y

*  Case Film

HE A=E

*  Digital Supporting Images JPG
*  Digital Supporting Content

*  Awards Show Film

C. Online Ad

Single executions of paid online desktop display advertising.

HE=

CO1. Display Advertising new
Single desktop executions including banners.

A campaign should be submitted under: A. Web Campaign.

C02. Innovative Online Ad Solution
New/innovative technology or solution for online ads.

C03. Native Advertising

Strategic placement of brand content designed to match the format of a third party’s own digital
platform. Entries will be assessed on their consumer relevance and ‘native’ presence (e.g. online
adverforials, sponsored confent, in-feed ads, product placement, branded content, native video).

ke

* Digital Presentation Image JPG
* URL

e 2Y

*  Case Film

M K 2E

*  Digital Supporting Images JPG
*  Digital Supporting Content

*  Awards Show Film

D. Online Video

sharing.

DO02. Interactive Video
Online videos in which interactivity is core fo the idea: conversational, customisable, narrative,
or explorative.

DO03. Webisodes / Series
A series of online videos.

Each episode must be submitted and paid for individually.

DO04. Brand / Product Video
One-off videos, product demonstrations, tutorials, brand videos, etc. intended for a niche
audience.

The online context and audience engagement strategy will specifically be considered by the jury. Z‘"%%
Entries in this section must have been commissioned and exclusively created for online execution.

DO1. Social Video UL HEE
Online videos specifically created for online social platforms that are intended for widespread .

Digital Presentation Image JPG
URL

A= ¥

e Case Film

HEH A EE

*  Digital Supporting Images JPG

*  Digital Supporting Content
*  Awards Show Film
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E. Branded Games
Games specifically created for a brand (games that have not been specifically made for a
brand will not be accepted.) The same entry can only be entered once in this section.

HE=

EO1. Web
Games specifically created to be used on online platforms used on desktop PC/MAC.

E02. Social

Games created for online social platforms, or creative use of social platforms.

EO3. Live Digital
Outdoor/offline digital games.

E04. Other Rich Media Games
Innovative/non-traditional/other digital games, including branded console games.

L4 AEE
*  Digital Presentation Image JPG
* URL

HEHY

e Case Film

ME A==

e  Digital Supporting Images JPG
* Digital Supporting Content

*  Awards Show Film

F. Social HES
Work with social thinking at its core, where levels of engagement, social reach and the creative

use of social networks result in a successful commercial effect. Creative solutions that utilise

social components / activity as a secondary element should not be entered. The same entry can

be submitted up to 3 times in this section.

FO1. Social Business & Commerce L HEE
Creative social activity that utilises the power of an online community to impact business .

objectives and/or to enhance relationships with a brand, community or consumers. This may
include content, operations, intelligence, resourcing, bartering, sales, product development and
other aspects of the value chain that may or may not rely on monetary exchange or payment.

F02. Social Purpose

Social initiatives designed to engage consumers through authentic, meaningful experiences
with clear proof of impact. Entries should harness the core values and culture of the brand,
product or service through focus on a wider social purpose. These can also include, but is not
limited to, not-for-profit social responsibility initiatives.

FO03. Real-Time Response

Targeted social activity that utilises social platforms in order to respond to world events, public
affairs and other real-world, real-time activity in an immediate and meaningful, way, which may
prompts social sharing and engagement.

F04. Co-Creation & User Generated Content

Social based activity designed to engage with a community/fans and encourage them to
contribute or collaborate with a brand initiative. Engagement may be intended to drive long
term value through collaborative interaction. Further creative use and placement of content
generated will also be considered.

FO5. Influencer / Talent
Social initiatives or executions that utilise a celebrity, social ambassador, or social influencer in
order to engage with a specialised audience.

F06. Innovative Use of Social or Community
Creative utilisation or interpretation of existing or emerging social platform(s) and/or social
activity. Levels of engagement, social reach and the creative strategy will all be considered.

F07. Content Placement
Content and editorial strategy and placement using social channels. The strategic arrangement
and curation of appropriate content that may either drive or enhance a wider social campaign.

F08. Community Building / Management

Social activity that is designed to engage, build or maintain an online social community that
may result in an enhanced brand affinity. Community activity (passive fans versus active fans),
engagement levels and the appropriateness of targeted conversation/communication directed
at active/non-non active users will all be considered.

Digital Presentation Image JPG
e URL

e HE

e Case Film

M 22

*  Digital Supporting Images JPG
*  Digital Supporting Content

*  Awards Show Film
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F09. Use of Social Data & Insight

The creative interpretation of social data in order to target, engage or develop a meaningful
relationship with a specific audience or community. Insights gained through the strategic
application of data/analytics and associated targeting methods will all be considered.

G. Branded Tech

Branded technology or digital solutions that have been utilised or harnessed in order to
enhance a brand. The same entry can only be entered once in this section. Branded technology
or digital solutions that have been utilised or harnessed as part of a brand’s creative strategy.
Please note: if your submission is a Mobile/Tablet app, please see Mobile Lions categories.

HE=

GO1. Tangible Tech

Digital product (large or small scale), utilities and tools that create brand value between the
product and consumer and enhance the users’ lifestyle or behaviour (e.g. robotics, virtual
reality, biotech, wearable tech, etc.)

GO02. Spatial Tech
Digital activations in an outdoor/offline space e.g. installations, exhibitions, interactive
screens, etc.

GO03. Digital Billboard
Outdoor/offline digital advertising.

T HEE
Digital Presentation Image JPG
* URL
e 2Y
e Case Film
U HEE

*  Digital Supporting Images JPG

pud}
=2
o

*  Digital Supporting Content
*  Awards Show Film

H. Campaign

HE=

HO1. Integrated Multi-Platform Campaign (Online & Offline)
Multiple online and offline executions. One of the elements can be offline providing that it
either drives or is inherently necessary to the overall execution of the campaign.

HO02. Cross-Device Campaign new

Campaigns using or adapted to multiple devices (minimum 2 devices). One of the elements
can be mobile providing that it either drives or is inherently necessary to the overall execution
of the campaign.

ke

*  Digital Presentation Image JPG
e URL

e AT

e Case Film

HEH A ESE

*  Digital Supporting Images JPG
*  Digital Supporting Content

*  Awards Show Film
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A. Comprehensive Branding Programs )
These categories are for developed identity solutions across multiple brand touchpoints and
media platforms. Entries in these categories should demonstrate the brand experience across
a variety of the following media; e.g. packaging, print, brand collateral, digital content,
environment, film content.

Wherever possible please supply at least 3 actual examples of the new branding in place e.g.
stationery, business cards and other literature, packaging etc. If this is not possible or practical,
please supply images in JPG format.

The same entry can be submitted only once in this section.

AO01. Creation of a New Brand Identity: Consumer i 22

Creation of a new brand identity for products or services. *  Digital Presentation Image JPG

A02. Creation of a new Brand Identity: Corporate new Az HE

Creation of a new corporate identity for products or services. e Physical Support Material 412§
Al

A03. Creation of a New Brand Identity: Non-profit
Creation of a new brand or corporate identity for the public sector, charities, non-profit
organisations, trade associations, NGO's, efc. *  Digital Supporting Images

e Case Film

* Digital Supporting Content

A04. Rebrand / Refresh of an Existing Brand: Consumer .
e Awards Show Film

Rebrand / refresh of an existing brand identity for commercial products or services.

AO05. Rebrand / Refresh of an Existing Brand: Corporate new
Rebrand / refresh of an existing corporate identity for commercial products or services.

A06. Rebrand / Refresh of an Existing Brand: Non-profit
Rebrand / refresh of an existing brand or corporate identity for the public sector, charities, non-
profit organisations, trade associations, NGO's, efc.
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B. Communication Design pER
Please supply a copy of the actual piece. If this is not possible or practical, please supply

images (i.e. photo of the actual sample) in JPG format.

BO1. Posters B AE=

Focus will be placed on the design of the poster for the use of promotion and brand
communication. The item should have been created as a poster, not a concept conceived for
another medium and applied to a poster format.

Poster campaigns of 2+ should be entered combined into a single entry.

B02. Promotional ltem Design

Focus should be placed on the use of an item to promote and further a brand's
communication, demonstrating a clear understanding of the brand's target audience. Including
but not limited to clothing, promotional gifts and samples, guerrilla marketing accessories,
promotional items and brand merchandise.

B03. Self-Promotion
Any type of media format designed by agencies to promote themselves.

B04. Publications & Editorial Design
Including but not limited to magazines, newspapers, brochures, articles, etc.

Online publications should be entered into C03. Online Publications.

B05. Annual Reports & other Corporate Communication
The judges will be considering charts, diagrams, infographics and information design.

B06. Data Visualisation
Visual representation of data and insights throughout various media.

Digital work should be entered in C04. Data Visualisation.

B07. Brand Collateral

Collection of media used to promote the brand and support the sales and marketing of a
product or service. Including but not limited to press/media kits, computer games, CD, DVD,
record sleeves, letterheads, business cards, etc.

B08. Books
Including editorial and cover design for printed books. Please indicate in your submission
whether you would like the cover or the whole book to be considered/judged.

E-books should be entered in C03. Online Publications.

B09. Calendars, Invitations & Greetings Cards new
Including but not limited to calendars, invitations, postcards, tickets and seasonal greeting
cards within print media.

Digital calendars should be entered in C03. Online Publications.

Digital Presentation Image JPG

HEHY

Physical Support Material A1

HE=

Case Film

Digital Supporting Images
Digital Supporting Content
Awards Show Film
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C. Digital & Interactive Design ==
CO01. Website Design LA &2
Focus will be placed on the execution of design to aid the function and use of the digital .

application, rather than the functionality. Including but not limited to websites, microsites, etc.

In order to avoid your work being withdrawn from the festival, your URL must be accessible online until
30 September 2017.

€02. e-Commerce Design
Including but not limited to entries such as webshops, e-Commerce websites, digital storefronts,
etc.

In order to avoid your work being withdrawn from the festival, your URL must be accessible online until
30 September 2017.

C€03. Online Publications
Including but not limited to entries such as online magazines, articles, blogs, etc.

In order to avoid your work being withdrawn from the festival, your URL must be accessible online until
30 September 2017.

C04. Data Visualisation
Visual representation of data and insights throughout various media.

Physical/printed work should be entered in BO6. Data Visualisation.

CO05. Apps

Applications designed for a client or for agencies promotion.

C06. Digital Installations & Events
Installations and events with a focus on the use of digital media and technology to
communicate the brand or the brand's message.

It is strongly recommended that you supply a Case Film to explain your entry.

C07. UX Interface & User Journey

Focus should be on the design of the interactive journey experienced when using digital
product or service as well as the emotional and behavioral response to a digital product or
service.

For entries in this category we highly recommend supplying a demo film to demonstrate the user journey.

C€08. Social Engagement
Entries which evoke social media engagement through design, including but not limited to
campaigns within Facebook, Instagram, Twitter, Snapchat and other social media platforms.

C09. Other Digital Design Solutions
All other types of digital design not covered by CO1-C08. Including but not limited to
newsletters, banners, marketing emails, buttons, rich online media, etc.

Digital Presentation Image JPG

* URL(CO1., C02., C03., CO05.,
Co07.)

M 22

*  Case Film

*  Physical Support Material

*  Awards Show Film

* Digital Supporting Images JPG

*  Digital Supporting Content

* URL (CO04., C06., C08., C09.)

*  Demo Film (C07.)
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D. Brand Environment & Experience Design

The Brand Environment & Experience Design categories are focused on the personal
experience of the brand story or message as told in space and in time. Entries should convey
why the target audience find their experience remarkable, meaningful and memorable.

It is highly recommended that entries in this category provide a case film to demonstrate the live
experience and how it moves people in reality. Please also supply 3-5 images in JPG format
showing different views of the interior or exhibition, including a floor plan or layout if helpful or
practical.

The same entry can be submitted up to 3 times in this section.

HE=

DO1. Retail - Permanent Environment & Experience Design

Demonstrating a new or developed design and construction of the retail space. Consideration
will be placed on the functionality to the product or service being sold, presentation of the
clients brand values and ease of sale.

Entries in this category may include any type of permanent retail space e.g. department and
specialist stores, banks, salons, etc.

DO02. Retail - Temporary and Pop-Up Environment & Experience Design
Demonstrating a new or developed design and construction of a disruptive retail space.
Consideration will be placed on the functionality to the product or service being sold, level of
customer engagement, presentation of the clients brand values and ease of sale. Entries in this
category may include any temporary retail spaces. E.g. pop-up stores, seasonal displays and
mobile demo units.

D03. Point of Sale, Consumer Touchpoints & Instore Collateral

Entries in this category should fall into one of the three categories below.

- Communication around the merchandise with the purpose to drive immediate sales: Posters,
on shelf communication, integration of digital [E QR Codes, efc.

- Visual merchandising & retail fixtures with the purpose to drive immediate sales: Product
Displays, retail fixtures, cardboard POS, instore merchandising, visual merchandising/display, efc.
- Post Purchase Collateral: Shopping bags, gift wrapping, instore catalogues, etc.

Entries musts show the work within the sales environments and provide results of the effectiveness.

DO04. Spatial Brand Installation & Experience

Spatial installations for the purpose of brand communication and brand experience. Focus
should be on the spatial design and the space - designed with a clear commercial agenda - to
communicate and share the brand experience. Entries in this category may include, but are not
limited to, hotels, restaurants and fast food, bars and night clubs, airport interiors, offices, work
place environments.

Non-commercial work should be entered into DO7. Non-commercial Exhibitions & Experiences.

DO05. Sculptural Brand Installation & Experience

Sculptural installations for the purpose of brand communication and brand experience.
Installations that operate within a space, rather than space itself, the object is the medium that
is being judged to communicate and share a brand experience. The submitted work should
have a commercial agenda with the space used as a brand marketing tool.

Non-commercial work should be entered into DO7. Non-commercial Exhibitions & Experiences.

DO06. Live Events

Focus on the narrative and storytelling elements throughout an event rather than the space
itself. Event types such as athletic events, promotional events, festivals. The elements of focus
include the programme, film content, sound, light, guests, script, performance, hosts, and use
of product, all of which play a part of the holistic journey throughout the event.

DO07. Non-commercial Exhibitions & Experiences

For the creation of temporary and permanent exhibitions and experiences with a non-
commercial agenda, including in community & public spaces. Focus will be placed on the
enhancement of environmental space within the public domain and how the space is curated
to enhance the experience of the aftendee.

Installations and spatial experience entries with a commercial agenda should be entered into D04. Spatial

Brand Installation & Experience or DO5. Sculptural Brand Installation & Experience and exhibitions with a
commercial agenda into D08. Trade Stands.

° e

A==
Digital Presentation Image JPG

HEHY

Case Film

ME A==

Physical Support Material
Digital Supporting Images
Physical Support Materials
Digital Supporting Content
Awards Show Film

35




CANNES LIONS

D08. Trade Stands

The design of trade stands to create a brand experience that drives sales. Focus will be placed
on the stands use of space and inferaction as a marketing tool and vehicle for its commercial
agenda.

Non-commercial entries should be entered into DO7. Non-commercial exhibitions.

D09. Omnichannel Experience

Entries in this category should be able to demonstrate the user experience and a user journey
across online and offline channels and how the experience creates a personalised offer to the
customer/user. Focus will be placed on the user journey, human interface moments and the
holistic brand experience across multiple fouchpoints. Touchpoints may include (but are not
limited to) the web, email, mobile and tablet devices, kiosks, retail touchpoints, and physical
locations (such as storefronts or service centres). The jury will be looking at how the personal
connections across different media are built and maintained.

For entries in this category we highly recommend supplying a Demo Film and visualised customer journey

maps/ diagrams to demonstrate the user journey.
Entries without physical touchpoints should enter in C07. UX Interface & User Journey.

D10. Wayfinding & Signage

The design of signage and digital / analog wayfinding & signage systems for the enhancement
of environmental and brand experience. Focus will be placed on the integration of the signage
to create seamless brand experience, crowd direction and navigation. Including but not limited
to public signs, residential, smart maps, use of geo and iBeacons, office, exhibition, event and
festival signs.

E. Packaging Design HE=2
Packaging used to promote, sell or display the following items. Please supply a sample of the
actual packaging piece or range. If this is not possible or practical, please supply images in
JPG format.

The same entry can be submitted up to 3 times in this section.

EO1. Comprehensive Range LA HEE

Packaging systems created for a range of (various) products. This is open for entries from all «  Digital Presentation Image JPG
sectors. EETE

E02. Food e Physical Support Material 21}

To include all types of food packaging, such as packaging specific to retails stores and generic | | &&
brands (own / private label), for fast selling consumer products (Core FMCG) and/or designer .
and luxury product packaging (premium brand).

Case Film

*  Digital Supporting Images
E03. Non-Alcoholic Drinks *  Digital Supporting Content
To include all types of packaging for non-alcoholic beverages, such as packaging specific to e Awards Show Film

retails stores and generic brands (own / private label), for fast selling consumer products (Core
FMCG) and/or designer and luxury product packaging (premium brand).

E04. Alcoholic Drinks

All types of packaging for alcoholic drinks, such as packaging specific to retails stores and
generic brands (own / private label), for fast selling consumer products (Core FMCG) and/or
designer and luxury product packaging (premium brand).

EO05. Healthcare & Pharmacy
All types of packaging for health products and Over-the-Counter pharmaceutical products.

E06. Cosmetics
All types of packaging for beauty products & cosmetics.

EO07. Luxury & Lifestyle
All types of packaging for luxury & lifestyle products.

E08. Fashion Packaging
All types of packaging for fashion product, as well as labelling & hang tag systems.

E09. Consumer Electronics & Technology
Televisions, DVD players, cameras, home computers, music devices, mobile phones.
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E10. Sustainable Packaging
To include all types of packaging which optimize resources and energy, responsibly sourced,
and clean production methods.

E11. Special Editions & Promotional Packaging
To include special and promotional packaging, which has run for a limited period of time or
has been restricted to a specific number of products.

E12. Other Packaging
All other types of packaging not covered by EOT-E11.

F. Design Craft

Entries will be judged by their use of design craft as an aid in communication and experience
to inform brand ethos and product messages. Focus will be placed on how the use of craft
amplifies the brand or message of the campaign, rather than purely judging the craft itself.

HE=

FO1. Logo Design: Local Companies & Brands

Focus will be placed on the simple application of the logo or tfrademark to help create
or refresh a company’s brand or corporate identity and foster their immediate customer
recognition. Logos created for a local or regional business in a restricted area.

F02. Logo Design: International Companies & Brands

Focus will be placed on the simple application of the logo or trademark to help create
or refresh a company's’ brand or corporate identity and foster their immediate customer
recognition. Logos created for national, international or global scale organisations.

F03. Typography: Poster
Best use of type as an aid fo communicate the brand or its intended message applied to a
poster medium.

Posters that features as part of a campaign of 2+ can be combined and entered as a single entry but it will
be judged as a whole and not on the individual merits of each ad.

FO04. Typography: Print & Editorial
Best use of type as an aid to communicate the brand or its infended message applied in a print
or editorial context.

FO05. Typography: Brand, Corporate & other Communication Design
Best use of type or the creation of typefaces for a brand or corporate identity, or applied within
other media within communication design.

F06. Typography: Packaging
Best use of type or the creation of typefaces applied to packaging.

FO7. Typography: Digital
Best use of type or the creation of typefaces for online content & digital design.

F08. lllustration: Poster
Best use of illustration as an to aid to communicate the brand or its infended message applied
to a poster medium.

Posters that features as part of a campaign of 2+ can be combined and entered as a single entry. It will be
judged as a whole and not on the individual merits of each ad.

FO09. lllustration: Print & Editorial
Best use of illustration as an to aid to communicate the brand or its infended message applied
in a print or editorial context.

F10. lllustration: Other Communication Design
Best use of illustration applied within other media within communication design.

F11. lllustration: Packaging
Best use of illustration applied to packaging.

F12. lllustration: Digital
Best use of illustration applied to online content & digital design.

s HEE

Digital Presentation Image JPG
He ¥
e Physical Support Material 41}
HeE

e Case Film

° B

*  Digital Supporting Images
*  Digital Supporting Content
*  Awards Show Film
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F13. lllustration: Brand Environment & Experience Design
Best use of illustration applied to brand environments & experience design such as retail
spaces, outdoor, installations.

F14. Sound Design

Focus will be placed on the use of sound or music to enhance the user or viewers experience.
Entries in this category may include but are not limited to website, videogames & apps, fitles,
channel idents, sound logos, environment and installation.

Please supply either a Case Film showcasing the user experience and interaction of the work, or an MP3
file. Please note that an MP3 is not required if a Case Film has been provided.

F15. Motion Graphics Design & Animation

Focus will be placed on the use of animation, motion graphics fo communicate the brand or

its infended message. Including but not limited to channel branding, brand film, ads, product
video, programme branding, graphic overlays, title sequences, projections, other video content,
corporate / image film, etc.

F16. Video / Moving Images

Creative application of video, moving images and digital footage to communicate the brand or
its intended message. Including but not limited to channel branding, brand film, ads, product
video, programme branding, graphic overlays, title sequences, projections, other video content,
corporate / image film, etfc.

Please supply the video in MOV/MP4 format.

A==
Digital Presentation Image JPG
e Film
U AES
*  Case Film

ol
=
o

e Physical Support Material

*  Awards Show Film

e  Digital Supporting Images JPG
*  Digital Supporting Content

F17. Photography / Curation of Images
Creative application of photography, artwork, or other images. Entries in this category may
include but are not limited to album artwork, editorial, packaging, publications, posters.

F18. Copywriting

Writing for brands / tone of voice copy created to embody or further a brand's message or
campaign. This category is open to work across multiple platforms from posters, packaging,
leaflets, websites etc.

s HEE
Digital Presentation Image JPG
e Y

e Physical Support Material A1}

° ne

HEE

*  Case Film

e  Digital Supporting Images
*  Digital Supporting Content
*  Awards Show Film

o 0 -
G. Design Effectiveness B!
GO1. Design Excellence in Effectiveness new LA Y22
Recognises design that have produced a measureable and proven impact on a client’s .

business. Entrants should provide details of the evaluation methods and post-campaign
analysis fo provide a meaningful insight into the effectiveness of a design campaign.
Consideration will be given to the strategy, planning and execution of the design campaign that
led to the desired business results.

Digital Presentation Image JPG
He AT

¢ Physical Support Material 419
HeE

e  Case Film

*  Digital Supporting Images

* Digital Supporting Content

*  Awards Show Film
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A. Form: Image; Sound; Aesthetic HE=
All digital entries including mobile can be entered multiple times in this section: The jury will
consider the overall creative aesthetic value of the work entered in both sound and visuals.

AO01. Interface & Navigation (Ul) L HEE

The interactive journey created through the transference of a brand’s visual assets to a digital Digital Presentation Image JPG
product or service; with particular focus on the overall consistency in presentation, look, feel . URL

and inferaction.

° nH

He HE
AO02. Digital lllustration e Demo Film
Creative application of illustration within a digital context, including 3D modeling. MEH 22
A03. Video / Moving Image ¢ Digital Supporting Images JPG
Creative use of online video and digital footage; including animation, motion graphics, e Physical Support Material
hologram, AR, VR, etc. e Digital Supporting Content

A04. Image Design
Creative use of still images; including photography, artwork, image manipulation, AR, VR etc.

AO05. Music / Sound Design
Creative use of music and/or sound design including sonic branding, music/brand partnership,
and music initiated campaigns, efc.

A06. Typography
Creative design, arrangement and application of type.

A07. Overall Aesthetic Design
The overall achievement in aesthetic composition and fluidity of graphic design for a digital
product or service.
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service created through relevant, seamless and consistent user experience at every point of
interaction; with particular focus on the overall support, structure and usability.

B02. Native & Built-In Feature Integration
The creative use of built-in and existing integral features of a mobile or desktop device;
including cameras, microphones, touchscreens, Bluetooth, mobile sensors, GPS etc.

B03. Experience Design: Multi Platform

Immersive large or small scale digital experiences and events which are set up to engage
and strengthen relationships with the consumer. This can include, but is not limited to VR, AR,
installations, motion chairs, multi-screen and multi-dimensional experiences.

B04. Overall Functional Design
The overall excellence in performance of all user functions of a digital product or service.

B. Function: Design; Construction; Experience 2=
All digital entries including mobile can be entered multiple times in this section: The jury will

consider the practical use and/or purpose in the creative design, operation and performance.

BO1. User Experience Design (UX) UL EE
Design practice focused on the emotional and behavioural response to a digital product or .

Digital Presentation Image JPG
 URL

e 2Y

e Demo Film

U HEE

*  Digital Supporting Images JPG
*  Physical Support Material

*  Digital Supporting Content

C02. Rich Media
Creative use of interactive digital advertising that utilise advanced technology to enhance
engagement.

C03. Omni-Channel Storytelling

Creation of cross-platform digital content that develops or embodies a brand identity.
Successful ideas/stories will utilise various digital platforms and devises to continue and amplify
meaningful consumer engagement. Can include, but is not limited to; desktop, mobile,
wearable technology, outdoor installation, billboard, retail experience etc.

C. Content HEES
All digital entries including mobile can be entered multiple times in this section: The jury will

consider the creative use of content, placement and delivery of message in a digital context.

CO01. Editorial LA &2
Publication of text specifically created for a digital product or service. .

Digital Presentation Image JPG
e URL

A=Y

e Demo Film

HEH A EE

* Digital Supporting Images JPG
e Physical Support Material

e Digital Supporting Content

design and content in a significant way. Including, but not limited to, non-traditional interface,
transactional/non-transactional, active/passive user data capture, social listening/analytics,
GPS, internet of things, biometrics etc.

D02. Data Storytelling
The creative use of curated online or mobile data/insight in order to target, engage or develop
a meaningful relationship with a specific audience or community.

D03. Data Visualisation
Creative visual representation and presentation of digital data and insights.

D. Data HE2
All digital entries including mobile can be entered multiple times in this section: The jury will

consider how data is presented or utilised to enhance brand experience.

DO1. Curation of Data 2 AEE
The creative tracking and/or collection of personal and big data to enhance user experience, .

Digital Presentation Image JPG
« URL

He ¥

e Demo Film

ME A=E

*  Digital Supporting Images JPG
*  Physical Support Material

*  Digital Supporting Content
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E. Technology HE=
All digital enfries including mobile can be entered multiple times in this section: The jury will

consider the value of the applied technology as a platform for creative digital content and how

it is executed to enhance the user experience.

EO1. Augmented Reality (AR) UL HEE
The creative application of real-time superimposed graphics, audio and other digital .

enhancements over a real-world environment.

E02. Virtual Reality (VR)
Creative application of virtual reality photography and video content including immersive

systems, video mapping, window on world systems (WoW), telepresence and mixed reality,
including 360 videos.

E03. Innovative Use of Technology
The inventive use of an existing or new digital technology in order to enhance the user
experience and/or brand communication.

E04. Technological Achievement in Digital Craft
Digital creative works that use existing or new technology to achieve unprecedented levels of
accomplishment which contributes to the progress of digital communications.

Digital Presentation Image JPG
* URL

e 2Y

e Demo Film

U HEE

*  Digital Supporting Images JPG
*  Physical Support Material

*  Digital Supporting Content
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A. Sectors ==
In these categories, the jury will reward the best direct campaigns for the sector selected.
The same work can be submitted only once in this section.

AO01. Food & Drinks oA A&

All food and drinks. . D|g|f0| Presentation Image JPG
A02. Fast Moving Consumer Goods e HY

All fast moving consumer goods, including toiletries and cleaning products, and excluding food | ¢ Case Film

and drinks. MEH HSE

A03. Durable Consumer Goods *  Digital Supporting Images JPG
All clothing and accessories, furniture and consumer electronics. e Physical Support Material

e Awards Show Film

A04. Cars & Automotive Products & Services o .
e Digital Supporting Content

All vehicles and related products and services, including petrol stations, breakdown and car
hire services. + URL

AO05. Retail, e-Commerce, Restaurants & Fast Food Chains
All shops and department stores, including online shopping, opticians, hairdressers and estate
agents. All restaurants and fast food chains, including cafes and bars.

A06. Travel, Transport & Leisure
All transport and travel related services, including airlines, public transport and tourism boards.
All entertainment and leisure related services, including museums, festivals and gyms.

A07. Media & Publications
All media and publications, including videogames, streaming services, music, TV and radio
stations.

A08. Financial Products & Services
All financial products and services, including insurance.

A09. B2B Products & Services
All business-to-business products and services, including advertising agencies, recruitment
campaigns, consultancies, accounting firms and legal services.

A10. Commercial Public Services
All commercial public services, including telecommunications, private healthcare and private
education.

A11. Corporate Image
All non-product-based campaigns, including event sponsorship to build the image/raise the
profile/shape the perceptions of a brand.
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A12. Corporate Social Responsibility new
All non-product-based social responsibility campaigns aimed to address social, ethical and
environmental issues in order to protect and/or improve a brand's reputation.

A13. Public Sector
Campaigns, programs and policies conducted on behalf of public bodies such as local
authorities and government departments, including public education, infrastructure, and military.

A14, Charities & Non-profit

Campaigns, programs and policies conducted on behalf of charities, not-for-profit
organisations or NGOs. Including, but not limited to, fundraising and appeals, blood & organ
donation, volunteering, awareness messages i.e. gender equality, immigration and political
and religious issues.

Please send physical samples for the jury to experience.

B02. Dimensional Mailing
Multi-dimensional mailing with samples or pop-ups.

Please send physical samples for the jury to experience.

B03. Use of Ambient Media: Small Scale
Non-mail and print collateral, including items in bars & restaurants and all other hand-held (or
equivalent in size) items.

Small Scale' refers to the physical size of the ambient item, not the scale of the distribution.

B04. Use of Ambient Media: Large Scale

Non-traditional media, including direct response stunts, street teams, direct response events,
outdoor/ambient media and other mediums which encourage direct interaction and seek to
gain a measurable response.

Large Scale' refers to the physical size of the ambient item, not the scale of the distribution.

B05. Use of Broadcast
Direct campaigns using Cinema, TV or Radio. Entries should demonstrate how the chosen
medium supported the other direct elements in the campaign.

B06. Use of Print or Outdoor

Direct campaigns using Print or Outdoor. Entries should demonstrate how the chosen medium
supported the other direct elements in the campaign. Including, but not limited to, newspapers,
magazines, inserts, trade journals, traditional billboard or poster sites, bus shelters and transit
advertising using standard advertising space.

Augmented billboards to be entered into BO4. Use of Ambient Media: Large Scale

B07. Use of Technology

Use of existing or new fechnology fo execute or support a direct campaign including, but not
limited to, digital installations (POS & Outdoor), inferactive screens, augmented reality, virtual
worlds, 3D printing and wearable technology. Does not include prototypes of early stage tech.'

B. Use of Direct Marketing 2

Work in these categories will be judged specifically on how the medium was used as a piece of

direct communication for a brand.

BO1. Flat Mailing B+ AEE

One dimensional mailing without samples or pop-ups, including greetings cards, invitations, * Digital Presentation Image JPG
change of address nofices. EETET

e Case Film

A A ESE

e Digital Supporting Images JPG
*  Physical Support Material

*  Awards Show Film

*  Digital Supporting Content

* URL
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games, search engines, banner ads and instant messaging.

Social media-led campaigns should be entered in C03, C04 or CO5.

C02. Use of Mobile

Entries in this category must feature targeted communication with a clearly identifiable call-
to-action or response mechanism delivered through mobile/portable devices such as mobile
phones and mobile technology.

C03. Use of Social Platforms
Direct Marketing campaigns that use social networking sites, blogs, wikis, video-sharing sites,
hosted services, efc. to create and/or enhance relationships with community/consumers.

C04. Real-Time Response

Targeted social activity that utilizes social platforms in order to respond to world events, public
affairs and other real-world, real-time activity in an immediate and meaningful way, which
prompts social sharing and elicits a measurable response.

C05. Co-Creation & User Generated Content

Social activity designed to encourage a community/fans to contribute or collaborate with a
brand initiative through a clear call to action. Engagement may be intended to drive long term
value through collaborative interaction.

C. Digital & Social HES

Work in these categories will be judged on how well the digital and social mediums and

techniques were used as a piece of direct communication for a brand.

CO01. Use of Digital Platforms LA HEE2

Online platforms or associated technologies and harnessing digital environment in a *  Digital Presentation Image JPG
promotional campaign. These might include, but are not limited to, websites, microsites, HERE T

e  Case Film

M A 2E

e Digital Supporting Images JPG
e Physical Support Material

*  Awards Show Film

*  Digital Supporting Contfent

* URL

driven strategy helped to profile customer’s behaviour and segmentation, which ultimately led
to successful direct marketing activities.

DO02. Data-Driven Targeting new

Entries in this category should clearly demonstrate how the interpretation and analysis of data
was used to build a targeted communication with a specific audience. Entrants should also
show how data contributed to generate insights that helped define the target and messaging,
allowing for better personalisation within a direct campaign.

DO03. Use of Real-Time Data new

Entries in this category should illustrate how real-time data drove immediate conversation with
the targeted audience or was utilised in promoting an ongoing relationship with the consumer.
Entries should clearly demonstrate how the responsive relationship initiated by real-time data
led to measurable and meaningful results.

D. Data A==

Work in these categories should demonstrate how a direct campaign was enhanced or driven

by data.

DO1. Data Strategy new S =

Entries in this category should show how the application of data significantly formed the basis *  Digital Presentation Image JPG
of the direct campaign’s strategy. Entrants should also provide evidence of how their data EE T

*  Case Film

A A ESE

*  Digital Supporting Images JPG
e Physical Support Material

*  Awards Show Film

*  Digital Supporting Content

« URL
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E. Strategy HEE

Work that generated significant consumer response by following a specific direct strategy.

EO1. Acquisitions ErAEE

Direct marketing initiatives driving B2B or B2C audiences to a business or product. + Digital Presentation Image JPG
E02. Retention e A%

Direct marketing used to maintain and reinvigorate relationships with B2B and B2C audiences.

E03. Launch / Re-launch
Direct Marketing campaigns created to launch or re-launch a product or service on the market.

e  Case Film

M A 2E

e  Digital Supporting Images JPG
e Physical Support Material

*  Awards Show Film

*  Digital Supporting Content

* URL

F. Craft HES

In these categories, the jury will consider whether the craft of the work adds something to the

idea and pushes the execution.

This might, for example, take into account the quality of the writing and/or the skilful use of the

design, as well as the customers’ emotional and behavioural response to the campaign.

FO1. Copywriting L HEE

A campaign or individual communication showcasing outstanding copywriting skill that has led |« Digital Presentation Image JPG
to a successful and measured response. EE T

F02. Art Direction / Design
A campaign or individual communication showcasing outstanding art direction that has led to
a successful and measured response.

F03. Experience Design
A campaign or individual communication showcasing outstanding design in the customer
experience that has led to a succesful and measured response.

e Case Film

M HEE

*  Digital Supporting Images JPG
e Physical Support Material

*  Awards Show Film

* Digital Supporting Content

* URL

G. Campaign

HE=

GO1. Integrated Campaign led by Direct

Programmes that use multiple platforms in one campaign which is initiated, led or driven
predominantly by direct marketing. Entries in this category must contain different media and will
be judged on how successfully they have integrated the chosen element or channels throughout
the campaign.

GO02. Low Budget / High Impact Campaign

Entries should demonstrate the success of a direct campaign against a limited budget. Entrants
must detail the total budget as well as providing information about any direct tactics used to
deliver the campaign.

Entrants must provide details of the total budget.

2 AEE

*  Digital Presentation Image JPG
Hs AT

e Case Film

R A ESE

*  Digital Supporting Images JPG
e Physical Support Material

*  Awards Show Film

*  Digital Supporting Content

* URL

45




CANNES LIONS

FILM LIONS

LE 20N E SIYO| 22 £ 220I0|E/H|E|§ YA
2, 5 W2, Fat, 2242 U oF ZHS A3

L]

ks

>~
-
o

AA Al Z ofolcjojot Ay WoHct

. =Egwe 2EA G A gy

- S AES WE BE oA 3 WY FE 2 JSUTH © 305 0]} Zo|7h Afo] e ge) WA 4 ox ool gyt
o] Aol £ 7tx] BT FEY 3 Qlon] 5 shx] Yol FEA & Hol Gt o] AL 7] 2 ABL ol AL

+ B Useof fimlelneiel 3ol oo 9B E ol MEshol Uk B AL LR BHES ARY £ slow waAe
o) = .

MAI

a —

)

- ANSIYe WEe By AolamEe A wA] goy reiet ok wa gloja.

- Qol2 o QA e 299 Wolat Abet 2ol 7hno] 0] Ret L7lo] AlebR|A] SHeA] SelstAl L.

- 3AE e ol Seloolen wuE WA, 24, thE, AA™T o] Yrhe WY 5L welof Fyck. Hae ofold]
ool Fasla.

77t g % AEE2 obd o FEy T

u}

A. TV & Cinema Film =2

Films designed and aired on TV or in cinemas.

AO01. Savoury Foods I+ AEE:

All savoury foods. *  Film (3 minute limit)

A02. Sweet Foods & Snacks
All sweet foods and snacks, including breakfast cereals.

AO03. Alcoholic Drinks
All alcoholic drinks, including non-alcoholic beer.

A04. Non-Alcoholic Drinks
All non-alcoholic drinks, including milk, tea and coffee.

A05. Cosmetics & Toiletries
All cosmetics, beauty products and foiletries.

A06. Healthcare & Pharmacy
All healthcare and pharmacy products, including condoms, contact lenses, hearing aids and vitamins.

A07. Miscellaneous
Products not included in other categories: Pet food & pet care products, greetings cards, pens and
personal stationery, fobacco & associated products.

A08. Clothing, Footwear & Accessories
All clothing, footwear & accessories, including luggage and sunglasses.

A09. Household Goods, Home Appliances & Furnishings
All household products, appliances and furnishings.

A10. Consumer Electronics & Technology
All consumer electronics and technology.

A11. Cars & Automotive Products & Services
All vehicles and related products and services, including petrol stations, breakdown and car hire
services.

A12. Retail & e-Commerce
All shops and department stores, including online shopping, opticians, hairdressers and estate agents.
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A13. Restaurants & Fast Food Chains
All restaurants and fast food chains, including cafes and bars.

A14, Travel & Transport
All transport and travel related services, including public transport and tourism boards.

A15. Entertainment & Leisure
All entertainment and leisure related services, including museums, festivals and gyms.

A16. Media & Publications
All media and publications, including videogames, streaming services, music, TV and radio
stations.

A17. Financial Products & Services
All financial products and services, including insurance.

A18. B2B Products & Services
All business-to-business products and services, including advertising agencies, recruitment
campaigns, consultancies, accounting firms, and legal services.

A19. Commercial Public Services
All commercial public services, including telecommunications, private healthcare and private
education.

A20. Corporate Image & Sponsorship
All non-product-based social responsibility campaigns aimed to address social, ethical and
environmental issues in order o protect and/or improve a brand's reputation.

A21. Corporate Social Responsibility new
All public health and safety messages, including road safety, anti-smoking and safe sex.

A22. Public Sector
Campaigns, programs and policies conducted on behalf of public bodies such as local
authorities and government departments including public education, infrastructure, and military.

A23. Charities & Non-profit
Campaigns conducted on behalf of charities, non-profit organisations or NGOs, including
fundraising, appeals and awareness messages.

B. Online Film 2=

Standard format advertising films which aired only online including pre-roll adverts.

BO1. Food & Drinks U5 AEE:
All food and drinks. *  Film
B02. Fast Moving Consumer Goods *  Video URL

All fast moving consumer goods, including foiletries, healthcare and household products,
excluding food and drinks.

B03. Durable Consumer Goods
All durable consumer goods, including clothing and accessories, furniture and consumer
electronics.

B04. Cars & Automotive Products & Services
All vehicles and related products and services, including petrol stations, breakdown and car
hire services.

BO05. Retail, e-Commerce, Restaurants & Fast Food Chains
All shops and department stores, including online shopping, opticians, hairdressers and estate
agents. All restaurants and fast food chains, including cafes and bars.

B06. Travel, Transport & Leisure
All transport and travel related services, including public transport and tourism boards.All
entertainment and leisure related services, including museums, festivals and gyms.

B07. Media & Publications
All media and publications, including videogames, streaming services, music, TV and radio
stations.
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B08. Financial Products & Services
All financial products and services, including insurance.

B09. B2B Products & Services
All business-to-business products and services, including advertising agencies, recruitment
campaigns, consultancies, accounting firms, and legal services.

B10. Commercial Public Services
All commercial public services, including telecommunications, private healthcare and private
education.

B11. Corporate Image & Sponsorship
All non-product-based campaigns, including event sponsorship and corporate responsibility.

B12. Corporate Social Responsibility new
All non-product-based social responsibility campaigns aimed to address social, ethical and
environmental issues in order to protect and/or improve a brand's reputation.

B13. Public Sector
Campaigns, programs and policies conducted on behalf of public bodies such as local
authorities and government departments including public education, infrastructure, and military.

B14. Charities & Non-profit
Campaigns conducted on behalf of charities, non-profit organisations or NGOs, including
fundraising, appeals and awareness messages.

C. Viral Film

Films created with the primary intention of being shared and/or user-distributed online.

HeE=

CO01. Viral Film

2 AHEE

Films created with the primary intention of being shared and/or user-distributed online. e Film

*  Video URL
D. Screens & Events H=E2
Films aired on screens other than TV, cinema or the internet.
DO1. Public Screens & Events LA 22
Films shown at sporting venues, festivals, public launches, expos, trade shows, digital e Film

billboards, outdoor screens, on aeroplanes.

DO02. Private Screens & Events
Films shown at award shows, medical or university seminars, infernal company presentations,
office or indoor screens.

DO03. Personal Screens
Films made for mobile and tablet screens, personal devices and interactive films.

DO04. Micro-Film
Films made for Vine, Instagram etc.

You may enter up to 1 min of content on each entry.

DO05. 360° & VR Film new
Video and computer generated content created for immersion and/or interaction. Entries can
include either 360-degree live action photography or explorable digital simulations.
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E. Branded Content & Entertainment Materials

Films created by or with a brand which aired on the internet, TV or in cinema; usually in

the form of documentary/non-fiction or fiction films or music videos. The brand does not

necessarily have to be revealed in the film. Please blur out all credits.

EO1. Short Non-Fiction Film (under 10 minutes) La 22

Non-scripted reality, documentary or entertainment film. e Film

E02. Long Non-Fiction Film (over 10 minutes)

Non-scripted reality, documentary or entertainment film.

E03. Non-Fiction Series

Non-scripted reality, documentary or enfertainment series.

Please upload all episodes in a single video file with slates denoting the start of the next episode.

EO04. Short Fiction Film (under 10 minutes)

Scripted drama, comedy film.

EO05. Long Fiction Film (over 10 minutes)

Scripted drama, comedy film.

E06. Fiction Film Series

Scripted drama, comedy series.

Please upload all episodes in a single video file with slates denoting the start of the next episode.

E07. Music Video

Music videos made with or without a brand.

F. Use of Film =

Innovative use of the film medium to communicate a brand’s message. Work that enhances

and reinvigorates the consumers’ experience.

FO1. Use of TV/Cinema Film WA HE2:

Creative and/or innovative use of TV/Cinema to communicate the brand’s message. e Demo Film
e AZE:
*  Film

F02. Use of Online Film
Creative and/or innovative use of Online Film to communicate the brand’s message.

I AEE:
e Demo Film
*  Video URL
HE A EE:

e Film

F03. Use of Other Film Content

Creative and/or innovative use of the film made for screens other than TV, Cinema or online to

communicate the brand’s message.

T AEE:
e Demo Film
HE AHEE:

e Film
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A. Film Craft

HE=

AO01. Direction

The vision and achievement of the direction. The jury will think about the translation of the
creative brief through a director’s vision and how well that vision has been achieved. This will
include the way that production elements (including casting, set design, sound design and
cinematography) have been used to bring that vision to life.

A02. Script

The film’s script, as written. Analysis of the script will include dialogue, voice-overs, scene-
setting, movement, actions and expressions. The jury will look at how successfully the script
delivers on the creative idea and supports the final execution.

You are required to provide a written English translation of the script as part of your submission.

2s A==

Film

A03. Casting

The vision and achievement of the casting. This category includes the pre-production selection
of actors, dancers, singers, models, non-professionals, animals and other talent. The entry form
requires you to provide a description of the casting process and any significant information
about that cast.

It is highly recommended to provide a two minute DEMO FILM showcasing the casting process in addition
to the film as it aired.

° nH

AMEH

A
e

=

HeEE
Film
AEE

Demo Film

A04. Production Design / Art Direction

The aesthetic of the Production Design/Art Direction. This includes set design and location
builds, as well as the overall look, feel and atmosphere of the piece. The jury will consider how
the narrative has been enhanced by the artful management of the visual components.

AO05. Cinematography
The quality and effect of the cinematography. The style, artistic choices, camerawork, cinematic
techniques, shot composition, lighting and other effects will be considered.

A06. Editing

The technical and creative success of the edit. All aspects of the film’s edit will be considered,
including timing, pace, visual dynamics, dialogue dynamics, sound integration and overall
story-telling. The jury will respond to innovation and flair in the editing decisions, and think
about the part that the edit has played in the success of the final execution.

AO07. Use of Original Music

The impact and success of original music compositions, created specifically for film
advertisements. The artistic achievement of a track itself will be considered, along with its
contribution to aims of the piece as a whole.

A08. Use of Licensed / Adapted Music

The selection of licensed or adapted music within film advertising.

The way a track supports the script idea, creates the necessary atmosphere or otherwise delivers
on the creative brief will be considered.

1

HES
Film
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A09. Sound Design

The creative use of sound design within film advertising. Technical excellence in recording,
mixing and the synthesis of samples and sound effects will be considered, along with the
cohesion of the edit and its impact on the overall piece.

A10. Animation

The use and aesthetic of animation in film advertising. All types of animation, including cel,
stop-motion, graphic, silhouette and computer animation in 2D or 3D will be accepted.
You are required to provide supporting information to give the jury a clear understanding of animation

methods used in the production process. It is highly recommended to provide a two minute DEMO FILM
showcasing the animation process in addition to the film as it aired.

A11. Visual Effects

The creation of film environments and other visual effects. The jury will consider the aesthetic
and technical excellence of the effects themselves, along with the success of their integration
into real footage.

You are required to provide supporting information to give the jury a clear understanding of visual effects

created in the production process and are highly recommended to upload a two minute DEMO FILM
showing offline edit, pre-effects, for comparison in addition to the film as it aired.

A12. Achievement in Production

The overall success of a film advertisement, assessed within the context of its individual
ambitions and challenges. You are required to include a detailed description of the production
process, including how the production team made best use of resources available to them, to
achieve the final execution. The jury will find information on the following areas useful to their
understanding: scale of production, budget constraints, technical issues, challenges faced
during the production process and how elements of the filmmaking process were used to fulfil
the ambitions of the brief.

It is highly recommended to provide a two minute DEMO FILM showcasing the production process e.g. a
‘making-of’ or ‘behind the scenes’ film, in addition to the film as it aired.

e Demo Film
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A. Glass: The Lion for Change HEE
AO1. Glass T AHEE
e Case Film
HE A EE
e Awards Show Film
e URL

e Digital Supporting Images JPG

e Digital Supporting Content
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A. Integrated

A==

AO01. Integrated Campaign

The definition of Integrated for the purpose of Cannes Lions is fully integrated campaign
executed across multiple platforms.

R

e Digital Presentation Image JPG
e Case Film

ME A EE

e Award Show Film

e URL

e Digital Supporting Images JPG
e Physical Supporting Material
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A03. Durable Consumer Goods
All clothing and accessories, furniture and consumer electronics.

A04. Cars & Automotive Products & Services
All vehicles and related products and services, including petrol stations, breakdown and car
hire services.

AO05. Retail, e-Commerce, Restaurants & Fast Food Chains
All shops and department stores, including online shopping, opticians, hairdressers and estate
agents. All restaurants and fast food chains, including cafes and bars.

AO06. Travel, Transport & Leisure
All transport and travel related services, including public transport and tourism boards. All
entertainment and leisure related services, including museums, festivals and gyms.

A07. Media & Publications

All media and publications, including videogames, streaming services, music, TV and radio stations.

A08. Financial Products & Services
All financial products and services, including insurance.

A09. B2B Products & Services
All business-to-business products and services, including advertising agencies, recruitment
campaigns, consultancies, accounting firms, and legal services.

A10. Commercial Public Services
All commercial public services, including telecommunications, private healthcare and private
education.

A11. Corporate Image
All non-product-based campaigns to build the image/raise the profile/shape the perceptions of

a brand.

A. Sectors HE==
In these categories, the jury will reward the best media campaign for the product and service
selected. The same entry can be submitted only once in this section.
AO01. Food & Drinks S
All food and drinks. . D|g|f0| Presentation Image JPG
A02. Fast Moving Consumer Goods gAY
All fast moving consumer goods including foiletries and cleaning products. Excludes food and drinks. | *  Case Film
Y A EE

e Digital Supporting Images JPG
e Physical Support Material

*  Awards Show Film

* Digital Supporting Content

e URL

54




CANNES LIONS

A12. Corporate Social Responsibility new
All non-product-based social responsibility campaigns aimed to address social, ethical and
environmental issues in order to protect and/or improve a brand's reputation.

A13. Public Sector
Campaigns, programs and policies conducted on behalf of public bodies such as local
authorities and government departments, including public education, infrastructure and military.

A14, Charities & Non-profit
Campaigns conducted on behalf of charities, non-profit organisations or NGOs, including
fundraising, appeals and awareness messages.

B. Channels e

Work in these categories will be judged specifically on creativity and innovation within a

channel.

E.g. - a campaign entered into Use of Print will be judged on its specific use of the print as a

medium, regardless of the product/service advertised.

BO1. Use of TV new 2 AEE

Including TV, video-on-demand platforms (VOD) and other online service providers. *  Digital Presentation Image JPG
B02. Use of Other Screens A= A

Screens other than TV. These might include, but are not limited to, screens that require *  Case Film

interaction with the consumer, i.e. touch screens and responsive displays. MEH Y22

B03. Use of Audio Platforms *  Digital Supporting Images JPG
Including radio, podcasts and other audio technology. e Physical Support Material

- A how Fil
B04. Use of Print wards Show Film

Including, but not limited to, newspapers, magazines, inserts and trade journals. *  Digital Supporting Content

e URL

B05. Use of Outdoor
Traditional billboard or poster sites, bus shelters and transit advertising using standard
advertising space.

B06. Use of Ambient Media: Small Scale
Including items in bars & restaurants all other hand-held (or equivalent in size) items.

‘Small Scale' refers to the physical size of the ambient item, not the scale of the distribution.

B07. Use of Ambient Media: Large Scale

Non-traditional outdoor/billboards, including 3D and non-standard shaped sites, ticket
barriers, signage, wallscape, digital billboards, window clings, building wrapping, helicopter
banners and other executions that utilise a space or an existing permanent feature.

‘Large Scale' refers to the physical size of the ambient item or execution, not the scale of the distribution.

B08. Use of Events
Including live shows, festivals, concerts, sporting events, event sponsorship efc.

You can submit the same entry in BO7. Use of Events and B08. Use of Stunts only once.

B09. Use of Stunts
Including guerrilla marketing, large and small scale stunts, one off experiential events, etc.

You can submit the same entry in BO7. Use of Events and B08. Use of Stunts only once.

B10. Use of Digital Platforms

Online platforms or associated technologies and harnessing digital environment in a media
campaign. These might include, but are not limited to, websites, microsites, games, search
engines, banner ads and instant messaging.

B11. Use of Mobile
Mobile technology including smartphones, tablets, Bluetooth, SMS, MMS, WAPR GPS, mobile
games and applications, QR codes, etc.

Social media-led campaigns should be entered in B11. Social Platforms.

B12. Use of Social Platforms
Media campaigns that use social networking sites, blogs, wikis, video-sharing sites, hosted
services, efc. fo create and/or enhance relationships with consumers.
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B13. Use of Technology new

Use of existing or new fechnology to execute or support a media campaign including, but
not limited to, artificial intelligence, augmented and virtual reality, robotics, gadgets and
electronics, wearable and interactive technology, etc. Does not include prototypes of early
stage tech.

C. Data y )

Entries in these categories must demonstrate how a media execution was enhanced or driven

by data.

CO01. Use of Data Driven Insight new PNy EN-

Entries in this category should demonstrate how data was used to uncover or generate insights *  Digital Presentation Image JPG
that contributed to the effectiveness of a media campaign. Mz Az

C02. Use of Real-Time Data new
Entries in this category should demonstrate how data, created or used in real-time, provided
dynamic content or enabled an on-going consumer relationship.

C03. Data Driven Targeting new

Entries in this category should demonstrate how the creative use or interpretation of data
delivered effective targeting. Entrants should show how data contributed either to programmatic
targeting, or provided a key quantitative insight that helped define the target, brand message
or channel.

e  Case Film

M A 2E

e  Digital Supporting Images JPG
e Physical Support Material

*  Awards Show Film

*  Digital Supporting Content

* URL

D. Branded Content & Entertainment

Work in these categories will be judged on how successfully the content (TV sponsorship, video,
native advertising, digital content, etc.) was used to engage with the consumers and deliver
measurable results (i.e. incremental reach, viral effect, earned media). Please note that the
entries in these categories will not be judged on the content itself, but the role of media in
creating, leveraging, and amplifying the content.

HeE=

DO1. Use of Brand or Product Integration into a Programme or Platform
Including film, TV, mini-series, web series, music video, online/digital, sponsorship, etc.

D02. Use of Co-Creation & User Generated Content

Use/placement of content generated by engagement with an audience who have contributed
to, or collaborated with a brand initiative. Content must have been used as part of a broader
branded platform.

D03. Use of Branded Content created for Digital or Social Media
Including branded social media, websites, microsites, mobile applications, games, native
advertising, etc.

ke

* Digital Presentation Image JPG
A AT

e Case Film

M 22

* Digital Supporting Images JPG
e Physical Support Material

*  Awards Show Film

*  Digital Supporting Content

« URL

E. Campaign

HeE=

EO1. Use of Integrated Media

Entries in this category MUST show that multiple types of media were used in the campaign
(e.g. Screens, Social, Outdoor).

Entrants will be judged on how successfully they have integrated the chosen media throughout
the campaign, and must demonstrate how well the different types complement and build on
each other to communicate the brand’s message.

ExAEE

*  Digital Presentation Image JPG
A HE

e Case Film

U A ESE

* Digital Supporting Images JPG
*  Physical Support Material

*  Awards Show Film

*  Digital Supporting Content

* URL
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F. Excellence in Media HES

Work in these categories should demonstrate how a media campaign managed to deliver

outcomes for a brand through outstanding media planning, strategy and execution.

FO1. Excellence in Media Insights & Strategy new UL HEE

Entries in this category will be judged on how successfully a media campaign succeeded in * Digital Presentation Image JPG
unlocking insights into consumer behaviour and understanding their needs in order to develop EETET

a customized media strategy that is in line with a client’s specific business objectives, marketing
goals and overall brand’s positioning.

F02. Excellence in Media Planning new

Entries in this category will be judged on how successfully media platforms were sourced and
selected to deliver a brand's message. Entrants should detail reach, penetration and frequency
of the message fo generate the desired response.

F03. Excellence in Media Execution new

Entrants should demonstrate how the media thinking and skilful negotiations with the media
owners allowed fo execute the campaign across selected channels and to achieve business
goals. Consideration will be given to the buying of media as part of brand storytelling and to
the creative delivery.

e Case Film

M A 2E

*  Digital Supporting Images JPG
e Physical Support Material

*  Awards Show Film

*  Digital Supporting Content

* URL
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A. Technology HEE

The creative application of mobile technology to enrich a brand, product or service.

AO01. Activation by Location B+ AEE

Use of geolocation technology (including GPS and other macro-scale technologies) to activate | «  Digital Presentation Image JPG

the mobile campaign or experience. e Case Film

A02. Activation by Proximity e URL

Activations that operate within the range of proximity technologies e.g. Bluetooth 4 - 30ft., ME A 22

NFC, RFID, m-Commerce payment solutions, Bluetooth, push nofifications (e.g. iBeacon), etfc. «  Digital Supporting Images JPG
A03. Augmented Mobile Experience *  Physical Support Material

Use of AR, visual search, image recognition, including image and object recognition e Awards Show Film

technology, trigger markers such as QR codes, barcodes, etc. «  Digital Supporting Content

AO04. Virtual Reality Experience
Use of mobile based virtual reality technology to immerse a user within an experience.

AO05. 360° Videos new

Mobile based videos and computer generated content created for immersion and/or
interaction. Including, but not limited to, 360-degree live action photography or explorable
digital simulations.

A06. Networked / Connected Mobile Technology
Networked screens in connection with a mobile device (including second screen experiences,
Smart TV and cinema screen integration, networked digital billboard games etc.)

A07. Connected Devices

Cross-device work that uses at least one other device connected to a mobile phone (including,
but not limited to, wearables, drivables, sports devices, smart watches, flyables, household
objects). The device itself and its integration with a mobile device (or ecosystem) will be judged
here.

For Connected Screens, please enter into A06. Networked / Connected Mobile Technology

A08. Wearable Technology
Native applications for wearable platforms that leverage the unique atiributes of the platform
they are on. The software (e.g. the app or platform) will be judged here.
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A09. Data / Insight
The creative use of personal data fo arrive at creative mobile solutions in order to target,
engage or develop a meaningful relationship with a specific audience or community.

A10. Innovative Technology

The creative application of innovative technology; ground-breaking use of mobile device or
innovative use of existing features. These might include, but are not limited to, touchscreen,
accelerometer, speaker, vibration, efc.

B. Websites

Mobile or tablet specific websites or unique layout based on responsive design, fully fluid or
with mobile specific breakpoint. Please highlight any mobile specific interface paradigms and
metaphors that were introduced to make it uniquely mobile.

HE=

BO1. Websites as Part of a Campaign
A website or platform as part of a wider campaign. Please demonstrate how the site
contributed to the campaign.

B02. Websites as a Product / Service
Single website executions not part of a campaign but a branded product or service.

B03. Accessibility, Charity & Non-profit

Websites in service of those with aural, visual or other impairments; public awareness
messages; campaigns for the government, armed forces, unions and associations,
environment, education, racial, ethnic & disability awareness, blood & organ donation, etc.

Please note, corporate and/or internal communication & image should go into either BO1 or B02
accordingly.

FHEE
Digital Presentation Image JPG
e Case Film
* URL
HE HES

*  Digital Supporting Images JPG

° nH

e Physical Support Material
*  Awards Show Film
* Digital Supporting Content

taken into consideration.

C02. Apps as Part of a Campaign
An app as part of a wider campaign or ecosystem. Please demonstrate how the app
contributed to the campaign.

C03. Apps as a Product / Service
A stand-alone product or service app, not part of a campaign.

C04. Accessibility, Charity & Non-profit

Apps in service of those with aural, visual or other impairments; public awareness messages;
campaigns for the government, armed forces, unions and associations, environment,
education, racial, ethnic & disability awareness, blood & organ donation, etc.

Corporate and/or internal communication & image should go into either C01, C02 or C03 accordingly.

C. Apps HE=
Any application (native, hybrid, web-based or pre-installed) for a mobile device or Smart TV

that can be accessed via the web or downloaded from app stores and other mobile software

distribution platforms. Desktop apps should be entered into Cyber BO3. Web service / Apps.

CO1. Utilities LA 22
Functional mobile apps. The functionality, usefulness and problem solving of the app will be .

Digital Presentation Image JPG
*  Case Film

e URL

R A EE

*  Digital Supporting Images JPG
e  Physical Support Material

*  Awards Show Film

*  Digital Supporting Content
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D. Rich Media ==
Mobile banners, interstitials and other rich media designed for and played on a mobile phone,

smartphone, tablet or any other mobile device. You will be required to show how the ad was

originally displayed on the mobile device.

DO1. Corporate / Commercial UL HEE
Commercial rich media executions as part of a campaign or product / service. .

DO02. Accessibility, Charity & Non-profit

Rich media in service of those with aural, visual or other impairments; public awareness
messages; campaigns for the government, armed forces, unions and associations,
environment, education, racial, ethnic & disability awareness, blood & organ donation, etc.

Corporate and/or internal communication & image should go into DO1.

Digital Presentation Image JPG
e Case Film

e URL

M A 2E

*  Digital Supporting Images JPG
e Physical Support Material

*  Awards Show Film

*  Digital Supporting Content

E. Games p !
Brand related games designed for and played on a mobile phone, smart phone, tablet, Smart

TV or any other mobile device.

EO1. App Games oL Y&2E
App-based games related to a brand. .

E02. In-game Marketing
Marketing/advertising within a mobile-based game e.g. in-app promotions and purchases.

E03. Web Games
Website, banner and other web-based games.

E04. Connected Experience Games
A companion app that is intended to compliment or make a game possible with a physical
object or real-world item.

Digital Presentation Image JPG
e Case Film

* URL

HE HES

* Digital Supporting Images JPG
e Physical Support Material

*  Awards Show Film

*  Digital Supporting Content

F. Social a2
Mobile first executions or campaigns with people and social thinking at the core. The jury will

consider levels of engagement, social reach, activation/attribution, demand generation and the

creative use of social networks / activity in meeting set objectives.

FO1. Content for User Engagement UL HEE
Social activity using video, streaming video, photo sharing, images, gifs or other content .

designed to engage, entertain, build, maintain or seed through an online social community for
enhanced brand affinity.

F02. Real-time Response

Branded social activity that utilises social platforms in order to respond to world events, public
affairs and real-world activity in a meaningful, fime-sensitive and creative way. A wide range of
executions will be considered provided that real time is at the core of the creative idea.

F03. Co-Creation & User Generated Content

Social based activity designed to engage with a community/fans and encourage them to
contribute or collaborate with a brand initiative. Engagement may be intended to drive long
term value through collaborative interaction. Further creative use and placement of content
generated will also be considered.

F04. Targeted Communication
Social activity customised for predefined communities, groups or individuals based on social

era insight material such as behaviour, interests, friendships, geo-location etc. This can include,

but is not limited to, native advertising and programmatic campaigns. Audience insights,
the customisation of the social message, its relevance and its creative execution will all be
considered.

Digital Presentation Image JPG
e Case Film

* URL
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*  Digital Supporting Images JPG
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*  Awards Show Film

* Digital Supporting Content
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FO5. Social Trends
Appropriation of popular and current social behaviour or culture (including emojis, memes,
hashtags etc.) in order to leverage brand communication with an audience or community.

F06. Influencer / Talent
Social initiatives or executions that utilise a celebrity, social ambassador, or social influencer in
order to engage with a target audience.

FO07. Social Business

Creative social activity that utilises the power of an online community to impact business
objectives and/or to enhance relationships with a brand, community or consumers. This may
include content, operations, intelligence, resourcing, sales, product development and other
aspects of the value chain.

F08. Social Purpose

Charitable, not for profit and social purpose initiatives designed for mobile. Entries should
harness the core values and culture of the brand, product or service. The impact on the
targeted audience will be taken into consideration.

G. Campaign Z‘"%%
Mobile first campaigns and communication (not one-off executions) to enrich a brand, product

or service.

GO1. Integrated Campaign UL HEE
Campaigns that utilise mobile technology alongside other mediums. Entries in this category .

should demonstrate how the mobile component of the campaign interacted with the other
channels (such as TV, in-store omni-channel experiences, press, outdoor, web, etc.).

G02. Cross-device Campaign

Campaigns that utilise connected/ networked mobile devices (minimum of 2 devices) e.g.
communication which follows the user from one screen to another, campaigns which link
various mobile devices etc.

G03. Messaging Campaign

Campaigns that employ messaging platforms including, but not limited to, instant messaging,
push notifications (including iBeacon and similar technology), video messaging, photo sharing,
SMS ete.
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OUTDOOR LIONS
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A. Billboards & Street Posters =)
Classic sheet posters made for outdoor and standard transit spaces. The same entry can be
submitted only once in this section

AO01. Food 2+ AEE

All foods. ¢ Digital Proof JPG

A02. Drinks *  Unmounted Proof (Physical)
All drinks. HE A ES

A03. Household Goods e Digital Supporting Images JPG

All household goods, including cleaning products and detergents.

A04. Cosmetics, Toiletries, Healthcare & Pharmacy
All cosmetics, beauty products and toiletries. All healthcare and pharmacy products, including
condoms, contact lenses, hearing aids and vitamins.

A05. Miscellaneous
Products not included in other categories: Pet food & pet care products, greetings cards, pens
and personal stationery, tobacco & associated products.

A06. Clothing, Footwear & Accessories
All clothing, footwear & accessories, including luggage and sunglasses.

A07. Home Appliances, Furnishings, Consumer Electronics & Technology
All home appliances and furnishings. All consumer electronics and technology.

A08. Cars & Automotive Products & Services
All vehicles and related products and services, including petrol stations, breakdown and car
hire services.

A09. Retail, e-Commerce, Restaurants & Fast Food Chains
All shops and department stores, including online shopping, opticians, hairdressers and estate
agents. All restaurants and fast food chains, including cafes and bars.

A10. Travel & Transport
All transport and travel related services, including public transport and tourism boards.

A11. Entertainment & Leisure
All entertainment and leisure related services, including museums, festivals and gyms.
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A12. Media & Publications
All media and publications, including videogames, streaming services, music, TV and radio
stations.

A13. Financial Products & Services
All financial products and services, including insurance.

A14. B2B Products & Services
All business-to-business products and services, including advertising agencies, recruitment
campaigns, consultancies, accounting firms and legal services.

A15. Commercial Public Services
All commercial public services, including telecommunications, private healthcare and private
education.

A16. Corporate Image & Sponsorship new
All non-product-based campaigns including event sponsorship to build the image/raise the
profile/shape the perceptions of a brand.

A17. Corporate Social Responsibility new
All non-product-based social responsibility campaigns aimed to address social, ethical and
environmental issues in order fo protect and/or improve a brand's reputation.

A18. Public Sector new
Campaigns, programs and policies conducted on behalf of public bodies such as local
authorities and government departments, including public education, infrastructure and military.

A19. Charities & Non-profit
Campaigns conducted on behalf of charities, non-profit organisations or NGOs, including
fundraising, appeals and awareness messages.

B. Indoor Posters =2
Classic sheet posters made for indoor public spaces i.e. supermarkets. The same entry can be
submitted only once in this section.

BO1. Food ErAE=E

All foods. * Digital Proof JPG

B02. Drinks *  Unmounted Proof (Physical)
All drinks. ME A E=

B03. Household Goods e Digital Supporting Images JPG

All household goods, including cleaning products and detergents.

B04. Cosmetics, Toiletries, Healthcare & Pharmacy
All cosmetics, beauty products and toiletries. All healthcare and pharmacy products, including
condoms, contact lenses, hearing aids and vitamins.

B05. Miscellaneous
Products not included in other categories: Pet food & pet care products, greetings cards, pens
and personal stationery, tobacco & associated products.

B06. Clothing, Footwear & Accessories
All clothing, footwear & accessories, including luggage and sunglasses.

B07. Home Appliances, Furnishings, Consumer Electronics & Technology
All home appliances and furnishings. All consumer electronics and technology.

B08. Cars & Automotive Products & Services
All vehicles and related products and services, including petrol stations, breakdown and car
hire services.

B09. Retail, e-Commerce, Restaurants & Fast Food Chains
All shops and department stores, including online shopping, opticians, hairdressers and estate
agents. All restaurants and fast food chains, including cafes and bars.

B10. Travel & Transport
All transport and travel related services, including public transport and tourism boards.
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B11. Entertainment & Leisure
All entertainment and leisure related services, including museums, festivals and gyms.

B12. Media & Publications
All media and publications, including videogames, streaming services, music, TV and radio
stations.

B13. Financial Products & Services
All financial products and services, including insurance.

B14. B2B Products & Services
All business-to-business products and services, including advertising agencies, recruitment
campaigns, consultancies, accounting firms and legal services.

B15. Commercial Public Services
All commercial public services, including telecommunications, private healthcare and private
education.

B16.Corporate Image & Sponsorship
All non-product-based campaigns including event sponsorship to build the image/raise the
profile/shape the perceptions of a brand.

B17. Corporate Social Responsibility new
All non-product-based social responsibility campaigns aimed to address social, ethical and
environmental issues in order to protect and/or improve a brand's reputation.

B18. Public Sector new
Campaigns, programs and policies conducted on behalf of public bodies such as local

authorities and government departments, including public education, infrastructure and military.

B19. Charities & Non-profit
Campaigns conducted on behalf of charities, non-profit organisations or NGOs, including
fundraising, appeals and awareness messages.

C. Digital Outdoor =2
All digital 'out of home' work including all digital screens and ambient use of digital. The same

entry can be submitted only once in this section.

CO1. Static Digital Billboards / Posters oL =E
Awarding excellence and interesting use of non-motion, static digital billboards and posters. .

Ads may have been created to be exhibited in loop with other digital posters.

C02. Animated Digital Billboards / Posters
For digital billboards or posters utilising motion picture/content or animation in the Outdoor
environment.

For outdoor screenings of extended film content, please enter into Film Lions.

CO03. Interactive & Dynamic Billboards / Posters

Digital billboards or posters that necessarily require active engagement with consumer or other
online/offline locations. Entries may include (but are not limited to) user generated content,
participatory elements, digital games and motion detection technology, live streaming.

C04. Ambient Use of Digital Technology

All uses of digital outdoor and ambient digital that elicits physical interaction, engagement
and experiences for consumers. Examples include (but are not limited to) use of mobile with a
strong outdoor touch-point, interactive installations and special build, holographic images etc.
Entries may include (but are not limited to) use of augmented reality, interactive ambient
experiences, immersive special builds and installation with digital elements or any digital
adaptation/site specific use of existing environments.

C05. Ambient Experiential & Immersive Digital

Ambient digital that elicits physical interaction, engagement and experiences for consumer.
Entries may include (but are not limited to) use of augmented reality, interactive ambient
experiences, immersive special builds and installation with digital elements or any digital
adaptation/site specific use of existing environments.

Digital Presentation Image JPG
*  Unmounted Presentation Image
HE HES

*  Demo Film

*  Digital Supporting Images JPG
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D. Ambient 22
Non-standard and free-format outdoor advertising. Work designed for standard poster sites

are not accepted in the Ambient categories. The same entry can be submitted only once in this

section.

DO01. Non-Standard Indoor Advertising UL EE
All non-standard, format-free in-store and indoor advertising. .

DO02. Small Scale Special Solutions

Small items which are either on display or distributed in the out of home environment.
Advertising may include stickers, flyers, ambient signage, key-rings, balloons, balls, stationary
and other branded items, petrol pumps, miniature models and builds, small attachments to
existing items or areas and promotional give-aways.

DO03. Special Build

Physical constructions, adaptations of exterior locations including buildings, street furniture or
the environment, large scale signage, exhibitions, installations and displays. Advertising may
include supersize sites, pop-up shops, 3D/non-standard shaped sites or physical constructions,
ticket barriers and floor media.

DO04. Live Advertising and Events
Outdoor activations which involve something live on the part of the advertiser. Advertising may
include live performance, demonstrations, branded concerts, promotional events.

DO5. Interactive Outdoor Experiences

Non digital outdoor activations which involve something live on the part of the consumer.
Advertising may include experiential marketing, consumer and audience participation,
interactive games & events.

D06. Transit

Non-standard or free-format advertising using vehicles or transit sites/locations. Advertising
may include the non-standard or free-format advertising use of cars, trains, buses, taxis, trucks,
airplanes etc. or the use of transit sites such as car parks, airports, stations (bus & train), ferry
ports, roads and driving fracks.

Digital Presentation Image JPG
*  Unmounted Presentation Image
ME A ES

*  Demo Film

*  Physical Support Material

* Digital Supporting Images JPG

E. Use of Outdoor HE2S
In these categories, the jury will reward the creative and/or innovative use of the outdoor

medium to communicate the brand’s message. The jury will consider how well brands are

finding new ways to enhance and reinvigorate the consumers’ experience by allowing them to

engage with and respond to the outdoor content.

EO1. Use of Adapted Billboards / Posters b B
Billboards/Posters designed for standard advertising sites, but with 3-dimensional, active or .

(non-digital) interactive elements.
For digitally adapted posters, please enter into category E03. Use of Digital Outdoor.

E02. Use of Ambient Outdoor
This category is aimed to provide a space for those entries that look towards the future of
ambient outdoor advertising.

E03. Use of Digital Outdoor
Specifically for entries that are forward thinking and groundbreaking in their innovation.

Digital Presentation Image JPG
*  Unmounted Presentation Image
MEH A2

*  Demo Film

e Physical Support Material

* Digital Supporting Images JPG

F. Poster Craft HES
The same entry may be submitted more than once in this section.
FO1. Copywriting LA &2

F02. Art Direction

FO03. lllustration

FO04. Photography

F05. Digital Poster Craft

Digital Proof JPG

*  Unmounted Proof (Physical)
M A EE

*  Demo Film

*  Digital Supporting Images JPG
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G. Integrated

A=

consumer awareness and atfitudes.

GO1. Integrated Campaign led by Outdoor

Campaigns with multiple elements or channels that are predominantly Outdoor driven.
Entrants will be judged on how successfully they have integrated the chosen elements or
channels throughout the campaign, and must demonstrate how well the different types
complement and build on each other to communicate the brand’s message and/or change

2 A2

* Digital Presentation Image JPG
*  Unmounted Proof (Physical)
HEAEE

e Demo Film

*  Digital Supporting Images JPG
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A. Sectors )

In these categories, the jury will reward the best PR campaign for the Sector selected. The same

entry can be submitted only once in this section.

AO01. Food & Drinks 2 HE=

All food and drinks. .

Digital Presentation Image JPG

A02. Fast Moving Consumer Goods s HE
All fast moving consumer goods excluding food and drinks. e Case Film

M HESZE

e Digital Supporting Images JPG
e PDF

e Physical Support Materials

A03. Durable Consumer Goods
All clothing and accessories, furniture and consumer electronics.

A04. Healthcare & Wellbeing
All healthcare and pharmacy products and services, including prescriptions and OTC, private

hospitals and pharmaceutical companies. *  Digital Supporting Content

e Awards Show Film
AO05. Luxury Goods & Services . URL

All products and services that are highly desired and associated with wealthy or affluent
people and/or are bought to support self-worth and status, or for the product’s quality and
craftsmanship.

A06. Cars & Automotive Products & Services
All vehicles and related products and services, including petrol stations, breakdown and car
hire services.

AO07. Retail, e-Commerce, Restaurants & Fast Food Chains
All shops and department stores, including online shopping, opticians, hairdressers and estate
agents. All restaurants and fast food chains, including cafes and bars.

A08. Travel, Transport & Leisure
All transport and travel related services, including airlines, public transport and tourism boards.
All entertainment and leisure related services, including museums, festivals and gyms.

A09. Media & Publications
All media and publications, including videogames, streaming services, music, TV networks and
radio stations.

A10. Financial Products & Services
All financial products and services, including insurance.

A11. Commercial Public Services
All commercial public services, including telecommunications and private education.
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A12. Public Sector
All programs and policies conducted on behalf of public bodies such as local authorities and
government departments, including public education, infrastructure and military.

A13. Charities & Not-for-Profit
Campaigns conducted on behalf of charities, non-profit organisations or NGOs, including
fundraising, appeals and awareness messages.

B. Practices & Specialisms HES

In these categories, your entry will be judged specifically on the PR practice & specialism

selected.

B01. Corporate Communication & Reputation Management LA H=2E

Campaigns to build the image/raise the profile/shape the perceptions of a corporate brand, * Digital Presentation Image JPG
organisation or corporation, frade associations, institutes and councils. HE HE

B02. Public Affairs & Lobbying
Campaigns planned fo influence or inform the public policy agenda using either lobbying or
wider public affairs strategies; as well as political or ballot initiatives.

B03. Crisis Communications & Issue Management
Campaigns fo plan and/or handle the consequences of a crisis or an issue that may affect a
company’s credibility and reputation.

B04. Business Citizenship / Corporate Responsibility
Corporations addressing social and ethical issues.

B05. Business Citizenship / Environmental
Campaigns designed to address a green or environmental issue in order fo protect and or
improve an organisation, product or service.

B06. Internal Communications & Employee Engagement
Business to employee communications and engagement, including change management.

B07. Media Relations

PR that puts media relations at the heart of the campaign and uses a high-degree of innovation
to engage, educate or influence online/offline editorial media (newspapers, magazines, radio,
television etc.), and change atftitudes among targeted media audiences.

B08. Events & Stunts

PR campaigns that use stunts, competitions, promotional games, pop-up events, street art,
guerrilla marketing, corporate events, launch parties etc. to build the value and reputation of a
brand or communication project as part of a wider public relations strategy.

B09. Live Shows / Concerts / Festivals

PR campaigns that use concerts, festivals, sports events, exhibitions, live online streamed events
etc. fo build the value and reputation of a brand or communication project as part of a wider
public relations strategy.

B10. Celebrity Endorsement

PR campaigns that associate a celebrity with a product/service in order to reach specific
awareness/business goals and/or to help establish trust and affinity between the product/
service and the public.

B11. Sponsorship & Partnership

PR campaigns that utilise sponsorship and/or partnership programs to support a product or
service in order to meet specific awareness/business goals as well as to enhance the image of
a corporate brand, organisation or corporation.

B12. Launch / Re-launch
PR campaigns created to launch or re-launch a product or service.

B13. Brand Voice & Strategic Storytelling

Customised PR strategy designed to guide a brand/organisation to communicate its particular
point of view/story in a consistently relevant way and to build emotional connection with
employees, shareholders and customers alike.

*  Case Film
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*  Digital Supporting Images JPG
e PDF
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*  Digital Supporting Content

*  Awards Show Film

« URL
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B14. Content-led Engagement & Marketing

Creation and distribution of valuable and relevant online/offline content for brand/
corporations, to drive engagement and achieve desired business outcomes. Includes blogs,
photo & video galleries, newsletters, online films, documentaries, podcasts, eBooks, editorial,
advertorial, whitepapers, magazines, webzines, infographics.

C. Digital & Social 2=

In these categories, your entry will be judged specifically on how well the digital medium/social

platform was used to execute the PR campaign.

CO01. Use of Web Platforms & Apps L2

Websites, microsites or digital content hubs, downloadable applications, QR codes, search * Digital Presentation Image JPG
engines, email marketing to execute or support a PR campaign. EETT

€02. Social Community Building / Management

Social activity that is designed to build or maintain a branded community or one that is based
on social networks that may result in an enhanced brand affinity and/or change in atfitudes
among targeted audiences. Community activity (passive fans versus active fans), engagement
levels and the appropriateness of targeted conversation/communication directed at users will
all be considered.

C€03. Audience Targeting / Engagement Strategies

Employment of social channels/activities that rely on listening/responding strategies (including
audiences’ surveys and monitoring). Demonstrated ability to put the information gained to use
in communications initiatives will be considered.

C04. Social Influencer Communication & Amplification
Social initiatives or projects that feature a social ambassador or influencer (i.e. blogger, video
blogger, etfc.) to provide social amplification and engage with a public/audience.

CO05. Real-time Response

Targeted and non-targeted social activity that may utilise social platforms or real-time
engagement newsrooms in order fo respond to hot issues, crises and other online/offline
activity in a creative and meaningful way, which prompts social sharing and engagement.

C06. Co-Creation & User Generated Content

Social based activity designed to engage with a community/fans and encourage them to
contribute or collaborate with a brand initiative. Engagement may be intended to drive long
term value through collaborative interaction. Further creative use and placement of content
generated will also be considered.

CO07. Innovative Use of Social Media
Creative utilisation of existing or emerging social platform(s). Evidence of innovative use of the
social medium, levels of engagement, social reach and strategy will all be considered.

C08. Use of Technology

Existing or new technology that pushes the boundaries of digital innovation to execute or
support a PR campaign, including artificial intelligence, virtual reality, robotics, gadgets and
electronics, wearable and interactive technology etc.

*  Case Film

M A 2E

e Digital Supporting Images JPG
 PDF
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D. Data & Measurement

HE=

DO1. Research, Data Analytics & Insight Generation

Research, data or actionable insight that provides a meaningful contribution or input to a public
relations program. Entrants should provide evidence of research or insight, quality of thinking and
the development of a strategy.

DO02. PR Excellence in Effectiveness

Recognises creative campaigns that have produced a measureable and proven impact on a
client’s business and reputation. Entrants should provide details of the evaluation methods,
measurement tools and post-campaign analysis to provide a meaningful insight into the
effectiveness of a public relations programme. Consideration will be given to the sound

measurement of the effect on outcomes, business results and the quality and quantity of media.

4SS
* Digital Presentation Image JPG
Hes AT

*  Case Film
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*  Digital Supporting Images JPG
° PDF
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E. Geographies HES
The same entry can be submitted only once in this section.
EO1. Multi-Markets Campaigns L &8
PR campaigns that are implemented across multiple countries or markets. Entrants should detail | o Digital Presentation Image JPG
how the public relations campaign was implemented worldwide and the results achieved in the EETET
= O

different countries or markets.

E02. Territory Marketing & Communication
PR programs and tactics designed to build/increase/promote the profile or image of a city/
region/country.

e Case Film

M A 2E

*  Digital Supporting Images JPG
 PDF

*  Physical Support Materials

*  Digital Supporting Content

*  Awards Show Film

* URL

F. Reports

HE=

FO1. PR Reports

Online and offline annual reports, integrated reports, corporate reports, financial
communication, digital reports etc. Consideration will be given to the creative presentation,
quality of the writing and/or the skilful use of the design, as well as the engagement and
response of the audience/stakeholders to the communication.

Please send physical sample if submitting offline report.

e

* Digital Presentation Image JPG
e HE

e Case Film
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*  Digital Supporting Images JPG
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*  Awards Show Film

* URL

G. Campaign

HE=

GO1. Integrated Campaign led by PR

Programmes that use multiple media platforms in one campaign which is initiated, led or driven
predominantly by PR. Entrants will be judged on how successfully they have integrated the
chosen elements or channels throughout the campaign, and must demonstrate how well the
different types complement and build on each other to communicate the brand’s message and/
or change consumer awareness and aftitudes.

G02. Costs / Creative Performance PR Campaign

Entries should demonstrate how well a low budget campaign (excluding all agency fees) met its
objectives. Entrants must detail the total budget as well as providing information about any PR
tactics or initiatives used to deliver the campaign.

Client must not be a charity or not-for-profit organisation.

e

*  Digital Presentation Image JPG
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PRINT & PUBLISHING LIONS
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e Criteria considered during judging will predominantly be the idea and the execution.

*  You may enter a 'Campaign of Executions' in sections 'A. Print, 'E. Print & Publishing Craft' only.
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A. Print =2

Traditional format print advertising. The same entry can be submitted only once in this section.

AO01. Savoury Foods g+ AEFE

All savoury foods. e Digital Proof JPG

A02. Sweet Foods & Snacks *  Unmounted Proof (Physical)

All sweet foods and snacks, including breakfast cereals.

A03. Alcoholic Drinks
All alcoholic drinks, including non-alcoholic beer.

A04. Non-Alcoholic Drinks
All non-alcoholic drinks, including milk, tea and coffee.

A05. Cosmetics & Toiletries
Cosmetics, beauty products and toiletries.

A06. Healthcare & Pharmacy
All healthcare and pharmacy products, including condoms, contact lenses, hearing aids and
vitamins.

A07. Household Cleaning Products
All cleaning products, including clothing detergents and air fresheners.

A08. Other Household Goods
All household goods, including paint, insecticides and light bulbs, excluding cleaning products.

A09. Miscellaneous
Products not included in other categories: Pet food & pet care products, greetings cards, pens
and personal stationery, tobacco & associated products.

A10. Clothing, Footwear & Accessories
All clothing, footwear & accessories.

A11. Home Appliances & Furnishings
All home appliances and furnishings.

A12. Consumer Electronics & Technology
All consumer electronics and technology.
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A13. Cars

All cars, including jeeps and 4x4s.

A14. Other Vehicles, Automotive Products & Services
All other vehicles and automotive products and services, including petrol stations, breakdown
and car hire services, excluding cars.

A15. Retail & e-Commerce
All shops and department stores, including online shopping, optficians, hairdressers and estate agents.

A16. Restaurants & Fast Food Chains
All restaurants and fast food chains, including cafes and bars.

A17. Travel & Transport
All transport and travel related services, including public transport and tourism boards.

A18. Entertainment & Leisure
All entertainment and leisure related services, including museums, festivals and gyms.

A19. Media & Publications
All media and publications, including videogames, streaming services, music, TV and radio stations.

A20. Financial Products & Services
All financial products and services, including insurance.

A21. B2B Products & Services
All business-to-business products and services, including advertising and recruitment agencies,
consultancies, accounting firms and legal services.

A22, Commercial Public Services
All commercial public services, including telecommunications, private healthcare and private
education.

A23. Corporate Image & Sponsorship
All non-product-based campaigns including event sponsorship to build the image/raise the
profile/shape the perceptions of a brand.

A24. Corporate Social Responsibility new
All non-product-based social responsibility campaigns aimed to address social, ethical and
environmental issues in order to protect and/or improve a brand's reputation.

A25. Public Sector new
Campaigns, programs and policies conducted on behalf of public bodies such as local
authorities and government departments, including public education, infrastructure and military.

A26. Charities & Non-profit
Campaigns conducted on behalf of charities, non-profit organisations or NGOs, including
fundraising, appeals and awareness messages.

B. Use of Print HEE
Use of print to communicate a brand’s message. Work that enhances and reinvigorates the

consumers’ experience by allowing them to engage with and respond to the content. This might

include adapted traditional print adverts as well as digital and interactive ones.The same entry

can be submitted only once in this section.

BO1. Adapted Print LA 22
Print ads which have been modified or adapted to have physically active elements. .

Please send physical samples for the jury to experience.

B02. Innovative Use of Print

For non-traditional and innovative print ads. This may include print ads with digital and
interactive elements including downloadable applications, QR codes, augmented reality and
NFC; print ads which have used the medium they are featured in an innovative way.

Digital Presentation Image JPG

*  Unmounted Presentation Image
(Physical)

U HEE

*  Demo Film

*  Digital Supporting Images JPG

e Print Sample (physical)

*  Awards Show Film

e Physical Support Materials
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C. Original Publishing: Content =
Entries in these categories should show the creation of original printed content or its integration

into published media. The same entry may be submitted more than once in this section.

CO01. Books new 2 A2
Including but not limited to trade books, culture, art & design books, specialist & limited edition .

books.

C02. Magazines new
Including but not limited to consumer magazines and independent publications.

C03. Digital Publications new
Including but not limited to covers of consumer magazines and independent publications.

Digital Presentation Image JPG

e Unmounted Presentation Image
(Physical)

HE HES

*  Print Sample (physical)

*  Digital Supporting Images JPG

e Demo Film

*  Awards Show Film

e Physical Support Materials

D. Original Publishing: Covers
Entries in these categories should show the creation of original covers of printed or published
media. The same entry can be submitted only once in this section.

HE=

DO1. Covers new
Including but not limited to covers of trade books, culture, art & design books, specialist & limited
edition books.

D02. Magazines new
Including but not limited to covers of consumer magazines and independent publications.

e

* Digital Presentation Image JPG

*  Unmounted Presentation Image
(Physical)

R A ESE

e Print Sample (physical)

e  Digital Supporting Images JPG

e Demo Film

*  Awards Show Film

*  Physical Support Materials

E. Print & Publishing Craft HE=2
The same entry may be submitted more than once in this section.
EO1. Copywriting B+AES

E02. Art Direction

EO03. lllustration

EO4. Typography

EO05. Photography

Digital Proof JPG

*  Unmounted Proof (physical)
HE AHEE

* Digital Supporting Images JPG
*  Demo Film

*  Awards Show Film

*  Physical Support Materials
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A. Goods

In these categories, focus will be placed on design that increase brand value through functional
and aesthetic resolution. The jury will consider if the design expresses appropriate brand

qualities / product identity through form, function, usability, aesthetics, problem solving,
production, research and manufacturability. The same entry can be submitted only once in this
section. Please note that the product must be available for purchase between the following dates:
1 March 2016-30 April 2017. Campaigns may be submitted as one entry submission, but this
only applies for products of the same product type e.g. a range of lamps from the same series.

HE=

AO01. Electronics, Entertainment & Consumer Technology

Gadgets, entertainment & media products, computers and information technology accessories,
digital & electronical devices, office electronics, sound systems, portable audio. Including but
not limited to laptops, headphones, cameras, speakers, televisions, record players, Digital TV
boxes, Home digital media devices, docking systems, etc.

A02. Communication Devices
Products enabling communication. Including but not limited to mobile phones, telephones,
phone covers, headsets, webcams, phone accessories, etc.

A03. Furniture & Lighting

Products in the ranging of seating, tables, storage and lighting. Including but not limited to
chairs, office chairs, sofas, benches, stools, chaise longue, tables office desks, dining tables,
side tables, coffee tables, outdoor tables, chest of drawers, cupboards, shelving systems,
lighting products.

If entering this category please contact designlions@canneslions.com for more information regarding
sending your product.

A04. Domestic Homeware & Home Accessories

Home electronics and appliances, as well as home accessories and kitchenware including but
not limited to products such as coffee machines, kettles, toasters, blenders, mixers, clocks,
ironing systems, vacuum cleaner, bowls, cutlery, flatware, kitchen utensils, glassware, tableware,
etc.

2 eSS

*  Scale Drawing JPG

e Digital Presentation Image JPG
M H 2=

*  Product Sample (recommended)
* Digital Supporting Content

e Demo Film

¢ Digital Supporting Images JPG
* URL
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AO05. Lifestyle, Fashion, Leisure, Sports & Outdoor

Lifestyle, fashion, leisure, fitness, sport and outdoor products, including but not limited to
wearable technology, jewellery, timepieces, watches, glasses, smart watches, fitness & sport
tech, luxury goods, fravel accessories, luggage, footwear, efc. Entries for fashion can be one-
off/ bespoke product and limited ranges.

A06. Infant Products, Toys & Educational Products

Products designed for babies and children, toys (including adult toys) and educational products
for children and adults. Entries for the baby and children products should demonstrate aspects
that make the product baby and children safe and easy to use.

A07. Interface & User-Interactive Product Design

Products based on human interaction. Emphasis will be placed on the visual impact of the user
interfaces, its ease of navigation and ability to convey information as well as the service offered
to customers and the integration with the product. The ease of use or efficiency of the interface
should be demonstrated.

A08. Industrial Equipment, Consumer Tools & Professional Products
Products for industrial use. Including but not limited to tools, transport, professional & medical
products, agricultural & industrial equipment.

A09. Vehicle, Mobility and Transportation Design new
Included but not limited to bicycles, cars, motorcycles, trains, ships, boats, yachts, planes, buses.

Please provide photo (JPG format) of the vehicle in situ.

A10. Medical Products new

Focus will be placed on the innovation of medical product design. Including assisted living
products, assisted living technology, clinic and laboratory equipment, hospital, medical /
healthcare devices and equipment, rehabilitation and care, toothbrushes, hairbrushes, skincare,
massage devices and more.

A11. 3D Products new
Products with a 3D form. Focus will be placed on innovation, choice of materials, depth of
development, and technical properties such as ergonomics.

B. Impact HE=2
In these categories, the jury will consider the immediate and longer term impact that the

product has on consumers, environment and society as a whole. Focus will be placed on

functional, technological, environmental and social factors as well as product solution,

innovation and integration.

Please note that we do not accept concept ideas. Only rough and ready prototypes, products

at manufacturing stage or commercialised products created / launched / brought to the market

within the eligibility dates are accepted in these categories.

BO1. Brand Communication LA 22
Products which embody the brand and for which the design enhances the brand recognition & .

desirability and supports the infended message.

B02. Innovation

The use of new technologies, techniques, methods and materials to create a truly innovative
product. The jury will be looking for ground-breaking developments and products which push
boundaries within product design.

B03. Solution

Product design solutions that enhance the quality of life. Focus will be placed on the
functionality and day to day solutions provided through design. Areas of consideration for the
jury will include but are not limited to problem solving, ease of use, ergonomics, products’
compliance with appropriate standards, etc. Entries should clearly describe the problem that
the product it is looking to solve and the solution achieved through production process and
final design.

B04. Integration of Technology in Daily Life

Products that connect daily living with technological innovation. The jury will be looking at how
well design and design business anticipate user needs and emerging technological trends into
every aspect of their products, services and experiences — from initial development to users’
benefits and consumers’ satisfaction.

Scale Drawing JPG
Digital Presentation Image JPG

ME A EE

Product Sample (recommended)
Digital Supporting Content
Demo Film

Digital Supporting Images JPG
URL
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B05. Social Impact

Products which have a positive social impact, e.g. positive impact on society, products within
education, health, medical, positive atfitude change, solving global social challenges. Entries
should demonstrate the results and the scale of the social impact.

B06. Sustainability & Environmental Impact new

Focus will be placed on the sustainability and environmental impact of the product, including
the manufacturing process and recyclability of the product itself. The jury will consider
products which have a positive impact on the environment and nature, e.g. environmental /
energy saving, disaster relief, products reducing climate change effects, efc. Entries should
demonstrate the results and the scale of the environmental impact.

B07. Consumer Experience
Bringing the product together with service design and offering consumers a rich consumer
experience. Entries should demonstrate the user journey and experience.

C. Promotional & Bespoke ltems Vi
These categories recognise products designed to increase brand awareness, including

promotional or low volume designer series as well as bespoke, special editions.

In order to be eligible, the products should have been used for promotional activities or been

produced between the following dates: 1 March 2016 - 30 April 2017.

CO01. Product Design for Promotional Purposes LA 22

Focus will be placed on the use of an item to promote a brand, which should demonstrate a
clear understanding of the brand’s target audience. To include clothing, promotional gifts and
samples, guerrilla marketing accessories, promotional items and brand merchandise.

C02. Bespoke Items & Designed Objects
Domestic consumer objects and products that are produced in a low volume series, or at least
in part made by the designer, as well as bespoke, one-off items.

Scale Drawing JPG
Digital Presentation Image JPG

ME A EE

Product Sample (recommended)
Digital Supporting Content
Demo Film

Digital Supporting Images JPG
URL

Case Film

76




CANNES LIONS

PROMO & ACTIVATION LIONS

=3 DROHE|H|0|H SLE0|A s HACO Y £0jiE T2|0fo|E|H|E| S LT AEAMS Of

Zoju= ofo|cjof, &

H|Z} 2H{ & &4 35l 4-E0|L M| AE €8] &= 258 253U

o HU} 7 A= 20%, 0}011‘401 30%, A3 20%, a3 2 A3} 30%

o MRRGNE|W oM A TS 2E2 AU 4M7HA] T 5T 5 A5 Uk T A Sectors QFoll A= 3 AT S5
T AHFYL

S AR 27] go) A UEL o] 2 BE g

>

. ‘Bxiz ® Aojo] R SgelA AEotAl e, Antel AEQle] WjHS B
et

. Aol 7 AL vt T AUE Qe 714t 29 Aopat 4 Lo AR 7 &stAle.

. AT

It B AEES ol ZsyTh

A. Sectors
In these categories, the jury will reward the best promotional campaign for the product and
service selected. The same entry can be submitted only once in this section.

HE=

AO01. Food & Drinks
All food and drinks.

A02. Fast Moving Consumer Goods

All fast moving consumer goods, including toiletries and cleaning products, and excluding food
and drinks.

A03. Durable Consumer Goods
All clothing and accessories, furniture and consumer electronics.

A04. Cars & Automotive Products & Services
All vehicles and related products and services, including petrol stations, breakdown and car
hire services.

AO05. Retail, e-Commerce, Restaurants & Fast Food Chains
All shops and department stores, including online shopping, opticians, hairdressers and estate
agents. All restaurants and fast food chains, including cafes and bars.

A06. Travel, Transport & Leisure
All transport and travel related services, including airlines, public transport and tourism boards.
All entertainment and leisure related services, including museums, festivals and gyms.

A07. Media & Publications
All media and publications, including videogames, streaming services, music, TV and radio stations.

A08. Financial Products & Services
All financial products and services, including insurance.

A09. Business Products & Services
All business-to-business products and services, including advertising agencies, recruitment
campaigns, consultancies, accounting firms and legal services.

A10. Commercial Public Services
All commercial public services, including telecommunications, private healthcare and private
education.

A11. Corporate Image
All non-product-based campaigns to build the image/raise the profile/shape the perceptions of
a brand.

R

¢ Digital Presentation Image JPG
Hes HE

e Case Film

M HE=

e Digital Supporting Images JPG
e Physical Support Material

e Awards Show Film

e Digital Supporting Content

e URL
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A12. Corporate Social Responsibility new
All non-product-based social responsibility campaigns aimed to address social, ethical and
environmental issues in order to protect and/or improve a brand's reputation.

A13. Public Sector
Campaigns, programs and policies conducted on behalf of public bodies such as local
authorities and government departments, including public education, infrastructure and military.

A14, Charities & Non-profit

Campaigns, programs and policies conducted on behalf of charities, not-for-profit
organisations or NGOs. Including, but not limited to, fundraising and appeals, blood & organ
donation, volunteering, awareness messages i.e. gender equality, immigration and political and
religious issues.

B02. Use of Ambient Media: large scale

Non-traditional outdoor/billboards, including 3D and non-standard shaped sites, ticket
barriers, signage, wallscape, digital billboards, window clings, building wrapping, helicopter
banners and other executions that utilise a space or an existing permanent feature.

‘Large Scale' refers to the physical size of the ambient item or execution, not the scale of the distribution.

B03. Use of Broadcast
Promotional campaigns and activations using Cinema, TV or Radio. Entries should demonstrate
how the chosen medium supported the other promotional elements in the campaign.

B04. Use of Print or Outdoor

Promotional campaigns and activations using Print or Outdoor. Entries should demonstrate how
the chosen medium supported the other promotional elements in the campaign. Including, but
not limited to, newspapers, magazines, inserts, frade journals, traditional billboard or poster
sites, bus shelters and transit advertising using standard advertising space.

B05. Use of Technology

Use of existing or new technology fo execute or support a promotional campaign including, but
not limited to, digital installations (POS & Outdoor), interactive screens, augmented reality, virtual
worlds, 3D printing and wearable technology. Does not include prototypes of early stage tech.

B. Use of Promo: Mediums y =)

In these categories, your work will be judged specifically on how the medium was used to

evoke consumer activation.

BO1. Use of Ambient Media: small scale UL 22

Including items in bars & restaurants and all other hand-held (or equivalent in size) items. * Digital Presentation Image JPG
‘Small Scale' refers to the physical size of the ambient item, not the scale of the distribution. A& HE

e Case Film

A A ESE

e Digital Supporting Images JPG
*  Physical Support Material

*  Awards Show Film

*  Digital Supporting Content

* URL

C02. Live Shows / Concerts / Festivals
Any brand activation using big-scale events such as sport events, festivals, concerts, corporate
enterfainment, built stages, efc. to engage with customers.

C03. Exhibitions / Installations

Any brand activation creating a space or using a more permanent spatial feature to drive
customers’ engagement. Including galleries exhibitions, fairs, trade shows, vending machines,
signage, floor graphics, etc.

C04. Competitions & Promotional Games
Brand activation using games in a promotional context (i.e. where a prize is awarded) to drive
customers’ engagement. Including lotteries, sweepstakes, contests, prize-draws etc.

Digital gaming work should be entered in DO2. Use of Mobile.

C. Use of Promo: Experience HES

Work in these categories will be judged specifically on how the activation or promotion

succeeded in creating a closer bond between the consumer and the brand by immersing them

in an engaging and memorable experience.

CO01. Guerrilla Marketing & Stunts Ui &S

Any brand activation using guerrilla marketing, short/one-off live pop up events and +  Digital Presentation Image JPG
executions, street teams, publicity stunts and street stunts fo drive customers’ engagement. EE RS

e Case Film

HE A EE

*  Digital Supporting Images JPG
*  Physical Support Material

*  Awards Show Film

* Digital Supporting Content

* URL
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C05. Customer Retail / In-Store Experience new

Brand activation using product, price, place or promotion with the aim to engage and guide
shoppers on all channels of their path to purchase. Including in-store and retail location
activity, using samples, special discounts, customer marketing, promotions, incentives, product
demonstrations, store-within-a —store, banners, posters, etc.

C06. Immersive Customer Experience new

Engaging, interactive, face-to-face customer focussed brand experiences with an holistic-
multifaceted nature and story-telling at the heart. Campaigns in this category should create
memorable, in-depth, tangible and real-life experiences, using space and interaction to
immerse consumer in the created world. Including immersive brand experiences, immersive

theatre-brand partnerships, immersive content, alternate reality games (ARG) and gamification.

games, search engines, banner ads and instant messaging.

D02. Use of Mobile

Entries in this category must feature communication with a clearly identifiable consumer
activation delivered through mobile/portable devices such as mobile phones and mobile
technology.

DO03. Use of Social Platforms
Promotional campaigns that use social networking sites, blogs, wikis, video-sharing sites,
hosted services, etfc. to create and/or enhance relationships with community/consumers.

D04. Co-Creation & User Generated Content

Social activity designed to encourage a community/fans to contribute or collaborate with a
brand initiative. Engagement may be intended to drive long term value through collaborative
interaction.

DO05. Real-time Response

Targeted social activity that utilises social platforms in order to respond to world events, public
affairs and other real-world, real-time activity in an immediate and meaningful way, which
prompts social sharing and engagement.

D. Digital & Social A==

Work in these categories will be judged on how well the digital and social mediums and

techniques were used to evoke consumer activation

DO1. Use of Digital Platforms BE+AES

Online platforms or associated technologies and harnessing digital environment in a *  Digital Presentation Image JPG
promotional campaign. These might include, but are not limited to, websites, microsites, HERET

*  Case Film

AR A EE

*  Digital Supporting Images JPG
e Physical Support Material

*  Awards Show Film

*  Digital Supporting Content

« URL

E02. Sponsorship & Partnership

For a campaign that utilize a sponsorship or tie-in partner e.g. sports, music and entertainment.

E. Strategy HEE
Work in these categories will be judged on how it generated significant consumer response by
following a specific promotional strategy.
EO1. Launch / Re-launch UL HEE
Promotional campaigns or activations created to launch or re-launch a product or service on *  Digital Presentation Image JPG
the market. HE AR
= o

e Case Film

HE HES

* Digital Supporting Images JPG
e Physical Support Material

*  Awards Show Film

* Digital Supporting Content

e URL
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F. Campaign

HE=

FO1. Integrated Campaign led by Promo & Activation

Programmes that use multiple platforms in one campaign which is initiated, led or driven
predominantly by Promo & Activation. Entries in this category must contain different media
and will be judged on how successfully they have integrated the chosen elements or channels
throughout the campaign.

F02. Low Budget / High Impact Campaign

Entries should demonstrate the success of a promotional campaign against a limited budget.
Entrants must detail the total budget as well as providing information about any promotional
tactics used to deliver the campaign.

Entrants must provide details of the total budget.

F03. Multi-market Campaign new

Promotional campaigns and activations that are implemented across multiple countries or
markets. Entrants should detail how the campaign was implemented worldwide and the results
achieved in the different countries or markets.

m A
2T

Hes
Digital Presentation Image JPG

HEHY

Case Film

ME A==

Digital Supporting Images JPG
Physical Support Material
Awards Show Film

Digital Supporting Content
URL
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A. Radio & Audio HEE

The same entry can be submitted only once in this section.

AO01. Food 2 AE

All foods. e MP3 Onginol Version
A02. Drinks HE HE=

All drinks. *  MP3 English Version

e Digital Supporting Content
e URL

A03. Cosmetics & Toiletries
All cosmetics, beauty products and foiletries.

A04. Healthcare & Pharmacy
All healthcare and pharmacy products, including condoms, contact lenses, hearing aids and
vitamins.

AO05. Household Goods
All household goods, including cleaning products and detergents.

A06. Miscellaneous
Products not included in other categories: Pet food & pet care products, greetings cards, pens
and personal stationery, fobacco & associated products.

AO07. Clothing, Footwear & Accessories
All clothing, footwear & accessories, including luggage and sunglasses.

A08. Home Appliances, Furnishings, Consumer Electronics & Technology
All home appliances and furnishings. All consumer electronics and technology.

A09. Cars & Automotive Products & Services
All vehicles and related products and services, including petrol stations, breakdown and car
hire services.

A10. Retail & e-Commerce
All shops and department stores, including online shopping, opticians, hairdressers and estate
agents.

A11. Restaurants & Fast Food Chains
All restaurants and fast food chains, including cafes and bars.

A12. Travel & Transport
All transport and travel related services, including airlines, public transport and tourism boards.
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A13. Entertainment & Leisure
All entertainment and leisure related services, including museums, festivals and gyms.

A14. Media & Publications
All media and publications, including videogames, streaming services, music, TV and radio
stations.

A15. Financial Products & Services
All financial products and services, including insurance.

A16. B2B Products & Services
All business-to-business products and services, including advertising agencies, recruitment
campaigns, consultancies, accounting firms and legal services.

A17. Commercial Public Services
All commercial public services, including telecommunications, private healthcare and private
education.

A18. Corporate Image & Sponsorship
All non-product-based campaigns, including event sponsorship, to build the image/raise the
profile/shape the perceptions of a brand.

A19. Corporate Social Responsibility new
All non-product-based social responsibility campaigns aimed to address social, ethical and
environmental issues in order to protect and/or improve a brand's reputation.

A20. Public Sector new
Campaigns, programs and policies conducted on behalf of public bodies such as local
authorities and government departments, including public education, infrastructure and military.

A21. Charities & Non-profit

Campaigns, programs and policies conducted on behalf of charities, not-for-profit
organisations or NGOs. Including, but not limited to, fundraising and appeals, blood & organ
donation, volunteering, awareness messages i.e. gender equality, immigration and political and
religious issues.

B. Use of Radio & Audio a2
Innovative use of the radio medium to communicate a brand’s message. Work that enhances

and reinvigorates the consumers’ experience by allowing them to engage with and respond to

the radio content.

BO1. Use of Radio or Audio as a Medium LA HE2
Recognises the innovative or creative use of radio or audio as a medium in a campaign. These |

entries are not typical spots which are used for direct brand communication, but are part of a
bigger idea. The entries demonstrate the creative or innovation use of radio as an Individual
medium to communicate the brand’s message.

B02. Use of Audio Technology

Recognises forward thinking ideas, whose creative use has directly enhanced the experience of
the listener. The technology demonstrated should be specifically for the use of radio. This may
include use of apps or mobile/web technology, software development, and technology that
demonstrates a development in the production process and distribution of audio.

B03. Branded Content / Programming

Recognises creative excellence in paid-for, sponsored or brand funded content/programming
on radio stations. There is a synergy between the brand and programming/radio station and
it is more than a traditional ‘spot’. This may include streaming or podcasting or programme

sponsorship. The content should exemplify the brand message/ ethos, as well as enhance the
experience of the listener.

MP3 Original Version
AR A ESE

*  MP3 English Version

*  Digital Supporting Contfent
*  Demo Film

*  Awards Show Film
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C. Craft

HE=

CO01. Use of Music

Including original composition, licensed recordings or adapted/altered versions of an existing
recording.

C€02. Sound Design
The process of specifying, acquiring, manipulating or generating audio elements. Including
sound effects, location recordings, ‘atmos’, etc.

CO03. Script

Recognises the ability of script to creatively transform a brand idea or message into an audio
context, that enhances the experience of the listener and meets the confines of the brief and
regional regulations. Scripts should be specific to the Radio medium (i.e. not a TV script).

C04. Casting & Performance

Recognises the overall execution of the script through performance, where voice performance
is integral to the success of the spot. This could include; tone and pacing, use of accents and
impressions etc.

2 A2

*  MP3 Original Version
HE HES

*  MP3 English Version

*  Digital Supporting Content
*  Demo Film

*  Awards Show Film

83




CANNES LIONS

TITANIUM LIONS

FAS| TEE HrE 32{0|EH|E & 7t2|= EEYUYH.

- AA} Al ofoldof, 841, g Bt

ElERs RROIAE @ AEL @ WY 38 4+ UsUT

AARE

. @&

e}
a

A @ A]ofl SHA SEA L.

o Adzo] FESIALA} Sk ZHE L] oA 247 ARG UlR] B g gy

E|EHs S20|< 515 FHE| 227 gLt

HHME HRYAO[HY MEZ A
S5t HE9 B FS M YA MER YIS AXSH S22 Lo & 2ES 25U

mjo

ol Z4E, E¥Ho|n]

re
=
i
Ju

A. Titanium

There are no categories in Titanium Lions. The idea is everything, whether it's for a car or
toothpaste, telecommunications or charity, big budget or low budget.

= O
tanium - , . HE=
The definition of Titanium for the purposes of Cannes Lions is breakthrough ideas which are
provocative and point to a new direction in the industry.
AO1. Titanium TP EN

e Digital Presentation Image JPG
e Case Film

M HE=

*  Awards Show Film

* URL

e Digital Supporting Images JPG
e Digital Supporting Content JPG
e Physical Support Material
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HEALTH & WELLNESS LIONS
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A. Consumer Products

Campaigns that are aimed at consumers for products that do not require prescriptions but provide a meaningful health benefit.

AO01. OTC Oral Medicines
Non-prescription drugs, OTC medicines & tablets, digestive health.

A02. OTC Applications
Insect repellents, skin remedies (non-cosmetic), corn treatments, wart & verruca treatments, athletes foot treatments, eye drops, ear
drops, heat creams, nail freatments, foot treatments, hand sanitizer, toothpaste, mouthwash, medicated shampoo, hair loss products.

A03. OTC Products/Devices

Condoms, contact lenses, prescription glasses, dental floss, adhesive plasters, heat pads, first aid kit items, orthotics, back supports,
incontinence products, hearing aids, pregnancy tests, fertility testing kits/products, TENS machines, thermometers, drug free pain relief,
other health and wellness products.

A04. Nutraceuticals
Vitamins, minerals, herbal remedies, supplements, functional food, micronutrients, omega3s, antioxidants, probiotics, effervescent
vitamin drinks.

A05. Health & Wellness Tech new
Digital products, apps, wearables and gadgets that aid a healthy lifestyle, including but not limited to fitness, diet, stress and sleep.
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B. Awareness & Advocacy

BO1. Brand led Education & Awareness

Brand/Client sponsored messages to promote health awareness such as self-examination, anti-smoking, anti-drugs, health and
hygiene information, AIDS awareness, alcohol abuse awareness, sexual health awareness, dietary information, cardio-vascular care,
exercise and wellbeing. This category will also include unbranded disease awareness.

B02. Pro-Bono led Education & Awareness

Public health awareness messages and non-profit cause marketing such as self-examination, anti-smoking, anti-drugs, health and
hygiene information, AIDS awareness, alcohol abuse awareness, sexual health awareness, dietary information, cardio-vascular care,
exercise and wellbeing. This category will include public health, and unbranded disease awareness.

B03. Fundraising & Advocacy

Health and Wellness charity and institutions fundraising, patient advocacy (to non-healthcare professionals), disease and condition
advocacy, treatment literature, blood and organ donations, volunteers. It must be shown clearly that this is for the attention of
consumers.

C. Health Services & Corporate Communications

CO01. Corporate Image & Communication
Corporate image campaigns for health & wellness products, companies, producers, clinics, hospitals, retail and facilities.

C02. Health Services & Facilities

Communications directly promoting consumer facilities, including: hospitals, clinics and surgeries, psychiatrists, psychologists,
therapists, physiotherapists, opticians, optometrists, dental clinics, chiropodists, osteopaths, chiropractors, dermatologists, obstetricians
& gynaecologists, cardiologists, paediatricians, plastic surgeons, urologists, endocrinologist, oncologist, nutritionists, dieticians,
pharmacies, health shops, gyms, fitness & yoga studios.

C03. Insurance
Medical insurance and financial plans.

D. Animal Health

DO1. Animal Health
Health products and services for consumers that show a meaningful health benefit. Including animal wellbeing, veterinary clinics and
surgeries, fundraising for animal charities and facilities.
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MEDIUMS

Branded Content & Entertainment

Branded Content: Digital & Social
Digital work that communicates a brand or product. To include digital game/gaming, branded
social media, websites, microsites, mobile apps, native advertising.

A=

Case Film

M HEE

*  Private Case Film (Pharma Only)
*  Awards Show Film

e Supporting Images

o A
=2
.

e  Supporting Content

Branded Content: Film, TV and Online Film Content

Films created by or with a brand which aired on the internet, TV or in cinema; usually in the
form of documentary/non-fiction or fiction films. Entries can include original content or natural
integration of a brand into existing formats.

T HESE
Film
M A EE

*  Supporting Images

o
=
.

*  Supporting Content

Branded Content: Live Experience
Orriginal live content where the brand is creatively positioned using: original events and shows,
installations, festivals.

R

*  Case Film

M 2=

e Private Case Film (Pharma Only)
*  Awards Show Film

*  Supporting Images

e Supporting Content

Creative Data

Creative Data Enhancement

Entries in this category must clearly demonstrate how a creative campaign was enhanced
or improved through the use of data or data driven methods, including personalisation,
interactivity and relevance. The enhancement should demonstrably improve both customer
experience and outcome.

Use of Real-Time Data
Entries in this category must demonstrate how the innovative application of data, created or
used in real-time, provided dynamic content and enabled an on-going consumer relationship.

2 A2

e Case Film

HEH A EE

e Private Case Film (Pharma Only)
* Digital Supporting Content

*  Digital Supporting Images JPG
* PDF

Entries must clearly discuss the responsive relationship between real-time data and the creative | ° URL
output, showing how the data improved the consumer experience by making the creative more

relevant, timely and personalised.

Data Visualisation

Entries in this category must clearly demonstrate a unique creative visualisation of data, and

how this made the information more accessible, changed consumer behaviour or enabled

decision-making whilst contributing to a better brand story. Including, but not limited to:

dynamic, static, interactive infographics and real-time.

Creative Data Collection & Research UL E2
Entries in this category must demonstrate how data-driven research (including market research), | «  Case Film

data sourcing and/or data merging was carried out in order to deliver an original consumer
insight. Entrants must outline how the processes, research methodologies, technologies and
resources selected influenced the overall outcome. If research related, entrants must provide a
thorough breakdown of the research (primary/secondary).

e Private Case Film (Pharma)
M A ES

e Digital Supporting Content

e Digital Supporting Images JPG
 PDF

e URL
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Digital

Digital Craft: Interface & Navigation (Ul)

The interactive journey created through the transference of a brand’s visual assets to a digital
product or service; with particular focus on the overall consistency in presentation, look, feel
and interaction.

Digital Craft: User Experience (UX)
The emotional and behavioural response to a digital product or service.

A AEE

*  Digital Presentation Image

* URL

e AEE

e Demo Film

e Digital Supporting Images JPG
* Digital Supporting Content

Digital: Online Ad
To include web banners and innovative online ad solutions.

Digital: Web Platforms
Content to include, but not restricted to websites, microsites, web service and apps.

Digital: Other Digital Platforms
Content to include, but not restricted to games, interactive learning platforms, email
advertising, digital stunts, e-detailing, interactive sales aids.

AF AEE

* Digital Presentation Image

e URL

A AzE

e  Case Film

e Private Case Film (Pharma Only)
*  Awards Show Film

e  Digital Supporting Images JPG
*  Digital Supporting Content

Digital: Social
Campaigns that use social networking sites, blogs, wikis, video-sharing sites, hosted services,
efc.

I AEE

*  Digital Presentation Image

e Case Film

* URL

A AEE

*  Private Case Film (Pharma Only)
*  Awards Show Film

e Digital Supporting Images JPG
* Digital Supporting Content

Digital: Online Video
Standard format advertising films which aired online including pre-roll adverts.

I AEE

*  Digital Presentation Image

*  Film

* URL

A8 A&

*  Case Film

e Private Case Film (Pharma Only)
*  Awards Show Film

e Digital Supporting Images JPG
e  Digital Supporting Content

Integrated Digital Campaign
Integrated creative work which encompasses three or more digital elements.

I AEE

e Digital Presentation Image

e URL

A8 A&

*  Case Film

e Private Case Film (Pharma Only)
e Awards Show Film

e Digital Supporting Images JPG
e  Digital Supporting Content
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Direct & Promo

Direct and Promo & Activation

Targeted direct or promotional communication, designed with the intention of entering into a
dialogue with the respondent and to generate response or specific action whilst building and
prolonging relationships OR activity designed to create immediate activation and/or offer for
the sale of a product or service.

Content to include, but not restricted to; flat and dimensional mailing, ambient/alternative
media, digital media (including social media), product launch and re-launches, broadcasts,
print and outdoor media, eDetailing, audio including radio, downloadable content and
streaming content, patient brochures, patient starter kits, sales aids, promotional branding,
promotional packaging, brand creation.

F A==

Digital Presentation Image JPG
M A ES
*  Case Film
*  Private Case Film (Pharma Only)
*  Awards Show Film
e Digital Supporting Images JPG

° e

* Digital Supporting Content
e Physical Support Material

Events / Experiential

Events / Experiential

Physical, interactive and immersive experiences intended to prompt participant action,
emotional engagement and response toward a brand, product or service. Entries may include
promotional stunts and live advertising; interactive displays and kiosks; exhibitions, conference/
symposium and trade shows; corporate entertainment.

RS
* Digital Presentation Image JPG

*  Case Film

ME HEE

e Private Case Film (Pharma Only)
e Awards Show Film

* Digital Supporting Images JPG
* Digital Supporting Content

* PDF

* URL

e Physical Support Material

Film

Film: Cinema, TV and Digital Film Content
Product/brand commercials and other content intended for transmissions aired on television or
cinema, online, mobile, point of sale and other digital screens.

I+ AEE
e Film
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Film Craft

Content judged on the quality and aesthetic of the film making process.

Film Craft: Animation / Visual Effects

The use and aesthetic of animation and the creation of film environments and other visual
effects.

All types of animation, including cell, stop-motion, graphic, and silhouette and computer
animation in 2D or 3D will be accepted.

The jury will consider the aesthetic and technical excellence of the effects themselves, along
with the success of their integration into real footage.

e Demo Film

Film Craft: Production Design / Art Direction LA HE2
The aesthetic of the Production Design/Art Direction. e Film
This includes set design and location builds, as well as the overall look, feel and atmosphere of

the piece.

The jury will consider how the narrative has been enhanced by the artful management of the

visual components.

Film Craft: Cinematography

The quality and effect of the cinematography.

The style, artistic choices, camerawork, cinematic techniques, shot composition, lighting and

other effects will be considered

Film Craft: Direction

The vision and achievement of the direction.

The jury will think about the translation of the creative brief through a director’s vision and how

well that vision has been achieved. This will include the way that production elements (including

casting, set design, sound design and cinematography) have been used to bring that vision to

life.

Film Craft: Script

The film's script, as written.

Analysis of the script will include dialogue, voice-overs, scene-setting, movement, actions and

expressions.

The jury will look at how successfully the script delivers on the creative idea and supports the

final execution.

Film Craft: Use of Music / Sound Design

The impact and success of original/licensed music and/or the creative use of sound design

within film advertising

Integrated

Integrated Campaign HErAES

Creative work spread across three or more different media
All entries must relate to one single campaign. Entries relating to more than one campaign
(even if promoting the same product/service) must be entered separately.

*  Digital Presentation Image JPG

e Case Film
ME HEE

e Private Case Film (Pharma Only)

Awards Show Film
Digital Supporting Images JPG
Digital Supporting Content

Physical Support Material
URL
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Mobile

Mobile

Creative work which lives on, or is activated by, digital or mobile devices, apps or mobile sites.
Content to include, but not restricted to, mobile websites/applications, social media (including
video sharing and apps), games, interactive learning platforms, branded utilities, digital stunts,
e-detailing, inferactive sales aids.

A AEE

e Digital Presentation Image JPG
e Case Film

A AEE

e Private Case Film (Pharma Only)
Awards Show Film

e Digital Supporting Images JPG

* Digital Supporting Content

e Physical Support Material

e URL

Ovutdoor

Ambient Outdoor

Content intended for out of home advertising including, but not restricted to:

Small scale solutions, special build, digital outdoor solutions, signage, transit solutions,
installations, banners, display items, guerrilla.

Content generated specifically for conference/meetings/educational gatherings including
conference stands, product launches, sales conference materials, sales force education

Integrated Outdoor Campaign
Integrated creative work which encompasses three or more Outdoor creative elements.

Entries must include at least 1 ambient element to be accepted.

A AEE

e Digital Presentation Image JPG

e Unmounted Presentation Image
(Physical)

A AEE

e Demo Film

¢ Digital Supporting Images JPG

Standard Outdoor
Content intended for billboards, posters, bus stops, in store posters, point of sale.

AF AEE

e Digital Proof

e Unmounted Proof (physical)
A ASE

e Digital Supporting Images JPG
e Physical Support Material

PR

PR

Creative work involved with reputation management by the building and preservation of
trust and understanding between individuals, businesses or organisations and their publics.
Content to include, but not restricted to, digital PR, social media, live events, stunts, celebrity
endorsement, launch or re-launch, media relations, corporate responsibility, crisis & issue
management, corporate image, disease awareness, brand development, ethics.

A AEE

e Digital Presentation Image JPG
e  Case Film

e AEE

e Private Case Film (Pharma Only)
*  Awards Show Film

* Digital Supporting Images JPG

*  Digital Supporting Content

* PDF

e URL

e Physical Support Material
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Print

Print Collateral
Brochures, booklets, leave behinds, custom sales materials, detail aids, promotional items,
brand reminders, calendars, newsletters, annual reports and press releases.

F A==
Digital Presentation Image JPG
M A EE

e Demo Film

o
=
.

e Digital Supporting Images JPG
e Digital Supporting Content
e Physical Support Material

Standard Print
Content intended for published printed media including, but not restricted to; newspaper,
magazines, medical journals and inserts.

R
e Digital Proof

Print & Outdoor Craft

Print & Outdoor Craft: Art Direction

Print & Outdoor Craft: Copywriting

Print & Outdoor Crafi: lllustration

Print & Outdoor Crafi: Photography

Print & Outdoor Craft: Typography

S A==

Digital Proof JPG
*  Unmounted Proof (physical)
ME A E=

¢ Demo Film

o
=
.

e Digital Supporting Images JPG
* Digital Supporting Content

Radio

Radio: Digital and Analogue Audio Streaming.
Content intended for radio, streaming audio content and downloadable audio content

MP3 Original Version
M H &S

*  MP3 English Version

* Digital Supporting Content

Radio Craft

Radio Craft: Script

Recognises the ability of script to creatively transform a brand idea or message into an audio
context, which enhances the experience of the listener and meets the confines of the brief and
regional regulations. Scripts should be specific to the Radio medium (i.e. not a TV script).

FHE=
MP3 Original Version
M HESE

¢ Demo film

m
=2
.

e Digital Supporting Content
e MP3 English Version

Radio Craft: Use of Music / Sound Design
Content judged on the quality and aesthetic of the audio making process.

Use of Technology

Use of Technology

Celebrating the use and innovation of existing or new technology that has been utilised or
harnessed fo enhance a brand, message or service. To include branded tech, wearable
hardware and software, data visualisation, digital demonstrations, creative and innovative use
of data, digital services or tools that creates brand value between the product and consumer
and enhances the users lifestyle or behaviour.

Please note entries will not be judged on the technology itself but on how the technology is
used to create a positive impact on the brand, product or service.

If you wish to enter standalone innovative or new technologies please see Lions Innovation.

Digital Presentation Image JPG
M HES2
e Case Film
e Private Case Film (Pharma Only)
Awards Show Film
* Digital Supporting Images JPG
e Digital Supporting Content
e Physical Support Material
e URL
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A. Pharma Communications to Healthcare Professionals

Campaigns that are made solely for the attention of healthcare professionals.

AO01. Prescriptions - Branded Communication
Campaigns for prescription-only medicines and biologics, aimed directly at the patient or consumer.

A02. Prescriptions - Unbranded Communication
Campaigns aimed directly at healthcare professionals with no brand mention, but with the intention of increasing sales and/or
awareness of a prescription-only product.

Please note that Lions Health considers unbranded communication to mean there is no product mentioned in the communication, but the mentioning
of the client is acceptable.

A03. Devices & Diagnostics
Communication promoting any instrument, apparatus, implant or other related product used to diagnose, prevent or treat medical
conditions.

Please note that entries in this product group will be judged on the communication to promote or sell the device or diagnostic tool, not the device
itself. If you wish to enter a communication device please see section C. Patient Support & Disease Management.

A04. Disease Awareness & Education
Campaigns aimed at Healthcare Professionals to educate or raise awareness of the diagnosis, treatment, and/or prevention of a
particular disease or ailment. Including Clinical Trials.

For communications to increase awareness or sale of a product please see A02. Prescriptions - Unbranded Communication.

AO05. Business to Business
Communications promoting products and solutions which address the business needs of healthcare organisations, including: IT and
administrative solutions, infrastructure services, Pharma industry corporate image campaigns.

A06. Medical Professional Services
Communications promoting services and utilities to support, protect or nurture healthcare professionals and organisations, including:
recruitment and career services, online peer communities, legal services, and professional insurance.
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B. Pharma Communications to Non-Healthcare Professionals

Campaigns that are aimed directly af the patient or consumer as prescribed by a health care professional.

BO1. Prescriptions - Branded Communication
Campaigns for prescription-only medicines and biologics, aimed directly at the patient or consumer.

B02. Prescriptions - Unbranded Communication
Campaigns aimed directly at the patient or consumer with no brand mention, but with the intention of increasing sales and/or
awareness of a prescription-only product.

Please note that Lions Health considers unbranded communication to mean there is no product mentioned in the communication, but the mentioning
of the client is acceptable.

B03. Devices & Diagnostics
Communication promoting any instrument, apparatus, implant or other related product used to diagnose, prevent, manage or treat
medical conditions as prescribed by healthcare professionals.

Please note that entries in this product group will be judged on the communication to promote or sell the device or diagnostic tool, not the device
itself. If you wish to enter a communication device please see section C. Patient Support & Disease Management

B04. Patient Education & Adherence
Education and awareness campaigns, medication adherence and treatment literature for patients with pre-existing conditions
diagnosed and treated by health care professionals. Including Clinical Trials.

These communications must be clearly for the attention of patients who have pre-existing conditions which they are aware of. These conditions will
need to be diagnosed by a healthcare professional and will in most cases be treated, cured or managed by prescription medication or surgery.

C. Patient Support & Disease Management

Communications within the Pharma industry for the individual and “beyond the pill” solutions between healthcare professionals and
patients. It would be expected that entries into this section would aid in the communication of a brand ethos as well as have a positive
impact on improving people’s lives.

|//

CO01. Patient to HCP Communications
To include mobile and digital medical appointment tools; pharmaceutical products purchasing solutions (ePrescribing); integrated
health systems; wearable hardware and software tools; point of care solutions.

C02. Patient Engagement Utilities

To include mobile and digital solutions to manage, treat or diagnose pre-existing Pharma conditions, online patient communities,
devices and tools to improve patient independence, stunts, events and 360 experiences to complement and improve the treatment of
patients; devices and products to de-stigmatise patient conditions.

C03. HCP Devices & Diagnostics

Communication tools and devices to assist Healthcare Professionals with the treatment, diagnosing and data collection of patients. To
include mobile and digital devices, software and hardware, clinical trial tools, diagnostic tools, treatment tools. It would be expected
that entries into this product group would aid in the communication of a brand ethos as well as have a positive impact on improving
people’s lives.

D. Veterinary

DO1. Veterinary
Medication and treatments for animals requiring advice or prescription from veterinary professionals.

94




LIONS HEALTH

MEDIUMS

Branded Content & Entertainment

Branded Content: Digital & Social
Digital work that communicates a brand or product. To include digital game/gaming, branded
social media, websites, microsites, mobile apps, native advertising.

R

e Case Film

M 2=

e Private Case Film (Pharma Only)
*  Awards Show Film

*  Supporting Images

*  Supporting Content

Branded Content: Film, TV and Online Film Content

Films created by or with a brand which aired on the internet, TV or in cinema; usually in the
form of documentary/non-fiction or fiction films. Entries can include original content or natural
integration of a brand into existing formats.

T HESE
Film
M A EE

*  Supporting Images

o
=
.

*  Supporting Content

Branded Content: Live Experience
Orriginal live content where the brand is creatively positioned using: original events and shows,
installations, festivals.

R

e Case Film

M =S

*  Private Case Film (Pharma Only)
*  Awards Show Film

e Supporting Images

e Supporting Content

Creative Data

Creative Data Enhancement

Entries in this category must clearly demonstrate how a creative campaign was enhanced
or improved through the use of data or data driven methods, including personalisation,
interactivity and relevance. The enhancement should demonstrably improve both customer
experience and outcome.

Use of Real-Time Data
Entries in this category must demonstrate how the innovative application of data, created or
used in real-time, provided dynamic content and enabled an on-going consumer relationship.

2 A2

e Case Film

M 2=

e Private Case Film (Pharma Only)
e Digital Supporting Content

e  Digital Supporting Images JPG
e PDF

Entries must clearly discuss the responsive relationship between real-time data and the creative | ° URL
output, showing how the data improved the consumer experience by making the creative more

relevant, timely and personalised.

Data Visualisation

Entries in this category must clearly demonstrate a unique creative visualisation of data, and

how this made the information more accessible, changed consumer behaviour or enabled

decision-making whilst contributing to a better brand story. Including, but not limited to:

dynamic, static, interactive infographics and real-time.

Creative Data Collection & Research UL E2
Entries in this category must demonstrate how data-driven research (including market research), | «  Case Film

data sourcing and/or data merging was carried out in order to deliver an original consumer
insight. Entrants must outline how the processes, research methodologies, technologies and
resources selected influenced the overall outcome. If research related, entrants must provide a
thorough breakdown of the research (primary/secondary).

e Private Case Film (Pharma)
M A ES

e Digital Supporting Content

e Digital Supporting Images JPG
 PDF

e URL
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Digital

Digital Craft: Interface & Navigation (Ul)

The interactive journey created through the transference of a brand’s visual assets to a digital
product or service; with particular focus on the overall consistency in presentation, look, feel
and interaction.

Digital Craft: User Experience (UX)
The emotional and behavioural response to a digital product or service.

~HEE
Digital Presentation Image
URL

M 2=

¢ Demo Film

o
=
.

¢ Digital Supporting Images JPG
e Digital Supporting Content

Digital: Online Ad
To include web banners and innovative online ad solutions.

Digital: Web Platforms
Content to include, but not restricted to websites, microsites, web service and apps.

Digital: Other Digital Platforms
Content to include, but not restricted to games, interactive learning platforms, email
advertising, digital stunts, e-detailing, interactive sales aids.

R

e Digital Presentation Image

* URL

M 2=

*  Case Film

e Private Case Film (Pharma Only)
*  Awards Show Film

e Digital Supporting Images JPG
* Digital Supporting Content

Digital: Social
Campaigns that use social networking sites, blogs, wikis, video-sharing sites, hosted services,
efc.

Rk

*  Digital Presentation Image

e Case Film

* URL

ME A =S

*  Private Case Film (Pharma Only)
*  Awards Show Film

e Digital Supporting Images JPG
* Digital Supporting Content

Digital: Online Video
Standard format advertising films which aired online including pre-roll adverts.

P YR

*  Digital Presentation Image

*  Film

* URL

ME A =S

*  Case Film

e Private Case Film (Pharma Only)
*  Awards Show Film

e Digital Supporting Images JPG
e  Digital Supporting Content

Integrated Digital Campaign
Integrated creative work which encompasses three or more digital elements.

R

e Digital Presentation Image

° URL

M HE=

e Case Film

e Private Case Film (Pharma Only)
*  Awards Show Film

e Digital Supporting Images JPG
e Digital Supporting Content
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Direct & Promo

Direct and Promo & Activation

Targeted direct or promotional communication, designed with the intention of entering into a
dialogue with the respondent and to generate response or specific action whilst building and
prolonging relationships OR activity designed to create immediate activation and/or offer for
the sale of a product or service.

Content to include, but not restricted to; flat and dimensional mailing, ambient/alternative
media, digital media (including social media), product launch and re-launches, broadcasts,
print and outdoor media, eDetailing, audio including radio, downloadable content and
streaming content, patient brochures, patient starter kits, sales aids, promotional branding,
promotional packaging, brand creation.

F A==
Digital Presentation Image JPG

° e

B AE=
Case Film

°rx

Private Case Film (Pharma Only)
*  Awards Show Film

e Digital Supporting Images JPG
* Digital Supporting Content

e Physical Support Material

Events / Experiential

Events / Experiential

Physical, interactive and immersive experiences intended to prompt participant action,
emotional engagement and response toward a brand, product or service. Entries may include
promotional stunts and live advertising; interactive displays and kiosks; exhibitions, conference/
symposium and trade shows; corporate entertainment.

2SS

e Digital Presentation Image JPG
e Case Film

R

e Private Case Film (Pharma Only)
*  Awards Show Film

e Digital Supporting Images JPG

* Digital Supporting Content

e PDF

e URL

e Physical Support Material

Film

Film: Cinema, TV and Digital Film Content
Product/brand commercials and other content intended for transmissions aired on television or
cinema, online, mobile, point of sale and other digital screens.

e A2
e Film
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Film Craft

Content judged on the quality and aesthetic of the film making process.

Film Craft: Animation / Visual Effects

The use and aesthetic of animation and the creation of film environments and other visual
effects.

All types of animation, including cell, stop-motion, graphic, and silhouette and computer

° e

T AHE=

Film

M Y22

animation in 2D or 3D will be accepted. *  Demo Film
The jury will consider the aesthetic and technical excellence of the effects themselves, along

with the success of their integration into real footage.

Film Craft: Production Design / Art Direction UL HES
The aesthetic of the Production Design/Art Direction. e Film
This includes set design and location builds, as well as the overall look, feel and atmosphere of

the piece.

The jury will consider how the narrative has been enhanced by the artful management of the

visual components.

Film Craft: Cinematography

The quality and effect of the cinematography.

The style, artistic choices, camerawork, cinematic techniques, shot composition, lighting and

other effects will be considered

Film Craft: Direction

The vision and achievement of the direction.

The jury will think about the translation of the creative brief through a director’s vision and how

well that vision has been achieved. This will include the way that production elements (including

casting, set design, sound design and cinematography) have been used to bring that vision to

life.

Film Craft: Script

The film's script, as written.

Analysis of the script will include dialogue, voice-overs, scene-setting, movement, actions and

expressions.

The jury will look at how successfully the script delivers on the creative idea and supports the

final execution.

Film Craft: Use of Music / Sound Design

The impact and success of original/licensed music and/or the creative use of sound design

within film advertising

Integrated

Integrated Campaign A5 AEE

Creative work spread across three or more different media
All entries must relate to one single campaign. Entries relating to more than one campaign
(even if promoting the same product/service) must be entered separately.

Digital Presentation Image JPG
Case Film

A8 AEE

Private Case Film (Pharma Only)
Awards Show Film

Digital Supporting Images JPG
Digital Supporting Content
Physical Support Material

URL
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Mobile

Mobile

Creative work which lives on, or is activated by, digital or mobile devices, apps or mobile sites.
Content to include, but not restricted to, mobile websites/applications, social media (including
video sharing and apps), games, interactive learning platforms, branded utilities, digital stunts,
e-detailing, inferactive sales aids.

2 A2

*  Digital Presentation Image JPG
e Case Film

ME A EE

e Private Case Film (Pharma Only)
*  Awards Show Film

*  Digital Supporting Images JPG

*  Digital Supporting Content

e Physical Support Material

* URL

Ovutdoor

Ambient Outdoor

Content intended for out of home advertising including, but not restricted to:

Small scale solutions, special build, digital outdoor solutions, signage, transit solutions,
installations, banners, display items, guerrilla.

Content generated specifically for conference/meetings/educational gatherings including
conference stands, product launches, sales conference materials, sales force education

Integrated Outdoor Campaign
Integrated creative work which encompasses three or more Outdoor creative elements.

Entries must include at least 1 ambient element to be accepted.

w4 HEE

e Digital Presentation Image JPG

e Unmounted Presentation Image
(Physical)

ME B2

e Demo Film

¢ Digital Supporting Images JPG

Standard Outdoor
Content intended for billboards, posters, bus stops, in store posters, point of sale.

FHE=

Digital Proof
e Unmounted Proof (physical)
M H &S

e Digital Supporting Images JPG

° e

e Physical Support Material

PR

PR

Creative work involved with reputation management by the building and preservation of
trust and understanding between individuals, businesses or organisations and their publics.
Content to include, but not restricted to, digital PR, social media, live events, stunts, celebrity
endorsement, launch or re-launch, media relations, corporate responsibility, crisis & issue
management, corporate image, disease awareness, brand development, ethics.

FAHESE
Digital Presentation Image JPG

° nH

e  Case Film

M A ES

e Private Case Film (Pharma Only)
*  Awards Show Film

* Digital Supporting Images JPG
* Digital Supporting Content
 PDF

e URL

e Physical Support Material
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Print

Print Collateral
Brochures, booklets, leave behinds, custom sales materials, detail aids, promotional items,
brand reminders, calendars, newsletters, annual reports and press releases.

F A==
Digital Presentation Image JPG
M A EE

e Demo Film

o
=
.

e Digital Supporting Images JPG
e Digital Supporting Content
e Physical Support Material

Standard Print
Content intended for published printed media including, but not restricted to; newspaper,
magazines, medical journals and inserts.

R
e Digital Proof

Print & Outdoor Craft

Print & Outdoor Craft: Art Direction

Print & Outdoor Craft: Copywriting

Print & Outdoor Crafi: lllustration

Print & Outdoor Crafi: Photography

Print & Outdoor Craft: Typography

S A==

Digital Proof JPG
*  Unmounted Proof (physical)
ME A E=

¢ Demo Film

o
=
.

e Digital Supporting Images JPG
* Digital Supporting Content

Radio

Radio: Digital and Analogue Audio Streaming.
Content intended for radio, streaming audio content and downloadable audio content

MP3 Original Version
M H &S

*  MP3 English Version

* Digital Supporting Content

Radio Craft

Radio Craft: Script

Recognises the ability of script to creatively transform a brand idea or message into an audio
context, which enhances the experience of the listener and meets the confines of the brief and
regional regulations. Scripts should be specific to the Radio medium (i.e. not a TV script).

FHE=
MP3 Original Version
M HESE

¢ Demo film

m
=2
.

e Digital Supporting Content
e MP3 English Version

Radio Craft: Use of Music / Sound Design
Content judged on the quality and aesthetic of the audio making process.

Use of Technology

Use of Technology

Celebrating the use and innovation of existing or new technology that has been utilised or
harnessed fo enhance a brand, message or service. To include branded tech, wearable
hardware and software, data visualisation, digital demonstrations, creative and innovative use
of data, digital services or tools that creates brand value between the product and consumer
and enhances the users lifestyle or behaviour.

Please note entries will not be judged on the technology itself but on how the technology is
used to create a positive impact on the brand, product or service.

If you wish to enter standalone innovative or new technologies please see Lions Innovation.

A+ AEE

e Digital Presentation Image JPG
M 2=

e Case Film

e Private Case Film (Pharma Only)
*  Awards Show Film

* Digital Supporting Images JPG

* Digital Supporting Content

e Physical Support Material

e URL
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AO01. Creative Data Enhancement

Creative campaigns elevated through their use of data or data driven methods, including,
but not limited to, personalisation, interactivity and relevance. The enhancement should
demonstrably improve both customer experience and outcome.

A02. Data-Driven Targeting

The creative use or interpretation of data to deliver effective targeting. Entrants should show
how data contributed either to programmatic targeting or provided a key quantitative insight
that helped define the target, brand message or channel, allowed for better personalisation or
increased a brand’s position in the market.

A03. Data Driven Consumer Product

Products developed using data and research. Entrants should supply a thorough breakdown of
any client business objectives, research and goals that relate to the product’s evolution, as well
as including the product’s journey to improvement from the use of data.

A04. Data Storytelling

Campaigns in which data has contributed to successful brand/consumer stories. Entrants will
show how the story was developed through data in order to drive a meaningful consumer
engagement or how messages borne from data were presented to provide a powerful brand
narrative. Includes data journalism.

A05. Data Visualisation

Unique creative visualisations of data. Includes the visual simplification of complex data to
provide accessibility fo a consumer, the beautification of data and any other visualisations that
led to a change in consumer behaviour. Including, but not limited to, online dynamic, static,
interactive or real time infographics and offline visualisations such as visual installations and
activations.

A06. Data Technology

Including, but not limited to, models, tools, platforms, apps and algorithms. Must demonstrate
how the application or invention of innovative data technology enhanced a creative message.
Entrants must clearly illustrate how the data technology improved a campaign, including a
breakdown of audience, message, channels and delivery.
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A07. Use of Real-time Data

Data created or used in real-time, which provides dynamic content or enables an on-going
consumer relationship. Entries must clearly discuss the responsive relationship between real-
time data and the creative output, showing how the data improved the consumer experience by
making the creative more relevant, timely or personalised.

A08. Business-to-Business Data Solution

For data used to solve B2B problems in a creative or unique way, addressing specific B2B
challenges and supplying evidence of how these were overcome. Tools, platforms, algorithms
and apps for data capture, research and analysis will be considered. Entrants should provide
examples of application and effectiveness.

A09. Social Data

The creative interpretation of social data in order to target, engage or develop a meaningful
relationship with a specific audience or community. Insights gained through the strategic use of
social data and associated targeting methods will be considered.

A10. Creative Data Collection & Research

Data-driven research (including market research), data sourcing and/or data aggregation,
carried out in order to deliver a stronger campaign or client strategy. Entrants must thoroughly
outline how the selected processes, research methodologies, technologies, channels and/or
resources influenced the overall outcome.

A11. Data Integration

Entries in this category must clearly demonstrate how various disparate data streams were
integrated to provide new insights from planning through to delivery of the creative output. This
may include, but is not limited to, data collection, fusion, technology enabled integration of
data from various sources and connecting data streams.
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Please provide a case film with some key visuals — video, still images or any other appropriate
footage to best explain the innovation with a simple, clear commentary in English. It must
include a clear demonstration of the technology, workings and processes.
AO01. Innovative Technology L A=E
Standalone, technological solutions not in association with a brand or creative campaign. e Case Film
The definition of “Innovation’ for the purpose of this section is non-brand-aligned, breakthrough | xqex PIER
[ M |

technology or solutions that advance, enrich or improve. Lions may also be awarded

to technological innovations that may have the potential to enhance or drive a creative
communications initiative or brand message. The Innovative Technology category will also
recognise, but are not limited to, data-led technologies, innovative platforms, tools, models,
programmes, hardware, software, bespoke products and solutions or other forms of ad tech
that promote innovation in marketing communication.

A02. Creative Innovation

Business and technological solutions in association with a brand or creative campaign.
The definition of ‘Innovation’ for the purpose of this category is brand-aligned, breakthrough
ideas, revolutionary technology, and forward-thinking methods that are rooted in finding
solutions to brand problems. Entries in this category must clearly demonstrate how
breakthrough innovations (which include technological solutions) have allowed brands

to communicate with their customers in a new or improved way. Entrants must be able

to demonstrate how the use of breakthrough innovation sits at the core of the brand
communication. Typical entries may be concerned with, but not limited to, innovations that
have helped solve a business issue for brand marketers or have been produced/developed
in order to propel a brand forward. May also include the innovative marriage of existing
approaches, methods and/or technologies in order to solve a specific brand problem.

A03. Technological Craft & Development new

Entries into this category must focus on how they have overcome challenges and improved
within the eligibility dates. They may also focus on the scaling out of an innovation or creative
campaign enhanced by new tech, showing how their innovation has moved beyond its original
objectives and goals to reach new heights.

You may have entered Innovation Lions in previous years but must show a marked improvement in your
innovation since your previous submission.

A04. Early Stage Technology new

Entries into this category are still in the testing, prototype and beta stages of their creation. They
may be still aftracting funding or only operating at a fraction of their projected scale. Entries
must still be demonstrable at presentation stage. Concepts alone will not be permitted.
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A. Audiovisual Branded Content

Films, series or audio content created for a brand, independently or in collaboration with a
producer or content platform, to amplify a brand’s message and engage with consumers.

HE=

A01. Cinema & Theatrical: Fiction Film
Single scripted film created for theatrical release and/or cinema distribution.

A02. Cinema & Theatrical: Non-Fiction Film
Single un-scripted or documentary/reality film created for theatrical release and/or cinema
distribution.

A03. TV & VOD: Fiction under 15 minutes
Single fiction films under 15 minutes in length created for television or video on demand
platforms.

A04. TV & VOD: Fiction 15 minutes or over
Single fiction films over 15 minutes in length created for television or video on demand
platforms.

AO05. TV & VOD: Fiction Series
Fiction series created for television or video on demand platforms.

Entrants should upload a minimum of 2 episodes edited together in one file plus a URL to the whole series.

A06. TV & VOD: Non-Fiction under 15 minutes
Single documentaries under 15 minutes in length created for television or video on demand
platforms.

A07. TV & VOD: Non-Fiction 15 minutes or over
Single documentaries over 15 minutes in length created for television or video on demand
platforms.

A08. TV & VOD: Non-Fiction Series
Documentary or reality series created for television or video on demand platforms.

Entrants should upload a minimum of 2 episodes edited together in one file plus a URL to the whole series.

A09. Online: Fiction under 15 minutes
Single fiction films under 15 minutes in length created for online platforms such as company
websites and social media (excluding video on demand, to be entered in categories AO3 to

AOS).

P
e Film

M A ES

¢ Digital Supporting Images JPG
e Digital Supporting Content

* URL
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A10. Online: Fiction 15 minutes or over
Single fiction films over 15 minutes in length created for online platforms such as company
websites and social media (excluding video on demand, to be entered in categories AO3 to

A0S).

A11. Online: Fiction Series
Fiction series created for online platforms such as company websites and social media
(excluding video on demand, to be entered in categories AO3 to A08).

Entrants should upload a minimum of 2 episodes edited together in one file plus a URL to the whole series.

A12. Online: Non-Fiction under 15 minutes
Single documentaries under 15 minutes in length created for online platforms such as company

websites and social media (excluding video on demand, to be entered in categories AO3 to
A08).

A13. Online: Non-Fiction 15 minutes or over
Single documentaries over 15 minutes in length created for online platforms such as company

websites and social media (excluding video on demand, to be entered in categories AO3 to
A08).

A14. Online: Non-Fiction Series
Documentary or reality series created for online platforms such as company websites and social
media (excluding video on demand, to be entered in categories AO3 to AO08).

Entrants should upload a minimum of 2 episodes edited together in one file plus a URL to the whole series.

A15. VR, AR & Emerging Tech: Film or Series new
Fiction films, documentaries or series created for platforms other than the listed above including

VR and AR.

A16. Live Broadcast / Live Streaming
Cinema, TV or online live content, including live coverage of events and sports.

A17. Audio Content
Content created for radio, podcasts or other audio platforms.

A18. Co-creation & User Generated Content
Films or audio content created as a result of user generated content initiatives.

A19. Excellence in Brand Integration into Existing Content
The strategic and creative integration of a brand into existing content such as films, series and
TV or radio shows.

A20. Excellence in Partnerships for Branded Content

This category recognises excellence in partnerships in Branded Content. Entries will be judged
on how effective and mutually beneficial the partnership was and how audiences were involved
in compelling ways.

ke

e Case Film

U A ESE

*  Digital Supporting Images
*  Digital Supporting Content
* URL

*  Award Show Film

A21. Excellence in Audience Engagement or Distribution Strategy for Branded
Content

Exceptional audience engagement and distribution strategies that creatively and effectively
further the content’s reach.

A22. Innovation in Branded Content
Ground-breaking and unparalleled branded content.

T HEE

Case Film
*  MP3 Original Version
A==

* Digital Supporting Images

pud}
=
°

*  Digital Supporting Content
* URL
e Award Show Film
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B. Talent )

Entertainment that features or is developed in collaboration with a talent to amplify a brand’s

message.

BO1. Talent: Film, Series & Audio L F&=E

Branded fiction films, documentaries, series or audio content that feature a talent to amplify a e Case Film

brand’s message and increase engagement with an audience. MEH 322

B02. Talent: Live Experience *  Awards Show Film

Live entertainment, including concerts, stunts and festivals that feature a talent to amplify a +  Digital Supporting Images JPG
brand’s message and increase engagement with an audience. «  Digital Supporting Confent
B03. Talent: Digital & Social * URL

Digital and social media initiatives, including games, which feature a talent to amplify a
brand’s message and increase engagement with an audience.

B04. Talent: Sports
Sports Entertainment that features a talent (influencer, celebrity ambassador, personality, efc.) to
amplify a brand’s message and/or to create/increase engagement with a public/audience.

BO05. Talent: Integrated

Cross-channel branded content that features a talent (influencer, celebrity ambassador,
personality, etc.) that embodies or develops a brand’s identity. Successful entries will
demonstrate how the talent has been used across various platforms to continue and amplify
meaningful consumer engagement.

B06. Excellence in Partnerships with a Talent
This category recognises excellence in partnerships between a brand and a talent. Entries will
be judged on how effective and mutually beneficial the partnership was.

B07. Innovation in Talent Entertainment
Ground-breaking and unparalleled entertainment featuring a talent.
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C02. Brand Experience: Digital
Digital initiatives that enable a brand to provide message amplification and engage with an
audience.

C€03. Brand Experience: Social
Social media initiatives that enable a brand to provide message amplification and engage with
an audience.

C04. Brand Experience: Mobile
Mobile initiatives that enable a brand to provide message amplification and engage with an
audience.

CO05. Brand Experience: Emerging Tech

Experiences with emerging technology at its core, including VR & AR, inferactive screens or
wearable tech, which enable a brand to provide message amplification and engage with an
audience.

C06. Brand Experience: Integrated

Experiences that successfully carry a brand’s message across different platforms. Successful
entries will demonstrate how content featuring a brand’s message/product/service has been
implemented on various platforms to continue and amplify meaningful consumers’ experience
and engagement.

C07. Brand Experience: Co-creation & User Generated Content
Brand initiatives designed to engage with an audience and to encourage them to contribute or
collaborate with a brand.

C08. Excellence in Brand Integration into an Existing Experience
The strategic and creative integration of a brand into existing experiences such as concerts and
festivals.

C09. Excellence in Partnerships in a Brand Experience

This category recognizes partnerships that create immediate and long term brand experience.
Entries will be judged on how effective the partnership was and how audiences were involved in
compelling ways.

C10. Excellence in Audience Engagement or Distribution Strategy for Brand
Experience

Exceptional audience engagement and distribution strategies that creatively and effectively
further the reach of a brand experience.

C11. Innovation in Brand Experience
Ground-breaking and unparalleled brand experiences.

C. Brand Experience H=2

Experiences produced across different platforms to amplify a brand’s message. In these

categories, the jury will consider brand experiences that harness the power of consumer

influence to create and develop entertaining and engaging content to further brand’s reach

and awareness and to drive business.

CO1. Live Brand Experience UL EE

Live entertainment, including concerts and festivals, which enables a brand to provide message | «  Cgse Film

amplification and engage with an audience. MEH 22
iy | =

Awards Show Film
Digital Supporting Images JPG

Digital Supporting Content
URL
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technologies.

DO02. Digital & Mobile Games
Console, online and mobile games.

DO03. VR, AR & Emerging Tech Games
Games designed for VR, AR or other emerging technologies and platforms.

D04. Co-creation & User Generated Content for Games
Initiatives that integrate content generated by an audience in order to drive long term value
through collaborative interaction.

DO05. Excellence in Brand Integration into an Existing Game or Gaming
Platform

The strategic and creative integration of a brand into an existing game or gaming platform,
including e-sports, to amplify a brand’s message.

DO06. Excellence in Audience Engagement or Distribution Strategy for Branded
Games

Exceptional audience engagement and distribution strategies that creatively and effectively
further a game's reach.

DO07. Innovation in Branded Games
Ground-breaking and unparalleled branded games.

D. Branded Games ==
Games and gaming initiatives that communicates a brand, product or artist through the creative

production, promotion and distribution of content with gaming at the core.

DO1. Live Experience Games UL HEE
Real-world games which engage through the haressing of multiple platforms and e Case Film

HE HES

*  Awards Show Film

*  Digital Supporting Images JPG
*  Digital Supporting Content

e URL
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amplify a brand’s message and increase engagement with an audience.

EO2 Sports: Live Experience
Live sporting events and shows, stunts and installations that enable a brand to provide message
amplification and engage with an audience.

EO3 Sports: Digital & Social
Digital, mobile and social media initiatives, including games, with sports at their core.

EO4 Sports: VR, AR & Emerging Tech
Sports entertainment designed for VR, AR or other emerging technologies or platforms.

EO5 Sports: Co-creation & User Generated Content
Sports enfertainment initiatives designed to engage with an audience and encourage them to
contribute.

E06 Sports: Integrated

Sports entertainment that carries a brand’s message across different platforms. Successful
entries will demonstrate how the sports marketing campaign has been implemented on various
platforms to amplify meaningful consumer engagement.

EO7 Excellence in Brand Integration into Existing Sports Entertainment
The strategic and creative integration of a brand into existing sports entertainment, such as
sports events or sports TV shows.

E08 Excellence in Sponsorship or Partnerships in Sports Entertainment
Exceptional partnerships, including sponsorships, between a brand and a team, athlete,
organization, event or competition.

E09 Excellence in Audience Engagement or Distribution Strategy for Sports
Entertainment

Exceptional audience engagement and distribution strategies that creatively and effectively
further the content’s reach.

E. Sports HEE
Rewarding excellent examples of sports entertainment across different platforms.

EO1 Sports: Film, Series & Audio UL HEE
Films, documentaries, series, live streams or audio content with sports at their core that aim to e Case Film

HE HES

*  Awards Show Film

*  Digital Supporting Images JPG
*  Digital Supporting Content

* URL

E10 Innovation in Sports Entertainment
Ground-breaking and unparalleled sports entertainment.
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ENTERTAINMENT LIONS FOR MUSIC

« AAHA] 22 ofo]

o 7R M85t

)
2
o
iRa)
%
o
ok,
N
N
e
i
0

=)
r2
)
flat)
ro
re
[m
=]
=i
ik
4c
Mo
=
=2
R
o
B
=
rOl'
£Q
i)
ot
Jz
U
ot
_O'l"
e
pac
9,
)
olr
o2
i
=

SR Y R A EL ol BEY T

A. Music & Brands HE2E
Collaboration between a brand and music artists to co-create and develop entertaining and
engaging content to further a brand’s reach, increase awareness and drive business.

AO01 Artist as a Brand Ambassador UxHES
Collaborations between brands and music artists to increase a brand's reach. Entries in this e  Case Film
category should demonstrate how the brand's spokesperson/ambassador played an integral MEH 22

[ S |

part in the building of the brand persona.

*  Awards Show Film

AO02 Artist Associated Event or Stunt in Partnership with a Brand e Digital Supporting Images JPG
Collaboration between a brand and a music artist to co-create entertaining and engaging .
live content to increase brand's reach and awareness and drive business. Including but not
limited to concerts, tours, festivals, sports events, exhibitions, publicity stunts and other brand
activations.

Digital Supporting Content
* URL

A03 Production of Exclusive Artist Content in Partnership with a Brand
Collaborations between a brand and a music artist to produce exclusive content to increase the
brand's reach and awareness.

A04 Artist as an Ambassador for a Cause
Collaborations between charities, not-for-profits, or public bodies and music artists to raise
awareness for a cause.

AO5 Artist Associated Event or Stunt in Partnership with a Cause

Collaboration between a charity/not for profit organisation/public body and a music artist to
co-create engaging live confent o build the value and reputation of a cause as part of a wider
communication strategy. Including but not limited to concerts, tours, festivals, sports events,
exhibitions, publicity stunts and other brand activations.

A06 Production of Exclusive Artist Content in Partnership with a Cause
Collaborations between a charity, not-for-profit or public body and a music artist to produce
exclusive content to raise awareness of a specific cause.

A07 Excellence in Music / Brand Partnership
Exceptional partnerships between brands and music artists that mutually benefit all parts
involved.
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fan base/community that may result in an enhanced brand affinity. Community activity (passive
fans versus active fans), engagement levels and the appropriateness of targeted conversation/
communication directed at active/non-non active users will all be considered.

B02 Co-creation & User Generated Content

Social based activity designed to encourage fans to contribute or collaborate with an artist’s or
brand initiative. Engagement may be intended, for example, to drive long term value through
collaborative interaction.

B03 Fan Experience: Multi-Platform

Omni-channel multi-platform campaigns with fan experience at the heart of the creative idea.
Successful entries will demonstrate how fans have been used across various platforms to
continue and amplify meaningful consumer engagement.

B. Fans, Social & Digital B!
Digital and social initiatives to promote a track, album or artist, created to engage new or

existing fans.

B0O1 Fan Engagement / Community Building A 2=
Digital and social initiatives designed to engage, build and/or maintain an artist’s online social | «  Cgse Film

HE AES

*  Awards Show Film

e Digital Supporting Images JPG
*  Digital Supporting Content

* URL

The artistic achievement of the track itself will be considered as well as its successful use in
branded communications.

C02 Use of Licensed Music
Placement of a track that has been licensed by, but not specifically created for, a brand for use

in its communications. May take into consideration the sourcing and suitability of the music for
the brand.

€03 Use of Adapted Music

Placement of a track in branded communications that has been adapted, remixed or
re-recorded exclusively for a brand for use in its communications. May take into consideration
the sourcing and suitability of the music for the brand.

C. Music Craft & Composition HEE
Use of music composition and production for a brand that adds something to the creative idea

and pushes the brand’s message.

C01 Use of Original Composition LA HE2
The impact and success of original music compositions, created specifically for a brand’s use. e Case Film

HE A=E

*  Awards Show Film

*  Digital Supporting Images JPG
* Digital Supporting Content

* URL

promote a brand or an artist.

D02 Use of Music Technology or Innovation
Creation or use of new technology in the promotion of a brand or an artist.

D03 Use of Music App / Device
Creation of new apps or devices or creative use of existing ones in the promotion of a brand or
an artist.

D. Technology & Innovation in Music A==
Creative use of music platforms and technology for a brand or artist. Focus will be placed on

the creative application of technology to enrich a brand’s content and its product or service.

DO1 Use of Music Streaming Platform or Video Hosting Service UL HEE
Creative use of music streaming platforms or video hosting services playlist strategies to e Case Film

M A 2E
*  Awards Show Film
Digital Supporting Images JPG

*  Digital Supporting Content
* URL
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LIONS ENTERTAINMENT

E. Music Content

Original music content fo promote a frack, album or artist.

HE=

EO1. Excellence in Music Video
The jury will consider exceptional examples of original music videos.

E02. Excellence in Interactive Music Video
The jury will consider exceptional examples of original music videos with interactivity at their
core, including VR or mixed reality music videos.

E03. Excellence in Promotional Music Content
Creation of valuable content to promote a musical act including ‘Behind the Scenes’, teaser
videos, digital content, or documentaries.

EO4. Brand or Product Integration into Music Content new
For relevant and symbiotic brand integration into music videos or other music content.

2+ AEE

*  Film

HEH A EE

* Digital Supporting Images JPG
*  Digital Supporting Content

* URL

EO5. Excellence in Audience Engagement & Distribution Strategy for

Music Content
Creative distribution of music content as part of an artist’s branding to reach audiences in
effective ways.

T HEE
Case Film
HE A ESE

e Awards Show Film

° ne

* Digital Supporting Images JPG
*  Digital Supporting Content
* URL

F. Live Experience HEE
Music live experiences for a brand or artist, including events, festivals, stunts or installations.

FO1. Music Live Experience UL HEE
The design and production of experiences with music at its core. This might include concerts, e Case Film

stunts, installations, and activations.

F02. Brand Sponsorship of a Music Event / Festival / Artist Tour new

The strategic and creative sponsoring of an artist’s four or a music event or festival. Entries
in this category should explain how a brand has effectively sponsored a music event/festival/
artist’s four to enhance the brand’s message.

F03. Brand Integration into Existing Music Event new
Creative brand integration info existing festivals or music events, including installations or
activations that are relevant for the existing audience.

M A 2E

*  Awards Show Film

*  Digital Supporting Images JPG
*  Digital Supporting Content

* URL
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