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The Audio & Radio Spikes celebrate creativity that is wired for sound - work that communicates a brand message through audio
excellence, sonic innovation or superior aural storytelling across the airwaves and digital streams.

e The main criteria considered during judging will be the ideq, the execution and the impact.

There is no overall limit to how many times the same piece of work can be entered into Audio & Radio as long as the
categories chosen are relevant.

However, the same piece of work may only be entered once in ‘A. Audio & Radio: Sectors'.

In sections B & D, each execution constitutes one entry and all executions must have run within the eligibility period.
In sections A & C, multiple executions may be entered as one entry. However, all Audio & Radio executions must have

run within the eligibility period.
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A. Innovation in Audio & Radio

Innovative use of the audio 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 audio content.
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AOl. Use of Radio & Audio as a Medium
The innovative or creative use of audio or radio as a medium, with evidence of how it was
used in a creative and innovative way to communicate the brand’s message.

A02. 2C|2 S BiC| 2 7|= AHE
KA XIO| ABS KF™O 2 SHAIS}

SEAL FIEH ofo|C|0f. ¥ e THEY /| 7|2,
0h i FOl M LS 201F

71E AR

ATEQO 7 & 20|

=

=
=7
T

S R iy 2 =g

A02. Use of Audio & Radio Technology

Forward thinking ideas that directly enhance the experience of the listener. This could include,
but not be limited to, use of apps or mobile/web technology, software development and
technology that demonstrates a development in the production process and distribution of
audio.

e A
J URL
° CX g 2 2HX
O N EEEXCTLTY

Compulsory
e CaseFilm
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If there is any inconsistency or amb:gu:ty between the English and Korean version,
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he English version shall prevail.
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AO03. Voice Activation NEW

The innovative application and use of voice platforms and voice-activated technologies to
create interactive/immersive storytelling that drives engagement and enhances the
experience of the listener.

30 0319 ME 9C/2 [YE HFH FHA/L.

A04. Branded Content [ Podcasts

Paid-for, sponsored or brand funded content / programming on all audio platforms including
radio stations, streaming platforms, podcasts or programme sponsorship. Content that
exemplifies the brand message [ ethos, as well as enhance the experience of the listener.

Please provide a sample audio file of up to 30 minutes.
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AO05. Content Placement NEW
The contextually relevant creation and placement of sponsored messaging within appropriate
programming.
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A06. Audio-Led Creativity NEW

The innovative integration of multiple audio driven elements or channels that complement and
build on each other to communicate the brand’s message and/or change consumer
awareness and attitudes.

Highly Recommended
(optional)
e  Demo Film

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images - JPG

e  MP3 original version
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If there is any inconsistency or amb:gu:ty between the English and Korean version, the English version shall prevail.
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B. Excellence in Audio & Radio
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BO1. Use of Music
Including original composition, licensed recordings or adapted / altered versions of an existing
recording.

BO2. AF2 E C|X}el

ARE 23 2H 0|8 55, ERA' § QL Q40| 78, 85, =5 = 4d IHE.

B02. Sound Design
The process of specifying, acquiring, manipulating or generating audio elements, including
sound effects, location recordings, ‘Atmos’ etc.
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BO3. 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 audio medium. Scripts for film work will not be accepted here
unless it ran as a standalone audio content.
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B04. Casting & Performance

Recognises the overall delivery of the script through performance, where voice performance
is integral to the success of the spot. This may include tone and pacing, use of accents or
impersonation, etc
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. URL

. ClXg Ex 2HX

e COX|E 2% 0[0|X]
JPG

Compulsory
e  MP3 Original Version

Highly Recommended
(optional)
e  Demo Film

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG

gEL F2£0 YXGX YL O HE0| U= Fe gELS 2 ﬁ w28/}

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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C. Culture & Context
Audio work that is brought to life through cultural insights and regional context.
If you are submitting more than one execution please upload all executions in a single file
with a gap to denote each new execution.
COLEZ EME TP
B X O M REEIE BUEES Qs ST EP QC|oiA0 BUE A FEX, © MP3EE
AH(AMEH I=1
CO1l. Local Brand B CERE)

Work for brands that is only distributed in a single locality that resonated with a specific o M3y

target audience.
M A

CO2. dZIX Hel = e URL

ZARH O 4| o] OF o | 4 HFAlS A1 BIAFS EFTRALL . CXg Ex BHIX
AWM 2 Yo TSt 22|00|E|Ee 2 FHZ WA S ZYSI oS Etufdte TEH Ane}

S Al o Alesll 3J|M AFZ S Ot = e [C|X|E 2= 0[0|X|
S 32|00l E[H|E|S AHBSHE & 7| RES TS0 = E-E

JPG

CO02. Challenger Brand

Brands which have creatively adapted their approach in response to competitor pressure by
challenging the status quo to create game-changing work that uses progressive thinking and
innovative creativity.

Compulsory
e  MP3 Original Version

Highly Recommended

(optional)
CO03. THY A| A ZHE QI e CaseFilm
Ch S 7H XA/ ANFOME SR AL HE SEX SEA2 £ 85 AIF0| ¥A Aol
O 7| DQH=X| HBH0f FLIE, Optional
. URL
. . e  Digital Supportin
CO03. Single-market Campaign antent pporing
Work that only aired or ran in a single country / region / market. Entries should describe how «  Digital Supporting
the campaign was designed for the specific target market. Images JPG
C04. 28 UE U 231H AMO|E 457
S8 XY E= XYM LA = Ot0|T|of, 2, 7HA| Sl 2HO| ZAEFUOM HIRE M E THsE
Are|H dE E= 22 QIAOIES 8ol S8 EE/ARUEM 32 22 284
CO04. Social Behaviour & Cultural Insight NEW
Work inspired by a specific audience / community, relying on identifiable social behaviour or
cultural insights, stemming from the ideas, customs, values and lifestyles found within a specific
region or locality.
CO05. R A8 41
BHE HFUAOIEN 0 7|52 Botd S5 AH Qo x|, At 7|LEE S0l ¥3at
SAUE GYOHME 4B S T, 7|90 20, RS2 RYSts 5
CO05. Use of Humour NEW
Work that celebrates the art of humour in branded commmunications. Infusing wit, satire,
and cleverness into campaigns that provide amusement and create memorable,
laughter-inducing connections with audiences.
gz20 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’5%5 2L HEEILILS.

If there is any inconsistency or amb:gu:ty between the English and Korean version, the English version shall prevail.
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C06. Breakthrough on a Budget

Creative use of modest budgets and/or resources in relation to the market and/or industry to
create maximum impact. The work should demonstrate how fresh insight, smart spending and
compelling strategic thinking solved a business problem despite limited resources.
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CO07. Corporate Purpose & Social Responsibility

Purpose-driven work | brand activism which address social, ethical and environmental
issues. The work should demonstrate how the brand'’s purpose has created value and
affected communities by connecting customers to culture.

TE!
+

e MP3RE

AT (M M)
T

e A

e URL

o [CXEEXZHx

e C|X|E 2X o|0fX|
JPG

Compulsory
e  MP3 Original Version

Highly Recommended
(optional)
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C08. Market Disruption

Brands that have creatively adapted their strategy in response to local / regional / global
issues, embracing new ways of delivering their brand while showing consideration for the
consumer.

Optional
L]

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

FEEL FEE0| YA YL} YO 20| A= P FRES 2H HBHLIL

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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D. Audio & Radio: Sectors
The same entry can be submitted only once in this section.
DO1. A H|XY A
ME SR 24 8E Ha 8E, JIEH 7HE8 HE, 7IE FMCG, 21 F I A M2, 7H, 2HIRE 74, © MP3d=

o
AtEKH SRS A HE S AMEIAE ZEeh Lo Ao LT &Y.
X2 D03. 0/ o)X L0 o228 X A EFE X 0lof ZE30f BIL/L},

DO1. Consumer Goods

All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning
products, other household goods, other FMCG, clothing and accessories, furniture, consumer
electronics, cars and automotive products & services.

All fast food entries should go in DO3. Travel, Leisure, Retail, Restaurants & Fast Food Chains

DO02. &AH|0f
Hef ot o F, UE.

A ELR B G E] Z|EE CfS o2 HA S FEES R D06 22 FEOf B L/

A02. Healthcare
Pharma, OTC drugs, wellness.
If the work has been created for a Charity/NFP then this should be entered into DO6.

DO3. 6{, |, 204, Y AEZ U HAEFE HQI

(S 0s X UBES 2L ZE s U O 23 MH| A a3 O 2EE, AASYHS Zoot 2=
AMEJHIQIHE SL2AN 23 MH[A 22100 201, HEH, 0|84, 84 S/ AE Zafet 25 0iE
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DO03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

All transport- and travel- related services, including public transport and tourism boards. All
entertainment- and leisure-related services, including museums, festivals and gyms. All shops,
including online retailers, opticians, hairdressers and estate agents. All restaurants and fast
food chains, including cafes and bars.

DO04. O|C| O [AE{EQIHE

=%, 3=, TV, 2 S OiA|, M, 72, T E 2305, 7| O,

D04. Media / Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

DOS5. 2 H| X} AM{H| 2 /B2B(Business to Business)
DEMYH 33 MHA, BE, 58,82B7[&, EE W ME MH|2, 7B} H[ R LA MH|[A, L2 2

719 HARLA O,

DO5. Consumer Services [ Business to Business
All commercial public services, Legal, financial, B2B technology, consultancies & professional
services, other business services, internal & corporate communications.

DO6. H| F2|/xtid THHl [ 2
HE, 3k, NGO, T, At T, bl 2| TH.

DECSR EEXS HE 2 Y TE YHC. Y X Y C07. 7/ S5 UM Mg 7 22/0f

EZ0f gL/}

DO06. Not-for-profit [ Charity | Government
Government, public information, NGOs, military, charities, non-profit origanisation.

All CSR work should be entered in the relevant sector and/or C07. Corporate Purpose & Social
Responsibility category in section C. Culture & Context

e A

URL
OX g 2x 2Hx
C|X| & 2% o|O|X|
JPG

Compulsory

Optional
L]

MP3 Original Version

URL

Digital Supporting
Content

Digital Supporting
Images JPG

2L F2L0] YA A ZAL} oot FE0| 2= FR FEEE 2L HEEL/L.

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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The Brand Experience & Activation Spikes celebrate creative, comprehensive brand building through the next level use
of experience design, activation, immersive, retail and 360° customer engagement.

The work will need to demonstrate how the customer journey, experience of the brand and optimisation of every touch
point led to increased brand affinity and commercial success.

e Anumber of criteria will be considered during judging and weighted as follows: 20% Idea; 20% strategy; 30% execution; 30%
results.

e The same piece of work can be entered up to three times in Brand Experience & Activation. However, the same piece of
work may only be entered once in ‘A. Brand Experience & Activation: Sectors'.

A.BiiE Zd Sl edek B & A=
ol YMols SYEEE B WY HED + ALict Materials
o L] o

A. Brand Experience & Activation: Sectors
The same entry can be submitted only once in this section.
AO1. 2 H|TH =P
MEZ 928 2N 8E B4 8F JIE 1Y HE, 7|6 FMCG, 21F U UNM2|, 7H, 2HIXE 7 © CIXE =eHEod
SR U KSR HE O MH|AS TEEE U4 AHT o LI AHIX), ool Jpe
DEAEEE FEZ2A03. 0/F 2K 20 HLES Y YAEFE 32l0f EE0f B/ (= A)

o A FY
AO1. Consumer Goods T

[=1

All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning HE A
products, other household goods, other FMCG, clothing and accessories, furniture, consumer I

o OXEeExzUx

electronics, cars and automotive products & services.
e C|X|E Ex 0|0|X| JPG

All fast food entries should go in A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

AO02. & A 0f Compulsory
e  Digital Presentation

xor OFZ {7}
5, oTC o4F, U Image JPG

X} ELRY) B G E] 7| YA 2 X AISH ZEXI0| H-2 A06 C 2 EE30f ZHL/CH Highly Recommended

(optional)
A02. Healthcare e CaseFilm
Pharma, OTC drugs, wellness.

If the work has been created for a Charity/NFP then this should be entered into A06.

gEEL FEE0| YA AL} WY 20| U= FP 8’55,5 24 2B/

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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A03. O{3l, H|X|, A0, YAEY WIYAEZE ol Optional
(15 05 U DYHS TS DS IS U of3 T3 AH|A HE W, HAEY UASHS TH DS © R
. Digital Supportin
AUEJE|QIBIE U 2K BHat AH| A, 2240l ADj4, 0L, 0|84 HEA SIHAS BE DS 04 o PPOTing
ﬂﬂilﬂ %E% EQ‘A’J’ o= Eﬂﬁi%" E‘:I JTlHQE-ﬂrE X‘"O._l ° Digitql Supporting
Images JPG

AO03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

All transport- and travel- related services, including public transport and tourism boards. All
entertainment- and leisure-related services, including museums, festivals and gyms. All
shops, including online retailers, opticians, hairdressers and estate agents. All restaurants and
fast food chains, including cafes and bars.

. 0/ C] of [E{ | o1

%—| Yot Tv, ST S ONA|, M, 72, CIXIE S3E, 7IEHONA

T

A04. Media [ Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

AO05. 2 H| X} A{H| A [B2B(Business to Business)
D= JYN 33 MHI, BE, 58,828 7|5, ZEE S & MH[L, 7|EFHI=LIA ME[A, LR 87|

HFELIA 0.

A05. Consumer Services [ Business to Business
All commercial public services, Legal, financial, B2B technology, consultancies & professional
services, other business services, internal & corporate communications.

A06. H|F2|[xHd ThAl [ &
HE, 3, NGO, 2, At EHA, bl ] T,
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A06. Not-for-profit [ Charity [ Government

Government, public information, NGOs, military, charities, non-profit organisations.

All CSR work should be entered in the relevant sector and/or EO7. Corporate Purpose & Social
Responsibility category in section E. Culture & Context

geLm F2E20] YA YA NI £L0| Yk 32 GLES 24 HEEL/C}

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
10
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B. Touchpoints & Technology

The use of technology and multiple touchpoints across a brand experience or activation.

BOL. 2HIY 3l 7|7| A+ 25

SHY N, ROE 7|7| = 2HY 7|ES MO0l EHE Ay = 2o Dol S EHES

YES7LL datots 5.

BO1. Use of Mobile & Devices
Work that uses a mobile app, portable device or mobile technology to create or enhance
interaction with consumers at a brand experience or activation.

e CIX|€ ZZ2|HEO|M
O|0[X| JPG

AZ (MY ALE)

o A BY

e URL
e AR/VRIIY
o [C|XYEX IEHX

e [C|X|E X 0|0|X| JPG

Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
] URL
e AR/VRfiles
e  Digital Supporting

BO2. ¥/ A}O| E [O}0| A 2 ALO| E AL

HHME HAO|E £= OIO|AZMOIEE AFBSH0 AH[ALS] HOIE REdtn HEHQ BHE FEs

BO2. Use of Website/Microsites
Work that uses branded websites or micro sites to drive engagement with customers and
increase the overall brand experience.

Content
e  Digital Supporting
Images JPG
EES

e CIX|E ZZ2|HEO|M
O|0[X| JPG
e URL

AF(HE M)
. A gy

MEH AL
e AR/VRIIY
e [CX™ X 2EIX

e [C|X|E EZX 0|0|X| JPG

Compulsory
e  Digital Presentation
Image JPG
. URL

Highly Recommended
(optional)
e CaseFilm

Optional

e AR/VRfiles

e  Digital Supporting
Content

e  Digital Supporting
Images JPG

gEEl 7220/ YNHT YL TP L0/ U= 2 gEES 24 YL

L/t

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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BO3. HEfHA, 7 2|H2|E|, MS 7|=

BMC A A Mot LYo M 7|20 ZAHE F2|00|E|E2 {o|n Do HHE Rrots 2UH 4,
e R An2 2Mst 3 2t0| 2 O[HIE, Al AR, VR, XR, 0312 7|& & ZHIY 7|7, 4 7|5,
SEHMQ 7|=, AlYst, TH MA|, HEFHA S T 80| BE AMS EHE 5SS Zake = S 27| A
7|10l MM B2 =L X &S,

B03. Metaverse, New Realities & Emerging Tech

Immersive experiences, large and small scale activations, digital and live events that
creatively push the boundaries of technology and engage with consumers. This could include,
but not limited to Al, AR, VR, XR, wearable tech and mobile devices, voice technology,
blockchain technology, gamification, virtual worlds, metaverse and all other emerging
platforms. Does not include prototypes of early-stage technology.

B04. Gaming-Led Brand Experience

Immersive brand experiences with gaming at the core, including the strategic and creative
brand integration within existing gaming platforms. This may include but is not limited to
console, online, mobile games and apps.

e
| H°J 38 S0l Zarg +£ st

BO5. Digital Installations

Immersive large or small scale digital experiences and events that are set up to engage with
consumers. This may include but is not limited to VR / AR, multi-screen and multi-dimensional
experiences.

B06.7|& =

[
MI|E0ILE7|1E 7|52 AH83t0]l EME By == 2yt dotshs 255

B06. Tech-led Brand Experience

Work that uses new or existing technology to enhance a brand experience or activation.

ol A
=2T
e CI|XE =z|HE|O|M
O|0|X| JPG
HE (M AL

o AE BY

e URL
e AR/VRIIY
e [C|X™ EX ZEHX

e [C|X|E X 0|0|X| JPG

Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
e AR/VRfiles
e  Digital Supporting
Content
e  Digital Supporting
Images JPG

GEEY FEE0| QAN YA Y £L| U= FP FRES PH 5
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If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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CO1. 1174 A0f/oj% LY AH Ehy
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O L S 200 23,

CO1. Customer Retail / In-Store Experience

In-store and retail activities including, but not limited to, product launches, demonstrations,
sampling activities and pop-ups that engage and guide consumers across all channels of their
path to purchase.

Zob| flet 2t Ee Eatl BEY SEW e YA A8 000 S22,
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CO02. Retail Competitions & Promotional Games

Online or offline promotional competitions or incentives used to drive customer engagement
with a brand. This may include but is not limited to social media competitions, gamified
experiences, in-store promotional activations, etc.

QX 12 #S ol WAE A2 75 STHS 9/) ol0] 47 ohEHel ZH eyetE

C03. Customer Acquisition & Retention
Work that creating meaningful, engaging experiences and activations in order to attract or
maintain customers, encourage customer activity and increase overall transaction value.

AT (MY ALE)
o A Y

e URL
o COXEExIHX

e [C|X|E X 0|0|X| JPG

Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG

D. HEHE FdH 2548 Xtz

D. Excellence in Brand Experience Materials

DOl 2l0| 2 HHE ZAY £ = gdst 2=

AHIXEE BB O[MEOA P2l BE 2f0|2 HUC Y T Fsh MX|, HE A, 2 2y, © HxE =2
O[O X| JPG

YA E, BY AE0| SO Eh.

DO1. Live Brand Experience or Activation
Any live brand experience or activation that was held at a consumer or B2B event. This may
include, but is not limited to, installations, product demos, trade shows, expos and pop-ups.

72| H, HE2AE AHE & ZAE

I
¢
N

DO02. Guerrilla Marketing & Stunts
Any brand experience or activations using guerrilla marketing, short term / one-off executions,
street teams, publicity stunts and street stunts to drive customers’ engagement.

AF(HE M)
. A gy

e A
. URL
N NEEE S LES

e C|X|E EX 0|0|X| JPG

Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)

. Case Film

Optional

geE F2E0] YN YL U2t £L0| U= F2 FLES 24 ALY

ooz TUY TTos

L/t

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.

13



0{¢{ = E0}7t7|

1S Spikes Asia

DO03. sponsorship & Brand Partnership
Partnerships/sponsorships that create immediate and long term brand experiences or
activations. The work will be judged on how effective the partnership / sponsorship was.

DO4. EA|[MHE A

BAUE, HE L= MHA EA B2 HEAIE I8 UHSOT 2HE F =

rir
13

%
ot

DO04. Launch [ Re-launch
Brand experiences or activations created to launch or re-launch a brand, product or service.

D05.360 S& 2 E FH
BHE HAIX], M £= MH2E Z36tn 2y 2os 220l Al =2l oE A2 2.
DO5. 360 integrated Brand Experience

Online and offline multi-channel experiences that engage and amplify a brand’s message,
product or service.

. URL

e  Digital Supporting
Content

e Digital Supporting
Images JPG

E. 23+ 5 &

N Y-S

2315 0lAO|EQ XA K W2t S MYS s X, Materials
E. Culture & Contex

Work that is brought to life through cultural insights and regional context.
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EO1. Local Brand
Work for brands that is only distributed in a single locality that resonated with a specific target
audience.

E02. HZIX HME

ZAYH ol Lo tiSstd 220olE|2o 2 HZ WAl ZYSHL WS EMufSte TEH At
H4lH J2[0|0E[HIE|Z AH83tE 27| &&ES U0l BUE

E02. Challenger Brand

Brands that have creatively adapted their approach in response to competitor pressure by
challenging the status quo to create game-changing work that uses progressive thinking and
innovative creativity.

EO3. THY Al % o2l
THY R7H/XI QAR OIM R YR L MU SER SERS 51 BN AN LA o8 Do
HEyof LT

EO03. Single-market Campaign
Work that only aired or ran in a single country [ region / market. The work should describe how
it was designed for the specific target market.

o C|X|E Za|HE|OM
O|0[X| JPG

AF(HE M)
o A g4

Mo Arg
e URL
NENEEES LES

e C|X|E 2X 0|0|X| JPG

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG

gEL F2£0 YXGX YL O HE0| U= Fe gELS 2 ﬁ w28/}

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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E04. 28 BF Z21H QA0 EL ER
S X9 i R|YOI M YL 0fo|C|of, B, 7HK| % 2to| T AL M B RE Y T3 * CIXIE =2pe ol
MBI WE = 23N QIAO|ES S8 S HE/AFLE|M FL we FEX, olnix| Jpe
. . . XH(AEH S|
EO4. Social Behaviour & Cultural Insight NEW AP(L= M)
Work inspired by a specific audience / community, hinging on identifiable social behaviour or o A3 ¥
cultural insight stemming from the ideas, customs, values and lifestyles found within a specific
region or locality. MES AFE
e URL
o C|X|Y X BHIX
SO AL M7
e C|X|E EX 0|0|X| JPG
BAHE HFUAHOIEN O 7|52 BHotd S, AH Ao X, S 7|LEE SolLo EJ SLUE
HYSIHME 22 T4, 7|90 oD, 28€ fYsts £8Y
Compulsory
¢ Digital Presentation
Image JPG
EO5. Use of Humour NEW 9
Work that celebrates the art of humour in branded communications. Infusing wit, satire, and Highly Recommended
cleverness into campaigns that provide amusement and create memorable, laughter- (optional)
inducing connections with audiences. e Case Film
E06. 0|4 £ 1} Optional
AE QS Y7o 2E BX| ¢S o4 U/EE X2 2200|202 ALl AlTo] Hut HE. R
¢ Digital Supportin
EETS NTE XUE BROD A QIA0|E, Y23 KB, S U HAH AR HZLA o PPOTNg
SHE EA A= = st L )
M E o8 S Z¥ =X 20f F=0{0f LTt * Digital Supporting
Images JPG
E06. Breakthrough on a Budget
Creative use of modest budgets and/or resources in relation to the market and/or industry to
create maximum impact. The work should demonstrate how fresh insight, smart spending and
compelling strategic thinking solved a business problem despite limited resources.
E07. 719 27 5l AFS|T Q)
Azl 22l 2 2HE TR S XSH SEX/SUE ST EEA2 2WES RH0| 0
oo dZ 2N OfEH JHX|E HESID X A0 S-S FA=X] B0 F0{0F LTt
EO7. Corporate Purpose & Social Responsibility
Purpose driven work | brand activism that address social, ethical and environmental issues.
Entries should demonstrate how the brand'’s purpose has created value and impacted
communities by connecting customers to culture.
E08. AT m
HX|/XG[22E 2Ho| st HMakg x=Fstn no| thet Hi2{E 2o F&= IR0 2¥EES
Hasts 22 WHe 483 2uc
E08. Market Disruption
Brands that have creatively adapted their strategy in response to local / regional / global issues,
embracing new ways of delivering their brand while showing consideration for the consumer.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’5%5 2L HEEILILS.

If there is any inconsistency or amb:gu:ty between the English and Korean version, the English version shall prevail.

15



O{f|E E0}17}7|

1S Spikes Asia
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O|Z20{WE=X| 20| F0{0F L|Ct

FOFEOIA o2 7HX| 7| =0] i &[0, Ch3at 20| 7S X7t £ 0{ E LTt 30% OtO[E|of, 20% T =, 20% T, 30%

=25 = AFH L

=
o LA SZ|0O|E|E &7 iEH HEE0le SY AHES o ML EFY 5+ AFULCL

The Creative Commerce Spikes celebrate the innovative and creative approach to online and offline commerce, payment
solutions and transactional journeys.

The work will need to demonstrate how innovation and optimisation at any point of the end-to-end customer journey led to
increased consumer engagement and commercial success.

e A number of criteria will be considered during judging and weighted as follows: 30% Idea, 20% strategy, 20%
execution, 30% results.

¢ The same piece of work can be entered up to three times in Creative Commerce. However, the same piece of
work may only be entered once in ‘A. Creative Commerce: Sectors'.

A. 3C|YO|E|B Al & A=

O MMOls SUBH ZERS 3 O HEE 4 ALt Materials

A. Creative Commerce: Sectors

The same work can be submitted only once in this Section.

AO1L. AH|xY 2=+

AZ 928, 24 82 Y4 85 |6 JPYE WE, 7|EHFMCG, °1F X AMM2|, 71, 2HIXF 7, * CIXIZ ZelmEold
RHSA L KSR HE U MHAS TESH A AH|THOF LY AH|TY, oloIxl yPe

AF(HE M)

DE YREFL SEF2 A03. 01F SN A0 HAEE Y HYREFEL X210 SEHOF BHLILt . e

AOl. Consumer Goods M ALY

All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning * URL

products, other household goods, other FMCG, clothing and accessories, furniture, consumer o X8 BEx ZHIX
electronics, cars and automotive products & services. e C|X|E X 0|0|X| JPG

Compulsory
¢ Digital Presentation
Image JPG

All fast food entries should go in A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

A02. @A H O

Highly Recommended
e, oTC &4 E, HE. ghly

(optional)
e Case Film
A ELX) B G e Z|EE Cf& 22 HAtS FE5A19 &R A06 22 FE0f gIL/CF
Optional
AO02. Healthcare * BBL't s ,
. a ortin
Pharma, OTC drugs, wellness. 9! upporting
Content
If the work has been created for a Charity/NFP then this should be entered into A06. * Digital Supporting
Images JPG
gREY F2E0| YT YHL) HOyE 20 A= F2 3755,22 oM HEBILICt

If there is any inconsistency or amb:gu:ty between the English and Korean version, the English version shall prevail.
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A03. 0%y, B X, 201, HAEY X HAEFE H|Ql Bl
15 15 9 2THS TET DS IS U Of3 23 AH| A 2B, HAEY, WA YS TN BE * CIXIE Z2ps|od
AE{BIQITIE Sl B X B Ab|2. 22t A0HY, OFAT, 0|8 Y, REM FHAS E 2E 0T oIl Jpe
Ztnet S Tt R EYAEY W HAEZLE HQl HTH(ME AFE

o A B
A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

. . . . . H A}S
All transport- and travel- related services, including public transport and tourism boards. All HE AR
entertainment- and leisure-related services, including museums, festivals and gyms. All * URL
shops, including online retailers, opticians, hairdressers and estate agents. All restaurants and o LIXE Bx EHI=
fast food chains, including cafes and bars. e C|X|E EZ 0|0|X| JPG
5 Compulsory
|E|°'|I°“ E{E| QI ¢ Digital Presentation
%—. Yo, Tv, ST X O4A|, M, 7, CIX|E SEF, 7|EHOHA. Image JPG
. . Highly Recommended
A04. Media [ Entertainment (Optional)
Music, film, television, publications & media, books, news, digital platforms, other media. e Case Film
N - Optional

AO05. 2 H| X} A{H| A [B2B(Business to Business) . URL
DE NN BB AMH|A, ¥E, 38,828 7|5, 7MY X HE A2, 7|EHHELA N2, 2 2 7| « Digital Supporting
HRLAOIM Content

¢ Digital Supporting
AO5. Consumer Services [ Business to Business Images JPG
All commercial public services, Legal, financial, B2B technology, consultancies & professional
services, other business services, internal & corporate communications.
A06. H|F2|[xHH THY [
BF, &, NGO, wrh, Ahd THA|, B[ F2| EhA.
HECSR EEH2 #HEH 22 Y/ £ 44D =8 X E0j79/D02. 7/g F&# X ALS]E 2
FHE| 20 EZE Yok BHL/t
A06. Not-for-profit [ Charity [ Government
Government, public information, NGOs, military, charities, non-profit organisations.
All CSR work should be entered in the relevant sector and/or DO2. Corporate Purpose & Social
Responsibility category in section D. Challenges & Breakthroughs

gz20 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 87,_”5,32 2L HEEILILS.

If there is any inconsistency or amb:gu:ty between the English and Korean version, the English version shall prevail.
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B. X2

=

O| ZtE| NE2|of EFE MAL 7|E2 &7{2] 22|00 E[H|E[at x{E &M L|C. H
o ° o Materials
B. Channels
Work in these categories will be judged on commerce creativity and channel innovation.
BOL. 24/QIEF M YAy s
44 BYES P10 DS B0IS0| D HIZLA YIS 0| BojLE B, * CIXIZ =eHEold

BO1. Social / Influencer Commerce
Work that harnesses social platforms to engage consumers and drive business results.

O|0[X| JPG

A (M A1)
o A g4

M A
e URL
o CIX|E 2x ZHIX
e C|X|E 2= 0|0|X| JPG
Compulsory
¢ Digital Presentation

Image JPG

Highly Recommended

(optional)
e Case Film
Optional
e URL
¢ Digital Supporting
Content
B02. R HIY F & A2l * Digital Supporting
27 o 22, Ho| ST, 4H MBS 01 B0 W 2t 42 SR M| 22l0folElS ¥S, mages JFe
7|0 o, e, 2= =27 X3 O|'d(hyper convenience) S0| ZBHE £ QUG LICH
B02. Mobile-led Commerce
The creative application of mobile commerce solutions which led to the optimisation of the
customer journey, increased engagement and commercial success. This may include, but is not
limited to apps, wallets, reward programs and hyper convenience.
BO3. AE{E|| QI HE A4z
Of 7% =t TtEH MU 2HE ZEls S8 e A AEHQIHE FHXO| T2 S8 FH
THZE, 2H Y NOE], A0, Axx S Tty MA S 28
B03. Entertainment Commerce
The seamless integration of transactional commerce and entertainment content through
unexpected partnerships and brand experiences. This may include, but not limited to, long-form
content, retail theatre, gaming, sports, music, virtual worlds, etc.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’55,32 2L HEEILILS.

If there is any inconsistency or amb:gu:ty between the English and Korean version,

he English version shall prevail.
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BO4. SLIxH'd &7z
o CIXE M =215 xid

B04. Omnichannel Commerce
Work that effectively integrates multiple digital and physical channels to provide exceptional
customer experience and conversion.

2
£ o QU T 2N 2Y(S &

SHEE ) 23 HekH ol s 2N, 0712 Bel, HE 47
Sgmy

BO5. Sustainable Commerce

This could include, but not limited to, responsible consumption and production, packaging,
economic models (ie replenishment), environmentally friendly shipping options, waste
management, commerce for good, etc.

B06. & 41X QI DX ALE

MEAL 7IES| 7|&, 2UE, OiM £= HEQ SEH 82 EY =

= ATy

rir
0
N
ucl
T
s
12

B06. Innovative Use of Media

Commerce work that demonstrates the inventive use of new or existing technology, platforms,

media or channels.

15}

AL

T
e CIX™
O|0|X| JPG

=2 e ol

AT (MY ALE)
o AR Y

-~

MY A
e URL
o C|X|Y X BHIX

e C|X|E EZX 0|0|X| JPG

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
* Case Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG

FZ2=2 1

If there is any inconsistency or amb:gu:ty between the English and Korean version,

20/ QAT LAL} WY 20| A= Z2 8’5’55 o K8}

he English version shall prevail.
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c.&o

=

O Mol A2|0fO|E|E & EFE2 S S B0S0|1 == Ao =S S 0F 2. Materials
C.Engagement
Creative commerce work in this section should focus engaging and captivating audiences
both online and offline.
Il A
2T

CO1. E} 2", QIALO| E, 7l Q1 =t
=X

ALBAtel £ B S st HAHE

REIO HIZLA SRS 23l BH ZHX,
COl. Targeting, Insights and Personalisation

Dynamic content that enriches the user’s shopping experience and drives engagement to
achieve business results.

CO2.0j& Lf A
malol Alf T2 oM, OfF C|A
Zg}

Eof0l, Y 4T A OJHIE, HE MEY/AE AL, IEHHE S

CO02. In-Store Experiences
This could include, but not limited to, offline retail promotions, store displays, pop-up stores
and events, product sampling / trial, limited edition products, etc.

c03. 1% 35 U 9X|
AAS FA EE RASHL, 0M 2SS YOI, WA Al 7HXE SHt=S 1ot 22tQ1 8l 2= 2t9l
EEN 00l IR, B KQHA, U AN ST S0| ZehE £ YSL|CH

CO03. Customer Acquisition & Retention

Online and offline work designed to attract or maintain customers, encourage customer
activity and increase overall transaction value. This may include, but is not limited to,
promotions, competitions, geofencing, app and social integration etc.

o C|X|E Z2[HEO|M
O|0[X| JPG

A (M A1)
o A g4

e Ap
e URL
NENEEE S LES

o C|X|E BX 0|O[X| JPG

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
® Case Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG

FZ2=2 1

If there is any inconsistency or amb:gu:ty between the English and Korean version,

20/ QAT LAL} WY 20| A= Z2 gff-f-'g o K8}

he English version shall prevail.
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CO4. M EfH A, 7 2|HE|E|, ME 7|

A W 7= BAHS A2(00lE|IE2Z Hol= 2 YUY . AL AR VR, /02E 7| H 2HY 7|7,
29 71& S5MY 7l Es, A Yl 7Y A, HEH A R O o 2 E S EUE S 28 =7
B 71Eo MRES ZEE X RS,

C04. Metaverse, New Redalities & Emerging Tech

Immersive experiences that creatively push the boundaries of technology within commerce.
This may include but not limited to Al, AR, VR, wearable tech and mobile devices, voice
technology, blockchain technology, Web3, gamification, virtual worlds, metaverse and all other
emerging platforms. Does not include prototypes of early-stage technology.

15}

AL
T
e CIX|E =2|HE|O|M
O|0|X| JPG

AT (MY ALE)
o AR Y

e C|X|E EZX 0|0|X| JPG

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
* Case Film

Optional
e URL
e AR/VRFiles
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG

fé71 2 AL E/H
i B2B/B2C RALO|E = Y A& TS FTSL7| st YALO|E /| AR ALE X

X Heks 50| =g

£

I_
gor 21471
8,715

C05. eCommerce Websites [ Apps

The creation of exceptional eCommerce B2B or B2C websites or apps. This may include, but is
not limited to, the seamless user experience, functionality and the conversion rate of the
website [app in order to drive sales.

5]
-+

o C|X|E Za|HE|O|M
O|0[X| JPG
e URL

AZ(M A1)
o MYy

-~

LR

= EIEE S-1ES
e C|X|E &X 0|0|X| JPG

Compulsory
¢ Digital Presentation
Image JPG
e URL

Highly Recommended
(optional)
e Case Film

Optional
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG

gEL F2£0 YXGX YL O HE0| U= Fe gELS 2

If there is any inconsistency or ambiguity between the English and Korean version,

ﬁ Hgect

he English version shall prevail.
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co6. ZX &5
ZX 742 J2[0f0|E|E AHE. 2ZEQ0] R Y, EFHQ 7|5, &= ofH| NFT, 28I S R 2Y
Z2OY XS}, det 91, 2HolY U FE HE S2 Z&h 7| BA 719 ANE2 ZHEX| §#3.

C06. Payment Solutions

Creative use of payment solutions. This could include, but not limited to, software & apps,
blockchain technology, cryptocurrencies, NFTs, mobile wallets and reward programs
automation, delegated authority, hyper-convenience and order buttons. Does not include
prototypes of early-stage technology.

15}

AL
T
e CIX|E =2|HE|O|M
O|0|X| JPG

AT (MY ALE)

o AR S

M

(]

=2

Atg
e URL
o LR EX

e C|X|E EZX 0|0|X| JPG

ZEX
=HI=

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG

gesn F2L0| YNHT YL} U 20| s FP YL 2
e

Hgech

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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D. Challenges & Breakthroughs

Creative and innovative work which is brought to life through deep cultural insight, regional

context and progressive thinking.

DOl AH AW F U Z5IH QAIO|E by

X HB/FRUEIM G2 o Q4 5t 28 WS £ 231K QIA0EE YHAIZ EEH, * CIXIZ =20l

DO1. Social Behaviour & Cultural Insight
Work inspired by a specific audience / community, hinging on identifiable social behaviour or
cultural insights.

DO02. 712 2 U A2|% A4
Atel, 22, 8 2XIS CHRE B XN SBX/HUC YEFo| SEHL sUSo| 8xo0| 142
2810 AZHO M OB THHIS BB K| AARI0| YBS FYEX| B0 FO{0F LIt

DO02. Corporate Purpose & Social Responsibility

Purpose driven work | brand activism that address social, ethical and environmental issues.
The work should demonstrate how the brand'’s purpose has created value and impacted
communities by connecting customers to culture.

DO3. A| & w
XX Y /22Y 2Xo Cf33stol MEte st Do Cigt HiME 2O F& 720 2AMC=E
=13~
=

HE= M2R2 Y

DO03. Market Disruption
Brands that have creatively adapted their strategy in response to local / regional / global issues,
embracing new ways of delivering their brand while showing consideration for the consumer.

O|0[X| JPG

A (M A1)
o A g4

M Apgt
e URL
S EEEETES

e C|X|E 2X 0|0|X| JPG

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG

FEEL FEE0| YA YL} YO 20| A= P FRES 2H HBHLIL
e

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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The Creative Data Spikes celebrate the interplay of ideas and information.

1S Spikes Asia

, 20% O}0|C| 0,

The work will need to demonstrate how the work was enhanced or driven by the creative use, interpretation, analysis or
application of data. The creative use of data must sit at the core of the idea, and the results / impact must be clear and robust.

e A number of criteria will be considered during judging and weighted as follows: 30% strategy; 30% use of

data; 20% idea; 20% impact and results.

e There is no overall limit to how many times the same piece of work can be entered into Creative Data as long

as the categories chosen are relevant.

A. 32|0f|0]E|E K| O] E|

A=

AOl. Data-enhanced Creativity

Creative work elevated through the use of data or data-driven methods. This may include, but
not limited to, personalisation and interactivity. The enhancement should demonstrably
improve both the customer experience and the outcome.

A02. H|O|E{ 7| EF A E

S2|0f0E|23t L OE| AME == diA S S3ll 20tH QI Bt E 7. EF 52 HI0IB 7L o EA A=A
ErZUR0f 7|0I U =R, EH2Y, BRHE HAIR] 2= A 22 goldtes Ol =20| &= S8 X LAO|EE
HMEREX, W A2HE N HSHALE Ao A EHE 242 EA =X 20| FO0{0F LT

A02. Data-driven Targeting

The creative use or interpretation of data to deliver effective targeting. The Work should
demonstrate 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. H|O|E{ 7|tk & H| X} X F

HIO|E{Qf ZAE AFSHO] RS 0ITl 22| FFO|Lt CIX| 2 HIE. CIOIE 7} HIF 7H &0l ofEH 7|0
HMEOIHIZHA SHE OfEH SSU=R o] B0l F= 252 ME M0 7|Ee s E1|0|E19-F
X &5 HiolE 7t YArE L L

A03. Data-driven Consumer Product

Physical or digital products created using data and research. Work which clearly
demonstrates how data has contributed to the development of the product and how the
product met business objectives. Sales data and ongoing data based product improvements
will be considered.

H o
A. Creative Data Materials
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¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

Optional

URL

Digital Supporting
Content

Digital Supporting
Images JPG
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A04. Data Storytelling

The creative use of data to convey a powerful brand narrative. The work should show how
data driven insight increased consumer engagement or how messages derived from data
were presented to provide successful brand / consumer stories.
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AO05. Data Visualisation

Bespoke visualisations of complex data that coommunicates information clearly and efficiently
to consumers in a way that led to a change in behaviour. This includes but is not limited to
online dynamic, static, interactive or real-time infographics and offline visualisations such as
visual installations and activations.
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A06. Data-technology

All forms of data driven technology, including but not limited to, models, tools, platforms, apps
and algorithms. The Work must demonstrate how the application or invention of data
technology enhanced a creative message. The work should clearly illustrate how the data
technology improved a campaign, including a breakdown of audience, message, channels
and delivery.
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AO07. Use of Real-time Data

Data created or used in real-time that provides dynamic content or enables an on-going
consumer relationship. The Work should clearly demonstrate the responsive relationship
between real-time data and the creative output, showing how the data improved the
consumer experience by making the work more relevant, timelier or personalised.
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A08. Social Data & Insight

The creative interpretation of data specifically generated from social media platforms in order
to target, engage or develop a relationship with a specific audience or community. Insights
gained through the strategic use of social data and associated targeting methods will be
considered.
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¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
* Case Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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A09. Creative Data Collection & Research

Data-driven research (including market research), data sourcing and/or data aggregation,
carried out in order to deliver a stronger brand strategy. The Work should thoroughly outline
how the selected processes, research methodologies, technologies, channels and/or
resources influenced the overall outcome.

Al10.0|O|E &%

0j2f Oo|H AE22 S33l0] 22|0f|0|E|2 AH|Ql £ HEHE Mako| A2 ChASE M TR
MZL QIAO|E A Z. 0f 7|0l = Ch¥st A2 2 EEO| H|O0|E 47, 83, 7|4 X8 E¢tut Oo|f 2E3
A So| mete 4 AHLICh

A10. Data Integration

The integration of multiple data streams to provide new insights from planning through to
delivery of a creative campaign or brand strategy. 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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¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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The Creative Effectiveness Spikes celebrates the measurable impact of creative work.

The work will need to demonstrate how an effective strategy rooted in creativity has met its chosen busi
generated positive customer outcomes and driven sustainable business impact over time.

impact and results.
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* A number of criteria will be considered during judging and weighted as follows: 25% ideaq; 25% strategy; 50%

To be eligible your work must have won or been shortlisted at one of the previous three Spikes Asia festivals.

The same piece of work can be entered up to three times in Creative Effectiveness.

However, the same piece of work may only be entered once in ‘A. Creative Effectiveness: Sectors'.

A.AE|0O|E|E 2} 2 & N

AOl. Consumer Goods

All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning
products, other household goods, other FMCG, clothing and accessories, furniture, consumer
electronics, cars and automotive products & services.

All fast food entries should go in A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains.
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A. Creative Effectiveness: Sectors
Work in this section should focus on effectiveness achieved in a particular sector, and whether
the work achieved or exceeded its objectives and goals.
The same entry can be submitted only once in this section.
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e A

Compulsory

e URL
. 22

o C|X|E EX 0|0|X| JPG

e Online Form
e Client Approval Letter

Optional
A02. EAF|0f e URL
oF OTC U4ZE, AZ. * Appendix
¢ Digital Supporting
ApM EHR B G 2] 7S O 2 RISt EEXFO] 2 A06.0.2 EE)0f BFL/LH Images JPG
g2£ 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’555-9 2L HEEILILS.

If there is any inconsistency or amb:gu:ty between the English and Korean version, the English versi

on shall prevail.
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A02. Healthcare
Pharma, OTC drugs, wellness.

If the work has been created for a Charity/NFP then this should be entered into AO6.

A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

All transport- and travel- related services, including public transport and tourism boards. All
entertainment- and leisure-related services, including museums, festivals and gyms. All
shops, including online retailers, opticians, hairdressers and estate agents. All restaurants and
fast food chains, including cafes and bars.

A04. O|C|Of [HE{E|AHE
gt ggl T, ST U OjA, M, HA CIX|E SHE 7|Ef Of%.

A04. Media [ Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

AO05. 2 H| X} A{H| A [B2B(Business to Business)
DEYYH 33 MHA, BE, 58,82B 7|5, A W HE MH|A, 7|Ef H[Z LA MH|A, L2 I

HFLIA 0.

AO5. Consumer Services [ Business to Business
All commercial public services, Legal, financial, B2B technology, consultancies & professional
services, other business services, internal & corporate communications.

A06. H| F2|/xHd EHA| [ &
HE, 3, NGO, 2T, A EHA, Bl 2] EHl.

21 810) MBIH Mo hpt BE FEES HE HE YT YHB. OF AE ££29/B03. 42 22
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A06. Not-for-profit [ Charity [ Government
Government, public information, NGOs, military, charities, non-profit organisations.

All corporate social responsibility work should be entered in the relevant sector and/or B03.
Creative Effectiveness for Good category in section B. Multi Market.
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e Online Form
e Client Approval Letter

Optional
e URL
e Appendix
¢ Digital Supporting
Images JPG
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If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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B. Market

Work in this Section should demonstrate how the work enabled the brand to effectively

achieve their objectives in a chosen market.
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BO1. Single Market

Work that has been implemented in a single market with a single target market at its core. The
work should describe how it was creatively designed for the target market and how the
tangible business results achieved.

BO2.Ct3 A&
O A|FHOM FHE S5 EEX2 UF AFO XA EA Dt A=K A dEH H =LA
ZATE M=K MOs|of S|},

B02. Multi Market
Work that has been implemented across multiple markets. The work should describe how it
was designed for multiple markets and how the tangible business results achieved.
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B03. Creative Effectiveness for Good

Celebrating the measurable impact of creative work with social purpose at the heart. The work
should be for a charity, non-profit or government body or for brands who can demonstrate
they worked in partnership with a not-for-profit organisation. The work should illustrate how
the campaign drove tangible results, was instrumental to cultural change or integral to
achieving a brand's purpose.
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e URL
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e URL
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C. Brand Challenges & Opportunities
Work in these categories should focus on the brand challenge or opportunity identified. The
work should explain their strategic response, as well as specific channels and touchpoints
chosen and why.
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COl. Launch NEW
Work created to launch a product, service or organization

co2.2|HziE Mg
HE, MH|A £= x=X|0| 7|Z M| Aol glesie [a|Z Al

C02. Re-Brand NEW
Rebrand/refresh of an existing brand identity for any product, service or organization.

=
« 2E

o C|X|E EX 0|0|X| JPG

Compulsory
® Online Form
e Client Approval Letter

B EA|
c03. HS 47t Optional
FINOZ A7} DAS FABALL MZL H0{Z 0|BO|LY = SEX SEXS MR H|=SL|A E= e URL
124 250 ZIHE B 0] FO{0f BLch e Appendix
¢ Digital Supporting
CO03. Acquisition NEW Images JPG
Work that effectively attracts new customers or drives new engagement. The work should
show an increase in new business or customer activity.
COo4. 5 X[ 2+
J|E DY BAE SYoIL Bolots 2B EFA2 MER HZLHA EE 0 239 SIHE 20
Z=0fOF gfL(C}.
C04. Retention NEW
Work that enhances or strengthens existing customer relationships. The work should show an
increase in new business or customer activity.
CO5. HA|ZHIHE
HAS A, B2 2, 1 5i0) 24 B9 55 7153 0128 STsHE A MAIZH 250
thEdte 2utH ez Bt E 255,
CO05. Real-time Response
Effective targeted work which responds to world events, public affairs and other real-world,
real-time activity prompting social sharing and a measurable response.
C06. X| = P%P_P 43
S2[00E|E EFAC F7|H &0 FOX = 4. EF2 7| U AH|Qlo] HEH AE OfEH
O|E0f HEX |, =Py Hotol] Lot SRUEX| £= BHE S8 FY0| Lot Z+HO|AEX] 2o
Z=OfOF gfLICt. O] ZhE| 1 2|o] EF 22 0f2f sof 2% ZuhE Eof F0{0f FL|Ch
CO06. Sustained Success
Celebrating the long-term impact of creative work. The work should demonstrate how a long
running campaign drove tangible business results, was instrumental to cultural change or
integral to achieving a brand'’s purpose. The work in this category must show results over
several years.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’5%5 2L HEEILILS.

If there is any inconsistency or amb:gu:ty between the English and Korean version, the English version shall prevail.
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CO07. Collaboration * L;R;
Celebrating the measurable impact of creative work that is the result of a collaboration $ TS
between brands and agencies or partner agencies to achieve a business goal. The work  CIXIE & 0[0IX] JPG
should demonstrate how the collaborative effort drove tangible business results.
Compulsory
- e Online Form

€08. 0f| & St .

e Client Approval Letter
AlE W/E e Aot BAE WX 22 oA W/EE XHAS 22|00|E|2 22 AL S0l K THe| Zat &=
EEN2 MetE A0 = =270t FHAo AA0|E, F2[oh X|E, @53 A= MEH A2 =LA Optional
ZHE HEH SHEJR=X| £0f F0{0f LTt e URL

e Appendix
C08. Breakthrough on a Budget * Digital Supporting
Creative use of modest budgets and/or resources in relation to the market and/or industry to Images JPG
create maximum impact. The work should demonstrate how fresh insight, smart spending and
compelling strategic thinking solved a business problem despite limited resources.
C09. HZIX HE
BY YA 2 LHof thSotd I2[f0oE|2o 2 H WA S =YL vy S Etotst= TEH At}
MM S2|00|E[HIE[S AMSHE &7|H AE S USOUE BHE
C09. Challenger Brand
Brands which have creatively adapted their approach in response to competitor pressure by
challenging the status quo to create game-changing work that uses progressive thinking and
innovative creativity.
CO10. A& w2t
Hx[X/22E 2Hol 83t M2 xFstn a0 thet HiHE 2o F= vt 2UES
HUsts 28 WHS +83% 2UE
C10. Market Disruption
Brands that have creatively adapted their strategy in response to local [ regional [ global issues,
embracing new ways of delivering their brand while showing consideration for the consumer.
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The Creative Strategy Spikes celebrates the idea behind the idea - how strategic planning can redefine a brand, reinvent its
business, and influence consumers or wider culture.

The work will need to demonstrate exceptional interpretation of the business / brand challenge, breakthrough thinking and
transformational problem solving that led to compelling creative strategy.

e A number of criteria will be considered during judging and weighted as follows: 30% interpretation of business /
brand challenge; 30% insight/ breakthrough thinking; 20% creative idea; 20% outcome/ results.

¢ The same piece of work can be entered up to three times in Creative Strategy. However, the same piece of work
may only be entered once in ‘A. Sectors'.

e For Creative Strategy Spikes Award the eligibility dates are 01 January 2022 - 31 January 2025 where the strategy
being judged was first implemented within the eligibility period, except for category 'C04 Long-term Strategy’,
which has an eligibility period of 01 January 2020 - 31 January 2025.

A.3c|0O|E|H HER 2 E Xtz
A. Creative Strategy: Sectors Materials
AO1. AH|Y P
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AOl. Consumer Goods o At Bd
All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning

products, other household goods, other FMCG, clothing and accessories, furniture, consumer M A
electronics, cars and automotive products & services. * URL
. 22
A02. A2H|0f o AYAE By
e oTc UE, AL e CIX|E 2x ZHZX
o CIX|E & 0|0|X| JPG
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Compulsory
AO02. Healthcare e Information Deck
Pharma, OTC drugs, wellness.
Highly Recommended
(optional)

e Case Film

If the work has been created for a Charity/NFP then this should be entered into A06.
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If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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=S ZESt DEYAEH Sl AEZE H O e Awards Show Film
¢ Digital Supporting

A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains Content

All transport- and travel- related services, including public transport and tourism boards. All ¢ Digital Supporting

entertainment- and leisure-related services, including museumes, festivals and gyms. All Images JPG

shops, including online retailers, opticians, hairdressers and estate agents. All restaurants and
fast food chains, including cafes and bars.

- O|C|of[AEEQAHE
%—|, st TV, ST A O4H, M, w2, CIX[E ZE, 7|EF OfA.

A04. Media [ Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.
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A05. Consumer Services [ Business to Business
All commercial public services, legal, financial, B2B technology, consultancies & professional
services, other business services, internal & corporate communications.

A06. H| F2|[xHd THAl [ &
HE, 3, NGO, 2, At EHA, bl ] T,

DECSR EEHS HF 22 Y T YHC. £ U EITYC05. 7)Y BE U MH 4

FHE| a2/ 0f EEF B Of B/t

A06. Not-for-profit [ Charity [ Government
Government, public information, NGOs, military, charities, non-profit organisations.

All CSR work should be entered in the relevant sector and/or C05. Corporate Purpose & Social
Responsibility category in section C. Challenges & Breakthroughs

gEEL FEE0| YA AL} YO 20| A= P FRES 2 ﬁ HgEL/Lt

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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BO1. Data & Analytics NEW

Strategy inspired by insightful analysis and interpretation of data, revealing a clear business
problem [ opportunity. Including, but not limited to, the use of data science, commissioned
research, online behavioural data, statistical analysis, sales information, consumer first party
data etc.

B02. 33 QAMO|E 4

435/ 2 X0 TS 22 OJ3)2 B Z L|A0f Of A HAIX HEX WL YS Mo @
HF DRUS THOID ML WA0| S SEX WS FH, 2K AIMO|E, 28 2|4y, 23HE
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B02. Audience Insight NEW

How deep understanding of the audience/consumers has created a transformative effect on
the business. Work that demonstrates the application of behavioural science in relation to
building and creating the audience profile. This may include but isn't limited to behavioural
economics, consumer insight, social listening, cultural trends, ethnography, experience
mapping, heuroscience, etc.
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Compulsory
¢ Information Deck

Highly Recommended
(optional)
® Case Film

Optional

e URL

* Appendix

e Awards Show Film

¢ Digital Supporting
Content

¢ Digital Supporting
Images JPG

FZ2=2 1

If there is any inconsistency or amb:gu:ty between the English and Korean version,

M OT o= T

E0| X/ YL OffE RO 2= FR FEES PN L)

he English version shall prevail.

34




O{f|E E0}17}7|

=la Spikes Asia

C.=™ Y Enj¢

=

o
C. Challenges & Breakthroughs Materials
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COl. Challenger Brand Strategy

Celebrating brands that have creatively adapted their approach in response to competitor
pressure by challenging the status quo to create game-changing work that uses progressive
thinking and innovative creativity. The work should demonstrate the core strategic thought
and its positive effect on brand value by challenging the dominant narrative conventions in
their category.
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CO02. Breakthrough on a Budget

Creative use of modest budgets and/or resources in relation to the market and/or industry to
create maximum impact. The work should demonstrate how fresh insight, smart spending and
compelling strategic thinking solved a business problem despite limited resources.
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CO03. Multi-market Strategy

Successful translation and integration of strategy across multiple markets. How a global
strategy was applied to specific markets in order to drive tangible business results, or achieve
a brand's purpose.

Entries should identify a minimum of three countries / regions the strategy was applied to.
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C04.Long-term Strategy

Celebrating the creativity of long-term strategy. The work should demonstrate how a long-
running strategy was instrumental to achieving a brand's purpose, driving engagement and

shaping brand identity.

There is an increased eligibility for this category of 5+ years: 1 January 2020 - 31 January 2025.
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Compulsory
¢ Information Deck

Highly Recommended
(optional)
e Case Film

Optional
e URL
e Appendix
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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CO05. Corporate Purpose & Social Responsibility

Purpose driven work |/ brand activism that addresses social, ethical and environmental
issues. How the brand'’s purpose has created value and impacted communities by
connecting customers to culture.
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C06. Market Disruption

Brands that have creatively adapted their strategy in response to local / regional / global
issues, embracing new ways of delivering their brand while showing consideration for the
consumer.
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Compulsory
e Information Deck

Highly Recommended
(optional)
® Case Film

Optional
e URL
e Appendix
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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DO1. Brave Brands o AR FY

Outstanding brand bravery including progressive thinking relating to a challenge. How risk-
taking has produced tangible results for the brand.

o URL
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Compulsory
¢ Information Deck

Highly Recommended
(optional)
e Case Film

Optional
e URL
* Appendix
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG

gesn F2L0| YNHT YL} U 20| s FP YL 2
e

Hgech
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DO02. Collaboration NEW

Celebrating the intersection between creative agency and/or media and/or brand. The work
should demonstrate the focus on the existence of a deep shared understanding of the brand
and a unified working relationship to achieve the best possible results.
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e Information Deck

Highly Recommended
(optional)
* Case Film

Optional

e URL

e Appendix

e Awards Show Film

¢ Digital Supporting
Content

¢ Digital Supporting
Images JPG
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EOl. Experience and Relationship Models NEW

Creative customer experience initiatives that strengthen relationships with customers by
creating seamless journeys across digital and physical touchpoints and/or offer new routes of
engagement between brand and consumer.
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EO2. Brand Strategy NEW

Rewarding the core, strategic positioning of a brand. The work should demonstrate how the value
proposition, mission, narrative and brand positioning was achieved, and ultimately led to
renewed interest, higher brand affinity and commercial success.
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Compulsory
¢ Information Deck

Highly Recommended
(optional)
e Case Film

Optional
e URL
e Appendix
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG

[ o oo o
AOA/:_ g/—r S T_"gE

FEED T 2E0] YA 3FA] FA L ofofst FE20/
If there is any inconsistency or ambiguity between the English and Korean version,

ﬁ Hgect

he English version shall prevail.

38




O{f|E E0}17}7|

1S Spikes Asia

CIAHQ AMO[AAE A[ZHA 7| 0f FOfX|= & LICH
EETH2 BUES GOIBtrLE BHMES| Sty HAIXIS HESEY| /o) CIX2I0] O{EA AHEEA=X| B0l & 2a7 AEULCEL F =53
Al ZHE FH'G0| 2H[X} A4 0|Lt O] S O] E0{ L= EF=0|0fOF gL LY.

o AAFIFEOIA Ofaf 74X] 7| 20| T30, T3t 20| FHEX| 7t SOIELITH 40% 0t0|T|0f, 40% F%, 20% 2k,
- S FIER2I7} B3Ol 2l 8 0] Y XBS SE < Sl o= B0l YELIT
o MMFENECEZ ZE5s BE SEA2 T0) 7H5 3 208 KHZH0| FojFLc

The Design Spikes celebrate visual craftsmanship.
The work will need to demonstrate how design has been used to define a brand or communicate its key messages;
achieving consumer recognition or understanding through a unique visual identity.

e A number of criteria will be considered during judging, weighted as follows: 40% idea; 40% execution; 20% results.

e There is no overall limit to how many times the same piece of work can be entered into Design as long as the
categories chosen are relevant.

¢ All work entered into Section F. Products must be available for purchase in order to be eligible.
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A. Brand Building

Identity solutions developed across multiple brand touchpoints and media platforms.

Please provide at least three JPG images of the branding in place.
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A0l Creation of a new Brand Identity o Al S8
AR
Creation of a new brand or corporate identity for any product, service or organisation. c HEEZRE
M Arg
Please note this must be for a new brand or corporate identity. e URL
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ompulsory
¢ Digital Presentation

bl Z Peff O/ EEHE S OfE A& TEAIL. Image JPG

A02. Rebrand [ Refresh of an existing Brand Highly Recommended

Rebrand / refresh of an existing brand identity for any product, service or organisation. (optionat) |
e Case Film

e Physical Support

Please provide examples of the previous branding for comparison.
Material

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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B. Communication Design

Please provide a demo film showcasing the design element of the work.
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BOl. Posters
Poster design for the use of promotion and brand communication.

Poster campaigns of more than 2 executions should be entered together as a single entry.
Concepts developed for another medium and applied to a poster format are not eligible in
this category.
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¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film
¢ Physical Support
Material

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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B02. Books

Including, but not limited to, 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 into COI. Digital Design.
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B03. Promotional Printed Media NEW

This could include, but not be limited to, calendars, invitations, postcards, tickets and seasonal
greeting cards within print media.
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Image JPG
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B04. Brand Collateral

Collection of media used to promote the brand and support the sales and marketing of a
product or service. This could include, but not be limited to, press/media kits, games, branded
stationery, etc.

Highly Recommended
(optional)
e Case Film
e Demo Film
e Physical Support
Material

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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C. Digital & Interactive Design Materials
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COLl. Digital Design

The execution of design to aid the function and use of the digital product. This may include,
but is not limited to, websites, online publications, digital installations, apps, data
visualisation, virtual worlds, etc. Does not include prototypes of early-stage technology.
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¢ Digital Presentation
Image JPG

Highly Recommended
(optional)

e Case Film

e Demo Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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D. Brand Environment & Experience Design

Work focused on the personal experience of the brand story or message as told in space
and in time, demonstrating why the target audience found the experience remarkable,
meaningful and memorable.

Please supply 3-5 images in JPG format showing different views of the interior or exhibition,
including a floor plan or layout if possible.

N3]
Materials
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DO1. Retail Environment & Experience Design

The design and construction of a permanent or temporary retail space / installation
showcasing functionality, presentation of the brand values and ease of sale. This could
include, but not limited to, pop-up stores, seasonal displays, mobile demo units,
department and specialist stores, banks, salons etc.
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DO02. Point of Sales, Consumer Touchpoints & In-store Collateral

In-store communications in order to drive immediate sale. This could include, but is not
limited to, posters, on-shelf communication, physical or digital POS, visual merchandising
and retail fixtures, product displays, shopping bags, gift wrapping, catalogues and other
post-purchase collateral.

Entries should show the work within a sales environment.
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DO03. Events Storytelling

Attendees’ physical and emotional journey that enhances the key messaging of the event
through narrative and storytelling. The elements of focus include the use of technology,

interactivity and the multisensory experience.
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DO04. Spatial & Sculptural Exhibitions and Experiences

Exhibitions / experiences that make use of community & public spaces. This could include,
but not limited to, how the space is curated, designed and built to enhance the experience
of the attendee.
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Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)

e Case Film

® Demo Film

e Physical Support Material

Optional
e URL
¢ Digital Supporting
Content
e Digital Supporting
Images JPG
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EO1. Food NEW * Heed
All food packaging. s EEEXNE
Please send physical samples for the jury to experience. Please also provide a demo film ME At
of the physical samples for the jury to experience. e URL
o C|X|E BX ZHIX
E02. & M1 e C|X|E 2= 0[0|X| JPG
HE 8RO =Y.
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— Image JPG
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Highly Recommended
EO2. Drinks NEW (optional)
All drinks packaging. e CaseFilm

Please send physical samples for the jury to experience. Please also provide a demo film

of the physical samples for the jury to experience.

EO03. 7|Et FMCG ! AH| L 7 xj
018 ME, 824 ME, 7|6 7P HIE, 7| Ef 2H|XH(FMCG).

EO03. Other FMCG & Consumer Durables
Beauty products, cleaning products, other household goods, other FMCG.
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EO4. Healthcare
Pharma, OTC drugs and wellness.

=c/H

Please send physical samples for the jury to experience. Please also provide a demo film

of the physical samples for the jury to experience.

e Demo Film
e Physical Support
Material

Optional

URL

Digital Supporting
Content

Digital Supporting
Images JPG
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EOS5. Sustainable Packaging NEW

All types of packaging that optimise resources and energy, is responsibly sourced and uses
clean production methods. The work in this category can include packaging that
incorporates a circular design, including but not limited to repaired, reused, recycled or
transformed materials.

Please send physical samples for the jury to experience. Please also provide a demo film
of the physical samples for the jury to experience.
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Highly Recommended

E06. 5
7t

=
shyE 7|

YASIEIEIO| B 7 o BEH YES HUY FHAL. HASIHEI0 HEE = A= BT

HES L2 JHE HEH TLHAIL

EO06. Special Editions & Promotional Packaging NEW
Special edition and promotional packaging, that has run for a limited period of time or has
been restricted to a specific number of products.

Please send physical samples for the jury to experience. Please also provide a demo film
of the physical samples for the jury to experience

(optional)
e Case Film
e Demo Film
* Physical Support
Material

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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F. Products
Design that increases brand value through functional and aesthetic resolution demonstrating
brand qualities / product identity through form, function, usability, aesthetics, problem-solving,
production, research and manufacturability.
FOI AH|X} 7|& X 7P 82 417 =
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FO1. Consumer Technology & Homeware NEW
Electronics, entertainment and media products, gadgets, furniture, lighting, storage, home
appliances and accessories, office interiors, indoor and outdoor furniture.

Products must have been available for purchase within the festival’s eligibility dates. Please
send physical samples for the jury to experience. Please also provide a demo film of the
physical samples for the jury to experience.
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FO2. Lifestyle, Fashion, Leisure, Sports & Outdoor NEW

Lifestyle, fashion, leisure, fitness, sport and outdoor products. This could include, but not be
limited to, wearable technology, jewellery, timepieces, watches, glasses, smart watches, fitness
and sport tech, luxury goods, travel accessories, luggage, footwear, etc. Fashion work can be
onoff/bespoke products and limited ranges.

Products must have been available for purchase within the festival’s eligibility dates. Please
send physical samples for the jury to experience. Please also provide a demo film of the
physical samples for the jury to experience.
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FO3. Infant Products, Toys & Educational Products NEW

Products designed for babies and children, toys and educational products. The work for infant
products should demonstrate aspects that make the product baby- and child-safe and easy to
use.

Products must have been available for purchase within the festival’s eligibility dates. Please
send physical samples for the jury to experience. Please also provide a demo film of the
physical samples for the jury to experience.
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¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film
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e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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FO4. Medical Products NEW

This could include, but not be limited to, assisted living products, assisted living technology,
clinic and laboratory equipment, hospital, medical/healthcare devices and equipment,
rehabilitation and care, skincare, massage devices, etc.

Products must have been available for purchase within the festival’s eligibility dates. Please
send physical samples for the jury to experience. Please also provide a demo film of the
physical samples for the jury to experience.
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¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film
e Demo Film
® Physical Support
Material

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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The Digital Craft Spikes celebrate technological artistry.

Spikes Asia

The work will need to demonstrate exceptional form and function in a digital context; demonstrating flawless design, masterful
execution, offering an outstanding user experience created for all digital environments that moves a brand forward.

* The main criteria considered during judging will be the execution and experience.

* There is no overall limit to how many times the same piece of work can be entered into Digital Craft.

AOL1. Digital lllustration & Image Design
Creative application of illustration within a digital context and digital manipulation of still
imagery including photography.

CIXIE B2t oA L2|AEzol4e Ho|Hoz $84ln AED 20| THE O|0|X|E CIX| Y2 FA,

AO02 H|C| 2 [SHA
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A02. Video [ Moving Image
Creative use of online video and digital footage with technical skill involved. This includes but
not limited to 360 and interactive video.

29 G/ = AR E C|XFQI2| 320 0|E|E AHE. A ERE(sonic branding), 22 /24 E

A03. Music [ Sound Design
Creative use of music and / or sound design. This includes but is not limited to sonic branding
and music/ brand partnership and music-initiated work.

AO04. MEHX QI 0| 8HE C|XIQl(ul =& 417
)T CiRFOIO| DJEHE TAITh QOREto| HEHE A

o—

A04. Overall Aesthetic Design (incl. Ul) NEW
The overall achievement in aesthetic composition and fluidity of graphic design.

A B4 itz

AM2E S H|F 0| £23t £S 20| MM FQl F2[0f0|E| &, O]ty JHX]. Materials
A.Form

The overall creative aesthetic value of the work entered in both sound and visuals.
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o CIX|E Z2[HEolM

O[O X| JPG
URL

AZ(M A1)

LR

e 34

-~

o

AR/VR I}

o C|X|E EX 0|O|X| JPG

Compu

Isory

¢ Digital Presentation
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Image JPG
URL
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Demo Film

Optional

¢ Digital Supporting

¢ Digital Supporting

AR/VR Files
Content

Images JPG
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A05. UX & Journey Design

Design practice focused on the emotional and behavioural response to a digital product or
service with relevant, seamless and consistent user experience at every point of interaction, with
particular focus on the overall support, structure and usability.
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A06. 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 may include, but is not
limited to VR, AR, installations, voice-activated technologies, multiscreen /
multidimensional experiences, the metaverse and virtual worlds. Does not include
prototypes of early-stage technology.
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e URL

Highly Recommended
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B. Data & Al

The presentation of data and artificial intelligence used to enhance brand experience.

BOL. H|O|E{ A E 2| &
HlO|E{o] A2|00|E|2 AFR S E3t BAE AER| MY SEXS £ =
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AR E|QE=X| 20f F0f0f &,

BO1. Data Storytelling

The creative use of data to convey a brand story. The work should demonstrate how the
curated data / insight was used in order to engage or develop a meaningful relationship with a
specific audience, culture or community.

BO2. Of|O| E{ A] 23}
C|X|E O|O|E{Q} QIAO| E 2| 22| 0fl0]E| =3k A|ZtE E3 1} KA.

B02. Data Visualisation
Creative visual representation and presentation of digital data and insights

BO3. Ci| o] E| 20|

Ool2{ CIO|Ef AAE Ho|Mo =2 7, FH Gl AL8S0] M2X0| 1 HoFo 2 FHY Qe AHEAL 4
e CXIOI/2HXE SE81 D Ro|0/¢ WA 2 HEshe AS LstL|Ct H| MSX QI OIEH 0|4,
AHE XL EIOIE 24K, O1F Rls, Al B, &AM B|AL[EM, GPS, AFE QIEY, MA| Q1M S8 =Y
B03. Curation of Data

The creative collection, tracking and use of multiple source of data to deliver a strategically
and creatively insightful user experience or piece of design/ content in a unique and
significantly way. This may include, but is not limited to, non-traditional interfaces, user data
capture, artificial intelligence, machine learning, social listening/analytics, GPS, internet of
things, biometrics, etc.

BO4.Al 2 E|E M

9T Al5g HolNoz Aol
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S35 £t ARUEI o0 Qs BAS WD HAIL SENL A A5 EE 04 2jg BE
WAIZ B0] F0{0} &,

BO4. Al Storytelling NEW

The creative use of artificial intelligence to engage or develop a meaningful relationship with a
specific audience or community. The work should demonstrate how true intelligence or
machine learning was utilised.

15}

AL
T
e CIX|E =2|HE|O|M
O|0|X| JPG
e URL

e AR/VR I}
o C|X|EY HE ZHIX

=

o C|X|E EX 0|0|X| JPG

Compulsory
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Image JPG
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C.Technology
The value of the applied technology as a platform for creative digital content and how it
is executed to enhance the user experience.

ZIA

=2T

colL §AIHQl 7= AL
AR A Y EEs B |

Al OfZ 2|7 0| M, 32, OfHtE}, 7HA 012
22t2C MH|A, DS 0|~ 5 =

COl. Innovative Use of Technology

Existing or new technology used to enhance the user experience and/or brand
communication. This could include, but not limited to, smart automation, Al applications,
chatbots, avatars, virtual influencers, utility apps, on-demand services, content crowdsourcing
[ distribution, cloud services and marketplaces. Does not include prototypes of early-stage
technology.

C02. H|O|E[2 SIUEQI 7|5 S
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CO02. Native & Built-in Feature Integration

The creative use of built-in and existing integral features of a mobile/desktop or other digital
device. This includes cameras, microphones, touchscreens, Bluetooth, mobile sensors, GPS etc.

CO3.C|X|™ I =EQ| 7|5X G
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CO03. Technological Achievement in Digital Craft
Digital creative work that balances beautifully executed craft with an unparalleled level of

technical understanding / advancement in order to contribute to the overall progress of digital
communications / experiences.

Cco4. HEtH A, &5 2| Z2|E|, M 7|5
CIXE 3HZE oM 7|22l 9= A2|00|E|[22z Hol= =YY dael 32|00E|2 EE&. A,
AR, VR, XR, 2012 = 7|& & 2HI 7|7], 898 7|, HIE|2 08, M2 7%, A 7ty AA,

HEtHA Sl O gto| B E 48 SHE S 2o 27| B 7|2 AN E2 =2 6.:, S X 2.

C04. Metaverse, New Redlities & Emerging Tech

The creative application of immersive experiences that creatively push the boundaries of
technology within digital craft. This could include, but not limited to Al, AR, VR, XR, wearable
tech and mobile devices, voice technology, video mapping, blockchain technology,
gamification, virtual worlds, metaverse and all other emerging platforms. Does not include
prototypes of early-stage technology.
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e URL

Highly Recommended
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¢ Digital Supporting
Content
¢ Digital Supporting
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The Direct Spikes celebrate targeted and response-driven creativity.

Work will need to demonstrate how insights and/or data were used as part of the strategy to engage specific target audience
groups and develop customer relationships, inspiring action and producing measurable results.

e A number of criteria will be considered during judging and weighted as follows: 30% idea; 20% strategy; 20% execution;
30% impact and resullts.

* The same piece of work can be entered up to three times in Direct. However, the same piece of work may only be
entered once in ‘A. Direct: Sectors'.

A.CHO|HE: 8.2 xta

O MMOl= SYU ZES B MO XS £ YSLITH Materials

A. Direct: Sectors

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

AO1. AH| x| £y

AZ Q2R 84 88 M4 8F, 7|6t 71HE KE, 7|6 FMCG, 2|8 X AN A2], 7}, AH| X} 7L, o CIXIE Ze[HH|old
RS O RFS A RS U MBI AS TESH A4 AH|KHRF LY AH| K. Ol0IX] JPG
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AOl. Consumer Goods M A

All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning * URL

products, other household goods, other FMCG, clothing and accessories, furniture, consumer o CIXE Ex 2HX
electronics, cars and automotive products & services. e C|X|E EZX 0|0|X| JPG

Compulsory
¢ Digital Presentation
Image JPG

All fast food entries should go in A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

A02. P AFHOf

M2t OTC %E 77t Highly Recommended

(optional)
e Case Film
At EHA B GE] ]S A CZ HEteH FE XS Z2 A06 2= &3 0f ZFL/LCt
Optional
e URL
A02. Healthcare

¢ Digital Supporting
Content

¢ Digital Supporting
Images JPG

Pharma, OTC drugs, wellness.

If the work has been created for a Charity/NFP then this should be entered into A06.
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A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

. . . . . H A}S|
All transport- and travel-related services, including public transport and tourism boards. All HE AL
entertainment- and leisure-related services, including museums, festivals and gyms. All * URL
shops, including online retailers, opticians, hairdressers and estate agents. All restaurants o CIXE 2x 2HZE
and fast food chains, including cafes and bars. e C|X|E 2ZX 0|0|X| JPG
o Compulsory
A04. I:I|I:|0-|/0|| HEHAHE ¢ Digital Presentation
=, gt TV, 28 W oA, M, w2, CX| 2 S3E, 7|Ef OfA. Image JPG
. . Highly Recommended
A04. Media [ Entertainment (optional)
Music, film, television, publications & media, books, news, digital platforms, other media. e Case Film
N N Optional

AO05. 2 H| X} A{H| A [B2B(Business to Business) . URL
E': )‘FO”H ""'_ A'It'lﬁ, tn:'t"g, E.L%, B2B 7|A ?jAE_i Eol el @'E‘ Aﬂ:‘lﬁ, 7|E|' lel—lﬁ A-It‘lﬁ, LH“?— E&I ° Digitcﬂ Supporting
7| AR LA OIH. Content

¢ Digital Supporting
A05. Consumer Services [ Business to Business Images JPG
All commercial public services, Legal, financial, B2B technology, consultancies & professional
services, other business services, internal & corporate commmunications.
A06. H|F2|[xHd Tl [E &
F&, &, NGO, =, A EHAf, Bl S 2] EHA.
BECSR FEAS HE HE U/ wE YU 23 U Y2 F07. 7|2 B Y MBH Y e a2/

=Z5]0f BILICH
A06. Not-for-profit [ Charity [ Government
Government, public information, NGOs, military, charities, non-profit organisations.
All CSR work should be entered in the relevant sector and/or FO7. Corporate Purpose & Social
Responsibility category in section F. Culture & Context
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’555 2L HEEILILS.

If there is any inconsistency or amb:gu:ty between the English and Korean version, the English version shall prevail.

52



O{f|E E0}17}7|

1S Spikes Asia

B. CIO[H EQ| AL

=

SHCH OfA|7F ERHEO| CIO|H E HEL|HO|MOZ ARl HiE, °
iE OH A 7t | CHO[M E 77 LI7[0| e e Materials
L]
B. Use of Direct
How the medium was used as a piece of direct communication for a brand.
BOL. MY /=2 2ojEl HY =s
o C|X|Y ma|ME oM

0= MBE 7 A ZRMLO BEY
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BO1. Mailing / Programmatic Mail

Celebrating targeted and programmatic mailing campaigns. The work in this category should
demonstrate efficiency in the technology and processes used, effective placement and
evidence of results.

Please send physical samples for the jury to experience.

B02. &1 2 O|C|0f
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B02. Small-Scale Media
Non-mail and print collateral, including small physical objects 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.
Please send physical samples for the jury to experience.
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e URL
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Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film
e Demo Film
e Physical Support
Material

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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B03. Large-Scale Media

Non-traditional media. This includes but not limited to direct response stunts, street teams,
direct response events, outdoor / ambient media and other mediums that encourage direct
interaction and seek a measurable response.

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

Az, TV E£ QLR E AHESH0] MEsH OjA| 7t CH2 CLO[HE @A 2 O|0{F=X| 20| F= CIO[HE
SN EEXL
B04. Use of Broadcast

Direct led work using cinema, TV or audio. The work should demonstrate how the chosen
medium led the other direct elements within the work.

BO5. Q12f|/S 9| AtE
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BO5. Use of Print / Outdoor

Direct work using Print or Outdoor. 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 should be entered into BO3. Large Scale Media.
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Image JPG
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Optional
e URL
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Images JPG

gEEL FE0| QAN AL} WY HE0| Y= TP FLES 2 HBY

5o H

Lo

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.

54



O{f|E E0}17}7|

1S Spikes Asia

o A

C.HlojE 3 7|= N

HOIE{LL 7|&2 S2[QO|E[E AHEE SHOZ DMFHE SHAI7|1 5 7hst =L~ :

#4118 we sEn Materials
C.Data & Technology

Work driven by the creative use of data or technology which enhanced the customer

experience and led to measurable business results.

CO1. H[0|Ef 7| ko] K| X ol H2f Ea
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Zaud U AR YXsn 2302 4B H 0l Clo|E 0A|Y #E 22 0|0j3 £} K 0] Fo{of ool Jpe

ok
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COl. Data-Driven Direct Strategy

The application of data and insights that significantly forms the basis of a direct strategy,
demonstrating how the data-driven strategy helped to profile customer’s behaviour and * URL

segmentation, which ultimately led to successful direct marketing activities. o LIXE Bx EHI=

e CIX|E &x 0|0|X| JPG

e A

Compulsory
S8 €5 AT EA HRUAOIY 50 AL E HIOIH st 24, of 7|0 = sto|m EtA Y, EF * Digital Presentation
ofE, Bt MZ22t S0| ZHE 4 AS LT Image JPG
Highly Recommended
CO02. Data-driven Targeting (optional)
Work where the interpretation and analysis of data was used to build a targeted e Case Film
communication for a specific audience. This may include, but is not limited, to hyper- optional
targeting, precision targeting, audience mapping and targeting segmentation. . URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
CO3. HIEtH 2, ¢ E|HE[E[, S 7|& 47 ER
CIXI g 3 =ZE LolA 7|22 I A2|o0E|=oz Hols SUH 7ol 22|0)0/E[= 2. Al AR, e CIXE Ze/dHold
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CO03. Metaverse, New Realities & Emerging Tech NEW e URL
The creative application of immersive experiences that push the boundaries of technology e AR/VRIIY
within direct strategies to engage and strengthen relationships with consumers. This could . CIX| g Ex 2EHIX
include, but not be limited to, Al, AR, VR, XR, wearable tech and mobile devices, GPS, NFC, e C|X|" 2 o|0X|
facial recognition, voice technology, blockchain technology, gamification, virtual worlds, the JPG
metaverse and all other emerging platforms. Does not include prototypes of early-stage
technology. Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
*  AR/VRFiles
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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D. Digital & Social
Digital and social mediums/techniques used as a piece of direct communication for a
brand.
DO1. 2 HIY ALE A
26t /R0 71718 S8 MBS ElE B E AR LA O0M, * CIXIE =20l
o[B|x| JPG
e URL

DO1. Use of Mobile
Targeted communication delivered through mobile / portable devices.

D02. A8 ESHE AIE
44 ojcjo), AE2|Y

{FLIE|/AH|Xtete] BAS 75 Y/EE Lot ZEE

DO02. Use of Social Platforms
Work that uses social mediq, streaming platforms, blogs, Wikis, video-sharing sites, hosted
services etc. to create and/or enhance relationships with a community/consumers,

DO3. MA|ZHEH S
MAR AHA, 22 —5

230 t8st=E

e

DO03. Real-Time Response

Targeted social activity which responds to world events, public affairs and other real-world,

real-time activity prompting social sharing and a measurable response.

D04. 53 HZt 3 AL X ¥ 2R
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DO04. Co-creation & User-Generated Content
Social activity designed to encourage a community / fanbase to contribute or collaborate
with a brand initiative through a clear call to action.

AZ (M M)
o A2 G4

MEd ALgt
e AR/VR I}
o CX|Y X EHX

e CIX|E 2= 0|O|X]
JPG

Compulsory
¢ Digital Presentation
Image JPG
e URL

Highly
Recommended
(optional)

e Case Film

Optional
* AR/VRFiles
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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E. Excellence in Direct

N3]
Materials

EOL EAI[HEA|

HZOILE MH|AE AZO| EAISHALE HEAISH| floh 2h= 7 OIS AH Q. M+ 12 =t 8
=
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EOl. Launch / Re-launch

Direct marketing campaigns created to launch or relaunch a product or service on the
market. This can also include work aiming to acquire new customers, and reinvigorate
lapsed customers.

-

A
T

15}

e CIX|E =2|HE|O|M
O|0|X| JPG

AZ (MY ALE)

o AR S

rx

o AbE
o URL
o CIXE BxX 2EX

o CIXZ 2X 0|0]X] JPG

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
* Case Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG

FEED T2E0] YA A FALF ofofst 20 Q= &R FEEE P

Hgech
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F. Culture & Context

Work that is brought to life through cultural insights and regional context.

FOL.2Z Eaic EES

EHE X GO FEE= BMEE QI3 S Bt 2|29
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FOl. Local Brand
Work for brands which are only distributed in a single locality that resonated with a specific
target audience.

BN 2 Lo iSO A2|OOIE[E22 H2 dAs Yot vy S Efiole TEH AtLe}
G UH 2| 0OlE|HIE|S A8t 27| A E S S0l BHE
F02. Challenger Brand

Brands which have creatively adapted their approach in response to competitor pressure by
challenging the status quo to create game-changing work that uses progressive thinking and
innovative creativity.

FO3. THY Al o2l
EFY IIH/ XA/ AIZOIA B S H AL HE EEE S5
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FO3. Single-market Campaign
Work that only aired or ran in a single country / region / market. The work should describe how
it was designed for the specific target market.

FO4. 24 WEY 23H8 QO] =4I
=78 R HO|Lt X|HO| M L2 E|= OFO|L|Of, BH5, 7HX], 20| ZAEFUO|M HIRE A8 THs ot Abs| X
OlLt B3tx S&20] 7|utsto] £ thM/AHRLEOIN LS E2 EEE,

FO4. Social Behaviour & Cultural Insight NEW

Work inspired by a specific audience /| community, hinging on identifiable social behaviour or
cultural insight stemming from the ideas, customs, values and lifestyles found within a specific
region or locality.

FO5. R A8 44
BHE FFUAOINN R 7|&
SO0l S S

dote 55

7-
HISD
7|eete
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FO5. Use of Humour NEW
Work that celebrates the art of humour in branded communications. Infusing wit, satire, and

cleverness into campaigns that provide amusement and create memorable, laughter-inducing
connections with audiences.

o C|X|E Z2[HEOIM
O|0[X| JPG

A (M A1)
o A g4

Aoy Apg
e URL
S EEEETES

o C|X|E EX 0|0|X| JPG

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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F06. Breakthrough on a Budget

Creative use of modest budgets and/or resources in relation to the market and/or industry to
create maximum impact. The work should demonstrate how fresh insight, smart spending and
compelling strategic thinking solved a business problem despite limited resources.

FO7. 7|2 25 U A X M2l

~

2oz OfEH 7HKIE HESE

A3, g2, 84 EHE ORE SN XN SEN/2UE Y55 FELS 2o SH0| a4
=30 A !

FO7. Corporate Purpose & Social Responsibility

Purpose driven work | brand activism which address social, ethical and environmental issues.
The work should demonstrate how the brand'’s purpose has created value and impacted
communities by connecting customers to culture.

FO8. A| &t
Six| /A

HEH= MZR SEs 8%

El
i

FO8. Market Disruption

Brands that have creatively adapted their strategy in response to local / regional / global
issues, embracing new ways of delivering their brand while showing consideration for the
consumer.

oA
=T
o CIXE

O|0|X| JPG

=2 e ol

AT (MY ALE)
o AR Y

-~

MY A
e URL
o C|X|Y X BHIX

e C|X|E EZX 0|0|X| JPG

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
* Case Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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The Entertainment Spikes celebrate creativity that turns content into culture.

EL FEQVEERTN

u 3 Spikes Asia

O 2 AH|XtQt mZtst7| 2|t

)

tO| 7t X7t R O{ E LITE 20% TEF 5! 2IALO| E, 30% 2|0f|O| E| 2 0}0|C| O, 30%

SUE, OICOf 27X, el BRAL Ee

| §l&LIC.

The work will need to demonstrate ideas that are unskippable; work that captivates in order to cut-through, communicate a

brand message or connected with consumers in a new way.

e A number of criteria will be considered during judging and weighted as follows: 20% strategy & insight; 30% creative

ideq; 30% craft & execution; 20% results.

e Brands refers to talent, artists, creators, influencers, streamers, athletes, teams, organisations, sponsors, platforms,
media owners, rights holders or any entity that produces and distributes products and content related to the

entertainment industry.

e There is no overall limit to how many times the same piece of work can be entered into Entertainment as long as the

categories chosen are relevant.

A.BRIC|E 2HIX

NI

NI LEE YEEGHYAL HEY FY FTE BE AT0/T20 F

=Z3f0f BIL/L},

AOL. Fiction & Non-Fiction Film Up to 5 minutes

online or video on demand platforms.

If you are submitting a series please upload all episodes in a single video file with slates

denoting the start of the next episode. Traditional film advertising should be entered into
the Film Spikes.

AEEAHEES Sl 22t 7HA(0f AETFCZM BME QX =8 =5 2= J2|00|E[2 H
S Materials
A. Branded Content
Creative content crafted to build awareness for a brand by associating it with culture
and values through entertainment.
AOL TM Y =T M G4 52 0|3 s
a1s Qa0 L =asy DO O3l OFEQ|X| Ha[|C mA ol L TA{ GA} = o ZAN THX
ogl‘,TV, 2ol F = FEH H|CQ ESHES ol HES0{T B E M E = =0 oo,Alal—, e ==
CHRAEEZ| /2| D2 E| G4 MEH ApEH
e URL
AB|ZE HEetE &7 LFF O T4 AEE HASIE 28|07} 2 HE Hh)2 122 25 o C|X|E 22X 2HIX

Branded fiction or non-fiction film, series or documentary [ reality film created for cinema, TV,

o X" 2% 0|0jX| JPG

Compulsory
e Original Content

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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AO02. Fiction & Non-Fiction Film: 5-30 minutes
Branded fiction or non-fiction film, series or documentary / reality film created for cinema, TV,
online or video on demand platforms.

MEY A
e URL
o C|X|Y BX BEHIX

o C|X|E EX 0|0|X| JPG

Compulsory
e Original Content

If you are submitting a series please upload all episodes in a single video file with slates OptlonulIJRL
L]

denoting the start of the next episode. Traditional film advertising should be entered into o .

. . ¢ Digital Supporting
the Film Spikes.

Content
— — o ¢ Digital Supporting

A03. T 3l =4 H4: 302 0] & Images JPG
Al TV, 2210l & FEY L2 SUES 98 USOIT HUCIE T TE =T S, A2IZ,
CrR el /2lde e Fa.
ABIZ=E HEfE SR OF O~ E A S S #AISlE 20 0/ETF UE E1E H/LL2 Bt g = 25
L2 EE gZESI YA MEN JY s ZE Auf0/3 0] £Z3)0F BHL/Ct
AO03. Fiction & Non-Fiction Film Over 30 minutes
Branded fiction or non-fiction film, series or documentary [ reality film created for cinema, TV,
online or video on demand platforms.
If you are submitting a series please upload all episodes in a single video file with slates
denoting the start of the next episode. Traditional film advertising should be entered into
the Film Spikes.
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A04. Audio Content
Content created for radio, podcasts or other audio platforms.

e MP3 J&

e ape

e URL

o CIXE Ex BHZ=

e CIX|® 2% 0|0|X| JPG
Compulsory

e MP3 Original Version

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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AO05. Brand Integration

Integration of brands into existing content such as films, series and TV or radio/ audio shows. A (M= AHD)
o At BY

A06. HEZM A HEQIE st & 2HIX

MEH AFSH
O/C|of 7|9, YIEYT, YaAt £ HE2IM SHE 98} HSo{T SHN Relx/ozy. 2250 °URL
[ ]
FEIXWOOFL| 2} O A HER|I MO HHAS MBI ZLL UHAIZER S EHHOR MAL

o C|X|™H EHX 2EX

o C|X|E EX 0|0|X| JPG
A06. Promotional Content for Publishers and Networks

Original content / programming created to promote a media company, network,
broadcaster or publisher. The work will be judged not just on the content, but also on how it
communicated or evolved the identity of the publisher.

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended (Optiond

e Case Film
Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
= o
B. E|HQHE Fr HIHE A itz
HES BO{SO|ALL B XI&3}7| 9I3H2/0| Um0 KOl 2 U Hg M :
aterials
L] L]
B. Entertainment-led Brand Experience
Meaningful, engaging experiences and activations created to attract or maintain an
audience.
BO1. 20| = AE{E QI HE R
HUE AR SED BT RY SHE SEZ M EE JH4 HAAN O[ROXIE 2AE, 2to|= ° HIXIE =2/HE ol
AEE, AHE TAE|YE L3 210| 2 AEFQIHE, olBIxl JPe

HE (M M)
BOLl. Live Entertainment o AME QA
Live entertainment, including concerts, live streams, stunts and festivals held physically or within
virtual worlds, crafted to amplify a brand’s message and increase engagement with an
audience.

rx
=

AL
e URL
o C|X|E #X ZEIX

o C|X|E EX 0|0|X| JPG

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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e
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B02. Metaverse, New Redlities & Emerging Tech

Immersive experiences which creatively push the boundaries of technology within
entertainment. This could include, but not limited to Al, AR, VR, XR, voice technology,
blockchain technology, gamification, virtual worlds, the metaverse and all other emerging
platforms. Does not include prototypes of early-stage technology.

oA
=T
e CIX|E =2|HE|O|M
O|0|X| JPG

T (M AFE)
o AR S

My Ab
e URL

e C|X|E EZX 0|0|X| JPG

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
* Case Film

Optional
e URL
e AR/VRFiles
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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°
C. Community
Work that focuses on the development, maintenance and nurturing of a community or fanbase.
COL ¥3 B0 £ HiZ MY Us
2Hx =2 #9IS 22(010|E|=0| 1 BIHO R SalE ST ¥ Mo L g ML, * CIXIZ Ze/mEold

COl. Audience Engagement [ Distribution Strategy
Audience engagement and distribution strategies that creatively and effectively further the
content's reach.

O|0[X| JPG

AF (M M)
o A g4

rx
E

AL
e URL
o C|X|E #X ZEIX

o C|X|E EX 0|0|X| JPG

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
® Case Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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D. Partnership
Exceptional strategic partnerships between brands and entertainment entities.
DOL. HME DtE LM, AZMY, | A g
HYE Rexo AEEHINES B3}0| S HIXLA 2HE D4 D BE XIS 4B 022 o CIXIE =eiHsod
o7| 9lgt M B GEHY I HY olnixl Jpe
. . . AT (MY AL
DO1. Brand Partnerships, Sponsorships & Collaborations NEW A2 At
Strategic brand partnerships and collaborations that leverage branded content and A 2E
entertainment to meet specific business goals and mutually benefit everyone involved.
M AR

— e URL
DO02. A 0f|Qlute| mE L{4 o CJX|E BX ZEHX
seHCQt oo M TEHY. EF42 TTEHMO| 20t 2H0| 1 4= 0|90 =A=XE E .

7|ECE MAHE.
DO02. Partnerships with Talent

Strategic partnerships between a brand and a talent. The work will be judged on how
effective and mutually beneficial the partnership was.

o C|X|E 22X 0|0|X| JPG

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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E. Challenges & Breakthroughs

Creative and innovative work that is brought to life through deep cultural insight, regional

context and progressive thinking.

EOL UE{EH|QAHES| CtAY X Z=8F L+ ERa

AE{E|OIB = AR UIE| Lol 4, 8 3%, Tof, 10|, 9T, UF, H42, B £E 7|et A0 02 * X ZeE ol

Xtoloff M= HHE Fe ZFX.

EO1. Diversity & Inclusion in Entertainment NEW

Brand-led creative work that tackles and confronts disparities based on sex, sexuality,
disability, age, race, ethnicity, origin, religion or other status within the entertainment
community.

O|0|X| JPG

AF(HE M)
o A2 G4

M A
e URL
RPN S LES
e CXg 2% 0[0jx|
JPG
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Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
® CaseFilm

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG

EO2. Innovation in Branded Content

Ground-breaking and unparalleled branded content.

ol A
=2T
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O|0|X| JPG
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o A2 G4

AN ALE
e URL
e AR/VR I}
o C|X|E HX IHX
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JPG

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

Optional
e URL
e AR/VR Files
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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F. Branded Sports
Creativity that taps into fan culture and leverages the power of sports and esports in
connecting people to brands.
FOL Y A2[= 3 2Ll g2
ARE B EE HAHEO| HAIKIE SEAT|E HE SEE St CIRUER|, Al2IZ 5 2EXE « SgREd=
HAOR B 2EC|E ¥3l, 0@ U 2tr|e BHX, M Ape
e URL
AIE|ZE HEelE &7 L8 OjH4E AS S HEA[SlE 220/E7F s B2 Hfje ez 25 o CJX|E Bx 2%
NHLEE YEEGYAL HEN JY s BE ABfo[F 0] EE8)0F BIL/rh e CIX/E 2 0|0|X|
JPG

FO1. Film Series & Audio
Branded film, audio and radio content, including documentaries and series, with sports at
its core that aim to amplify a sports organisation’s or brand’'s message.

Compulsory
¢ Original Content

Optional

If you are submitting a series please upload all episodes in a single video file with slates e URL
denoting the start of the next episode. Traditional film advertising should be entered into the ¢ Digital Supporting
Film Spikes. Content

¢ Digital Supporting

Images JPG
FO2. AZ X 2j0|E AH Py
MH| EE TH HANM S0 BAET HAXE 2D HBL 2YY £ ATE B * CIXE =2/HHold
BIO|E AZK L g AT X O[HIE, 4, ﬁE-lE MA|2 BHCE e AEA £} olO|X| JPG

AT (M AR

FO2. Sports Live Experience o Al @At
Brand or sponsor integration into live sport or esports event shows, stunts and installations
held physically or within virtual worlds, enabling a brand to provide message amplification
and engage with an audience.

rz
E

Arg

e URL

e AR/VR I}

o C|X|E BX REHX

e

FO3. M EtH A, & B|HE|E|, M 7|& 7 o CIX|E 2X 0|0|X|
AE X AEHQHE oM 7|&2 S J2|M0lE|Eo2 Hols 2 EF. AL AR, VR XR, JPG
doE 7le X 2HY 717, 88 7|&, 25H 7|5, Alds), 7he MA|, HIEH A L O el 2 E Compulsory
Us EUE S 22 X7 B 7|2 AlHE2 ZeE(X| &3, * Digital Presentation
Image JPG
FO3. Metaverse, New Realities & Emerging Tech NEW Highly
The immersive experiences that creatively push the boundaries of technology within sport Recommended
entertainment. This could include, but not limited to Al, AR, VR, XR, wearable tech and mobile (optional)
devices, voice technology, blockchain technology, gamification, virtual worlds, metaverse e Case Film
and all other emerging platforms. Does not include prototypes of early-stage technology. optional
e URL
e AR/VR Files
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
gEEY 20| YA/3IX] ZoLt ofOfsr BEO| Ut TR FEEE RN HEEHL/LF
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FO4. Fan Engagement/ Distribution Strategy
Audience engagement and distribution strategies designed to build and engage a sports-
related fanbase, enhancing community activity and brand affinity.

FO5. HME GiE LM AZ MM, HNA
Amx HME FHX G AHHQAHES 280 EY HI=L A FHE BYstn 2HE ZE AR
Mz 0l9g HBshe AN =e DECY A e

FO5. Brand Partnerships, Sponsorships & Collaborations

1]

A
T
o C|X|E Za|HE|o|M
O|0|X| JPG
HE(ME AL
o Ata EY
MEd Atg
e URL
o CIXEH B#X EHX
o C|X|E 2 0O|O|X]
JPG

Compulsory
¢ Digital Presentation

Image JPG
Strategic brand partnerships and collaborations that leverage sports, branded content and Hiahl
. . . ; . i
entertainment to meet specific business goals and mutually benefit everyone involved. gnly
Recommended
(optional)
FO06. AX XO| Ctd Sl =8 A e Case Film
ARRS SO0} AXX i AXX BH AR E| O], dH F e, Fof, Lio], 21F, BIF, 4=, Optional
S E= 7|E AEO WHE Xtojof M= EHE FE 32|0)0|E|2 EEE. e URL
¢ Digital Supporting
FO6. Diversity & Inclusion in Sport NEW CD:,or.‘ttelnSt i’
; . . ¢ Digital Supportin
Brand-led creative work that leverages sport to tackle and confront disparities based on sex, | 9 JIF:CF; 9
. S H L L s mages
sexuality, disability, age, race, ethnicity, origin, religion or other status within a sport or sports 9
related community.
FEED F2L0] YA YILf OBt £20| Q= R FELE RN HESL/L
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The Film Spikes celebrate the creativity of the moving image.

The work will need to demonstrate brilliant brand storytelling intended for a screen; filmed content created for TV, cinema, online

and out- of-home experiences.

* The main criteria considered during judging will be the ideq, the execution and the impact.

® There is no overall limit to how many times the same piece of work can be entered into Film

as long as the categories

chosen are relevant. However, the same piece of work may only be entered once into section ‘A. TV [ Cinema Film:

Sectors’ and once into section 'B. Online Film: Sectors’.
In sections A, B, C and D each execution constitutes one. In Sections E, F and G multiple exec
one entry. However all Film executions must have run within the eligibility period.

utions may be entered as

All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning
products, other household goods, other FMCG, clothing and accessories, furniture, consumer
electronics, cars and automotive products & services.

All fast food entries should go in A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

A02. A AF0f
Hef, oTC A*E, L.

= 1z x/

A} ERA) ] G e] 21EHS ThY o 2 KRS &) F-2A06 22 FEHOF B/t

A02. Healthcare
Pharma, OTC drugs, wellness.

If the work has been created for a Charity/NFP then this should be entered into A06.

S L] hl n
A.TV/E5t HA: 22 N -
TVOIA B H AL Foto N & BE B4 BE Fef Z0[=180% 0|50 OF BtL|CL O] MMoj= 5L M H
aterials
EE5S SO HEY &= UASLIC
L] L]
A.TV/Cinema Film: Sectors
Films that aired on TV or in cinemas. All films must be 180 seconds or fewer. The same
entry can be submitted only once in this section.
AO1. 2H| XY A
ME QSR 8N 8E HA 8E, |6 IHYE KIE, 7IEHFMCG, 2R XYM N2, 7+, AH|XE 7HH ¢ 38(2)
sk A XSKHE X MH|AS Zotor U4 AH| Xt LI AH| K.
Compulsory
PEHYAEFZL ZEXCN03. Y YA L0 HAEE YA EZL X OI0) E&E5)0F BIL/LF e Film (3 mins)
AOl. Consumer Goods

20| YA/3IX] ZoLt ofOfEr BEO| U TR FEEE PN HEE

FZ2=2 1

Lo

If there is any inconsistency or amb:gu:ty between the English and Korean version, the English version shall prevail.
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- — _— =l A
A03. 01, 2|, 20, YAEY L IJAEZE Hel BT
(15 05 L BYHS TS DE DS U O BA M| A SET, HAEY, YASYS THH BE « Ye()
AE|EIQIBE U K B M2, 2210l 2014, OHAT, 0|24, RS B7)25 TEH RS 0jF
o £HS P BDE YAEY U HAEFE KO Compulsory

e Film (3 mins)

AO03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

All transport- and travel-related services, including public transport and tourism boards. All
entertainment- and leisure-related services, including museums, festivals and gyms. All
shops, including online retailers, opticians, hairdressers and estate agents. All restaurants
and fast food chains, including cafes and bars.

AO4. O|C|0f [HE{EQIHE
=%, 3=, TV, 7 S OiN|, &, 72, TR E 235, 7| O,

P

A04. Media [ Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

AO05. 2 H| X} A{H| A [B2B(Business to Business)
REMUH BT Mul2, UE, 38,828 712, HAUEY U HE Mul2, T|EbBxUA MulA, UE %

719 HAFJ LA O

A05. Consumer Services [ Business to Business
All commercial public services, Legal, financial, B2B technology, consultancies & professional
services, other business services, internal & corporate communications.

A06. H| Fa|[xHid Th [ &
HE, 35, NGO, BT, At A, Bl 2] EHl.

DECSR EEHS BE 8 YL YIF 23 X Yo/F07. 7|2 B L MK 48 £ 22/0f

= Z3]0f gL/t

A06. Not-for-profit [ Charity [ Government
Government, public information, NGOs, military, charities, non-profit organisations.

All CSR work should be entered in the relevant sector and/or FO7. Corporate Purpose & Social
Responsibility category in section F. Culture & Context

FEEL FEE0| YA YL} YO 20| A= P FRES 2H HBHLIL

M OT o= T

If there is any inconsistency or amb:gu:ty between the English and Korean version, the English version shall prevail.
69



O{f|E E0}17}7|

=la Spikes Asia
nl=2. 0
B. 2zl EHE: 2 F =
Z2|E(pre-roll) 108 Zesto] 2etoloz WHE Hat o MMo| ZEE2 220l 0|C|of HiX| & M :
aterials
Zoteiof gfL|CE O] MMojl= S AHES o HEt EFE = USLICH
L] L]
B. Online Film: Sectors
Films that aired online, including pre-roll adverts. The work in this Section should include an
online media placement. The same piece of work may only be entered once in this Section.
BO1. AH|XY ERs
ME U er 84 8F HA 8, 7|6 7HEE ME, 7IEHFMCG, oI5 X A M2, 77, 2B XL THH, - 24
RS A O RS A RIS U AH|AZ TESH A4 AH| K|} LI AH| K. * URL
_ e N _ _ e MEH AFSH
BE WAEFLE SHEXCB03. Y E|A L0 L EE X GAEFE X 2/0f E=Fof0F B/ =
e AR/VR ItY
BO1. Consumer Goods

All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning
products, other household goods, other FMCG, clothing and accessories, furniture, consumer
electronics, cars and automotive products & services.

All fast food entries should go in BO3. Travel, Leisure, Retail, Restaurants & Fast Food Chains

B02. & A0

He ot oFF, 4.
A B B G E) Z]EHE Y0 2 AR &S FRB06 22 FE0F BIL/C

B02. Healthcare
Pharma, OTC drugs, wellness.

If the work has been created for a Charity/NFP then this should be entered into BO6.

BO3. O, 2|, 20, Y2 EY A HAEFE H|Q

e s 3 23

AE{E|IE L 3

| 2 2
toet S =S 2

BO3. Travel, Leisure, Retail, Restaurants & Fast Food Chains

All transport- and travel-related services, including public transport and tourism boards. All
entertainment- and leisure-related services, including museums, festivals and gyms. All
shops, including online retailers, opticians, hairdressers and estate agents. All restaurants
and fast food chains, including cafes and bars.

BO4. O|C| 0 /AE{EHQAHE
SO gsl Ty, S % OfK, M, 52, CIX| Y S2E, 7|6 oK.

B04. Media [ Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

BOS5. A H| X} A{H| A [B2B(Business to Business)
DEJYEHE 33 MHA, BE 38,B2B 7|5, HEE W HE MH|2, 7B H[ =LA MH[A, L2 S

719 ARLA O,

BO5. Consumer Services [ Business to Business
All commercial public services, Legal, financial, B2B technology, consultancies & professional
services, other business services, internal & corporate communications.

Compulsory
® Film
e URL

Optional
e AR/VRFiles

FEEL FEE0| YA YL} YO 20| A= P FRES 2H HBHLIL
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BO6. H| 2| /Xt Thfl [ 5 Ry
g5, &, NGO, wiil, At THA|, B Fa| Th. o I
* URL

ECSR EEH2 B 22 Y wE YHF. 22 U YHF07. 7|2 BH Y NI Mg 75/ 22/0f

=)
EE50F gL/}

BO6. Not-for-profit / Charity / Government
Government, public information, NGOs, military, charities, non-profit organisations.

All CSR work should be entered in the relevant sector and/or FO7. Corporate Purpose & Social
Responsibility category in section F. Culture & Context

MEH A
e AR/VR It

Compulsory
* Film
e URL

Optional
e AR/VR Files

X2

L] L] L]
C. Viral Film Materials
CO1. HiO| & H 4 Ean
2210 B9 Y/EE ABX HES FE o E2 50 HEE Gy « 34
e URL

COL. Viral Firm
Films created with the primary intention of being shared and / or distributed by user
online.

AEH(ME AR

(= | o

o A S

LR

EX=[ES
ZHx

O|0[X] JPG

Compulsory
e Film
e URL

Highly Recommended
(optional)
e Case Film

Optional
e AR/VR Files
¢ Digital Supporting
Content
e Digital Supporting
Images JPG

FEEL FEE0| YA YL} YO 20| A= P FRES 2H HBHLIL
e
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D.232 G O[HE Y]
TV, B3t = 22121 0[2lo] AT ZIof M A FE Hat

D. Screens & Events

Films that aired on screens other than TV, cinema or online.

Materials

DOL A3 3 ofHIE s
AER ZI|T, HAEIY, HAE, 2O szt A4, MOl LR Z2|HE O]

O[S0 AYE Yt

o oo

>

| ==rn Nrn R = |
1585 X W

r

—o\-—" o
of A
DOl. Screens & Events e H= 3
Films shown at public and private events. This could include but not limited to,
sporting venues, festivals, expos, trade shows, award shows, seminars and internal ME ApE
presentations. e URL

e AR/VR I}
o C|X|E BX REIX
o C|X|E 22X 0|0|X| JPG

Compulsory
® Film

Highly Recommended
(optional)
e Demo Film

Optional
e URL
* AR/VR Files
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG

g
4

D02.0I0|A2ZEE

Facebook, Twitter, TikTok, Instagram, Snapchat 52| A4 Z21Z2 (s TS0 T THH A - du(w)

Ly

mjo

0l2] H19] HHE HIf 60 XA 18] SBE FES + QL 2 0jo|T2TEY Zoj~s
152 0/3/010F gL/t

LR

e AR/VRI}Y
o o ORY Bx 2
DO02. Mlcrqfllm . 4 . o o CIX|Y =X 0|0]X| PG
Short-form films made for social platforms. This could include, but not limited to,
Facebook, Twitter, TikTok, Instagram, Snapchat etc. Compulsory
e Film (1 min)
Multiple executions can be entered as one entry up to a maximum of 60 seconds. e URL
Each microfilm should be a maximum of 15 seconds in length.
Optional
e AR/VR Files
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG

gEL F2£0 YXGX YL O HE0| U= Fe gELS 2 ﬁ w28/}

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
72



O{f|E E0}17}7|

UC . .
Spikes Asia
=/u
- nlA
DO3. HIEtH A, 7 2| HE|E|, 1S 7|& =T
Y4 U 7S A2(00|E|=2 02 HolE SUY FHS Yo HTE HIC|Q Y ZHE 4 ZHX AT - 3¢

= & 4FH
Al AR, VR, XR, | 22}, 7t M|, BIEFH & R O ol R = S EHE S Zg. 27| B 7|29

AHES 2L X B,

DO03. Metaverse, New Readlities & Emerging Tech

Video and computer-generated content created for immersive experiences that creatively
push the boundaries within film. This could include, but not limited to photography, Al, AR, VR,
XR, gamification, virtual worlds, the metaverse and all other emerging platforms. Does not
include prototypes of early-stage technology.

AT (M AFE)

o MR 3

Ay Abg

e URL

e AR/VR It¥

o C|X|E BX REIX

e C|X|E 2X 0|0|X| JPG

Compulsory
e Film

Highly Recommended
(optional)
® Demo Film

Optional
e URL
e AR/VRFiles
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG

gEEL FEE0| YA YL} WY HE0| Y= TP FLES 24
e

1 HEBLICH
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B0 HAIXIE HEEl7| st A4 Ojnlo] A AL .

sEETaT e Materials
Y AE=E HEStE B2, O3 B AEES EAISHE £Y0|1E7 Qe T HO Yz 2=
R EETINE]

L] L] L]
E. Innovation in Film
Innovative use of the film medium to communicate a brand’s message.
If you are submitting a series of films please upload all executions in a single video file with
slates denoting the start of the next execution.
EOL TV/YSI Y4 A7 B
. QY

BE HAIXIS S| Qe T/l HAIE AL,

EO1. TV/Cinema Film NEW
Innovative use of TV/cinema to communicate a brand’s message.

AZ (M M)

o O
MEH ApE
o C|X|E BEX RHX
o C|X| Y EX 0|0|X| JPG

Compulsory
® Film

Highly Recommended
(optional)
e Demo Film

Optional
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG

E02. 22+l Sl HjO| 2 B4

SOl BAIXIS M| 9Iet 2atel Yol S

(]

19
i}

AL,

E02. Online & Viral Film
Innovative use of online film to communicate a brand’s message.

Compulsory
* Film
e URL

Highly Recommended
(optional)
e Demo Film

gesn F2L0| YNHT YL} U 20| s FP YL 2
e

Optional
* AR/VRFiles
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
HEEIL/L},
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E03. A3 % S O[HIE A
S0 L HISTH AN J Y= BHE HAIX S HESHY| 913t S 2H=Q| HUE ALS.

EO03. Screens & Events NEW

nlA
=T

. QY

AT (M AFE)

o2 QA
Innovative use of film content shown at public and private events to communicate a brand’s * H= S8
message.
= AR
e URL
e AR/VRIY
o C|X|E BX REIX
e C|X|E EX 0|0|X| JPG
Compulsory
e Film
Highly Recommended
(optional)
® Demo Film
Optional
e URL
e AR/VRFiles
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
o SE Ol o
F. 22 3 W&} itz
2315 QIMO|EQ K| AN Matg Si) MYS Y FER Materials
Y AEI=E HESHE 82, U Y AEES BEAISHE £20|E7 Qe HE HID Ttg2 2=
TYE HREBIMAR
F. Culture & Context
Work that is brought to life through cultural insights and regional context.
If you are submitting a series of films please upload all executions in a single video file with
slates denoting the start of the next execution.
FOLEZ HAC =s
EHl X| QO MR RE SIS HACE Q5 S EF 2C| oA BLS At SER, .« 34

FOl. Local Brand
Work for brands which are only distributed in a single locality that resonated with a specific
target audience.

FO2. HZIX HHE

Yol Lo 33t A2|00E|2o 2 H2 eA s Yot S EfOtste TEH AtLet
AN 32|00l E[HIE|S AMS3HE &7|H &S HEoUE 2HE

F02. Challenger Brand

Brands which have creatively adapted their approach in response to competitor pressure by
challenging the status quo to create game-changing work that uses progressive thinking and

innovative creativity.

e AR/VR I}

o XY BX ZEIX

=

e CJX|¥ X 0|0|X| JPG

Compulsory
® Film

20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’55,32
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FO3. THY A|XH ZHH| Ol Highly Recommended
THO 7L/ XA M B L HRE SBY, SN SF EX AIYO 2 oA (°'°“°“g') "
i ase rilm
noFHEX| @B OF oLt
Optional

FO3. Single-market Campaign e URL
Work that only aired or ran in a single country / region [ market. The work should describe how e AR/VR Files
it was designed for the specific target market. ¢ Digital Supporting

Content
FO4. 24 ST 23 0lAL0|E 417 * Digital Supporting
S% R|9 EE X|WOIA LA = 0to|C|of, 2, 7HA| I BHO|ZAEFAOIA BIRE A Th53t Images JPe
AB|H s E= 291 QIAOIES S £ HE/ARLUEOIM S2S 22 5E5

G04. Social Behaviour & Cultural Insight NEW

Work inspired by a specific audience / community, hinging on identifiable social behaviour or
cultural insight stemnming from the ideas, customs, values and lifestyles found within a specific
region or locality.

FO5. R A8 44

SR ARLA MY 01 7|22 Hotd SEX B elo) XK, B,
%8S SOfLol HF I ZUTIS WASIBAME 5728 52, 7/ Hoo,
282 QU 5B,

FO5. Use of Humour NEW

Work that celebrates the art of humour in branded communications. Infusing wit, satire, and
cleverness into campaigns that provide amusement and create memorable, laughter-inducing
connections with audiences.

FO6. 0f| 4 STt

A|ZF Bl [EE= A |QF A =l OEX| Q2 of| At Bl /EE= XIS A2|0|0|E|E S 2 AR Y X|CHo| =1t &=,
© x = O S [ (AL (== =] o=

EE2 MetE KOs S5t Balet QIAOIE, Fa[3h K| &, 53 AUs M ALLE H| =LA

=HE oA A=A 20 F0{0F STt

FO6. Breakthrough on a Budget

Creative use of modest budgets and/or resources in relation to the market and/or industry to
create maximum impact. The work should demonstrate how fresh insight, smart spending and
compelling strategic thinking solved a business problem despite limited resources.

FO7. 712 S5 B AbS|™ A
Atgl, 82, 84 2XS CHRE B XN SEX/SUC YEFo| SEHL sUCo| Sx0| 142
2210 AL M OB THIS HESHD K| AARI0] YBS FYEX| B0} FO{0F LIt

FO7. Corporate Purpose & Social Responsibility

Purpose driven work | brand activism which address social, ethical and environmental issues.
Entries should demonstrate how the brand's purpose has created value and impacted
communities by connecting customers to culture.

FO8. A| & w2t
x| [ /22Y

o
HYOtE 2R WS +83

FO08. Market Disruption

Brands that have creatively adapted their strategy in response to local / regional [ global
issues, embracing new ways of delivering their brand while showing consideration for the
consumer.

FEEL FEE0| YA AL} YO 20| A= P FRES 2H HBHLIL
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The Film Craft Spikes celebrate onscreen artistry.

The work will need to demonstrate exceptional filmmaking, showcasing technical skill and prowess in production/ post-
production, elevates an idea or dramatically enhances its execution.

The main criteria considered during judging will be the execution.

There is no overall limit to how many times the same piece of work can be entered into Film Craft.

Multiple microfilms executions can be entered as one entry up to a maximum of 60 seconds. Each microfilm should be
a maximum of 15 seconds in length and all entries must have run within the eligibility period.

A. M| =t Iz

L] [ ]
A. Production Materials
AOL = Ehy
2= HFHS S5 32|00|E|2 Ha|Z A2 metsI0f GZo| HI T T A% U S| H|FO| A E HE . 3¢
of7|0f= FHAE, ME CIXIQI, AL CIRHOl U 2 S OfE A E-2310] 82 H|H S HAWEX| SO e Apa
[ M | o
Zete 4 Y Lct . URL
. . e AR/VR I}
AOl. Direction / t

The vision and achievement of the direction including the translation of the creative brief
through a director’s vision and how well that vision has been achieved. This may include but is
not limited to, the way that casting, set design, sound design and cinematography have been

Compulsory

ME

® Film
used to bring that vision to life.
A02.CHE OptlonqLIJRL
L]
Abo| M K| ] st 2 BM0|= [HE EM0| = HE 1= Cl{& Aol .
Fao| Mo7l O, w3 2 240 T2 EM0jE thiEo] 32(0f0|E|= ofo|T|ojS Yottt « AR/VR Files
HBHOE FHOI F WU HWYALR 5 CHAL 50|~ @, &3 HE, S5, UM 9l EHO| « Digital Supporting
ISHEIL|CY, Content

o 2 Y29 FO| KIS APIOE HFHOF BILICH

AO02. Script

The film's script, as written. Analysis of the script will include dialogue, voiceovers, scene
setting, movement, actions and expressions. This analysis will also 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.

geL 7220 YXGX| YL O HE0] U= HE 8”5’552 o K8}
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A03. 7| A P

A0l BT U AF. S, R84, b4, BY, HIHETL, S, 7|6 Mo Q10| AH HE MY m, - 3

&GE T o) 7L 8 A E=E 20 TE 22 Z0/9 2 FEE HE}E X0 FEL/ct

o HEZ Y
A03. Casting MEH ApEH
The vision and achievement of the casting. This includes but is not limited to the pre-production e URL
selection of actors, dancers, singers, models, non-professionals, animals and other talent. e AR/VRI}IY

It is highly recommended to provide a two-minute Demo film showcasing the casting process
in addition to the film as it aired. Compulsory
e Film

Highly Recommended
(optional)
® Demo Film

Optional
e URL
* AR/VRFiles
¢ Digital Supporting
Content
A04. Z2 M C|XIQI/OLE C|HM Ea
T2 M CIXH0l/0LE Cl2j4o| njg of7|of = M E CIXtRlTt 20|14 YE 9 KFo| Mutx el = o © 3

S
2ot 227), 22| Al Y0 nash 2E| 2 MAZE O BA Y E A=K7t ZetE LT

A04. Production Design [ Art Direction * URL
The aesthetic of the production design / art direction. This includes set design and location * AR/VRI}Y
builds, as well as the overall look, feel and atmosphere of the piece and how the narrative has o 02 Y
been enhanced by the artful management of the visual components. o C|X|E BExX IHX
AO5. &g Compul::ry
e Film
Yol FHI Zuh AEHY, o & M, FHOHEER T, ot V1Y, & 74, =Y & 7|E 2atvt
ALAFEIL|CF, Optional
e URL
* AR/VRFiles

A05. Cinematography
The quality and effect of the cinematography. The style, artistic choices, camerawork,
cinematic techniques, shot composition, lighting and other effects will be considered.

® Demo Film
¢ Digital Supporting

Content
A06. 22| X|d 22to] Al
Q4 Z0E 98l S| LRtE 2a|X|'2 2ot ATl Tutet HF. MH KB Th 7|02t M =2

AL olsX 3= YA L

AO06. Use of Original Music

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

A07. 20| A [HE goto| AF
o 2

2to| A SO EE HEE S0 W8 EBO| =5 HHS AL, 2% 2297|E TEHLL 7|E
A2|f0lE|2 HE2[ZE Foidts YA0] HAELICL

A07. Use of Licensed [ Adapted Music
The selection of licensed or adapted music. The way a track supports the script, creates the
necessary atmosphere or otherwise delivers on the creative brief will be considered.

geL 7220 YXGX| YL O HE0] U= HE 8”5’55 o K8}
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e AR/VR I}

A08. Achievement in Production

The overall success of a film, assessed within the context of its individual ambitions and
challenges. Scale of production, budget constraints, technical issues, challenges faced during
the production process and how the production team made best use of resources available to
them to achieve the final execution will be considered.

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

Compulsory

e Film

Highly Recommended
(optional)

e Demo Film

Optional

e URL

e AR/VRFiles

¢ Digital Supporting
Content

BEAETZHEM

it=

B. Post-Production Materials
BOl. T ETEN
HE ol 7|8 9 22(010[E|2 4B, EIO|Y, £, AIZH Co|falx, T CHO|Lf 22, AL E £, ° 3¢
TN AEC|HYS 2ot Yo HYUS ZE ZHO| tist YAHE =3, MEH AFSH
ene e URL
BO1. Editing ARJVR TF2
L]
The technical and creative success of the edit. All aspects of the film's edit will be oiab =
considered. This includes but not limited to timing, pace, visual dynamics, dialogue * H= 39
o LIXE B BHIZE

dynamics, sound integration and overall storytelling.

Compulsory

® Film

Optional

e URL

e AR/VR Files

e Demo Film

¢ Digital Supporting
Content

Y| D FASHE He HiXIE 27| /I8

Froo%t B omy m
0r 0F M ox

|

)2 E M S0 g2 20 £ 24 20/9 f)F FY2 HEF}E X0 FEL/L)

B02. Colour Correction [ Grading

The overall achievement in colour correction and grading to create consistent and stylised
colour schemes that evoke a specific emotion and transform the final look of the film.

This could include, but not limited to, how the grading works cohesively with the lighting,
production design and direction to affect and enhance the mood, feel and interpretation
of the final footage.

It is highly recommended to provide a two-minute demo film showcasing the before and
after effects of correction / grading.
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Highly Recommended

(optional)

e Demo Film

Optional
e URL
e AR/VRFiles
¢ Digital Supporting
Content
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B03. 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.
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B04. Animation

The use and aesthetic of animation in film. All types of animation, including cell, stop-motion,

e A
e URL

e AR/VR I}
o O= F&

o C|X|E BX REIX

Compulsory
® Film

Optional
e URL

e AR/VRFiles
e Demo Film
¢ Digital Supporting

S . Lo . ] . Content
graphic, silhouette and computer animation in 2D or 3D will be accepted. For films that include
both animation and live action, it will be the animation that is judged.
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BO5. Visual Effects MEy AbE
The creation of film environments and other visual effects, including the aesthetic and e URL
technical excellence of the effects themselves along with the success of their integration e AR/VR I}

into real footage.

It is highly recommended to provide a two-minute demo film showcasing how the visual
effects were created.

Compulsory
e Film

Highly Recommended

(optional)

e Demo Film

Optional
e URL
e AR/VR Files
¢ Digital Supporting
Content
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The Gaming Spikes celebrate creative work that connects people to brands through gameplay.

The work will need to demonstrate how brands successfully tapped into complex gaming communities and seamlessly added
real value to the overall gaming experience while driving commercial success.

e A number of criteria will be considered during judging, weighted as follows: 20% strategy & insight; 30% creative idea;
30% craft & execution; 20% results.

e Brands refers to talent, artists, creators, influencers, streamers, athletes, teams, organisations, sponsors, platforms,
media owners, rights holders or any entity that produces and distributes products and content related to the gaming
industry.

* Esports may be entered across all categories within Gaming Spikes.

e There is no overall limit to how many times the same piece of work can be entered into Gaming Spikes as long as the
categories chosen are relevant.

A. A0|Y itz

L] (]
A. Gaming Materials
AOl. 2C|2-H|FH ZHIX =L
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MEH AL
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e URL
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e C|X|E 2 0|0|X| JPG
AO1. Audio-visual Content

Branded film, key art and radio & audio content including but not limited to trailers, Compulsory
documentaries, series, posters and original music content with gaming at their core which aim e Original Content
to amplify a brand's message or promote a new game or gaming product.
e . . . . . . o Optional
If you are submitting a series of films please upload all executions in a single video file with o« URL
slates denoting the start of the next execution. X
* AR/VR Files
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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A02. Live Gaming Experience *URL
e AR/VRIY

Any live gaming experience or activation that was held at a consumer or B2B event for product
launch or promotion. Including but not limited to installations, festivals, conventions, product

demos, pop-ups, esports competitions, virtual concerts and live performances held physically e C|X[E EZx 0|0|X| JPG
or within virtual worlds.

o C|X|E gx ZEIX

=

Compulsory
e Original Content

Optional
e URL
* AR/VRFiles
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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A03. Brand Integration for Games

The seamless integration of a brand into a game or gaming platform, enhancing the overall
gaming experience and delivering tangible business results. Including, but not limited to, one-
off stunts and events, temporary environments or permanent brand installations within existing
or new gaming platforms.
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= =

=
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. . Compulsory
A04. Use of Gaming [ Streaming Platforms « Digital Presentation
Innovative use of gaming / streaming platforms to effectively promote a brand, product or Image JPG
service.

Highly Recommended

AO5. EA|[HZEA| (optionat)

A £ AO|Y MES| A EE WEAIS 98 HAHE S Aoy Z¥. ® Casefim
Optional
A05. Launch [ Re-Launch o URL
Immersive gaming experiences created to launch or relaunch a game or gaming product. e AR/VR Files
e Awards Show Film

A06. 7 5 L|E| J_FE'I A *hof ¢ Digital Supporting
Aol Ee N, 97, S40| ZHS = B SEXS Ho|Y HFLEIk 20| 24 MoIE e ooort

= - L " ¢ Digital Supporting
O{% 7 Z7AI74 B E BRI HFLE| LY A2IS Zek3ER| o] Fojof gk, Images JPG

A06. Community Management [ Social Engagement

Work which focuses on the development, maintenance and nurturing of a gaming audience.
The work should demonstrate how engaging with a gaming community has increased social
engagement, enhancing the brand reputation and trust within the community.
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A07. Influencer & Co-Creation

The creative and innovative use of content creators, streamers and/or influencers to drive a
brand's message and engage with a specific audience within the gaming community. This may
include, but is not limited to, collaborations, sponsored content and user-generated content.
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A08. Brand Partnerships, Sponsorships & Collaborations

Strategic partnerships and collaborations between gaming brands and non-gaming brands
that leverage gaming experiences, branded content and entertainment to meet specific
business goals and mutually benefit everyone involved.
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A09. Diversity & Inclusion in Gaming
Gaming work that tackles and confronts disparities based on sex, sexuality, disability, age, race,
ethnicity, origin, religion or other status within the gaming community.

Al0. Alo|Y &M
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A10. Innovation in Gaming

The innovative use of new or existing technology, platforms, media or channels to create
branded products and content that enhance the gaming experience, comfort, performance,
safety and accessibility for gamers.
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Compulsory

Highly Recommended

(optional)

e Case Film
Optional

e URL

e AR/VRFiles

CIX| g =2|JE|o|M
O|0|X| JPG

At Ao

-~

URL

AR/VR T}
Al&Alg

At

o
=
ZH=X

=
(e:]
o
XS Bx
CIXIE 2= O|0|X| JPG

Digital Presentation
Image JPG

Awards Show Film
Digital Supporting
Content

Digital Supporting
Images JPG
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Glass: The Award for Change celebrates culture-shifting creativity.
The Glass Spikes recognises work that implicitly or explicitly addresses issues of gender inequality or prejudice, through the
conscious representation of gender in advertising.

The work will need to demonstrate ideas intended to change the world, setting out to positively affect ingrained gender inequality,
imbalance or injustice, while illustrating how the work tackles, highlights or redresses issues of gender representation.

e The same piece of work can only be entered only once into Glass.

e The work entered into Glass can be for any commercial or non-commercial brand, regardless of the product or service
or the medium of communication.

e All entry fees for Glass are donated to related charities that will be announced after the festival has taken place.

A. ol 2: Hatof ot & =

L= 7| Ya EHER Ot 2t MA R0 E S8 s 0= &= A= A 2|00 E[H|E[2 Materials
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Ak
A. Glass: The Award for Change
We recognise the power of creativity to positively impact not only businesses and
brands, but also the world at large. This Award rewards creative work which rejects
gender stereotypes and confronts prejudice and inequality by representing the
gendering of individuals people in a progressive or socially conscious way.
AOL 22jA Ehy
SEXL 0] HBOIL MHIAE 3t 0|0 = S O F 0| = L5 3HR| g Lt ° CIXIE ZEHAE0|A 00X JPe
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o A Y
A0l Glass M= At
The work can be for any product or service and designed for any medium, but will in * URL
some way represent a shift towards more positive, progressive and gender-aware e XY EX ZHX
communication. e C|X|& EX 0|0|X| JPG

Compulsory
¢ Digital Presentation Image
JPG
Highly Recommended (Optional)
e Case Film
Optional
* URL
¢ Digital Supporting Content
¢ Digital Supporting Images
JPG
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The Healthcare Spikes celebrates creativity found in consumer healthcare as well as the more regulated pharmaceutical industry.

Consumer Healthcare entries will need to demonstrate an inspired approach to exceptionally engaging work which publicly
educates, promotes non-prescription products, allows self-diagnosis or facilitates pro-active personal care.

Pharma entries will need to demonstrate ideas that inform and engage health practitioners, patients and targeted consumers;
work that brings science and innovation to life, facilitating diagnosis, prescription, disease mitigation or illness management.

e Criteria considered during judging will be medium dependent.

® There is no overall limit to how many times the same piece of work may be entered into Healthcare as long as the
categories and mediums chosen are relevant.

e However, the same piece of work may only be entered as Health & Wellness in sections A, B, C & D or as Pharma Section
E. All entrants must provide regulatory requirements for your region in relation to your submission.
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A. Health & Wellness: Consumer Products Promotion

Work created to drive choice for a specific branded product that does not require prescription but provides either a
meaningful health benefit or supports personal wellbeing.

AOl.OTC A7

HIX Y oFF, oTC A4E X HH|, 23 A,
Ot SZ01A] Sf& H270f OjAE 4153}/ A2,

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

Choose your Healthcare mediums from the list below.
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A02. OTC Applications

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

Choose your Healthcare mediums from the list below.
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A03. OTC Products

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

Choose your Healthcare mediums from the list below.

HIEFR], OJH|E, of X QF, 25, 7|sd A&, 0|2 Y2, 20713, 2HtatA|, Z2H0| Q| Wit HIEIDI 8 &.

Ot BEZ20)A S5 A7)0 GIRE M EISFEAI L.

A04. Nutraceuticals

Vitamins, minerals, herbal remedies, supplements, functional food, micronutrients, omegas3s, antioxidants, probiotics,

effervescent vitamin drinks.

Choose your Healthcare mediums from the list below.

A05. HZ L AL A&

LEL|A, CIO|O{E, AERA, =3

0|I'I

gt 20| ZAEIY S S LK MF, Y, /A0S, 7tHE

Ot SZ01A] Sf& H270f OjAE 4153}/ A2,

A05. Health & Wellness Tech

Digital products, apps, wearables and gadgets that aid a healthy lifestyle, including but not limited to fitness, diet, stress and

sleep.

Choose your Healthcare mediums from the list below.
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B. Health & Wellness: Awareness & Advocacy

Work that promotes general public health awareness, encourage proactive personal care or inspire advocacy and donations
for legitimate health related causes.
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BO1. Brand-led Education & Awareness

Brand / Client funded communications to promote health awareness and encourage proactive personal care. This can
include, but not limited to, 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.

Choose your Healthcare mediums from the list below.
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B02. Non-profit / Foundation-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,

cardiovascular care, exercise and wellbeing.

Choose your Healthcare mediums from the list below.
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B03. Fundraising & Advocacy
Customer-oriented Health and Wellness charity and institutions fundraising, patient advocacy (to general public), disease and

condition advocacy, treatment literature, blood and organ donations, volunteers, etc.

Choose your Healthcare mediums from the list below.
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C. Health & Wellness: Health Services & Corporate Communications

Work created to communicate a health brand ethos through public facing corporate image campaigns or directly promote
public health services and facilities, medical insurance and financial plans.
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COl. Corporate Image & Communication
Corporate image work for health & wellness products, companies, producers, clinics, hospitals, retail and facilities.

Choose your Healthcare mediums from the list below.
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CO02. 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, fithess & yoga studios.

Choose your Healthcare mediums from the list below.

co3.2¥

oz Ee ST AE.

Ot SE0A S8 27 0f OfFE L5 3F4A/L.
CO03. Insurance

Medical insurance and financial plans.

Choose your Healthcare mediums from the list below.
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DO1. Animal Health
Pets and other animal health products and services for the attention of consumers that show a meaningful health benefit.
Includes veterinary clinics and surgeries, fundraising for animal charities and facilities, animal wellbeing.

Choose your Healthcare mediums from the list below.
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E. Pharma: Promotion, Awareness & Engagement

Work created for pharmaceutical brands to engage patients, healthcare professionals and targeted consumers through the
promotion of products, awareness and understanding of disease / medical conditions and the advancement of healthcare
through engagement.
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EO1. Direct to Patient

Direct to patient work created to launch and / or promote a specific branded regulated prescription product, service or
therapy.

The work must be in relation to the management of a disease or medical condition diagnosed and treated by a healthcare
professional. Choose your Healthcare mediums from the list below.
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EO2. Direct to Healthcare Professional

Work targeted directly at healthcare professionals and created to launch and/or promote a specific branded regulated
prescription product, service or therapy.

The work must be in relation to the management of a disease or medical condition diagnosed and treated by a healthcare
professional. Choose your Healthcare mediums from the list below.
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EO3. Patient Engagement
Work aimed at patient intended to support adherence; drives proper and responsible usage of treatment; improves patient
experience; and drives better outcomes while building a positive reputation for a client and/or brand.

Approaches may include, but is not limited to, the use of data analytics and connective technology to enhance the patient
journey, compliance programmes, screening services and psychosocial support services
Choose your Healthcare mediums from the list below.
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EO4. Healthcare Professional Engagement

Innovative uses of technology solutions for patients or healthcare professionals. Approaches may include, but not be limited to
the treatment, diagnosis and data collection of patients; technology; software and hardware; clinical trial tools; treatment
products; etc

Choose your Healthcare mediums from the list below.

2L F2L0] YA A ZAL} ofofpF FE0| = FR FEEE 2L HEEL/L.
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EO5. Disease Awareness & Understanding

Work created to raise awareness and understanding of a disease or medical condition, change perceptions or overcome social

stigma.

Choose your Healthcare mediums from the list below.
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Audio & Radio

Work that communicates a brand message through audio excellence, sonic innovation or
superior aural storytelling across the airwaves and digital streams.,
e Criteria considered during judging will predominantly be the ideq, the execution

5]
-+

e MP3RE

P
. URL
. ClXg Ex 2HIX
e COX|E 2% 0[O|X]

JPG

Compulsory
e  MP3 Original Version

and the impact. Optional
® Each execution constitutes one entry. e URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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Brand Experience & Activation Materials
HAUE AY W B3 @
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Brand Experience & Activation
Creative, comprehensive brand building through the next level use of experience design,
activation, immersive, retail and 360° customer engagement. Entries should demonstrate how
the customer journey, experience of the brand and optimisation of every touch point led to
increased brand affinity and commercial success.
e A number of criteria will be considered during judging and weighted as follows: 20%
Idea; 20% strategy; 30% execution; 30% results.

o At S

M Apg
e URL
NS EES-TES

o C|X|E 2= 0|O|X| JPG

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
® Case Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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Creative Data A A
Work enhanced or driven by the creative use, interpretation, analysis or application of data. * URL
The creative use of data must sit at the core of the idea and the results/ impact must be o CIXE8 Ex ZH=

clear and robust.
e A number of criteria will be considered during judging and weighted as follows: 30%
strategy; 30% use of data; 20% ideq; 20% impact and results.

o C|X|E EX 0|0|X| JPG

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
* Case Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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Digital Craft Materials
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Digital Craft: Interface & Navigation (U1)/ User Experience (UX)
Work focused on the interactive journey and exceptional form and function within digital

healthcare. Work that demonstrates flawless design, expert execution, and outstanding user
experiences across all digital platforms to drive progress in healthcare.

e Criteria considered during judging will predominantly be the execution and experience.
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Compulsory
¢ Digital Presentation
Image JPG
* URL

Highly Recommended
(optional)
e Demo Film

Optional
* AR/VR Files
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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Direct

Targeted and response-driven creativity. The work should demonstrate how insights
and/or data were used as part of the strategy to engage specific target audience groups
and develop customer relationships, inspiring action and producing measurable results.

e A number of criteria will be considered during judging and weighted as follows: 30%
ideq; 20% strategy; 20% execution; 30% impact and results.
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Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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Entertainment
Ideas that are unskippable, engaging users through entertainment platforms such as music, Compulsory
sport and gaming; communicating a brand message or connecting with consumers in a new e  Digital Presentation
way. Image JPG

¢ A number of criteria will be considered during judging and weighted as follows:
20% strategy & insight; 30% creative idea; 30% craft & execution; 20% impact and
results.

e Brands refers to talent, artists, creators, influencers, streamers, athletes, teams,
organisations, sponsors, platforms, media owners, rights holders or any entity that
produces and distributes products and content related to the entertainment
industry.

¢ |f you are submitting a series please upload all episodes in a single video file with
slates denoting the start of the next episode.

e Traditional film advertising should be entered into the Film medium.

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
e  Original Content
e  Digital Supporting

Content
e  Digital Supporting
Images JPG
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Film: Cinema, TV and Digital Film Content
Creativity of the moving image. The work should demonstrate brilliant brand
storytelling intended for a screen; filmed content created for TV, cinema, online and
out-of-home experiences.
e Criteria considered during judging will predominantly be the ideq, the execution and
the impact.

e Work which is not in English should be subtitled, so that it can be understood in English,

exactly as it was published or aired. Please note that dubbing is not allowed.
e Each film execution constitutes one entry

Compulsory
e Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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Film Craft: Animation / Visual Effects
All forms and styles of animation and visual effects created for film.
¢ Criteria considered during judging will predominantly be the idea and the execution.
e Work which is not in English should be subtitled, so that it can be understood in English,
exactly as it was published or aired. Please note that dubbing is not allowed.
¢ Each film execution constitutes one entry

gy AY=E: EY
IO FEI 2h AEHY, o & ME, Fto2te S, Aok T, £ 78, =Y 7B 2ot
HAHE L
o HAL7|EL2E F2 Of0|C[0fe TEO| nafE L.
o YOIZ &|Of UK Y2 EFH2 SO O = UL ST L= LS Ak 20| xtat
K afsor ghLct o2 HEEX| &L
o 21 Y HH2 12 EF0 s LIct

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.
e Criteria considered during judging will predominantly be the idea and the execution.
e Work which is not in English should be subtitled, so that it can be understood in English,
exactly as it was published or aired. Please note that dubbing is not allowed.
¢ Each film execution constitutes one entry
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Film Craft: Direction
The vision and achievement of the direction including the translation of the creative brief
through a director’s vision and how well that vision has been achieved. This may include but is
not limited to, the way that casting, set design, sound design and cinematography have been
used to bring that vision to life.

e Criteria considered during judging will predominantly be the idea and the execution.

e Work which is not in English should be subtitled, so that it can be understood in English,

exactly as it was published or aired. Please note that dubbing is not allowed.
¢ Each film execution constitutes one entry
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EPG
e URL
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Compulsory
e Film

Highly Recommended
(optional)
e Demo Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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Film Craft: 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.

¢ Criteria considered during judging will predominantly be the idea and the execution.

e Work which is not in English should be subtitled, so that it can be understood in English,

exactly as it was published or aired. Please note that dubbing is not allowed.
¢ Each film execution constitutes one entry

o MR 3

-~

MY A
e URL
o C|X|Y X BHIX

e LC|X|E EZX 0|0|X| JPG

Compulsory
e Film

Highly Recommended
(optional)
® Demo Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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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 consider how successfully the script
delivers on the creative ideq, while also considering the effectiveness in conveying important
health related information.

e Criteria considered during judging will predominantly be the idea and the execution.

e Work which is not in English should be subtitled, so that it can be understood in English,

exactly as it was published or aired. Please note that dubbing is not allowed.
e Each film execution constitutes one entry

1A Soto| matet 48 W/E= AHRE CIAFQIe] 22|0f0]E[E AHE.

o |I_ [=Tn | o
o dAL7|EL2E F2 Of0|L|ofet ROl 2 LTt
o YO|Z o|Of UX| 2 EFH2 YO Z O[S 5= ULE S/ == LY Aot HZ0| AT}
K 2[soF gLt Y2 HEEX| FELIC

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.
e Criteria considered during judging will predominantly be the idea and the execution.
e Work which is not in English should be subtitled, so that it can be understood in English,
exactly as it was published or aired. Please note that dubbing is not allowed.
e Each film execution constitutes one entry

e URL
e - ES

e C|X|E 2X 0|0|X| JPG

Compulsory
® Film

Highly Recommended
(optional)
e Demo Film

Optional
e URL
e Digital Supporting
Content
¢ Digital Supporting
Images JPG

FEEL FEE0| YA YL} YO 20| A= P FRES 2H HBHLIL

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.

96



O{f|E E0}17}7|

=la Spikes Asia

H2FA o HIF M

Healthcare Product Innovation

N3]
Materials

LA O HF
UZ BHEQ H =LA = A ZX| of 20| AEJ7L BEMES[ AHFLHOIM L= A S 26l

IZH ML E HME, 7171, M| 2 S,
A

=

o HAFIEOM o2 ZHK] 7|=0| D20, T3t 20| 7FS K| 7F £ O E LI}, 40% Oto| o,

40% T, ¥4, 715, 20% 21k,

Healthcare Product Innovation
Products, devices and service innovations that have helped solve a business or patient issue
for a health brand, or have been produced/developed in order to solve a brand's
communication need.
* A number of criteria will be considered during judging and weighted as follows:
40% ideq; 40% execution, form and function; 20% results.
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JPG

Compulsory
e  Digital Presentation
Image JPG

Highly
Recommended
(optional)

. Case Film

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting

Images JPG
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Industry Craft: Art Direction
The overall design, direction and visual execution.
Compulsory

e Brand & Communications Design, Packaging Design, Print & Publishing & Outdoor.

e Criteria considered during judging will predominantly be the execution.

e For Standard Print and Outdoor entries each execution constitutes one entry.

e For Packaging & Brand Communication & Design entries whole campaigns should be

entered as one entry.

® There is no overall limit to how many times the same piece of work can be entered into

¢ Digital Proof JPG

Highly Recommended
(optional)
e Demo Film

Industry Craft. optional
e URL
¢ Digital Supporting
HdHg Y =E 0 Fot Content
&1 20| 32|0f0|E| £ OFO|C|0| & H{EH #HBt=7t * Digital Supporting
o ZE=UEY 71%L|91|ow CIXFQI, A CIXFQI, Qlaf, S8, S0l Images JPG
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Industry Craft: Copywriting
How the copywriting brings the creative idea to life.
¢ All Brand & Communications Design, Packaging Design, Print & Publishing & Outdoor.
e Criteria considered during judging will predominantly be the execution.
e For Standard Print and Outdoor entries each execution constitutes one entry.
e For Packaging & Brand Communication & Design entries whole campaigns should be
entered as one entry.
¢ There is no overall limit to how many times the same piece of work can be entered into
Industry Craft.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8”5%5 2L HEEILILS.

If there is any inconsistency or amb:gu:ty between the English and Korean version,

he English version shall prevail.
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Industry Craft: lllustration
The creative impact of the illustration.

Brand & Communications Design, Packaging Design, Print & Publishing & Outdoor.
Criteria considered during judging will predominantly be the execution.

For Standard Print and Outdoor entries each execution constitutes one entry.

For Packaging & Brand Communication & Design entries whole campaigns should be
entered as one entry.

There is no overall limit to how many times the same piece of work can be entered into
Industry Craft.
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Industry Craft: Photography
Engagement through use of photography and creative expression.

Brand & Communications Design, Packaging Design, Print & Publishing & Outdoor.
Criteria considered during judging will predominantly be the execution.

For Standard Print and Outdoor entries each execution constitutes one entry.

For Packaging & Brand Communication & Design entries whole campaigns should be
entered as one entry.

There is no overall limit to how many times the same piece of work can be entered into
Industry Craft.
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Industry Craft: Typography
Design aesthetics and storytelling conveyed through the use of typography.

Brand & Communications Design, Packaging Design, Print & Publishing & Outdoor.
Criteria considered during judging will predominantly be the execution.

For Standard Print and Outdoor entries each execution constitutes one entry.

For Packaging & Brand Communication & Design entries whole campaigns should be
entered as one entry.

There is no overall limit to how many times the same piece of work can be entered into
Industry Craft.
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Compulsory
¢ Digital Proof JPG

Highly Recommended
(optional)
® Demo Film

Optional
e URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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Integrated

Work that uses multiple media platforms. Entries should demonstrate the integration of
chosen elements or channels throughout the campaign, and how the different media
complemented and built on each other to drive tangible business results, were
instrumental to cultural change or integral in the achievement of brand purpose.
e Criteria considered during judging will predominantly be the ideaq, strategy,
execution and results.
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Highly Recommended
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Images JPG
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Mobile
Device-driven creativity. The work should demonstrate performance in portable
platforms; work where a hand-held or wearable environment is integral to the idea and
enables key aspects of the execution.
e Criteria considered during judging includes: ideq, execution, platform
relevance, impact and results.

AZ(M A1)

Mo Arg
L]
L]

Compulsory

Highly

Recommended
(optional)

Optional
L]

CIX| & =2 oM
O[B|X| JPG

Ated S

URL
CX| g Bx BEX
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JPG

Digital Presentation
Image JPG

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG
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. oz gy
Outdoor: Ambient

Non-standard and free-format outdoor advertising that leverages the use of public spaces,
objects and environments in an unconventional manner. Including, but not limited to, small
scale solutions, special build, installations, live advertising and events.
e Criteria considered during judging will predominantly be the ideq, the execution
and the impact.

ey Arg
e URL
o [C|XY EX ZHX
o CXEEZ OIDIXI
JPG
Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)
e Demo Film

Optional
J URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
29l BE £y
HE[CIXY FDW, TAE, A YR, WE L ZAE, POS, ALOILIX, BE 24, Bl S 98 * HXESEA= P
ZHIx,

Outdoor: Standard
Content intended for static and digital billboards, posters, bus stops, in store posters, point of
sale, sighage, transit solutions, banners etc.
e Criteria considered during judging will predominantly be the ideq, the execution
and the impact.
e For Standard Outdoor entries each execution constitutes one entry.

. URL
o CXYEEZXIHX
e CIX|E 2X o|0fX|
JPG
Compulsory

e  Digital Proof JPG

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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If there is any inconsistency or amb:gu:ty between the English and Korean version,
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PR
Strategic and creative communication that demonstrates how original thinking,
transformative insight and a strategy rooted in earned has influenced opinion and driven
business, societal, and/or cultural change. Work with storytelling at its core, which established,
protected and enhanced reputation and business of an organisation or brand.
¢ A number of criteria will be considered during judging and weighted as follows:
20% ideq; 30% strategy; 20% execution; 30% impact and results.

15}

A
T

AT (MY L)

o A FY
M b
e URL
o X2 EX ZHZX
e CIXE =X 0|0|X]
JPG
Compulsory

Highly Recommended
(optional)

Optional
L]

CIX|E =2| el o] M
o|O|X| JPG

Digital Presentation
Image JPG

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG
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Print & Publishing Materials

QUM A £ S

HENMN, AMXL 2|2 H5HIE (leave behind), HEE MU= At2, 4 M XHZ (detail aid), TS Z2,
B HEE 2, mooH AU BN S EERE,
o MALZ|ECRE FZ of0|C|of, T, Zat7F maf gL Ct,

Print & Publishing: Collateral
Brochures, booklets, leave behinds, custom sales materials, detail aids, promotional items,
brand reminders, calendars, newsletters, annual reports and press releases.
e Criteria considered during judging will predominantly be the ideq, the execution
and the impact.

15}

AL
T
o [C|XIE =2|HH|O|M
o|O|X| JPG

AZ (MY ALE)
. = ay

EP
J URL
o AMAE Yy
o CXEEXIHX
o CXE 2z o0l0f|

JPG

Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)
e Demo Film

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
QM RETHEE ER

Print & Publishing: Standard
Content intended for published printed media including, but not limited to; newspaper,
magazines, medical journals and inserts.
e Criteria considered during judging will predominantly be the ideq, the execution
and the impact.
e For Standard Print entries each execution constitutes one entry.

o [CIX|E ZY XtE JPG

Ay Apg
. URL
o ANNE PY
. OXNZEEIux
e [C|XY Ex 0|O|X|
JPG

Compulsory
e  Digital Proof JPG

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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Social & Influencer Materials
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Social & Influencer
Creative social thinking and strategic influencer marketing specifically created for healthcare
solutions to engage with online communities, enhance meaningful relations and deliver
measurable results for a brand.
* A number of criteria will be considered during judging and weighted as follows:
30% ideq; 20% strategy; 20% execution; 30% results.
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A
L]

Atdll S

CXg 2x 2
CIX| g &2 0|O|X|
JPG

Compulsory

Digital Presentation
Image JPG
URL

Highly Recommended
(optional)

Optional

Case Film

Digital Supporting
Content
Digital Supporting

Images JPG
AL (o]}
7|E2 M8 -
o
Use of Technology Materials
7|&Eol A8 2+
INEI|E B MIIE AL S BT 2UE HEQ Y £ K| ALAR, VR, ZHEIA, JHH E 9 HX} +  HxE =e[Eeord
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|
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Use of Technology ME Ar
Use of existing or new technology to execute or support a brand campaign. Including, but e URL

not limited to, Al, AR and VR, robotics, gadgets and electronics, wearable and interactive
technology etc. Does not include prototypes of early stage tech.
e Criteria considered will predominately be the ideq, execution and results of the
technology on the brand, product or service.

XY oz 2%
SNEEEXL[EY
JPG

Compulsory

Digital Presentation
Image JPG

Highly Recommended
(optional)

Optional
L]

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG
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The Industry Craft Spikes celebrate the creative artistry, talent and skill required to deliver a beautifully executed solution

and bring a creative idea to life.

Work will need to demonstrate the highest levels of expertise and vision in the application of creative techniques.

e The main criteria considered during judging will be the execution.

¢ Single executions of Packaging, Print & Publishing and Outdoor should only be entered into the relevant category.
However if they form part of a wider campaign they will be accepted into Brand & Communications Design.

e For Standard Print and Outdoor entries, each execution constitutes one entry.

e For Packaging & Brand Communication & Design entries, whole campaigns should be entered as one entry.
* Thereis no overall limit to how many times the same piece of work can be entered into Industry Craft

A. E}O| = 12f{ 1

A=

ElO|Z12iI| AtRE £ E;;Ol_lua‘I-DIﬁEEEﬂEIXl_-lEF. .
A. Typography
Design aesthetics and storytelling conveyed through the use of typography.
AOL Eto|Z=2}m|: B E 3 H{L|# 0] C|X}el ER
HUE A4, 2T CIXIQ, AT T20M BAE 3 CIXtel, 2R Z2HET, 7Y AR 0N, BE +  HxE =2fEEo
E2 QB SN 2UE T2y B, olnIxl Jpe
SEY EE oYY Y FB 99 EAH [N FEXL 017] WEH o FL/Ck HAILIEE0 (= AR)
Mg g + AE E2/5 HEE ZU TLHAL. e H=2IY

e HEEAXE
AOl. Typography: Brand & Communications Design
Including brand identity, logo design, self-promotion, brand environment design, brand ME ALY
collateral, corporate communications, promotional items and other comprehensive branding e URL
programmes. e LN EZZH=E

Standalone Packaging, Print & Publishing and Outdoor poster design work should not
be submitted here. Please send physical samples for the jury to experience.

e [C|X™ 2x 0|0/
JPG

Compulsory
e Digital Presentation
Image JPG
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If there is any inconsistency or amb:gu:ty between the English and Korean version, the English version shall prevail.
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Highly Recommended
(optional)

e  Demo Film

e  Physical Support

Material
Optional

N URL

e  Digital Supporting
Content

e  Digital Supporting
Images JPG

A02.ElO|Za2jm|: 22| PN

HEN INE, [XY S0 AFE £ Yu|QIE T

O
on
mjo
Hel
oo
rot
o
ie)
¥
o
1

A02. Typography: Outdoor
Any outdoor work, including but not limited to, traditional billboards, posters, digital outdoor
screens or ambient work.

-

AO03. Eto| = 2fal: 12ff 3! &

(B
LAl M == ET AE

-

A03. Typography: Print & Publishing
Any print or published work.

o [CIX|E Y XtE JPG

rH
03

(e AFSH)

[ | o

. oz gy

MEd Abg

e URL

o [|X|E EX ZHZX

e CIX® 2X 0|0|X| JPG
Compulsory

e  Digital Proof JPG

Highly Recommended
(optional)
e Demo Film

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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A04. Typography: Packaging Design
Any packaging.

Please send physical samples for the jury to experience.

N EECEC
. 0juix Jpe
AF(HE M)
. H2gy
. AEEXZXR

Mo Arg

. URL
e HEZEJIY
e [CXEExFH=

e [C|X|Y EX 0|0|X| JPG

Compulsory
e  Digital Presentation
. Image JPG

Highly Recommended
(optional)

e Demo Film

e  Physical Support

Material
Optional

. URL

e Digital Supporting
Content

e  Digital Supporting
Images JPG
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B. Art Direction
The work in these categories will focus on the overall design, direction and visual execution.
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BO1. Art Direction: Brand & Communications Design

Including brand identity, logo design, self-promotion, brand environment design, brand
collateral, corporate communications, promotional items and other comprehensive branding
programmes.

Standalone Packaging, Print & Publishing and Outdoor poster design work should not
be submitted here. Please send physical samples for the jury to experience.
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(MY ALE)
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e URL
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e Digital Presentation
Image JPG
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. Demo Film
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. URL
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Content

e  Digital Supporting
Images JPG
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B02. Art Direction: Outdoor
Any outdoor work, including but not limited to, traditional billboards, posters, digital outdoor
screens or ambient work.

BO3. Art Direction: Print & Publishing
Any print or published work.

o [CIX|E ZY XtE JPG

AZ(M A1)
. HEay

ey A
J URL
P TS

N NEEEXL[E
JPG

Compulsory
e  Digital Proof JPG

Highly Recommended
(optional)
e  Demo Film

Optional
. URL
e  Digital Supporting
Content
e Digital Supporting
Images JPG
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BO4. Art Direction: Packaging Design
Any packaging.

Please send physical samples for the jury to experience.

15}
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o|O|X| JPG

AT (M M)

e H=E3Y
o AMEHIXE

Arg
. URL
o OXEexadx

N EEE X [E[E
JPG

Compulsory

e  Digital Presentation
Image JPG

Highly Recommended
(optional)

e Demo Film
e  Physical Support

Material
Optional

. URL

e  Digital Supporting
Content

e  Digital Supporting
Images JPG
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If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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C. lllustration
The work in these categories will focus on the creative impact of the illustration.
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COL. lllustration: Brand & Communications Design

Including brand identity, logo design, self-promotion, brand environment design, brand
collateral, corporate communications, promotional items and other comprehensive branding
programmes.

Standalone Packaging, Print & Publishing and Outdoor poster design work should not
be submitted here. Please send physical samples for the jury to experience.

o|O|X| JPG

e URL
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JPG
Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)

e  Demo Film
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CO02. lllustration: Outdoor
Any outdoor work, including but not limited to, traditional billboards, posters, digital outdoor
screens or ambient work.

CO3. YRHAEZO|M: I AU
U] ol =

CO03. lllustration: Print & Publishing
Any print or published work.

Material
Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
EES

o [CIX|E ZY XtE JPG
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e A

e URL

o [C|XEY 2xX 2HX

e LCIX|Y Ex 0[O|X|
JPG

Compulsory
e  Digital Proof JPG

Highly Recommended
(optional)
. Demo Film

Optional
. URL
e Digital Supporting
Content
e Digital Supporting

Images JPG
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ﬁ4ﬂwuq

he English version shall prevail.

109




O{f|E E0}17}7|

1S Spikes Asia

4. CIxel
=

2{AEgo| M =&
leﬂ | x

b
o.

YALSIRIEIO| KBS+ A B2H YES HLf FHAL

CO04. lllustration: Packaging Design
Any packaging.

Please send physical samples for the jury to experience.
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. URL
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JPG
Compulsory
e  Digital Presentation
Image JPG
Highly Recommended
(optional)

e Demo Film
e  Physical Support

Material
Optional
4 URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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D. Photography
The work in these categories will focus on engagement through creative expression.
DO1. AFZl: B2 = 8l {8 L|# 0] M C|X}Ql =4
o CIXE ZaHE| ol

I:l%_HI: X‘IX«“A‘I =l [|x|.0|_|, Ml EEE@

=
22 9 lEp FeN say 220

HAMC 2hg CIAtQ, EHE ZEE, 719 ARLA O

il =)
,|_—|

3 24 258 sf/jwff LAY EEX2 017 HFHE & EL/Ck HAFIAEO]
E

DO1. Photography: Brand & Communications Design

Including brand identity, logo design, self-promotion, brand environment design, brand
collateral, corporate communications, promotional items and other comprehensive branding
programmes.

Standalone Packaging, Print & Publishing and Outdoor poster design work should not
be submitted here. Please send physical samples for the jury to experience.

O|0|X| JPG

AT (ME AL
° [ﬂE GUKI'
° A2 EXXtE

. URL
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N NEEEXL[E
JPG

Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)

e Demo Film

e  Physical Support

Material
Optional
. URL
e Digital Supporting
Content
e  Digital Supporting
Images JPG
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D02. Photography: Outdoor
Any outdoor work, including but not limited to, traditional billboards, posters, digital outdoor
screens or ambient work.

DO3. AtZI: QIaff 3! =ut
LRlo| oIy £ FH AE.

DO03. Photography: Print & Publishing
Any print or published work.

e
4

o [CIX|E 34 XtE JPG

A (M A
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. ClXg Ex 2HIX

e C|X|E £X o|0fX|

JPG

Compulsory

e  Digital Proof JPG

Highly Recommended
(optional)
e Demo Film

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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Ol ZtE|n2|2] EF52 1 202t0| A2|0f|0[E|2 ofo|C|ofo] fEH Y4B S SOE=X|0| =HS Materials

SHE L

E. Copywriting

The work in these categories will focus on how the copywriting brings the creative idea to life.
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EOl. Copywriting: Brand & Communications Design

Including brand identity, logo design, self-promotion, brand environment design, brand
collateral, corporate communications, promotional items and other comprehensive branding
programmes.

Standalone Packaging, Print & Publishing and Outdoor poster design work should not be
submitted here. Please send physical samples for the jury to experience.
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. URL
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JPG

Compulsory

e  Digital Presentation

Image JPG

Highly Recommended
(optional)
e  Demo Film

e  Physical Support

Material
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E02. Copywriting: Outdoor
Any outdoor work, including but not limited to, traditional billboards, posters, digital outdoor
screens or ambient work.

EO03. Copywriting: Print & Publishing
Any print or published work.

AT (MY ALE)
. Hzay

e A

. URL

. COXgExadx

e X 8x 0[Ol
JPG

Compulsory
e  Digital Proof JPG

Highly Recommended
(optional)
e  Demo Film

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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EO4. Copywriting: Packaging Design
Any packaging.

Please send physical samples for the jury to experience.
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O|0|X| JPG

AZ(M A1)
. HEay

. AE BX Xtg

el A
J URL
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JPG
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e  Digital Presentation
Image JPG
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(optional)

e  Demo Film

e  Physical Support

Material
Optional
e URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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The Innovation Spikes celebrate ground-breaking innovation, technology and problem solving. Standalone
technological solutions including tools, products, models, platforms and other forms of ad tech will also be recognised,
as well as creative campaigns utilising new tech.

e Entrants must be in a position to fully demonstrate the technology. Concepts alone will not be permitted.
e The same piece of work can only be entered once into Innovation.
¢ Shortlisted entrants will be required to present their work to the jury online.

A. 7| THA| 71& A=
A. Early-Stage Technology Materials

AOL X7| tHA| 7|& =L
OFZ! AR Z U HEF CHAO] Q= 7|22 MEO|= ZEX OFX] X122 2O F0|AL} o &t 20| U0t e CXIE z=2/¥eold
2959 4+ YBLct 0|0 x| JPG

AF(HE M)

AOL. Early-stage Technology A2l Al

Work that showcases technology still in the prototype and beta stages of their creation. They

may still be attracting funding or only operating at a fraction of their projected scale. MEd AR
(= | o
L URL
o CXYEx "X
e CIXE 2% 0[O|X]
JPG
Compulsory
e  Digital Presentation

Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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B. Innovation Materials
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BE Mol £ M WA 9/E

27| 50| HAIFQl oto| ] o,

BOl. Brand Led Innovation NEW
Brand-aligned, breakthrough and revolutionary ideas, and forward-thinking methods that are
rooted in finding solutions to specific brand challenges and/or propelling a brand forward.

BO2. H|F &M A
B| X} 1t

e AH|X B
Rl 540l Sttg m3t.

al

of e g st HE £74 7|8 ME, 2B B, 7|0t 2o 4 8

i

e
3

B02. Product Innovation NEW

Products created and developed in response to a business or consumer challenge. This could
include, but is not limited to, solutions-driven products, consumer experience, integration of
technology into daily life and sustainability.

BO3. SZA &AM A3

B0l YHOZ 7|0 HOIFE SEE Y M5 42 S0l HAH HD WAS XD B0
IIHOR X4 53 YBS X BB

B03. Environmental Innovation NEW
Work that demonstrates a positive environmental contribution. Innovative approaches to being
regenerative and work that creates a long-term sustainable impact on the environment.

BO4. At2| &4l 447

ST ARSI IS SHZehs B 3HH0|D HY|NQl WS XAt AN 524, 18, 9|7,
BS, 38 Z8Y, M2 Yo, 23 Y2 BY.

BO4. Societal Innovation NEW

Work that addresses complex societal challenges. Innovative solutions that seek to drive
positive and transformative change. This could include, but not be limited to, education,
healthcare, equality, financial inclusion, social justice and cultural norms.

BO05.7|& 4l
EHMES UHMAIF JHK| 2 £0| D JfMSHE 27|E 7|a £ 22 M O0|E FE 7|, AN ZHE £,
[o1=]

m203, SHEQ0|, ATEY Ol HIAEI NE L ETMS F3t.

BO5. Technology NEW

Breakthrough technology or solutions that aim to advance, enrich or improve a brand. This
could include, but not be limited to data-led technologies, innovative platforms, tools, models,
programmes, hardware, software, bespoke products and solutions.

06. EEH I3 A7
E.‘% A2 MEA HBAIZ]7] I3 HAUEQ 7|38 20jFE S
b HZAS ST AUS AN F2E 9,
AH|ZHO| A Hote Bojste HAN 38 48 1Y,
AH|ZZERFAO| 28 el WA MEA HHRE X8 AlAE EHAE =3t
B06. Fintech NEW

Work that demonstrates innovative opportunities that aim to reshape the financial landscape.
This could include, but not be limited to, expanding access in emerging markets by reducing
costs, pioneering financial products that empower consumers and revolutionising payments to
reshape how consumers handle their finances.

o [C|XIE =2|HH|O|M
o|O|X| JPG

AT (M A1)
. A gy

M A
e URL
o XY Ex aEX
e CIXZ 2 oj0jx]

JPG

Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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The Integrated Spikes celebrate work that uses multiple media platforms.

Work will need demonstrate the integration of chosen elements or channels throughout the

1S Spikes Asia

campaign, and how the different

media complemented and built on each other to drive tangible business results, were instrumental to cultural change or

integral in the achievement of brand purpose.

e The same piece of work can only be entered once in Integrated.

A. 58 A=
A.Integrated Materials
A0l E&F =W

of2f A 2ut §H S A2|00|E[22 2 A3 ZE{Tt Of0|L0]E Al2|0f SEistl dF Hotet dEY
HI=L|A A0S O| B0l = EF%.

AOL Integrated
Work that creatively uses multiple channels and touchpoints to succesfully integrate a
powerful idea into society, driving behavioural change tangible business results.

e CIXE =2|HE oY
O[B|X| JPG

AF(HE M)
. Al gy

Mo Arg

L URL
. ClX g Ex 2HIX
e [C|X|E 2= 0[0fX|
JPG
Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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The Media Spikes celebrate the context of creativity.

The work will need to demonstrate an inspiring and innovative implementation of media ideas; enhanced and
amplified by a game-changing channel strategy that takes consumers on new journeys and unlocks new
experiences.

e A number of criteria will be considered during judging and weighted as follows: 30% insight and idea; 30% media
strategy and targeting; 20% media execution; 20% impact and results.

e The same piece of work can be entered up to three times in Media, not including Section ‘E: Excellence in Media Craft'.
However, the same piece of work may only be entered once in ‘A. Media: Sectors'.

e Entries in Section ‘E: Excellence in Media Craft’ can only be submitted and paid for by independent media agencies
or companies owned by a media network or independent media network. The same piece of work can be entered
only once in each category within this section.

A.O|C|O]: 22 =

O] MMOl= S SEXtS o WD HBT 4 UBLCt Materials

A. Media: Sectors

The same work can be submitted only once in this Section.

AOl. ¢HIIH g

AE U 2R NHBE HA 8 J|E 7HHE HE, 7|6 FMCG, 27 X ANM2], 747, AH|XE 7H, o CIXIE ZejuHold
RtSA U AS A HE U ME|AS Zetoh Y4t AH|RYQF LT 28R, olnIxl Jpe

AF(HE M)
. Al gy

PE YAEFL SEF2 03, OY AN A0f HAEG Y YLEFEL X 210) FEH0F BHLIC

AO1. Consumer Goods Med

Atg
All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning e URL
products, other household goods, other FMCG, clothing and accessories, furniture, consumer o CIRE Bx ZEx

electronics and cars and automotive products & services.
o CIXE X 0|0[X

All fast food entries should go in A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains. JPG

2L F2L0] YA A ZAL} ofofpF FE0| = FR FEEE 2L HEEL/L.
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A02. Healthcare
Pharma, OTC drugs, wellness.

If the work has been created for a Charity/NFP then this should be entered into A06.

E!(I Il‘;l-I'_I-X-i

EHS m =
AMEEHQIHE 3L 2
7thet £8 S Zeet 2
A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

All transport- and travel-related services, including public transport and tourism boards. All
entertainment- and leisure-related services, including museumes, festivals and gyms. All
shops, including online retailers, opticians, hairdressers and estate agents. All restaurants

and fast food chains, including cafes and bars.

A04. O|C|Of /A E{EQAHE
2o, ¥3f, TV, ST I OH|, M, 52, CIX|L Z2E, 7|Ef ofH).

A04. Media [ Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

AO05. 2 H| X} A{H| A [B2B(Business to Business)
DEHYAE 33 MH|A, BE, 38,828 7|5, HEE R ME MH|A, 7|EFH| =LA MH| 2, L2 2

719 HARF LA O

A05. Consumer Services [ Business to Business
All commercial public services, legal, financial, B2B technology, consultancies & professional
services, other business services, internal & corporate communications.

A06. H| Fa|[xHid Th [ &
HE, 35, NGO, T, At T, Bl 2] EHl.

HECSR EEH2 #E 22 YL M. 23 & Yo/ D07. 7] S5 Y ALEE Mol FtEa2/0f

EE50F gL/}

A06. Not-for-profit [ Charity [ Government
Government, public information, NGOs, military, charities, non-profit organisation.

All CSR work should be entered in the relevant sector and/or DO7. Corporate Purpose & Social
Responsibility category in Section D. Culture & Context.

Compulsory
e Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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B. Channels

Work in these categories will be judged on media creativity and channel innovation. Work should

unleashes the media opportunities beyond existing formats to effectively communicate the

brand message.

BOL. 233 3l 2C|Q H|FH EHF A s

TV, 2% 0|2 Z%E(voD), _ang ZE U 7|6t 2210 Mul2 STYH E. TV 0/2le] ©  CXZ=EHHold

2320 HA 238, 5

2, S OXE &
BO1. Use of Screens & Audio Visual Platforms

This includes but not limited to TV, video-on-demand platforms (vob), streaming platforms
and other online service providers. Screens other than TV might include, but are not limited
to, touchscreens, dynamic digital screens, interactive screens and responsive displays.

BO2. 2L
BiC|e, Hf~

t&

|2 3

EHE A
E A8 QC HE, 7|Et L2 7|&s E3.

B02. Use of Audio Platforms

This includes but is not limited to radio, podcasts, social audio platforms and other audio
technology.

O|0|X| JPG

A (M A1)
o A gy

M Apgt
. URL
S EEETES

e C|X|E 2X 0|0|X] JPG

Compulsory
e Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Ch22E 7hseh Ol E2/70149, QR 2 E, AR, 3D =218 S CIX|E 3l QIHAE|E 947 = ME, #X,
Y L, AAX], A 25 52 ZE

B03. Use of Print NEW

The work in this category may include, but is not limited to, newspapers, magazines, inserts and
trade journals, print work with digital and interactive elements such as downloadable
applications, QR codes, AR and 3D printing.

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
EES

CIX| & =2 oM
O[B|X| JPG

. URL
. COXEgwxadx

N S EEES N

Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm
e Demo Film
*  Physical Support
Material
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Optional
L]

URL

Digital Supporting
Content

Digital Supporting
Images JPG

B04. Use of Outdoor NEW
Including traditional billooard or poster sites, bus shelters, wallscapes and transit advertising
using standard advertising space.

TE!
+

CIX| & Z2|HE| o] M
O|0|X| JPG

AT (MY ALE)

el S
URL
PN= IR RS

C|X|& X 0|0|X| JPG

Compulsory

Digital Presentation
Image JPG

Highly Recommended
(optional)

Optional
L]

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG
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BO5. Small-Scale Media
Non-mail and print collateral, including small physical objects 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. Please send physical samples for the jury to experience.

M

CIX| & =2 oM
O[B|X| JPG

URL
Oxg 85 2EX

=

C|X|& 2= 0|O|X| JPG

Compulsory

Digital Presentation
Image JPG

Highly Recommended
(optional)

Case Film

Demo Film
Physical Support
Material

Optional
e URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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BO6. Large-Scale Media

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.

15}
»

o [C|XIE =2|HH|O|M
o|O|X| JPG

AT (MY L)
o AR Yy

M Apg
. URL
N EEESELES

e CIXY 2X 00X JPG

Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

O[HE 58 AFGSHE BB Optional

4 URL

e  Digital Supporting
B07. Use of Events & Stunts Content
Work which uses stunts, events, event sponsorship, competitions, promotional games, street art, «  Digital Supporting
guerrilla marketing, launch parties, live shows, live streamed events, festivals, concerts, sporting Images JPG
events, etc. within traditional, digital and new emerging environments.
BOS.C|X|Y EHE A8 =P

Oh A o lofAf 222l 23F = 28 7|51 LXK 8 282 8. of7|0 = EAIO|E, ZM AT
A SE, i 2, AAHE HAIY, 2HY ¥ SO0| ZoHE £ ASLIC

L& 0/rjo] T&= AL 2h2BI0. £ & EAE AFECE E&50f BHL/C

B08. Use of Digital Platforms

Online platforms or associated technologies and the harnessing of a digital environment in a
media campaign. These might include, but are not limited to, websites, search engines,

ecommerce platforms, banner ads, instant messaging, mobile apps, etc.

Social media-led campaigns should be entered in BI0. Use of Social Platforms.

e CIXE Z2|HHolM
O|O|x| JPG
e URL

(M AR
o AR Y

MEH AL
e AR/VRIIY
o [CXE EX ZHEX

e [C|X|E Ex 0|0]X| JPG

B0O9. T HIY Al

ADIEE EiE28, 2252, SMS, MMS, WAP, GPS, 2HIY A&l Sl of 22| 0|M S5S =gt 2HIY
7|=.

B09. Use of Mobile

Mobile technology including smartphones, tablets, Bluetooth, SMS, MMS, WAP, GPS, mobile games
and applications, etc.

Compulsory
e  Digital Presentation
Image JPG
. URL

Highly Recommended
(optional)
e CaseFilm

Optional
e AR/VRFiles
e  Digital Supporting
Content
e  Digital Supporting

Images JPG
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B010. Use of Social Platforms

Work that uses social mediq, blogs, wikis, content-sharing sites, hosted services, etc. to
create and / or enhance relationships with a community / consumers. Insights gained
through the strategic use of social data and associated targeting methods will also be
considered.

Work entered in this category should be planned and executed on social platforms as opposed
to campaigns that went social.

ol A
=2T
o C|X|E =g
o|O|X| JPG
e URL

AT (MY L)
o AR Yy

rx

= AR

e [C[XEEREZZ
e [CIX"Y EXO|D

Compulsory

Image JPG
e URL

D Ay |
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SR H LA HHE 57,

B11. Innovative Use of Influencers
The creative and innovative use of influencers to drive brand message and awareness to a
specific audience and/or to drive business results.

Highly Recommended
(optional)
e CaseFilm

o

GIES

|X| JPG

e  Digital Presentation

B12. H|EfH A, 7 2[HE|E|, &
7|& 7|&0[Lt M7|&2 AHE ST
AAE S8 AR, VR, Al fl0{3E

= 7 |
EtHA SIS0 REMS EE 52 Z8 7| HA 7|22 AN ES TR R X| $3.

B12. Metaverse, New Realities & Emerging Tech

Use of existing or new technology to execute or support a media campaign, which creatively
pushes the boundaries of existing platforms or media formats. Including but not limited to AR,
VR, Al, wearable tech and mobile devices, voice technology, blockchain technology,
gamification, virtual worlds, metaverse and all other emerging platforms. Does not include
prototypes of early-stage technology.

o CIX|E Z2|HH
O|0|X| JPG

AZ(M A1)
T

e URL
e AR/VRIIY

e [CIXEHEZ

o ICXHEZX 0||:|

Compulsory
Image JPG

Highly Recommended
(optional)

e CaseFilm
Optional

. URL

e AR/VRFiles

Content

Images JPG

Optional
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
EE

oM
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|X] JPG

e  Digital Presentation

e  Digital Supporting

e  Digital Supporting
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C. Insights & Media Strategy

Work in these categories should demonstrate how insights and data contributed to the
successful placement and media execution of content used to engage with consumers. The
work will be judged on how successfully it demonstrates target-audience-related engagement.
Please note that the work in these categories will not be judged on the content itself, but the role
of media in creating, leveraging and amplifying the content.

COl. M= QIAJO|E e

WEY OfH 2 L QI8 HF QIAIO|ES AFBSID AH|XF S EiE L= 0|3, 0] FHE|nE|Q| e CIXE Z2/dEold
ZEX2 0|2{3 QIALO|E7} OfX| AT Q12 Shkofl OfEH 7|of T AEN HES BHEOf WX 2O OlBIX] JPG

Z0{O} BfL.

A (M A1)

COLl. Audience Insights o A3y

The use of audience insights and understanding of consumer behaviours or needs in order

to develop a customised media strategy. The work in this category should demonstrate how M ALY

these insights contributed to the effectiveness of the media campaign and generated real e URL
impact. e TLIXNEEZ EH=
N NEEE S E[bY
CO2. EME FENZ ZRIY T E SHE ST AE PG
o}, TV, OIL| A2l =, & A2|Z, R AH|E 2, AE2| Y MH|A, AFMY SOIMQ HIS HiX| &
_ Compulsory
CLEES 33

e Digital Presentation

Image JPG
C02. Use of Brand or Product Integration into a Programme or Platform

Including, but not limited to, product placement and branding in film, TV, mini-series, web series,| Highly Recommended
music video, streaming services, sponsorship, etc. (optional)
e CaseFilm

C03. H|o|E 7|t EFZUE

S2|0j0|E| = G|O|E| AFR == GIO|E| 7|Hte] B0t 0l B E o] A, S5t Aot AL el Yoy | Optional
710{82{Lt EfZY, HBE BAIX| £ AES BOIShe O £80| Sl FRE BT N0 HBYEX © K
e  Digital Supporting
L OF gtL|C},
Of = OfOF gLt Content
CO03. Data-Driven Targeting *  Digital Supporting
The creative use or interpretation of data-driven effective targeting. The work should Images JPG

demonstrate how data either contributing to programmatic targeting, or providing a key
quantitative insight that helped define the target, brand message or channel.

CO4.CIX|E £ AM8OR HAE HAUC|S 2UX AL
HIC|E &4 0|C|0f, ZALO|E, DIO| A ZAL0|E, HHI Y O Z2|A| 0], A Y, HIOIE|E 31 & =3

C04. Use of Branded Content created for Digital or Social
Including branded social media, websites, microsites, mobile applications, games, native
advertising, etc.

gEL F2£0 YXGX YL O HE0| U= Fe gELS 2 ﬁ w28/}
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CO5. Data Integration

The creative interpretation of data to demonstrate how different streams were integrated to
provide new insights from planning through to delivery of a creative campaign or brand
strategy.
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CO06. Co-creation of Branded IP

The creation of a new and shared piece of IP by a brand or product in collaboration with its
media partners to drive engagement and specific business results. The work should
demonstrate how effective and mutually beneficial the unified working relationship was.
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o|O|X| JPG
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JPG

Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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D. Culture & Context

Work that is brought to life through cultural insights and regional context.
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DOL1. Local Brand
Work for brands which are only distributed in a single locality that resonated with a specific
target audience.

DO2. HZIX HY
e C

B YN 2l LHof thE5tH A2|00|E|2oz M YH S Yot Y-S Etiots TEH ALt
SMH A2|00|E[HIE|E AFESHE &7|H AES US0U= 2HE

DO02. Challenger Brand

Brands which have creatively adapted their approach in response to competitor pressure by
challenging the status quo to create game-changing work that uses progressive thinking and
innovative creativity.

DO3. £H A% T 2!
B FIH X A/ AIZOIM B HHE AL HHE 2E5 SEE2 £ 2 AIZO| %2 ZHES o g
ot ER AEBOF gL L.

DO03. Single-market Campaign
Work that only aired or ran in a single country / region | market. The work should describe
how it was designed for the specific target market.

1]
+

e LCIX|E Z2|ME|O0|M
O|0|X| JPG

AF(HE M)
o A Yy

. URL

. COXEgwxadx

N NEEEXL[E
JPG

Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
e Digital Supporting
Content
e  Digital Supporting
Images JPG
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HEY (M ML)
. . . o A YY
D04. Social Behaviour & Cultural Insight NEW
Work inspired by a specific audience / community, hinging on identifiable social behaviour or MEH ALSH
cultural insight stemming from the ideas, customs, values and lifestyles found within a specific . URL
region or locality. o [CXE EX IHX
e C|X|E £X 0|0X|
DO5. M AL 44 JPG
HHEAFUAOINN RN 7|&S BHOMH S5, AH A MX|, SA 7|EES 5oL U SHUE c |
T o = ompulsory
HMSIHME SHES =1 7|0 Lol 288 Qutste EZ &} ’ )
HAJSHME EASE F1, 7|90 2, = fUste =82 . Digital Presentation
Image JPG
DO5. Use of Humour NEW Hiahlv R ded
. R . . ) i ecommende
Work that celebrates the art of humour in branded communications. Infusing wit, satire, and 9 .y
: . ) ; . (optional)
cleverness into campaigns that provide amusement and create memorable, laughter-inducing .
. . . e CaseFilm
connections with audiences.
Optional
DO6. 0| & SI+-7 T
AF Q[EE A BRE R 2 A U/ RS F2|00[E[BO R Aol HTho| Bt HE. *  DigitalSupporting
= Content
SN2 MetE XA 275t HAlek QIAO|E, FElot R|E, €58 = TEH ALL2 H[=EL A ital .
SRS O A S| ZSH=X| KO Z0{0F SHL|C} . Digital Supporting
=HE HEH HZE}= T 2 Images JPG
D06. Breakthrough on a Budget
Creative use of modest budgets and/or resources in relation to the market and/or industry to
create maximum impact. The work should demonstrate how fresh insight, smart spending and
compelling strategic thinking solved a business problem despite limited resources.
DO07. 7| SX 5 At A
A2l g2l 24 BHE CHRE S |G SER/UE $EFo| FELLS HAUEo| SHo| AN
oo dZo =N OfEAH THX|E HEStD X YAt2|0f S-S FAESK] 0 F0{0F LTt
DO7. Corporate Purpose & Social Responsibility
Purpose-driven work or brand activism which address social, ethical and environmental
issues. The work should demonstrate how the brand'’s purpose has created value and affected
communities by connecting customers to culture.
DO8. Al F w2t
SX|/X/22E 2X0| th3sto] MatS RHstn Do T3t Hi21S 20 FE It EMES
HESH= MZ2 gEs 8% 22
DO08. Market Disruption
Brands that have creatively adapted their strategy in response to local / regional / global
issues, embracing new ways of delivering their brand while showing consideration for the
consumer.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 87,_”5,32 2L HEEILILS.
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SHNI S ENE RO FE FEE,
O] MMo| ZEA2 Independent Media Agencies =& Media NetworkL Independent Media
Network?} 278 2| AFRE K E5t 10 H| &2 X2 &2 = AFLICHL O Mdo| 2 7| n2|oj= S 52
o Bt 258 5 AGLICH

o L]
E. Excellence in Media
Work that exhibits ingenuity and outstanding craftsmanship in harnessing media to deliver a
brand message, change behaviour or engage consumers at scale.
The work in this section can only be submitted and paid for by Independent Media Agencies or
companies owned by a Media Network or Independent Media Network. The same piece of
work can be entered only once in each category within this Section.
EOL. O %] QIALO| E 3! & ERa
SUEO| THH HIXLA SE, 0P SE, BHY BAMLS DLt X5 0N B jLe ¢ HxZ=2fHEol
I3t OIALO|E 2t 2| HE/L|Z Of3f. olmIxl Jpe

EOl1. Media Insights & Strategy

The use of unlocked insights and understanding of consumer behaviour [/ needs in order
to develop a customised media strategy to meet a brand's specific business objectives,
marketing goals and overall positioning.

H &St ofA|

= =
UM SEN2 ot BES 351-01 L2 TI°F IIHI)\|7<I EEE* Hel, HEE, =S XA

E02. Media Planning

Sourcing and selection of media platforms to deliver a brand’s message based on deep
audience insight and creative use of media channels. The work should detail the reach,
penetration and frequency of the message to generate the desired response.

EO3. OfX| =&Y

SEX2 0jH Aot ofH| 2R Feto] Sare w0l MeEl i ZolAlel Amel Yol ofg A Yo a
HIZLIA SES O{FA SR 20 Fo{oF LICE YA IOl M E HHUE Aga|do| YRz A
OfHl 340l 2 akx AFS Tt Se|0folEl 8 Mg mafELc,

E03. Media Execution

The work should demonstrate how media thinking and skilful negotiations with media owners
contributed to the execution of a campaign strategy across selected channels and achieved
business goals. Consideration will be given to effective use of media channels as part of the
brand storytelling and to the creative delivery.

A (M A1)

e A
L]
L]

Atef S

URL
CIXE 2x BHX
C|X| & 22 0|0|X|
JPG

Compulsory

Digital Presentation
Image JPG

Highly Recommended
(optional)

Optional
°

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG
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EO4. Use of Channel Integration

Work which connects multiple brand touch-points, successfully blurring the line between
chosen media channels and demonstrating how the different mediums complement and
build on each other to cut through and deliver results on clear brand objectives.

The work in this category must show that multiple types of media were used in the campaign

(e.g. Screens, Social, Outdoor, Print, New Realities).

EOS5. Ci|O|E{ 3! 2 AL 414
i

OC|of TEfo| 7|Hh S W g3triLt St BME HAIX| £ A E 20| =80| &= AMO|EE L3}
Q3 CIOlH X 242 HE EFH2 TALEE QMO|EL SH, AL &, T f&S MS3of

gLk,

EO5. Use of Data & Analytics NEW

ol A
=T
o CIXE =2|ME0|M
O|O|x| JPG
AT(HY ALY
o A FY
el At
e URL
o [X|g EX FHX
e LIXIE EXxO|O|X|
JPG
Compulsory

Highly Recommended
(optional)

e  Digital Presentation
Image JPG

. Case Film

Optional
The application of data and analytics to form the basis of a media strategy or drive insights that F e URL
help define the target, brand message or channel. The work should provide evidence of e  Digital Supporting
research or insight, quality of thinking and the development of a strategy. Content
e  Digital Supporting
Images JPG
FEED T2E0] YA A FALF ofofst 20 Q= &R FEEE P ﬁ HEEILICL.

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.

126



O{f|E E0}17}7|

8ot ATfo|aA s S2|0f0[E| =3 9 BT AT o ZeIX0| FOIK £ AelL

)

288 EF20|0f0F gLt

o EIEE E01|°._, OPEIAE 32|0|0IH, ASFAM, =H, 22N, ]
HED FHXE MESHD B Ssts FHE SR
o MEGHIIE|DE|TL HEHYO| s B 5 200|320 Y HES EFL

Ao HAMEZ QB QK| E S HE, T2 M = HIZS 20 FO{0F $tLCh
=
=1

1S Spikes Asia

= 55 OlE|2ELL E3ES A2(00[ElEez
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The Music Spikes celebrate creative musical collaborations and branded music content.

The work will need to demonstrate original production, promotion or distribution of music for brands. Work that creatively

leverage a recording artist or platform to communicate with consumers.

e A number of criteria will be considered during judging and weighted as follows: 20% strategy & insight; 30% creative

ideq; 30% craft & execution; 20% results.

e Brands refers to talent, artists, creators, influencers, organisations, sponsors, platforms, media owners, rights holders
or any entity that produces and distributes products and content related to the music industry.
e There is no overall limit to how many times the same piece of work can be entered into Music Spikes as long as the

categories chosen are relevant.

A. 2918 HUC|E ZEIx

A=

L] L]
A. Branded Content for Music Materials
A0l FEH|C|Q 24 Eas
S5 BxH|C| 20 I E| 2 RAH|C|20| ST 0|Z 20] F0{0F FHLCt © SEHEE=
My A
AOl. Excellence in Music Video e URL
Exceptional examples of original music videos and interactive music videos. o LCIXYEx ZH=X
o CXY BX0|0|X|
JPG

Compulsory
e  Original Content

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG

geL 7220 YXGX| YL O HE0] U= HE gff-f-'g o K8}

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.

127



O{f|E E0}17}7|

1S Spikes Asia

A02. BME =X E1 3% 2HX 87 2=
HHstn BTl s RRHC EE V|5 8o 2HX S, + SEHaE=
N . . ZH(MEH A}S
A02. Brand or Product Integration into Music Content (= A)
Relevant and symbiotic brand integration into music videos or other music content. c MHSE
ey Arg
. URL
o [C|XY EX IEHX

A03. 22|X|'d X529 AHE

- e CIXE 2x0|0jx]
=20 = 0j M AFRBY| 93

Ss| BAE 22X 2 59 A5 2itet ¢35, St AH|Q| o&H PG
ATte} ClE0| HAE FHX0|AC| HBE Ol AHEO| D2 E
Compulsory
AO03. Use of Original Composition e Original Content
The impact and success of original music compositions created specifically for a brand'’s use.
The artistic achievement of the track itself will be considered, as well as its successful use in Highly
branded content. Recommended
(optional)
e CaseFilm
A04. 20| MA[HE goto| AL
2o|MA = HIEQUX|Q S| BHEO| HFLIH 0| Moj| ALS}7| SIof AAtE|X| @2 E2o| bjx|. | Optional
HUCSE QI3 S0l 24 U HHHO| MALE L CH © R
e  Digital Supporting
A04. Use of Licensed | Adapted Music . 59 ntt elr: ’
Placement of a track that has been licensed or adapted by, but not specifically created for, a Irrlwgc:;es ngor g
brand for use in it's communications. The sourcing and suitability of the music for the brand will
be considered.
e
B.2%FE EHUE Y xt&
L] o

B. Music-Led Brand Experience Materials

BO1. 29 2t0| 2 Z L

ME| EETH HAMN MYElE EME, AHE, 8%, 243} S Sof0 Halel ZHol Cixtel U A, + HAZ

Z2|HElold

BOL. Live Music Experience O[DIX| PG
The design and production of experiences with music at its core. This may include but is not
limited to, concerts, stunts, installations and activations held physically or within virtual AT (A ALE)
worlds. . PN PN
M A
. URL
e AR/VRIY
o CXYEZIUX
e [CIXE £X 0|OX|
JPG

Compulsory
e Digital
Presentation
Image JPG

Highly
Recommended
(optional)

. Case Film

= 2220/ YXBIX YAHLL WO 220 U= TR FEES ﬁ Hger/r)
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URL

AR/VR Files
Digital Supporting
Content

Digital Supporting
Images JPG
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CO1. Fan Engagement / Community Building
Strategic initiatives designed to build and engage an artist's fanbase, enhancing community
activity and brand affinity.

LA 2= = A=, d alES
SO0l =Z&E + AL

CO02. Influencer & Co-Creation NEW

The creative and innovative use of content creators, streamers and/or influencers to drive a
brand’s message and engage with a specific audience through music. This may include,
but is not limited to, collaborations, sponsored content and user-generated content.

CO3. HHE ME LM, AZMY, EH
29, 2E FHX AEHQHES 830 EN HXL|A ZEE ST 2 E BRIt M5
0|2l 27| 93t Mats BAE DELfA U HY

C03. Brand Partnerships, Sponsorships & Collaborations
Strategic brand partnerships and collaborations that leverage music, branded content and
entertainment to meet specific business goals and mutually benefit everyone involved.

=l

A
=T

AZ(HY

Compulsory

Highly Recommended
(optional)

Optional
L]

CIX|E =2| el o] M
o|O|X| JPG

A
Atdll S

URL
Elxl B HX AHX
C|X|& X o|0|X| JPG

Digital Presentation
Image JPG

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG
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D. Innovation in Music Materials
DOL. 29 &4 =P
HEUE £ OfE|AEE 93 SO BUS U 7|w0| HAH AIS. AE2|Y ZUE, HC|Q SAY AH|2, © Hrg=adEod
THa M, A B8 TS, QofiE e Be AMOIME BHE| RHX0 I KE EE MH|AE olol Al Jpe
deotE 7|0 N 280 SHS SUCL 27| B JIE AN E2 ZRHEX| @s
AR (MY M)

— . o Ab
DOl Innovative in Music ¢ At B
The innovative use of music platforms and technology for a brand or artist. This could
include, but not be limited to, streaming platforms, video hosting services, virtual worlds, MEf Ard
playlist strategies, apps and wearables. Focus will be placed on the creative application of e URL
technology to enrich a brand’s content and its product or service. Does not include e AR/VRI+Y

prototypes of early-stage technology.

Compulsory

Highly Recommended

(optional)

. Case Film
Optional

J URL

e AR/VRFiles

OXE BEx 2=

CIX| 8 22 0[0|X| JPG

Digital Presentation
Image JPG

Digital Supporting
Content

Digital Supporting
Images JPG
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The Outdoor Spikes celebrate creativity experienced out of home.

The work will need to demonstrate ideas that engage in the field. Work that leverages public spaces to communicate a

message or immerse consumers in a brand experience.

e The main criteria considered during judging will be the ideq, the execution and the impact.
e There is no overall limit to how many times the same piece of work can be entered into Outdoor as long as the
categories chosen are relevant. However, the same piece of work may only be entered once in ‘A. Sectors: Billboards’

and/or ‘B. Sectors: Posters'.

run within the eligibility period.

In sections A and B each execution constitutes one entry and all executions must have run within the eligibility period.
In Sections C, D, and E multiple executions can be entered as one entry however all Outdoor executions must have

=

= IS HE L SUS P SO ATWHQ o|xte 0 L FH M H
’ aterials
CIRIE o] Zee(Lt olof ZotelX| B&
L]

A. Billboards: Sectors

Classic two dimensional sheet and static digital billboards made for standard billboard

spaces. This may include, but not limited to, roadsides, highways and transit sides.

AO1. AH| XY Bl

NE SR 84 85, B4 8E, 7|6 1S FE, 7IE FMCG, O F 2 AKI A2, 717, 2HIX} 7HH, © HAE SRR PO
QlA

SRS AL M E S MBI AE ZEoh 2o aH T LT & H| Y.

BEHAEFEL SEXL2A03. O X, L0 ZAEZ Y IAEFELE X OI0) &30 BFL/LF
AO1. Consumer Goods

All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning
products, other household goods, other FMCG, clothing and accessories, furniture, consumer
electronics, cars and automotive products & services.

All fast food entries should go in A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

x
12
>
oot

Compulsory

Optional

SNEEEXL[EY
JPG

Digital Proof JPG

Digital Supporting
Images JPG
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A02. Healthcare JPG

Pharma, OTC drugs, wellness.
Compulsory

If the work has been created for a Charity/NFP then this should be entered into AO6. *  Digital Proof JPG
Optional
SH XN, A0 HAEZUI|AEZC K QI . .
AO03. 0¥, 2| X, 20, I AER S TPAEZE HQI e Digital Supporting
e ne X HEES ZYT ZE W& X O 23 MH|A S22 HAEY AA3HS Zst R E Images JPG
UNEE|QAHE 3 A 22 MH| A 2210l 2014, ¢4, 0|84, R4 SHLE =& 2E 0iE

EE B
Jmot sT S B8 B

AO03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

All transport- and travel-related services, including public transport and tourism boards. All
entertainment- and leisure-related services, including museums, festivals and gyms. All
shops, including online retailers, opticians, hairdressers and estate agents. All restaurants
and fast food chains, including cafes and bars.

A04. O|C|0{[AE{EQAHE
=9, dat, v, T X 0N, M, 52, CIX[E SUE, 7|Ef 04

= ATy

A04. Media [ Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

AO05. 2 H| X} A{H| A [B2B(Business to Business)
DEMNYH 3T MHA, BE, 38,828 7|, EE W ME MH|2, 7|E} H{ZLA MH[A, LR R
71 ARJLIA O,

A05. Consumer Services [ Business to Business
All commercial public services, legal, financial, B2B technology, consultancies & professional
services, other business services, internal & corporate communications.

A06. H| Fa|[xHid Eh| 5 5
HE, 312, Neo, T, AH EH, Bl gl Eh.

ZFECSR FEX2 HE B2 YL YME 22 A HYEF07. 7/ 8 B YU AL X G ZIH|a2/0)

=Z8)0f gL}

A06. Not-for-profit [ Charity [ Government
Government, public information, NGOs, military, charities, non-profit organisations.

All CSR work should be entered in the relevant sector and/or EQ7. Corporate Purpose & Social
Responsibility category in section E. Culture & Context

FEEL FEE0| YA YL} YO 20| A= P FRES 2H HBHLIL
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B. Posters: Sectors
Classic sheet and static digital posters made for public spaces. e.g. supermarkets, shopping
malls, airports.
BO1. 2 H| X} Za

e LIXE 39 XE JPG

HE B8 S 85 E2 &, 7IEH P88 MF, 7|EH FMCG, 8|7 & M ME], 7k, 2H| A 7HE,
S oot Lo aHT et LT 2H| R
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BO1. Consumer Goods

All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning
products, other household goods, other FMCG, clothing and accessories, furniture, consumer
electronics, cars and automotive products & services.

All fast food entries should go in BO3. Travel, Leisure, Retail, Restaurants & Fast Food Chains

Compulsory

B02. & A 7|0
S OTC U=, HZ.
X B B Z B 2|2 L 40 2 HAet EEZXO) F-L2B06.°Z ZE)OF BFL/Cf

B02. Healthcare
Pharma, OTC drugs, wellness.
If the work has been created for a Charity/NFP then this should be entered into BOG.

BO3. O, 2|, 20, Y2 EY A A EFE H|
[hE 25 % BBYS T DE DS U ojY Be
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B03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

All transport- and travel-related services, including public transport and tourism boards. All
entertainment- and leisure-related services, including museums, festivals and gyms. All
shops, including online retailers, opticians, hairdressers and estate agents. All restaurants and
fast food chains, including cafes and bars.

BO4. O|C| 0 [HE{E|QAHE
So, Hst, TV, ST QU OH|, M, 52, C|X|Y SE, 7|6} OfH).

BO4. Media [ Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

BOS5. & H| X} A{H| A [B2B(Business to Business)
DEJYEHE 33 MHA, BME 38,8275, HEE W HE MH|2, 7B H| =LA MH[A, L2 2

719 ARLA O,

BO5. Consumer Services [ Business to Business
All commercial public services, legal, financial, B2B technology, consultancies & professional
services, other business services, internal & corporate coommunications.

BO6. H| Fa|[xHid Thl [ &
BT, &5, NGO, T, A THA|, B F2| ThA.
HECSR EEXL M B2 Qe YME 28 U WO F07. 7)Y B U AP 2 g FfE a0

EZ0f gL/}

BO6. Not-for-profit / Charity [ Government

Government, public information, NGOs, military, charities, non-profit organisations.

All CSR work should be entered in the relevant sector and/or EQ7. Corporate Purpose & Social
Responsibility category in section E. Culture & Context

e  Digital Proof JPG
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C. Ambient & Experiential

All standard, non-standard and free-format out-of-home work that leverages the use of public

spaces, objects and environments. For static digital billboards/posters please enter A. Billboards:

Sectors or B. Posters: Sectors.

col. C|2E[0| s

20| 70| ojn| Y 2UE BME L|7| o) DOt =M EQ} S OLEYAS EET C|AE2 0| + HXE

Ao ZEIX HA| M%), 1% U ClAZ20| S MBS BE ZolM 2 5 YLt =elE ol
O[O|X| JPG

COLl. Displays

Content on display including objects and promotional artwork designed to make a significant
brand impact within the out of home environment. Work may be viewable in public spaces
including exhibitions, installations and in-store displays.

C02. QIE{YE| 2 /S5 C|X|Y A2

CIXZ 29 1 (DOOH)2, MEH Yet/ZH= w= ofL|n|o| Mg Ea3}7Lt
M2 Ag U Mol AR HO{Z B CIX Y HAAIY, 2N 7S,
44 0]C|0f, 2HHY OfL 00| M AR S E s of &

CO02. Interactive/Dynamic Digital Screens

Digital out of home (DOOH) that requires either linear motion picture/content or animation or
interaction and active consumer engagement using digital touchscreens, motion technology,
social media and mobile animation.
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CO03. special Build

Physical constructions and adaptations of out of home sites including building exteriors, street
furniture, the environment and large scale signage. Including but not limited to, supersize sites,
pop-up shops, 3D / non-standard shaped sites, ticket barriers and floor media.

CO04. Live Advertising & Events

Out of home activations that involve something live on the part of the advertiser and are witnessed
by an audience in real-time. The work may include, but is not limited to live performances,
demonstrations, branded concerts and promotional events.

CO5. Transit

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

o AluAg gy
ME AR
. URL
o [|XY ExX ZHX
e LIXEE= OIDIXI
JPG
Compulsory
e Digital
presentation
image — JPG
Highly
Recommended
(optional)
e  Demo Film
Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Image - JPG
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C06. Immersive Experiences

Immersive large- or small-scale experiences that surround and engage consumers within an out-
of- home environment. This may include but is not limited to immersive storytelling, experiential
marketing, use of mobile, VR/AR, virtual worlds, installations and multiscreen and multidimensional
experiences. Does not include prototypes of early-stage technology.

D. 2| 4

it=

22| ojH| 2l 22|0f0|E| 2 /LK ALES STt HHE HA[X| TE. H
[aUx8E & . Materials
L] L]
D. Innovation in Outdoor
The creative and/or innovative use of the out-of-home medium to communicate the brand's
message.
E= AFA A
DOl E= &5 =T
DS YD, S2 T, YA OIT, CIAS 0|, 272 BD 52 EHI0 X 290t + HxE

271 0149 HYE HESE &7 ZE HYE /LtS LA E Z2/HEOJH OJ0[XZ ZZE) F4HA/L.

DO1. Standard Sites

Work created for standard out-of-home sites that pushes boundaries or broadens the scope of
traditional out-of-home mediums such as billboards, posters, transit advertising, commuter
rail, wallscapes, displays, street advertising.

If you are submitting more than one execution please upload all executions in a single digital
presentation image.

DO2. YHIAE Z2|

33 5 LEHNE StAS &85t A0 A0 TEXMQ HEE HHIHE 29| 1 HAE 2/
el 2,

D02. Ambient Outdoor

Work created for non-standard, ambient out of home sites which leverage public spaces, objects
and environments and are forward thinking in their innovation.

D03.7|&

Yo 2 WHO| A= 2HY, E=2H O|0|X|, =&, AR, AFE ¥4 O|0|X|, L12F, AIAE S
Zfotol 52 dds YESkE Uy 7lg A8,

D03. Technology

Innovative use of technology to create out of home experiences. This could include, but not limited
to, the use of mobile with a strong out-of-home touch point, holographic images, drones, AR,
computer-generated imagery, algorithms and Al

Z2Hg ol

o|O|X| JPG
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e HZJAY
RPN
. URL
. CXE Ex
. CXE Ex
JPG
Compulsory
e Digital
Presentation
Image JPG
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Recommended
(optional)
. Demo Film
Optional
. URL

Digital Supporting

Content

Digital Supporting
Images JPG
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E. Culture & Context

Work that is brought to life through cultural insights and regional context.

If you are submitting more than one execution please upload all executions in a single digital

presentation image.

EOL. 2 BWEC Ehy

TH |0 MR R EEIE HMEE 93| S B Qrjeiao] BUS A FER © CXZ =EHHold

EOl. Local Brand
Work for brands which are only distributed in a single locality that resonated with a specific
target audience.

E02. HUX BHME
FYAN O Ao ThS3t0] T2|00[E|2HoZ M YA S YD WS Efmro TR Atngt
SN 22|00 E|HIE|Z AL dHE 27|X XE S USO|UE SHE

E02. Challenger Brand

Brands which have creatively adapted their approach in response to competitor pressure by
challenging the status quo to create game-changing work that uses progressive thinking and
innovative creativity.
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JPG
Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

EO03. Single-market Campaign Optional URL
L]
Work that only aired or ran in a single country [ region [ market. The work should describe e Digital Subbortin
how it was designed for the specific target market. 9 PP 9
Content
— — e  Digital Supporting
S8 XY E= XS0 M A= Ot0[T|of, 25, 7HA| 8L 2tO| ZAEHL O A HIRE M E THset
Are|H dE E= 22 QIAOIES 83l S8 EF/ARUEM 32 22 284
EO4. Social Behaviour & Cultural Insight NEW
Work inspired by a specific audience /| community, relying on identifiable social behaviour or
cultural insights, stemming from the ideas, customs, values and lifestyles found within a specific
region or locality.
EO5. S AL 417}
BAHS FHFUAHOIEN 0 7152 BOHH S5 AH Qo x|, A 7|LEE 5oL I SHUE
SN E EHEE T, 7|0 H2oH, 25 RESIE E5H.
EO5. Use of Humour NEW
Work that celebrates the art of humour in branded communications. Infusing wit, satire, and
cleverness into campaigns that provide amusement and create memorable, laughter-inducing
connections with audiences.
gz20 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’55,32 2L HEEILILS.
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E06. Breakthrough on a Budget

Creative use of modest budgets and/or resources in relation to the market and/or industry to
create maximum impact. The work should demonstrate how fresh insight, smart spending and
compelling strategic thinking solved a business problem despite limited resources.

7 =
AR, Rl 87 2R E CHRE S XY SEX/SUC ST SENL US| 20| 142
2810 AZBO2M OB THHIS HHOHD XIAAI0| Y FASK| Ho| Fo{of BHLCt

EO7. Corporate Purpose & Social Responsibility

Purpose driven work |/ brand activism which address social, ethical and environmental issues.
The work should demonstrate how the brand'’s purpose has created value and impacted
communities by connecting customers to culture.

E08. A| & mzt

E08. Market Disruption

Brands that have creatively adapted their strategy in response to local / regional / global
issues, embracing new ways of delivering their brand while showing consideration for the
consumer.
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e URL
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JPG
Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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The PR Spikes celebrate the craft of strategic and creative communication.

The work will need to demonstrate how original thinking, transformative insight and a strategy rooted in earned media has
influenced opinion and driven business, societal, or cultural change. Work that has storytelling at its core and established,
protected and enhanced the reputation and business of an organisation or brand.

¢ A number of criteria will be considered during judging and weighted as follows: 20% idea; 30% strategy; 20% execution;
30% impact and resullts.

¢ The same piece of work can be entered up to three times in PR. However, the same piece of work may only be entered
once in‘A. PR: Sectors'.

e The work in section 'E: Excellence in PR Craft’ can only be submitted and paid for by independent PR agencies or
companies owned by a PR network or independent PR network. The same piece of work can be entered only once in
each category within this section.

A.PR: 5 & IR

Ol MMOE SU SES B KT HSY 4 AsLct Materials

A. PR: Sectors

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

AO1. AH|XY ER

AZE 2R 84 8E HA 8E J|E 7HHE HE, 7|6 FMCG, 27 X ANME], 7+, AH|XE 7, * CiXE Zelus o
RESAE QRS A H S 3 MHIAS EBis AN AT L7 2HI, ololl Jpe

BE HYAEELC ZEXCA03. Y A F L0 A EE X HLEFLC X olof EZ50F BFL/C

AOl. Consumer Goods ME AbE
All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning e URL
products, other household goods, other FMCG, clothing and accessories, furniture, consumer o [CIXY ExX ZH=X

electronics, cars and automotive products & services. R CIX|E 22X O

JPG
Compulsory
e  Digital Presentation

o|x|

All fast food entries should go in A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

A02. AAH0f Image JPG

| ok OFIX 747}
f1ef, oTC %4, UL Highly Recommended
B B B (optional)

A B B G B 2B L2 2 KA E 55 R A06 22 FEOF I/, e CaseFim

AO02. Healthcare

Pharma, OTC drugs, wellness. Optional
e URL
If the work has been created for a Charity/NFP then this should be entered into A06. ¢ Digital Supporting

Content

FEED F2E0 YA AL YU ££0| A= FP FELES P4 HBHL/LL
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AO03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

All transport- and travel-related services, including public transport and tourism boards. All
entertainment- and leisure-related services, including museums, festivals and gyms. All
shops, including online retailers, opticians, hairdressers and estate agents. All restaurants
and fast food chains, including cafes and bars.

AO4. O|C|0f [HE{EQIHE
=%, 3=, TV, 7 S OiN|, &, 72, TR E 235, 7| O,

P

A04. Media [ Entertainment
Music, film, television, publications & media, books, news, digital platforms and other media.

AO05. 2 H| X} A{H| A [B2B(Business to Business)
REMUH BT Mul2, UE, 38,828 712, HAUEY U HE Mul2, T|EbBxUA MulA, UE %

719 HAFJ LA O

A05. Consumer Services [ Business to Business
All commercial public services, legal, financial, B2B technology, consultancies & professional
services, other business services, internal & corporate communications.

A06. H| Fa|[xHid Th [ &
HE, 35, NGO, BT, At A, Bl 2] EHl.

DECSR EEHS BE 8 YL YIF 23 X Yo/F07. 7|2 B L MK 48 £ 22/0f

= Z3]0f gL/t

A06. Not-for-profit [ Charity [ Government
Government, public information, NGOs, military, charities, non-profit organisations.

All CSR work should be entered in the relevant sector and/or FO7. Corporate Purpose & Social
Responsibility category in section F. Culture & Context

FEEL FEE0| YA YL} YO 20| A= P FRES 2H HBHLIL
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B. Social Engagement & Influencer Marketing
In these categories, your entry will be judged on how social/ digital platforms were leveraged
to support or execute the PR campaign.
BOI 24 %o s

HUE QIX|E9 855 8= PR(Public Relation) 3 44 0|C|0of AE2| W20 FO|X|& 4. + HxE=2fHeol
SEXS 24 0|C|0|E O{ZH 2B310] HUE QX EO BULS EREX| 20| F0fo} gur} olol Al Jpe
. URL

BO1. Social Engagement

Celebrating public relations and social media storytelling that builds brand awareness and
advocacy. The work should demonstrate how social media was harnessed to increase brand
awareness and relevance.

A (M A1)
o A gy

B02. HFL|E| &g| MEH AFSH

- . OxEexadx
BEE B T, SR, SA0| ZFOjX| S A SERS Baco| 2atol A L|E| /B HETHe| 22O
) o - C|X|l & Z 0o|O|xR
2210l HSLIE| Lo oA SAE WS 1510 Az|ot HEIS MK 20| F0{0f LT} ©  HXZ =z ol
JPG

B02. Community Management

Recognising the development, maintenance and nurturing of brand relationships. The work
should demonstrate how engaging with a brand's online community / targeted audience built
its reputation and established trust & authority within the online community.

Compulsory
e  Digital Presentation
Image JPG
. URL

BO3. #A|ZHIHS
MAX M, 33 —Er'HI 7|EF SAE Ol MA|ZH 2S5 0| B3 Ci3tol 3 2(0f0lE[=0|n goln|stA jgstn | Highly Recommended
Ho{sl7| 2ol DOHEl MAIZHAE EE. (optional)

. Case Film

B03. Real-time Response

Optional
Real-time social activity designed to respond and engage in the conversation around world e Digital Supporting
events, public affairs and other real-world, real-time activity in a creative and meaningful way. Content
BO4. 25X =} 5 X% e Digital Supporting
ANEHQAHE, JF = WIS ) S22 MEE ZHX EF2 e 2HEIL ES2 o Images JPG
ABEE XD HS2 BOS0|H 2;ME DA Fof OfEA Retdh=X 20| F0{0F gLt
B04. Content Creation & Production
Content created and produced to entertain, inspire or educate. The work should demonstrate
how the content created was audience relevant and engaging as well as in line with brand
messaging.
BO5. 2HX WA Y 5=
ool Y S0 THtrkr| /I % |= 5= 3L HiS 0l CHet 32|0f0]E|[ 2 2 -0 =0 X[ &,
EE42 £ 0|0, 0| = D|C|0f, 2= DJE|ofe] =0 EHE FOf 8l QX = S7tof o 7|0 &
=X 20| F0{0F LIt
BO5. Content Discovery & Amplification
Recognising a creative approach to content amplification and distribution in order to reach
the largest potential audience. The work should demonstrate how a combination of earned,
paid, shared and owned media contributed to increased brand engagement and awareness.
B06. H M QIZ R Q1M /32| 00|E| AFS
ISR AMOl A2|MOIE[E, MUK A8 S S ST S0l et 2 E HAIX| & X = ST
BO06. Innovative Use of Influencers/ Creators
The creative and innovative use of influencers/ creators to drive brand message and
awareness to a specific audience.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’555 2L HEEILILS.
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C.Insights & Measurement
These categories showcase effectiveness in using data to drive creative inspiration and
communications strategies. The work will be judged on the deliberate and thoughtful
introduction of insights and measurements to develop campaigns that have had a real
impact on the performance of an organisation. The work should demonstrate the success of
activities that tackles the wide range of reputational and stakeholder challenges that non-
advertising communications have to address.
COl. AL, H[O[E], 24 25

PRIEZIHO| Fol0|% 7|0 EE YEE MSshs ZAL HOIH 7|8 s A8 74T 2AAO|E.
%KI

SEH2 A EE QAO|ES B, Al B, Mol S MSsHoF gL Ct.

COl. Research, Data & Analytics

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

C02.PR &1}

H|Z=L[AQL Wikl 0| %l Feko| YSEl A2|00|E|E ZE5. 2252 At H|o|E{ et Z1t Itol| AL =
EFY o Y 2N ol cish XtMlst MY 2 M SoioF L CH ARE H| =LA Z1ket ojx|of Eat 0|
AAHE LT

CO02. PR Effectiveness

Recognises creative work that has a proven impact on business and reputation. The work
should provide results data, as well as details of measurement tools and analysis methods
used to evaluate results. Consideration will be given to tangible business results and the
quality and quantity of media.
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JPG
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e Digital Presentation
Image JPG
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Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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L]
D. PR Techniques
In these categories, your entry will be judged on the creative implementation of your chosen
PR techniques in order to increase reach and achieve desired campaign outcomes.

|

DOI. O|C|of 2HA| =5
AE|olo] MY Yol HE2ES YA D =4 &0, 18 £ YT YALE 23 &2 FEo| 40| + HxE=2fHeol
577t A PR EERE 20|, B, 0AIE S TEHelo] 0fH Hato| Bde H@s|of Bttt of olol Al Jpe
Hefo| Usts Ol HI1S OfEA 2 EE XWX HAHELICH

DO1. Media Relations

PR that puts journalism at the forefront of the campaign, with evidence of a high-degree of
innovation intended to engage, educate or influence editorial. The work should explain the
relevance of media outcomes, including depth, quality and messaging. Consideration will
be given to how this strategy achieved or supported the desired campaign outcome.

2o 2 HAMEO| X[t i E= AHRYAOE ZEZHEES
ol Z|E 0 0

57| 2/
e, Aet oY, 71 oE, &

J Al TiHE],

|l

DO02. Use of Events & Stunts

Work which uses stunts, events, competitions, promotional games, pop-up events, street art,
guerrilla marketing, corporate events, launch parties, live streamed events, festivals etc. to
build the value and reputation of a brand or commmunication project as part of a wider public
relations strategy.

DO03. E4| IIHEAI

ME EE MH & BA £ HEAIE 9IS

bas
bal
rn

DO03. Launch [ Re-launch
Work created to launch or re-launch a product or service.

DO04. Brand Voice & Strategic Storytelling

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

DO5. 7| &2| AIE
QIZR|S, 7hat HAl JhAL A, 2HEIA T E U ®A} FIE, ¢loj2{2 % QIE{E|= J|2 S OX|
Aol A E WS PRAT QIS M3 £ X|Yst= 7| Z 7|20|Lt M2 7|4, £7| B 7|22

AME2 2L X B,

DO5. 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, virtual worlds,
robotics, gadgets and electronics, wearable and interactive technology, etc. Does not
include prototypes of early-stage technology.

A (M A1)
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Med Abg
e URL
o [CXERZX
e C|XE 2X 0|0fX|
JPG

L= ES

Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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E. Excellence: PR Craft

Work in these categories will be judged on the demonstration of exceptional and

creative best practice within the chosen PR specialism.

Entries in this section can only be submitted and paid for by Independent PR agencies

or companies owned by a PR network or independent PR network. The same piece of

work can be entered only once in each category within this section.

EOI. 7| & o[O|X], # R LIF|0]d, et el 25

O|0|X|E P=/9leg =0l 7|Y BME, ZX £ 7|0 thet M S HYste 2L

EO1. Corporate Image, Communication & Reputation Management

Work that builds the image [ raises the profile and shapes the perceptions of a corporate
brand, organisation or corporation.

E02. 23 27| U 2|
28| Tl EOH YIS B3 A M2 L YK T SE O[LIMEISS AFBSIO] 33 FA o/Fof

o
Y2 0K =2 7|2
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E02. Public Affairs & Lobbying
Work planned to influence or inform the public policy agenda using either lobbying or wider
public affairs strategies, as well as political or ballot initiatives.

EO3. 97| HRLI#H 0] & o]+ 2|

s|AbO] A2l T B0 Y-S 0|A 4 QU 9I7ILE 0l
BB 97| HRLAHOIM M2t g Y/E = Mol
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E03. Crisis Communications & Issue Management

The planning and/or handling of the consequences of a crisis or an issue that may affect a
company'’s credibility and reputation. The work should demonstrate evidence of the planning
and/or implementation of a crisis communication strategy and how the desired outcome was
achieved.

Content of entries in this category can be kept entirely confidential and used for judging
purposes only.

E04. L5 H B LIAI0]4 % B2l Hrof
QA EH G = TAIRIO HABLY| 2leh Mt 22| S Zatsh LY
o

EO4. Internal Communications & Employee Engagement

Engaging internal communications and activities, including change management, intended to
connect employees with a company identity or message. The work should demonstrate how
activities translated into measurable results, employee satisfaction, and business growth.

RAES 2 23
EEM2 20| 5 7tse 2, AE UHE HELA Y22 Of{EH AZE A=K 20 FO0{0F ghL|Ch

EO5. AZAMM Gl HAlE GiE {4
A 0|x|5/u|x|_|

AEMY YEE TEL
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EOS5. Sponsorship & Brand Partnerships

Work which utilised sponsorship and/or partnership programs in order to meet specific
awareness [ business goals as well as to enhance the image of a brand, organisation or
corporation.

e [C|X|E =2|HEO|M
O|0|X| JPG

Ay AR
e URL
o CXYEx I

e [CIXE KX 0|0X| JPG

Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)
. Case Film

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG

geL 7220 YXGX YL O 2L0] U= HE 8”5’55 o4 K28}
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F. Culture & Context
Work that is brought to life through cultural insights and regional context.
FOLZ2Z HilE 2=
CH X0l M RS EIE HACE 98 S EfN QrjolAo] BUg P FEX, +  HxE=2iEeo
o[B|X| JPG
FO1. Local Brand
Work for brands which are only distributed in a single locality that resonated with a specific AZ (MY M)
target audience. o A IY
FO2. RIX HAME ey At
AR AN 20| CfSst0] T2|0f0jE| o2 HT WAL FHOD S EfIfSHs IR ALnet © W
s o esle s 2o npE ol Lp e e LXZExFZHE
S{4l™ S2|0fO|E[H|E|2 At8ot= 27| H £ EFS LSO = 2HE
e [CX|E EX 0|O|X|
JPG
F02. Challenger Brand
Brands which have creatively adapted their approach in response to competitor pressure by Compulsor
challenging the status quo to create game-changing work that uses progressive thinking and P Y . .
. . - e  Digital Presentation
innovative creativity.
Image JPG
ol it .
FO3. Thd Al o ¢l Highly Recommended
EF IIH X/ AIZOIM B HHE AL HHE EEL EEE2 £ 2X AIF0 27 ofE7 (optionat)
DOFYEX| LY Of BLICE * CaseFim
FO03. Single-market Campaign Optional URL
.
Work that only aired or ran in a single country / region | market. The work should describe how L .
. . . e  Digital Supporting
it was designed for the specific target market.
Content
— — e  Digital Supporting
S8 XY E= XS M A= Ot0[T|of, 25, 7HA| 8L 2tO| ZAEHL O A HIRE M E 7Hset
A2 #E E= B3 QIA0IES Sl £ S/ RUEM FUS 22 28X,
FO4. Social Behaviour & Cultural Insight NEW
Work inspired by a specific audience /| community, relying on identifiable social behaviour or
cultural insights, stemming from the ideas, customs, values and lifestyles found within a specific
region or locality.
FO5. R A8 44
BHE FHFUAOINN O 7|52 BOHH S AH Ao x|, SAt,
|Zet S SOoLol 3 SUUE SEHME EHEE T4, 7|90 §20,
282 Yt TEA.
FO5. Use of Humour NEW
Work that celebrates the art of humour in branded communications. Infusing wit, satire, and
cleverness into campaigns that provide amusement and create memorable, laughter-inducing
connections with audiences.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’555 2L HEEILILS.

If there is any inconsistency or amb:gu:ty between the English and Korean version, the English version shall prevail.

145




O{f|E E0}17}7|

=la Spikes Asia

FO6. O &t S ot

A% 9/ Ao B E WX %2 oAt /L X1 A2|00E| 222 AMRS0] £ CHo| Baf A&,
EZzte HBE A0 T 278D FAIBH OIAO|E, F2|3H K|S, M52 Qe MFH AtDE H|=L|A
SX|Z ofEA s B B 0] Zo{of L|Ct

F06. Breakthrough on a Budget

Creative use of modest budgets and/or resources in relation to the market and/or industry to
create maximum impact. The work should demonstrate how fresh insight, smart spending and
compelling strategic thinking solved a business problem despite limited resources.

FO7. 712 S U Al X Ml
A2l 22, $H SHE Ot 2X XY SER/2UC YEF| SERS BUCO EXo| 1A
Ssjo] 1ZE o =M T 7HK S AESID X|QfAL2|0] YeHS FYUEK| HO| Fo{of gicH

FO7. Corporate Purpose & Social Responsibility

Purpose driven work | brand activism which address social, ethical and environmental issues.
The work should demonstrate how the brand'’s purpose has created value and impacted
communities by connecting customers to culture.

FO8. Al & m izt
x| [X|/22Y

o
= o o =
o= M22 SEE 80

FO8. Market Disruption

Brands that have creatively adapted their strategy in response to local [ regional [ global
issues, embracing new ways of delivering their brand while showing consideration for the
consumer.

15}
R

o [CXIE =2|HH|O|M
o|O|X| JPG

AT (MY ALE)
o AR Yy

rx
12
Rl
g

e URL
e [C|XY 22X ZEHX

N EEE X [e[E

JPG
Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
e  Digital Supporting
Content
e Digital Supporting
Images JPG

FEEL FEE0| YA YL} YO 20| A= P FRES 2H HBHLIL
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The Print & Publishing Spikes celebrate creativity in circulation.

The work will need to demonstrate ideas that leap off the page. Work that shows ingenuity and outstanding craftsmanship in
published media including books, magazines, covers and digital publications for public distribution.

e The main criteria considered during judging will be the ideq, the execution and the impact.

There is no overall limit to how many times the same piece of work can be entered into Print & Publishing as long as
the categories chosen are relevant. However, the same piece of work may only be entered once in ‘A. Print: Sectors'.
In section A each execution constitutes one entry and all executions must have run within the eligibility period.

In Sections B, C and D multiple executions can be entered as one entry however all Print & Publishing executions must

have run within the eligibility period.

2 1}
AL =EH R

el

=

ol MMol= EY EES o HEt HEY & As T Materials
A. Print & Publishing: Sectors

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

AO1. 2H|ZY =

HE N SR S 85 2 EF, 7IEH 788 MF, 7|Et FMCG, 8|7 & M M2, 7kt 2H|AF 7HE,
AtESkH SRS A HE S AMEIAE I Lo R LT 2.

AOl. Consumer Goods

All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning
products, other household goods, other FMCG, clothing and accessories, furniture, consumer
electronics, cars and automotive products & services.

All fast food entries should go in A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

o [CIX|E ZY XE JPG
AFE

o

x
12

N NEEEXL[E
JPG

Compulsory
e  Digital Proof JPG

Optional
e  Digital Supporting
Images JPG

FEEL FEE0| YA YL} YO 20| A= P FRES 2H HBHLIL
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A02. Healthcare
Pharma, OTC drugs, wellness.

If the work has been created for a Charity/NFP then this should be entered into A06.

A03. i, 2| X, 201, A E™ X HHAEFE H|Q

s us o 234

< i ’ =)
AEEHQHE 3 2j|A 22 MH|A 2210l 201, 2HEH, 0|84, RS S/HAE Zetet 2 & 0iE
Ftret 2 d S T 2 AEY A HAERE HQ

AO03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

All transport- and travel-related services, including public transport and tourism boards. All
entertainment- and leisure-related services, including museums, festivals and gyms. All
shops, including online retailers, opticians, hairdressers and estate agents. All restaurants
and fast food chains, including cafes and bars.

A04.0|C|0f[AE{HAHE

=9, g3t Tv, 8 X OjH|, M, 72, CIX|E SHEF, 7|6 O4H.

A04. Media [ Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

AO05. 2 H| X} A{H| A [B2B(Business to Business)
HE MYUM 33 MH|A, HE, 38,828 7|&, Y A HE M|, 7|EF H[ =LA M| LS 8

719 AR LA O,

A05. Consumer Services [ Business to Business
All commercial public services, legal, financial, B2B technology, consultancies & professional
services, other business services, internal & corporate communications.

A06. H| F2|[XHM Bl 85
HE, 3, NGO, 2T, A EHA, Bl 2] EHl.

ZFECSR FE&S HE B2 YL MDD 238 2 YE9/D07. 7] 8 BE U AR 2ol FpE| 1.2/0f

=Z8)0f gL}

A06. Not-for-profit [ Charity [ Government
Government, public information, NGOs, military, charities, non-profit organisations.

All CSR work should be entered in the relevant sector and/or DO7. Corporate Purpose & Social
Responsibility category in section D. Culture & Context

TE!

A
.

L]
e A

Compulsory

Optional

CIXE 54 Xt& JPG

C|X| & 2 o|O|X|
JPG

Digital Proof JPG

Digital Supporting
Images JPG
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SEO| EX| K|, EE= HH AX| EAISHOF &
B. Publications
The creation of original printed or published media. This may include, but not be limited to,
books, magazines, covers and digital publications. The submission should indicate whether
only the cover or the whole publication should be considered/judged.
BOL &% E& 47 Bl

MAFIZIEIO] KBS 7 A= BT HES B FHAL

BO1. Commercial Publications NEW
Books and magazines created for commercial or promotional purposes, to increase brand
visibility or profile.

Please send physical samples for the jury to experience.

B02. M & it £ M
=
=M SEXL
BALRIBIELO] S + e E5/8 HES B THAIL.

B02. Publications for Good NEW

Books and magazines created on behalf of charities, non-profit organisations, public sectors or

NGOs.

Please send physical samples for the jury to experience.

o [CIX|Y Z2|HHOIM
o|O|X| JPG

AR A
» e ey

. 2RI XE

e URL
o CXEEXIHX

N EEEXLE

JPG
Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)

e  Demo Film

e  Physical Support

Material
Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG

gEL F2£0 YXGX YL O HE0| U= Fe gELS 2
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C. Innovation in Print & Publishing
If you are submitting more than one execution please upload all executions in a single digital
presentation image.
CO1. Q12 ! Euto| HAFo| 1 ZHE AL g
22|50z 55H0l R4S RS ES £HE L ZHE HHEH0| D HAFQI ol EEXL, + HXE==iEolE
7|0l Al AR, Y0112 7|2, 7H4 MIA, A Y3, TR 2 E 7hs et 0 E2|#0]M, QR 22 X 3D O[OIxl JPG
DY S OX Y Y QEBEE @471 Y ol SEA So| metd 4 QU&LCH

YASIRIEIO] HE S = o 825 4
COLl. Innovative and Adapted Use of Print & Publishing

Non-traditional and innovative print work that has been modified or adapted to have physically
active elements. This may include, but is not limited to, print work with digital and interactive
elements such as Al, AR, wearable tech, virtual worlds, gamification, downloadable applications,
QR codes and 3D printing.

Please send physical samples for the jury to experience.

AR A
s e ey

. S EXXR

e URL

o CXEEXIHX

e CIXZ =X oj0jx]
JPG

Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)

e  Demo Film

e  Physical Support

Material
Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG

gEL F2£0 YXGX YL O HE0| U= Fe gELS 2
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D. Culture & Context
Work that is brought to life through cultural insights and regional context.
If you are submitting more than one execution please upload all executions in a single digital
presentation image.
DOl. 2 BEHE Eha
THY |0 MR R EEIE HMEE 93| S B Qrjeiao] BUS A FER ©  CXE=eEHold
O|O|x| JPG
DOl. Local Brand
Work for brands which are only distributed in a single locality that resonated with a specific A (U A1)
target audience. o A IY
DO2. MZIX HME M Argt
ZHYHIo| L0 CfSst0] A2(0I0|E|HO R HT YAS THD WS EfStE MEY ALne} ° W
= o jleste Zo np=of e e LIXEEx=ZH=
SAH 22|00|E|HIEIS AH3HE 87| HES BEofLs BAE
e CX|E EX 0|O|X|
JPG
DO02. Challenger Brand
Brands which have creatively adapted their approach in response to competitor pressure by Compulsor
challenging the status quo to create game-changing work that uses progressive thinking and P y . .
. . - e  Digital Presentation
innovative creativity.
Image JPG
ol it .
DO3. TH A|E |2l Highly Recommended
EHQl ZIH/K| G /AT AT S AL WU SER ZESS S BN AR LA OfEH (optionat)
DOFYEX| LY Of BLICE * CaseFim
D03. Single-market Campaign Optional URL
.
Work that only aired or ran in a single country / region [ market. The work should describe how L .
. . . e  Digital Supporting
it was designed for the specific target market.
Content
— — e Digital Supporting
S8 XY E= XS0 M A= Ot0[T|of, 25, 7HA| 8! 2HO| ZAEHAOA HIRE 4 E THst
MY dE = 2oty QA0|EE S & ij/ﬂ%‘r'—IEIOHM gYs U2 =55
DO04. Social Behaviour & Cultural Insight NEW
Work inspired by a specific audience / community, relying on identifiable social behaviour or
cultural insights, stemming from the ideas, customs, values and lifestyles found within a specific
region or locality.
DO5. R ALZ 417
BHE FHFUAOINN O 7|52 BOHH S AH Ao x|, SAt,
Jlgete S0l §E0 SHYUE S YSEME EAHFE F1, 7|0 §2,
282 Qusts 2E%
DO05. Use of Humour NEW
Work that celebrates the art of humour in branded communications. Infusing wit, satire, and
cleverness into campaigns that provide amusement and create memorable, laughter-inducing
connections with audiences.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’55,32 2L HEEILILS.
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D06. Breakthrough on a Budget

Creative use of modest budgets and/or resources in relation to the market and/or industry to
create maximum impact. The work should demonstrate how fresh insight, smart spending and
compelling strategic thinking solved a business problem despite limited resources.

D07.7|% 25 3 AL3| T 1)

= =0
A2l 22l 2 2HE TR B XEH SEX/SUE BEFo| SE52 2WES| ZX0| A
o0 AZS =M OfEA JHAE FEotD X FA|0f S-S FASK 20| F0{0F LTt

DO7. Corporate Purpose & Social Responsibility

Purpose-driven work | brand activism which address social, ethical and environmental
issues. The work should demonstrate how the brand'’s purpose has created value and
impacted communities by connecting customers to culture.

DO8. A| & m it
XX G /2 2 2H 0 3}

=
HEoH= M22 4

fjo

DO08. Market Disruption

Brands that have creatively adapted their strategy in response to local / regional /
global issues, embracing new ways of delivering their brand while showing consideration
for the consumer.

TE!
+

o LCIX|E Z2|MEO0|M
O|0|X| JPG

AT (M M)
T

e A

e URL

o [CXEEXZHx

e C|X|E 2X o|0fX|
JPG

Compulsory
e  Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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The Social & Influencer Spikes celebrate creative social thinking and strategic influencer marketing solutions.

The work will need to demonstrate how levels of engagement, social reach and the creative use of social media, brand
ambassadors and influencers led to commercial success.

¢ A number of criteria will be considered during judging and weighted as follows: 30% Idea; 20% strategy; 20% execution;
30% results.

e There is no overall limit to how many times the same piece of work can be entered into Social & Influencer as long
as the categories chosen are relevant. However, the same piece of work may only be entered once in ‘A. Social &
Influencer: Sectors'.

= . H O
A.2EBIASRAM: BE A=
Ol Mio= Y &2 ot HU HES = AS L CL Materials

A. Social & Influencer: Sectors

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

AO1. 2H| XY Ry
ME SR 24 8E Ha 8E, 7/t 7ME8 HE, 7IE FMCG, 21 F I MMM, 7H, 2HIXE 74, +  HxE =2fHEol
AHER R AR FE L MEIAS EEroh A4k AHTF LT BT, OlBIAl JPe
L URL
DEAEEC FEXOA03. O A5 A0f HAEE Y HYAEELS KOlof EESOF L/
HE(M A)
o AF
AOl. Consumer Goods o A 3%
All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning
products, other household goods, other FMCG, clothing and accessories, furniture, consumer ME Ard
electronics, cars and automotive products & services. e TLCXNEEZxZH=E
o CiXEExo0|0fX
All fast food entries should go in A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains. JPG
A02, A AFH O Compulsory
M2 OTC UZ HZ . Digital Presentation
1 = 1 O,
Image JPG

R B B ) F|ZHS A2 FIEIE SEXO 2 0602 EEHOF BLICE * R
Highly Recommended
(optional)

. Case Film

A02. Healthcare
Pharma, OTC drugs, wellness.

If the work has been created for a Charity/NFP then this should be entered into A06.

gLl FLLE0| YXYX YL ooy £EO Yt ZL gLELS M HEYL}
If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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AO03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

All transport- and travel-related services, including public transport and tourism boards. All
entertainment- and leisure-related services, including museums, festivals and gyms. All
shops, including online retailers, opticians, hairdressers and estate agents. All restaurants
and fast food chains, including cafes and bars.

A04.0|C|0{[AE{EHAHE

=%, 3=, TV, 7 S OiA|, &, 72, T E 2305, 7| O,

A04. Media [ Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

AO05. 2 H| X} A{H| A [B2B(Business to Business)
DEMYH 33 MH A, BME 38,82B 7|5, A W HE MH|A, 7B H[Z LA MH|[A, L2 2

719 HAF LA O

A05. Consumer Services [ Business to Business
All commercial public services, legal, financial, B2B technology, consultancies & professional
services, other business services, internal & corporate communications.

A06. H| F2|[XHM Bl 85
HE, B, NGO, 2T, AHM EHH, HI 2] Er,

ECSR EEXS HE 28 YT YNE 221 L YYE07. 7/8 FF U NI Hg 220

=)
=Zs)0 gL}

A06. Not-for-profit [ Charity [ Government
Government, public information, NGOs, military, charities, non-profit organisations.

All CSR work should be entered in the relevant sector and/or EO7. Corporate Purpose & Social
Responsibility category in section E. Culture & Context.

Optional

Digital Supporting
Content

Digital Supporting
Images JPG

FEEL FEE0| YA YL} YO 20| A= P FRES 2H HBHLIL
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B. Social Insights & Engagement
Work in these categories will be judged on how successfully social was used to engage
with online communities and deliver measurable and meaningful results for a brand.
BO1. #{ 7 L|E| &2 25
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BO1. Community Management

Social activity that is designed to engage, build or maintain an online social community.
Engagement levels and the relevance of targeted communications directed at active / non-
active users will all be considered.
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B02. Real-time Response

Targeted social activity that utilises social platforms to respond to world events, public
affairs and other real-time activity in a meaningful, time sensitive and creative way, that
prompts social sharing and engagement.
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BO3. Social Listening & Insight

Social campaigns elevated through their use of data and insights to engage or develop a
meaningful relationship with a specific audience or community. Insights gained through
the strategic application of social data / listening / analytics will be considered.
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BO04. Innovative Engagement of Community

Creative use of existing social platforms and/or online communities to impact business
objectives or enhance a relationships with a brand, community or consumers. This may also
include the use of new functions built for existing social platforms, levels of engagement,
social reach and the creative strategy etc.
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Compulsory
e  Digital Presentation
Image JPG
. URL

Highly Recommended
(optional)
. Case Film

Optional
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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BO5. Metaverse, New Realities & Emerging Tech

Immersive experiences that creatively push the boundaries of technology within social
media. Including but not limited to Al, AR, VR, XR, wearable tech and mobile devices, voice
technology, blockchain technology, gamification, virtual worlds, the metaverse and all other
emerging platforms. Does not include prototypes of early-stage technology.
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Compulsory
e  Digital Presentation
Image JPG
e URL

Highly Recommended
(optional)
e CaseFilm

Optional
e AR/VRFiles
e  Digital Supporting

Content
e  Digital Supporting
Images JPG
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BO6. Creator & Influencer Sourced Insight NEW

The creative interpretation of data specifically generated from creator or influencer
campaigns in order to target, engage or develop a relationship with a specific audience or
community.
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Compulsory
e  Digital Presentation
Image JPG
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Highly Recommended
(optional)
e CaseFilm

Optional
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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C. Creator & Influencer Marketing

The work in this category should demonstrate how a social campaign was enhanced
through the use of social influencers and content creators.
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COl. Innovative Use of Creators, Influencers or Celebrities

Creative use of creators, influencers or celebritiesa. This could include, but not limited to,
unique content created by an influencer for the primary purpose of increasing a brand or
organisation’s reach and awareness and/or to drive business results.
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CO02. Creator, Influencer and Celebrity Partnerships NEW

Social initiatives or executions where brands partner with an influencer, celebrity or
social ambassador in order to engage with a specific audience. How effective and
mutually beneficial the partnership was and how target audiences were involved in
compelling ways will be considered.
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e  Digital Presentation
Image JPG
° URL
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Recommended
(optional)

. Case Film

Optional
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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D. Social Content Marketing
Work in these categories will be judged on how successfully content was used to engage with
consumers and target audiences.
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DO1. 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.
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DO02. Co-Creation & User Generated Content
Social activity designed to encourage a community / fanbase to contribute or collaborate
with a brand initiative to enhance loyalty and engagement.
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DO03. Social Commerce
Work which harnesses social mediq, social platforms and virtual communities for eCommerce
and mCommerce to drive business results.
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e  Digital Presentation
Image JPG
° URL
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(optional)

. Case Film

Optional
e  Digital Supporting
Content
e  Digital Supporting
Images JPG

FZ2=2 1

If there is any inconsistency or amb:gu:ty between the English and Korean version,

20/ QAT LAL} WY 20| A= Z2 gff-f-'g o K8}

he English version shall prevail.

158



O{f|E E0}17}7|

1S Spikes Asia

Xt=.

2ot QIAIO|Eot XX Mats o MYAS P EFE Materials

E. Culture & Context

Work that is brought to life through cultural insights and regional context.
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EOl. Local Brand * URL

Work for brands that are only distributed in a single locality that resonated with a specific
target audience.
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E02. Challenger Brand

Brands which have creatively adapted their approach in response to competitor pressure by
challenging the status quo to create game-changing work that uses progressive thinking and
innovative creativity.
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e  Digital Presentation
Image JPG
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Highly Recommended
(optional)
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E03. Single-market Campaign e Digital Supporting
Work which aired or ran in a single country [ region / market. Entries should describe how the Content
campaign was designed for the specific target market. e  Digital Supporting
Images JPG
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EO4. Social Behaviour & Cultural Insight NEW
Work inspired by a specific audience / community, hinging on identifiable social behaviour or
cultural insight stemming from the ideas, customs, values and lifestyles found within a specific
region or locality.
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EO5. Use of Humour NEW
Work that celebrates the art of humour in branded communications. Infusing wit, satire, and
cleverness into campaigns that provide amusement and create memorable, laughter-inducing
connections with audiences.
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E06. Breakthrough on a Budget

Creative use of modest budgets and/or resources in relation to the market and/or industry to
create maximum impact. The work should demonstrate how fresh insight, smart spending and
compelling strategic thinking solved a business problem despite limited resources.

EO7. Corporate Purpose & Social Responsibility

Purpose-driven work | brand activism which address social, ethical and environmental
issues. The work should demonstrate how the brand'’s purpose has created value and
impacted communities by connecting customers to culture.

E08. Al & m izt
x| [ /22Y

Mot MEL WHe +88 BUC,

E08. Market Disruption

Brands that have creatively adapted their strategy in response to local / regional / global
issues, embracing new ways of delivering their brand while showing consideration for the
consumer.
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e  Digital Presentation
Image JPG
. URL

Highly Recommended
(optional)
e CaseFilm

Optional
e  Digital Supporting
Content
e  Digital Supporting
Images JPG
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To enter a piece of work multiple times, simply add the title of the entry; fill in the entry
information, let us know which companies and people were involved and select all the
relevant categories you wish to enter. You'll be required to submit common
information that applies to all the Spikes Asia awards and some specific information
unique to the category you're entering. Don’t worry — you can still edit individual
entries.
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First Time Entering Spikes Asia?

Need help? Drop us an email at awards@spikes.asia and we'll arrange for one of our
experts to talk you through the process.
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Don’t Have All The Details Right Away?
Don't worry, you can complete the form in any order and save your progress at any
time.
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Entry Title
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Give Your Entry A Title
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To begin, you need to give your entry a title. We need this information before you select the Spikes Asia award
and categories you'd like to enter this work into. If you're entering this work into multiple categories, the title you
give here will be applied across all of those selected entries.

R i IR
Choose Award And Categories
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It's time to select the Spikes awards you'd like to enter with this piece of work. Entry limits within each Spikes
award are different.

You may add, remove or edit the awards or categories selected at a later stage before payment. You can find
all the details about the Spikes Asia awards on our website.
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Multiple Executions Information

You can submit a campaign of executions. A campaign of executions is a group of entries that are linked by the
same overarching creative idea, advertising the same product or service through the same medium. You can
submit up to 3 executions in a campaign of executions. It is important to note that each execution must be paid
for individually.

Only certain awards and categories allow campaigns of executions, and the jury can choose to award just a
single execution, or they can choose to award the series.
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Which Companies Were Involved?
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You are the Entrant Company and will be required to fill out your own information first. You may add as many
additional companies as you wish. Each entry requires at least one ‘Entrant Company’ and one ‘ldea Creation’
company. Sometimes it will be the same company for both.

The Entrant Company is responsible for payment of entry fees and will be considered the sole contact for any
entry-related queries. You should enter the companies in the order you'd like them to be published, as this is
how they'll appear on your certificates.
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When making your entry, please make sure you credit companies in the correct roles as this directly affects
the calculations for the Special Awards.

IMPORTANT: You may be asked to return to this section to add more companies depending on the Spikes
award and categories you select later (e.g. if you enter Media, you'll be asked to provide a company that
played a ‘Media Placement’ role).

If your entry wins a Spikes Asia Award, companies and individuals credited here will automatically be eligible to
purchase trophies and certificates on the Spikes Asia website.
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Who Is The Lead Contact?
We may need to contact you about your entry. Please provide details of who we should contact.

AL S A=A

HALES AF 23 Eo/AS0 AS [ HAE|E FX S0 M =i AR ULICL O] HE HE A= EF /AL £40[0{0F
o3, 4 Q0] Y OO, HAF B0l YR AIZHDE YT 9 AIZHO| = H2Ho| FH5f O B LT,

Contact During Judging

This is the person the Festival will contact if any questions arise about the work during judging. This contact
person must be from the entrant company, must have been directly involved with the campaign and must be
contactable both within and outside of office hours during judging.

UE G S 02D HAUC A% AN HE
ojH Y =

F& o|m| L IX| =Holsof LT 7§ Ql = it AEN FEE G K| FS LT

BRAND CONTACT: Contact details of the brand that commissioned the work.
You'll need to verify that this email address is a brand work email. We don't accept private or general contact
details.
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Media Info
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Here, you need to provide information about where and when your work launched. Eligibility dates are
dependent on the Spikes Award being entered.

If you're not sure whether your work is eligible, please see our Awards Support page. We strongly recommend
checking eligibility dates before you start to create your entry submissions.
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Media Placement

Please provide information about the executions of your work. Tell us what you did and where it happened. Where
did the work appear specifically? (e.g. on BBC World Service, Facebook, Times Square, Inside a shopping centre)
Note: You'll have the option to provide multiple media placements for your entry.
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. A4 [X|Sof| 2 oAb LOCATION/REGION BUDGET

Creative Effectiveness Only
For the Creative Effectiveness Spikes, you need to complete an extended mandatory section on media
information. Please review the following sections.

Please give an indication of the average total spend for this work in relation to media [ agency [ production
costs.
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Who Was Involved?

Enter the details of people who made a significant contribution to this entry in the order you'd like them to
appear. This information will appear alongside your entry on the Spikes Asia website if your entry wins. Creative
team credits can be altered until 6 March 2025.

Want to change the order? You can ‘drag and drop’ the names to move them up or down the list.

Once you've uploaded each credit, it will become available in your ‘Credit Library. From here, you can assign
the credits to multiple entries to save time.

AdNet Zero2| At 222 LR ZAM ALFO|T A OFA|OH= S0 W, M &, HAof B Feol| CHoto] Zgst Bt SEE
AL
=

= =
B2 S5O MYO| ACED BELICH XhMsH R = o 7|0 A =Holgt 4= 9

Ad Net Zero« Lions, 4A’s, Advertising Association, ANA, Dentsu, Diageo, EACA, Google, Havas, IAA, IAB, IPG, IPA,
ISBA, Meta, Omnicom Group, Publicis Groupe, PubMatic, Reckitt, Sky, Unilever, Procter & Gamble, Union des
Marques, VoxComm, WFA, WPP2| X| &l S gt& LT},

Sustainability Context (Optional)

You'll be asked to comment on whether the carbon emissions of this piece of work were measured. You'll also
have the option to comment on what consideration was given to the sustainable development, production and
running of the work.

As a proud member of Ad Net Zero, we believe that it's our collective responsibility to reduce the carbon impact
of developing, producing and running advertising to real net zero. You can find more information here.

Ad Net Zero is supported by Lions, 4A’s, the Advertising Association, the ANA, Dentsu, Diageo, the EACA, Google,
Havas, the IAA, the IAB, IPG, the IPA, the ISBA, Meta, Omnicom Group, Publicis Groupe, PubMatic, Reckitt, Sky,
Unilever, Procter & Gamble, Union des Marques, VoxComm, the WFA and WPP.

FEEI FEE0| YA YL} YO 20| A= FP FRES 2H HBHLIL
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DEI Context (If Appropriate)
You will have the option to comment on the following if appropriate:

. What consideration was given to the composition of the team(s) involved?

. What consideration was given to how individuals are represented in the work?
. What role did DEI thinking play throughout the development of the work?
EEL S

i

ZZHMEOM Fojet 2t 74 2lS ZHAI7|HAI2. MEot MFEE = M3Xtet 370K HE L.

Team Credits
Include each individual who worked on the project. We won’t share any details you provide with third parties.

YZESHYA| ! HOICE C|X| 2 D|C[0f 2 FAFO| CHELICE 8= O|C|0"E BN YZESHYAIR.

Upload Media
Upload your work! Each award has different digital media requirements. Please upload the ‘compulsory media’
first.

CIX|& 0]c|of(E4 Abg)
Y@ =gt A= 0|c|oje ‘0] of 2to|= af2| oA holst 4 AL LICE o7 oA 0i2] ZE0f 0|C|0f S SEBI0 AlZHe Hobet
4 Q& LICH DlCjojE HFE0|ofo} 8}0f, RE B3 W22 w Q1T U0oF SHLICH IH THYL WX| Y& LICH HA012L

= 0|0 E Y2 Eot 20f 2t 7hs S LT,

—

]

lz]

Digital Media (Compulsory)

Once you've uploaded some mediq, it will become available in your ‘Media Library’. From here, you can assign
the media to multiple entries to save time. Your media has to be the final version, and you must hold all
applicable rights. We don't accept replacement files. You can only check out once you've uploaded the
‘compulsory media’.

CIX| 2 22 0]C]of (M=) AEY)
CHed 22 MYH BE XIS SEN B YRC8 S ASLICL AP FEE 02 It ¥4 Jto|Satelg

Digital Supporting Media (Optional)
You may also upload the following optional supporting digital materials with your entry. See the ‘Video File
Format Guidelines’ for more information.

- At BY -+ CXE 2= o[OfX|
« case films - digital supporting images
. o2 g . Oxgexagx
« demo films - digital supporting content

2L F2L0] YXBA] ZAL} oot FE0| = FR FEEES 2L HEEL/L.
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EEHZE S HRE AL YS DH S L0 B3t A2 FH 0| YTk HES HABAAL
=2 0]C|of (0f: Al W4, JPG)S O A0 & YE0| =S 4= QA LICH X2 FHof K2 ZH|7}
| G| QU] OISR,

SEH|Z W 0|30) MRL MI7H £TE F2, 20251 12 30 FIKI T BE AL0] A MMof
2otz HEY + YLt

Supporting materials are some of the most important elements of your entry. This is what
the jury will examine, watch and read during their decision-making. Each Spikes Award
has different material requirements. In some cases, they are mandatory whereas in

others, they are recommended or optional.

It's important to remember there are strict rules about adding extra information or
replacing files once you've submitted your entry. Entry media e.g. case films and JPGs,
cannot be updated under any circumstances. Please make sure you dre absolutely

ready to submit before you pay.

If new results are collected after the entry has been paid for, we will only accept
additional written information in the results section of the entry form before 30 January
2025.

FEEL FEE0| YA YL} YO 20| A= P FRES 2H HBHLIL
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In order to avoid your work being withdrawn from the Festival, please adhere to the

following guidelines:
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C|X| YSLICH 20| AQH = HAsH 4 QI X| Ot

Al3H(visible speech) & @2 A0 2 T X+3} X 2|8} OF T L Lt

. HE AR 2% ofO|HA| 2= 7| 0fgt 32|0f O|E|2 S AtLt 71 210] Q5 E[0f M= ¢t
g LIL.

. All case films and presentation images must be in English.

. Work which was not originally published in English (TVCs, print ads, billboards

etc.) can be translated or subtitled exactly as it was published or aired, so that

they can be understood by the English-speaking jury.

. If translating the original video work, please note that dubbing is not allowed.
Voiceovers can be translated but visible speech must be kept in the original
language and subtitled.

. Supporting materials must not contain any reference to your agency or any

contributing creative companies or individuals.

FEED F2E0 YA YL YU ££0| A= FP FELE P4 HBHL/LL
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20l= X B & 7tO[EEt2l
ABELLING AND DELIVERY GUIDELINES

FHolE: A= = 2 oHLR INEY =5 2[0|=0| MSELICL 2o|=0= =X LretHE
RO HARRIRTOA MEE7| 20 = Al 2= AEE

Ch 28 20|22 2= XAt=of| HES| FA6ofF gLt

ENTRY LABELS: The individual entry labels are provided with your confirmation email, after
payment. Labels have individual entry numbers which are specific to your entries and are
vital for us to identify your physical material(s) when they arrive, as they will be made
available to the jury in the latter stages of judging. The entry labels must be attached to the
supporting material, as appropriate.

Attention: Spikes Asia

Spikes Asia

71 Robinson Road, #14-0],
Singapore 068895

Telephone number: +65 9728 6037

% 7 B0 201 0| Yol TH7| K| 9 F0| A B T 0Z0| YSLICE 0|20 21
x| 9L S uro| 213t K| = 2ol 0|0 Lo YSLICE 222l AN XHS HeEEY 48

UG LICL 2f0[20] SHIE2A FHEX| H2 =25 A2 = €A ESHCH

PACKAGE ADDRESS LABELS: On your confirmation email, there will be a package address
label for the outside of your package(s). Instructions on where and how to attach them are
in your confirmation email. You can also download them from your online account. We are

unable to accept entry materials which are not labelled correctly.

rot

I F5: 2= Atz 2 20| M=ot AL =8 X|H0| 2Rt B2 awards@spikes.asia 2

= 2[SHA| 7] BF L LY.
LARGE ITEMS: If your physical support materials are oversized or require assembly
instructions please contact awards@spikes.asia.

HE g2 2 7Y O[Ljo M= KR E L FHA2.
Please send us your physical materials within seven days of completing your submission.

FEEL FEE0| YA YL} YO 20| A= P FRES 2H HBHLIL
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1ol MrtzZz2 FA R 2025'E 28 14Y Toj| A= XtE 7t = &6l OF BHL|CL.
Please ensure your physical materials arrive at the Singapore address above before 14
February 2025.

QMESE AR EEBRESHO|Y B XIRE YoM 282 HIfX| Ot Al 2.
We kindly ask you to refrain from sending us any printed proofs or boards as we are no
longer accepting these as supporting materials.

=7 =dD| HiSE = A=F HiS FHE LN E Of2] X| 2o oF ghL|th HAE|E =X 9= HiE
T Ol AN = Rtz of CHe MY S X|X| 5L S350 22 E7 L S20| XA &S

I3t X|20| T AR, ALY M2 e =X FEXI0|A ULich

You must cover all courier and mailing costs in advance, to secure the delivery of your
materials. The Festival Organisers cannot accept responsibility for packages at any stage of
transit. If entries are lost, held up at customs or require payment for delivery, resolution is the
sole responsibility of the entrant.

=0f L33 20| B7[E M2t SFO0| ZEE|0fOF BfL|Lt. ‘Festival MATERIAL - NO COMMERCIAL
VALUE. 23t 42, HE2ZH (0150 A7IZ2 H2)2 X|He . AL ct
A Customs Invoice should be included in your consignment, saying: ‘Festival MATERIAL - NO
COMMERCIAL VALUE'. A nominal amount of money, e.g. SGD $1.50 per material, can be stated
if necessary.

B>

CC

o

Hi& & = HAE[ 2X|0 AL ME ot = 240 tiHet EdS SO{0F 2Lt 24, It

et B0 Tl FAE MBS XX EELICE

— 1Oo=

rk>
rir

Products should be insured against damage or loss in transit or on Festival premises. We do
not accept any liability for any loss, damage or expense incurred.

2= EX AEe e 20 HAE[E =X AHto] LU CH HA 20 A2 E SZ A0
HHSHSER| RS LI O /X Q1 J&of M HAE[EH =X Zo| Ao W2t iy = St =2 gt
SO &= ASLIC CFEH 2025 22 14U7A| HAE|# 2| Z0kof AP o7t HQSHH, B = HiE

A
= T
H 82 ZEX7t £ EHolof gL Ch XtAMS| Y0otE 2™ awards@spikes.asiaZ O|H Y S 2L FHAIL.

Physical support material becomes the property of the Festival Organisers once it has been

received. We cannot return materials to entrants after judging. In exceptional
circumstances and at the Festival’s discretion, we may agree to return large or valuable
items. However, this must be pre agreed with the Festival in writing by 14 February 2025 and
all transit costs must be covered by the entrant. Please email awards@spikes.asia for more

info.

gem 2220/ YNHT AL TP HL0| U= F2 gEE2 24 HEEHLL)
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O|OJX| mpz =4 7HO] =&t
IMAGE FILE FORMAT GUIDELINES

CIX[E =g o4 o|ofX|
DIGITAL PRESENTATION

IMAGE
ApQ:
O|0|X|2 HO| ElAES m3si0] Ha|m Flsy | SPECIFICATIONS:
ZIE 2HE A Qofste ALY SEE
e JPG, ) P
. 7063 x 5008 =&
A visual presentation of your work, 5~15MB &

including images and English text,
concisely summarising the brief, execution
and results.

UNTANGLING THE POLITICS OF HAIR | STIR 2024

stirs

[ntangling the polltlcs ()f hair

L
“One of the five most powerful
pheces of art this year,

20
TOOAY

The I ad campaign to be imited
10 (he India Art Fair.

O AxT AR

“One of the two most talked
about pieces at India's most
covered art exhibition”

ThePrint

The coverage on our art installation got
the issue more coverage than the issue itself
20t across national media,

7272, FCBINDIA Ag=e|, 20032 opAlof
Gemy 3220 YK YA AU £20] Y= FP FEEL P HGLLILH
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CIX8 S A=
DIGITAL PROOF

e B EE HEH 0|20{%
ol CIX|E B,
The digital version of the original

advertisement or execution,
exactly as it ran.

BEAUTY BORN OF PEACE. | HIMEJI CASTLE

O{${E=Z E0}717|

Ab:
SPECIFICATIONS:

JPG,
7063 x 5008 /A,
5~15MB

7063 x 5008 pixels, 5

015 Spikes Asia

GRAND PRIX, SPIKES ASIA

L3, DENTSUINC.
DENTSU INC., TOKYO

gEEY F2E20) YA YHL YUY 20| Yt F2 FRES 24 HELL/LC)

A, AIO| 2 OfAO}
GOLD, SPIKES ASIA
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LESE
SUPPORTING IMAGES

YA Al 235 Ex0| =80 2 + U
CIX|E O|O|X|. =[ch 274. B Q3St1 2O
AE AL Shf =3

Digital images that may help support
your entry in the jury room. Maximum 2.
Only to be included if necessary and
relevant.

rir

MY JAPAN RAILWAY | JR GROUP 2024
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DENTSU INC., TOKYO GRAND PRIX, SPIKES ASIA
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VIDEO FILE FORMAT GUIDELINES

MOV = MP4 B4 o] oA HIL|RE M S FHAR. o+ =[tf 37| 350MBY LI
Please supply a high quality video as .MOV or .MP4. The maximum file size is 350MB

Spikes Asia

S}HH| off & Al [ad rC|e
ASPECT RATIO RESOLUTION FORMAT/CODEC AUDIO
AAC, AH(Z 2,
Z HD 1080 MOV/H.264
= S0 1920 x 1080 / et
HE Full HD 1080p .MOV/H.264 AAC, Stereo,
PREFERRED 48kHz
HD 720
P 1280 x 720
HD 720p
AAC, AH(2 2,
3 EE 6 MP4/H.264
4:3 16:9 1024¢576 / 48kHz
4:3 or 16:9 MP4/H.264 AAC, Stereo,
ACCEPTED 720x576
854x480
640x480

Aef| A AH(ZICH 120%)
CASE FILM (120 SECONDS MAXIMUM)

45 280 W2 S 2H =0 22|, I, 21 23 YA AFEEIH T ARRE:

— 7

S/HELIE SPECIFICATIONS:
A short film explaining your work. Content includes the brief, execution
and results. This will be used in judging and displayed publicly. .MOV/ MP4, 350MB.

Atef S of
Example Case Film

FEED F2E0 YA YL YU ££0| A= FP FELE P4 HBHL/LL
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e

FILM

I A 522 e SA D EE EHE RSO0 ELLYE
EZR2. FOE L0 UX| A2 ESH2 G2 Ol = JUEE S EE
2 AlQF E£ZH0| XtE AM2|soF gL Ch G |2 S & k| X| ¥SL|Ct
HO|AQH = HAG £ QUX|TE A3} (visible speech)= |2l Q102 F11
Xpaf X 2|sf{of gL Ct.

The original film advertisement or content, exactly as it aired. No
extra slates or information. Work which is not in English should be
subtitled, so that it can be understood in English, exactly as it was
published or aired. Please note that dubbing is not allowed.
Voiceovers can be translated but visible speech must be kept in
the original language and subtitled.

dg == 0

Example Film Entry

Ol = HAH(X|CH120%)
DEMO FILM (120 SECONDS MAXIMUM)

Al S¢S 20 A HES HE. S840 s8¢ T4 9 A0
YSELICH AR AT A= 20 TR RELICE AlGAHE g2 g0z

3

Of QUO{OF SFLCH.
A shorter, edited version of your case film. This will be shown at the
Awards Show, should your work win Gold. It will not be shown to the
jury. Award Show Films should be in English.

TAE 2 M2 YO

Example ‘Walk through’ Demo Film

‘Ho|Z H= e of
Example ‘Making of' Demo Film

FEEI F2L£0] QXA AL st B0 U= TR FEEE R HELL/LL.
e
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SHEO| HAE[HOM Z2E F ALK UFEE 2025 58 3IUNX| 221010 2 M&38h 4
Q1= URLO|O{OF EL|C} URLE ‘http://' EE='https:/[' 2 AlZHSHOF 8t 21Q1 E=

= 9F B0l H&e & A= Aol FSH[CL

=
ng
rE

URLs may be compulsory or optional depending on the Spikes award being entered.

In order to avoid your work being withdrawn from the Festival, your URL must be

accessible online. until 31st May 2025. URLs must start with ‘http:// * or ‘https://

and preferably be accessible without a login or password.

‘Y UrL U
T MAOCIM A 7hs et 20| Ot B2 CHE o MR EES RSt FHAL.
A

O MEZEE et SREAX| oD, LEX] HAt IHFOIA & H|

ENTERING ‘APP URL’
If your app is not available globally, please provide the following details.

These details will not be shared with anyone and are solely for app testing during judging.

. ¥ OlE Appname
. App Store/Google Play AH& X} O|& Username
. App Store/Google Play &= Password

FEEL FEE0| YA YL} YO 20| A= P FRES 2H HBHLIL
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rH

Bl X URL
C|X| & Zatof cist 21 23 (0f: }AO|E, OIO|2AZAI0|E, ¥ CHRZE HO|X| F&= A4

O] C|of HO] X]).

ZALO|E [OIO| 2 ZAL0|E EE 0f

¥ Cr2=E 1 ojX] of

24 O|Cof AAl= O

CONTENT URL
Direct link to your digital execution e.g. website, microsite, app download page or

social media page.

Example of a website / microsite entry

Example of an app download page

Example social media post

H|C| 2 URL

=chQl HIC|2 & ?X|of tieh 2 &3,

VIDEO URL

Direct link to where the online video aired.

HIC|2 URLY|  Example Video URL

Z i Ef| o] M ¥l H[O] X] URL
Y g3zt gojvtotd 22, 02 285 S 235t= HOIX 2 PEL= URLE HSE

+ Qe

PRESENTATION WEB PAGE URL
If your direct link is not in English, you may provide a URL which leads to a page

which explains your work in English.

Zg A o] M ¥ O|X| URL Y|  Example Presentation Web Page URL

gEEY F2E20) YA YHL YUY 20| Yt F2 FRES 24 HELL/LC)
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https://ourwork.agency/correct-the-internet/

— HX X} 2 7}o|Ea}9l .
SE A= 7tol=2t : : Spikes Asia
— Supporting Material Guidelines

7| Ef T A
OTHER FILE FORMATS

er|e oty
Hi g 92 BIC|Q Z 1ol MP3 L2 THY,

AUDIO FILE
MP3 audio file of original audio/radio advertisement, as it aired.

a2 2HE
YIE AN EZ2 A EHE BHX Ol= AEF A MEots 7HH12|of W2 SY0| E &, LR
(]

ORIGINAL CONTENT
The original branded content, exactly as it aired. Depending on the type of work and the

specific category being entered, this can be either a film, an audio file or an image.

SEHNN HTE ZE EX M, H|LR & 202 T+,
DIGITAL SUPPORTING CONTENT
Any supporting documents, videos, or audio files which are relevant to your entry.

AR/VR I+ FILES
MARR| YTl HEHE 4= =8 £ 7tH n2|0f EE3 2HE2| AR/VR 847t Z3tE zip IY 2 3.

i st

A collection of .zip files containing the AR/VR element of the work entered into certain specific
categories for the jury to experience.
gL F2L20] YABX YL} ofOft 2L UL F2 gL —EEC’ 24 HEBILI}
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PDF It = M=t A= HO|E 7t = = AS LI
APPENDIX
A collection of supplementary material to support the written submission. This could include

graphs, diagrams, press clippings, screen grabs or the original source data submitted as a

single PDF file.

HE 43

g0l & Ho| ZotEl YR H2(PDF). O47|0f= 2 F&, T A 7|2, AEe| not 8l 7 W,
AMEE HOJE 2404 7|E, HIEL A, HE, DR A0t 8l 210 L 0| Zatd = S L CH

INFORMATION DECK

An information deck (PDF) containing all aspects of the work. This could include original
objectives; the strategy and planning; how the work was designed and implemented; data
sources and technology used; and a breakdown of the results and impact for business, brand

and customer.

22l Yy
AYE HE 22 ofo] SB T U CHYS T2 0 Y42 Sof SBHO| 4B 7|u0| By e
SOt SE A0 ZAN O QS AARIATHOIA M3t

ONLINE FORM

A series of questions on the entry portal under the written submission section. This form captures
all the essential context surrounding the success of the work and provides jurors with a

comprehensive overview of the entry.

AI = EHX x|._§_

PHYSICAL SUPPORT MATERIAL

A elel =Hoj| HY0| &= 2= Ar=etH FA0| = A H Ol Mede = A=F Mz 7S UL
O2fct Xt=2= AL FEHFO YA & THO A XS & LICH.

Any physical material central to the campaign’s focus can be submitted for the jury to
experience. Please note that these materials will be made available to the jury in the latter
stages of judging.

gem 2220/ YNHT AL TP HL0| U= F2 gEE2 24 HEEHLL)
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PAYMENTS

FtE X2 MESE 7tE MFEE 48 Y22 0|SotH HiZ X[ = Mg L Ch O3 L5 =l M 20|

At the checkout, please choose a payment method.

Card payment will direct you to put in your card details and pay immediately. You'll then be

sent a confirmation emaiil.

2 O[M| S MENSIH AH ST0| Y 8x[of Y = HSEL|C|

Bank transfer will generate a proforma invoice to your email.

. N=22 SA OO FLLL T2 IDE X2 HZ HI 2 AFESHUAIL.
. K= Al AFE S FH| =2 ID7L 7| M E S5 WS dH ST A2 e

finance@spikes.asiaZ ELFA|7| HFEFLICH

. of 2% O[Ol M5 AlLtAZEo|H| 2 2 E&ELICE
. Payment must be raised immediately — ensure the OrderID is the payment reference.
. We ask for a remittance to be emailed to finance@spikes.asia showing the full order

IDs covered by the payment with a copy of the proforma invoice.

. A tax invoice will then be emailed to you within approximately two weeks.

FEED F2E0 YA YL YU ££0| A= FP FELE P4 HBHL/LL
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HOW TO CRAFT YOUR ENTRY

TEMA AT
SO, WHAT IS THE PROCESS?

1.

ORI E Z2|X} X|H  Appoint an award manager

TAOIAM 23 23S =201 At RUH = AESH & HIYAE UHIIHAIR.
Choose someone within your company to coordinate your entry activities and
act as the first point of communication with us.

T8 291 Check the Rules

HEC HAEE E5 A4S oL o =2 IR, 0ty 7|et S 7B =R V&S
HHEMAR N 25 182 07|01 el = AS LT

Make sure you check your work’s eligibility for the Festival. Take a look at our
key dates, deadlines and other key criteria. The full Entry Rules can be found
here.

ANEZ| 7|E CHREE Download our Entry Kits

=F 0N HnE 5 A= AEZ| 7|E A=0] A OF SHL|LH,

Ensure you have a copy of our Entry Kits that you can refer to throughout the
entry process.

4 It Know the Awards

S0l ZHEI L2 7F FIE[AL TS E O O] YHO|EEASH CL YA 7|& 0 At =2
QA E D2SOF SLICE AIZFE S0 S48 Lot A 2. N E =010 2ad
B2 =25t A2, ATHO| A OFA[OF O @ E2| ME 77t 7|74 0] =2tEE AL LY.
This year, we've updated our Awards with additional or revised categories.
There are also judging criteria and material requirements to consider. Take
some time to get to know your options. Remember, if you need advice at any
point in the process, just get in touch and one of our Awards experts will be
happy to help.

2L F2L0] YXBA] Z7L} ofofRt FE0| 2= FR FEEE 2L HEEL/L.
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5 A8 =232 EE 4 Loginorcreate an account

6. Z==Z MZE Create your entries
S W37t 222 Y Be 4 AsLitt

%]
The sooner you start, the longer we'll be able to offer you extra help if you need

7 HE X X|= Submitand pay
M AN RZE 2024 128 19Y 0|20 HEELICH
Remember the first late fee applies after 19 December 2024.

8. ZE %Y =X Review andrevise
0

ATIO|TA OFA|OLE EEX 0| RE BS HES DR Yoot MY TE HYS 2N
9ol 1ete £ 4 YL

We check all aspects of entries thoroughly, so we may be in touch to ask for
clarification or changes.

HARI AT HAF SO0 ZE S5 S S50 dEotL ¢ %S 28Ut
AR RIEO S S 21 20t 2o/ & A2B 2 HAY(ZE S HEO| 7t ol of
gL Ct

Juries carefully review all the entries and determine winners during judging.
Make sure you're available throughout this period, as the Jury may have
questions about your work.

10. Z21 Results

X ZE st =4 XK= www.lovethework.comOf| 2t & | L|C},
The shortlists and winner will be announced on www.lovethework.com.

1. EZ24| Trophies
o DALt 2T S E 3|A= EZLI|Q QIS ML HSE
[=;

7
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Trophies and certificates are sent out to winning and shortlisted entrant
companies. We know that winning is a team effort, so trophies and certificates
can also be ordered for anyone credited on the entry.

2L F2L0] YXBA] Z7L} ofofRt FE0| 2= FR FEEE 2L HEEL/L.
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TOP TIPS FOR YOUR CASE FILM

=

LR

BE CONCISE

MARRIIErS 710D MO MY HEgoR
Z2ME0| K|S ol ofore 4 it

H=7h Lt
You're dealing with professionals who are
perfectly capable of grasping whether a
project has merit based on a concise,

coherent explanation.

{HCty 2ok

BE UPFRONT

AL O] | ele| EMut ANtE ZHIZ
oo = YA =E OIO|C|0{E ZHEtH =S
B2 A HHSIMA| L. S 2L QSHA Aot MAFLE
O|AtO L= AFESHA| = Z40] &L T At
S SILIC| AFE 2 MZSIMA|R. B E B4
HEIF HAN MA[Z|0{OF 5tH, 11 F{0f OFO|C|M{E
2I&SE A0l £E&L L

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

gL 220 YXHF LAHL of

Bt 20| A= P FEEE PLH FHEEL/L

A
thed

SIMPLICITY

0| HF EsLtt

Less is always more. So many case films fail to
communicate a clear idea and a compelling
strategy that isn't cluttered and confusing.
L3N g 2ad2 dAY & flaLt,.

The need for focus and clarity cannot be
underestimated.

Our Juries are international, and English is not
always their first language. Respect this diversity.
Entries that rely on a cultural nuance or
unfamiliar cultural context should come with
additional information.

GO HS O X 25}
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TAKE A FRESH PERSPECTIVE
EZT0| B2 Azt =S 7SR
MALQ|QITHO] APY 2 CHEL|CE & AISH A|Zo 2
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LESHA MAISHAl 2.

You may have lived and breathed the work, but
the Jury hasn't. Look at the idea with a fresh pair
of eyes and break it down to its core for a new
audience.

olsist7| £
MAKE IT EASY FOR THEM
OFO|C|0f = A FeHOF ghL|Ct. =2 edtn &S M4
7EX| 2 2I5) O35t | of 2R M= ¢t

JI=PSINES

The idea should speak for itself. Avoid creating

barriers with unnecessary and elaborate
production values. Keep it straightforward.
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INDUSTRY JARGON
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Avoid industry jargon and marketing speak.
Don't sell — explain your work. A case film with
excessive hype and empty statements will not
impress the Jury.

gLl FEE0| YXGX YA} OO B Uk ZP gELS
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NEEE
TELL A STORY

22 theotd 2N ZHEs AMAZE S 0] £[0fof
L Ch AE2|#EO0] ST

Structure your explanation around a simple,
powerful and succinct narrative. Storytelling is key.

ZHe|212] =

=
CATEGORY SELECTION

S0 7HE Mot 7t 12| 8 US| M=k,
SN0 gt Eges A 2 F AR
EEYS ESYHR2E 2 REOE =0
T A= A= FE7M0AH S0 EHA L.

Carefully consider the best category for your
entry and ensure that it demonstrates both
relevance and specificity for its audiences. If
you're unsure where your work can go, ask an
Awards expert who can give you some advice.

21t
RESULTS
ST Ro|0john 57 Jh5 3t e HBeHof LI
|6t AT 0] 0f0f 510, TH0| T HHH Ol £x/2
£712 MBSHIAIL. YR e DE|0|ME Za7t Heo
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Make sure you provide them and that they are
robust, meaningful and measurable. Be honest,
specific and provide workable, quantitative
figures and stats. In some categories, results
count for 30% of the mark. Clearly link your results
back to original goals, strategies and objectives.

RN HEEHL/LF
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