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The Audio & Radio Spikes celebrates 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 idea, the execution and the impact.
e Thereis 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  ‘D. Audio & Radio:

Sectors’

e Insections B& D, each execution constitutes one entry, and all executions must have run within the eligibility

period.

¢ Insections A& C, multiple executions may be entered as one entry. However, all Audio & Radio executions must

have run in the eligibility period.

e Subtitles are highly recommmended on all case films, films, demo films and original content.

A. R FEHIRIHT

FRLRRE

AUF AL B ARAL L SRR B T P E S IR B A R, B9 IF B IR 2 R . Materials
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.
AOL. fEFIRHUR A GA

A SR EAE P B S RN S, IR UER B T LGS AN G ) 05 2O TS A% i it IIRHESTHR
AE ° e ﬂtfﬁl %/H
A0l Use of Radio & Audio as a Medium ﬁﬂg‘{(;f’iﬁi)
The innovative or creative use of radio or audio as a medium, with evidence of how the o BRiEh
medium was used in a creative and innovative way to communicate the brand’ s message.

Fofth (FT3£42%2)
o [

A02. FHRI) HBHANH
I EAZSRTIIT ARG I ATIEPE BN . X RE
JEoR BT I AR AN A4 2 R R EOR

FAEANBR T % PR 3 RS 2l | I AR (RS B R I

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.

o HRLABIAE
o HHLABNIEE JPG
o HHULM

Compulsory
e Casefilm

Highly Recommended
(optional)
e Demo film

WF IR G AT, LRt s
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AO3. iE&E W
BIFTHL A S 57 & SIS E0E TR, G IEh ITRAAE, HhS 55 IR TII ki Optional

. URL
AO03. Voice Activation e Digital Supporting
The innovative application and use of voice platforms and voice-activated technologies to Content
create interactive/immersive storytelling that drives engagement and enhances the experience »  Digital Supporting
of the listener. Images - JPG

e  Audio File

AO4. FHNE [ BE
B ST 6 LR . MBS R IR B A H, GRERE. REMKTE . . W H B, %N
75 LRI A S5 R, FER BRI Ok

IFFE LIS RANEEL30 7 11T B AR

A04. Branded Content [ Podcasts

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

Please provide a sample audio file of up to 30 minutes.

AOS5. N ZHLK
FEXE A7 B b, AR E AR 0 B R AR B B S

AO05. Content Placement
The contextually relevant creation and placement of sponsored messaging within appropriate
programming.

A06.ZHE FIEIR
T R S AR A R SRR B TG R B RIE, A R R | SRSy B RIS

A06. Audio-Led Creativity

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.

WF IR G AT, LRt s
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B. HHUA) #Eiibiz A

MRHRRZ

B. Excellence in Audio & Radio Materials
BO1. & 4R M A DR RS
g
RO 2B A T e | T A . EHULHE
sz (rigiex)

BOl. Use of Music o WURFT
Including original composition, licensed recordings or adapted / altered versions of an existing

recording. oAt (AT3%322%)

o Mk

BO2. &t

fiE . I BPBUERGE MUC R IR, RS WsE. " A .

B02. Sound Design

The process of specifying, acquiring, manipulating or generating audio elements, including

sound effects, location recordings, 'Atmos’ etc.

BO3. 4
SRR TR R AR i B R A B G Ve (e oy B S0 A ae 71, BT AR SR,
LRI o

i IS TR A 2 SR X

SIA L (2T XS EF RN o X IEA TR I HIMIA S R TF ETF— L E A B3 7T

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.

BO4. i MR
R R AT EIURA MM S, Hp B SRR S I . X T AR B SRR R, O
5 13 P A 25

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.

o Hrhd Py
o HhA DL JPG

Compulsory
e Audio File

Highly Recommended
(optional)
¢ Demo film

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

WF IR G AT, LRt s
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C. 5T

MRHRAZ

T I S AR SR X A S A E AR R AR U AR Materials
WRARIEL ZANPAT, TR ITEPIT B IF A0 AR, FRAEREASHr AT 2 18] B WA 18] B LAbR s T 46
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.
CO1. A i g AR
o

R 26— MO R A R 5 A S TS O o FHULHE
COl. Local Brand sEziE W ((FTeiz)
Work for brands distributed in a single locality. The work should resonate with a clearly o RUIY
defined, local target audience.

FoAta (T HEHEST)

o [k

CO2. Phii# fh i
ST RN 5 4 T A T T G M R 0, BRRILIR, 0 LA A L AT 3 7 1 S R
U FRI 1 S 0 5

C02. 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.

CO03. B—TFES)
WAE— 5[ X [ N Hk H SOSAT FOAE S o Ak S 2 AR SR A ] s 1) A i it B
C03. single- market Campaign

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

CO04.}44TH
S ST AL X R I G, LART IR L A7 A A R . E 5 R R s L R FE 30 3 47 9 i 88k 15
i ST R K (I 2R

C04. social Behaviour

Work inspired by a specific audience or community, relying on identifiable social behavior. The
work should demonstrate how leveraging insights into consumer behaviour can create a
powerful connection with a brand.

CO5. 1y ER M
TE R MAE R S R SR VE F . TERRSIR AL . WURAIS IR %S, BRI —5, XAEEZ A
SEMES . WORIBLR.

CO05. Use of Humour

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 HiLiEBIN 2
o HiLiBIEIE JPG

Compulsory
e Audio File

Highly Recommended
(optional)
e Case film

Optional
e URL
 Digital Supporting
Content
 Digital Supporting
Images JPG

WF IR G AT, LRt s
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CO6. FH R
QUi AL F S A SAT A S B D K AN | SR, B ROR R RNA o R it S s n T 76 A
FRAIEOL T, DLASBTAOIRSE T R AR S R A 4 Al A s S 2 A e e e i R

CO06. 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.

Cc07. bz B Mt FAT
HARIRZN I TAE] SME2, fEYckhes . EERIPREE B, 1 5N SR 2 il 20 550t
TSR N AT AL

JITH JEEF 22 I B PR SE AR ZER T 262675 D. Z40R1 " #F: 17l HI264) DO6. - JEZF
| 7T

CO07. 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.

All not-for-profit, charity or government work should be entered in the relevant sector and/or
DOB. Not-for-profit / Charity / Government category in section D. Audio & Radio: Sectors.

CO08. Wi HiE
EE b (X I) AER i, QUSRI LT 2 B e TR D 1 2R 0

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.

CO09. k& 5%

T b B GERER TR STAROAL X AR e, PR UL R DR TT 980 1R S SRIVRIARES: 17 33 . AT N AL e il 22
AR By (BIARR. PRl R, BUa. FEE) REAM S . RSN 1 AR T 5 AT
BEARPRYS,  MITTHES) SRR K ARISE R 48T, o

C09. Cultural Engagement NEW

Work crafted around strategic solutions rooted in the lived experiences of culturally grounded
communities. Work which reflects and translates the nuances of customs, behaviours, and
traditions that shape foundational perspectives on identity (e.g. disability, gender, race,
orientation, age). Such insights reveal how audiences choose brands and media experiences,
driving growth and impact.

WF IR G AT, LRt s
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D. A 3% LR MBHER
(R — T it 72 2R Y R VFERSEN— T o Materials
D. Audio & Radio: Sectors

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

DOL. 5% 5 BRI AR
FFAT T P 2, BRI T R BRORl Ak S P S SLM R . RS RIR A 5 o BB
Hoo 3R P S AR R R 27 o B 45 0 At PR 1 2% okt (T 4E3T)
JIFB K F AN ST RN R DO3. 3t [ 11 | FERAEMN (FFHAE B o MhE

o TP %
DO1. Consumer Goods o BB G JPG

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

. . . Compulsory
products, other household goods, other FMCG, clothing and accessories, furniture,

. . . e Audio File
consumer electronics, cars and automotive products & services.
. . . . . Optional
All fast food entries should go in DO3. Travel, Leisure. Retail. Restaurants & Fast Food Chains. URL
L]
» Digital Supporting
DO2. =57 R {g Content

12, ARALTTE, kR AL « Digital Supporting

LI (2 K T HLRG FEEFIZRGIER), TIEIER IR DOB 4, Images JPG

D02. Healthcare
Pharma, OTC drugs, wellness.

If the work has been created for a Charity/NFP then this should be entered into DO6.

DO3. jiklif [ thiFl | B KB (EFBRBEED O

iRl - P A Sl SRR S . BIAEANIR T ARSIl IRIER S . RIFIRS - FTA RIFAR I IR S A1, 6
FREARTEWE. WH. @555 26 - IETERSNREE, QiREARTALEEN. ’EIN. KK
Uiy BHIRAR LA . YO - A RT AR ESUE, G E AR T v AT i A

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.

DO4. itk [ 5%
BIOMERIE T35 5 M. Bl AP, D585, B, BT &% R Lk,

DO04. Media | Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

DOS. I %55 [ kAR %5
AT IR A SERRSS 0 i, Mt i Bb . AR, JLABRDILARSS, PRl i .

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

WF IR G AT, LRt s
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DO6. J:EF [ ## [ BURFHLI
B, ASCER. BN R, BB, RS

I RTAEAM R 2 FFAENTEra TR T C. Xt RIL5E - 555 CO7 . bMbim BRI 7

DO6. Not- for- profit [ Charity [ Government
Government, public information, NGOs, military, charities, non-profit organizations.

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

WF IR G AT, LRt s

If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail. 9
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Ut A AT TR AR M el i e et s DiiRal. FEM360 ° B2 5 am e s g .

B T R R i AR 0 R A B2 s w2 (D8 A S AT 582 e B RS AR T R s L e 3
o VFHFRBATARME ARG R . #HE20%: KI%20%: 1T730%: A30%.
o [ TR S TEIE AL IR VPR AT i 22 3 AN BRI . AR — TR S TE “ A S RARIS RNEE: 87 N AR N — T .
o BRFVBNTEATAEZBIR . . BN A ARGIN A B 5.

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 A number 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’ .

. Subtitles are highly recommended on all case films, films, demo films and original content.

A. AR IS AN 2088 MR
A — T S PE IR I RV IR N — T3 Materials
A. Brand Experience & Activation: Sectors
The same entry can be submitted only once in this section
AO1. 3% NIFARZ R
B DR 2 s BUAEANER T frdh AOUCRE Aetbl . T A ARSI IREEFN T o HINHUREIR JPG
SH T B T R SR G i R 5% AN A R B
AW (THRX)
ST 5T RN P Z RN SR AO3. JikiiF [ 1hif | RN (T RAEED ) o FPIGY
AOl. Consumer Goods ;ﬁ(gfﬁi)
All fast moving & durable consumer goods, including food and drinks, toiletries, : KT 2
cleaning products, other household goods, other FMCG, clothing and accessories, o HELEEBIEG JPG
furniture, consumer electronics, cars and automotive products & services.
) ) ) ) Compulsory
All qut food entries should go in A0O3. Travel, Leisure. Retail. Restaurants & Fast Food « Digital Presentation
Chains Image JPG
Highly Recommended
(optional)
e Case Film
Optional
e URL
« Digital Supporting
Content
» Digital Supporting
Images JPG

U TR G AEFIT X UATEIRA A
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A02. 57 R
W2, ARALTTEY, (EREGE.

IRt 72y BB TR FIALA IR, T E i AR AO6 K

A02. Healthcare
Pharma, OTC drugs, wellness.

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

AO3. e [ R [ BE B (EFEREES D

TR = P S SRR g% . BB ER T AIASHE . IRIRSE. RIS - BT A PR RAR S A IR 55 A0 22
I, WIREARTEWE. WH. @SEE. 26 - IrEEEIRSRE, G EARTAELEER
BCER T, SERIM. R8s ROl - BT 8T AR IESE, E?ﬁfﬂ/ﬁlﬁ&?wﬂwLE%D«EHE%%G

AO03.Travel, Leisure, Retail, Restaurants & FastFood 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.

AO04. itk [ 15 5%
SR, . LRI HURYD. BEE. BT KT 5% A

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

AOS. %R % [ VRS
PRA IR A SRS 2. St bxbasb AL, LA RSy, HABRDLIRS, PRl
i

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

A06. 5IIE*B”'%'JI ®x/ EEM’"WWJ
BUR. AEE. FBURHZL FF, ZENM. EEFIHLE

I e T2 TEATHITEd A A TERS E. AL ALDE - A5 EOT. B0V % G RIE 250 (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 EO7. Corporate Purpose &
Social Responsibility category in section E. Culture & Context

WP IR G E I —E R, LI A Kyt

If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail. n
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B. Bl AR

MRIRRZ

PRV RHHEA 2 Bl 0 R AR 3850 Materials
B. Touchpoints & Technology
The use of technology and multiple touchpoints across a brand experience or activation.
BOL F4&. FIRBIHUMRA & A4k A BRI
(EFRR AL . (R B AN EOR, 76 SRS BT 3 b G SN 38 59 98 1 LA £ o HEHORER JPC
it o
BRI (PR

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

o X

o AR/ VR Xk

o HELHHBIN A

o HiHHHIIEE JPG

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

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

BO2.J5 3 [ B P 3 .
It B A TR s RERE SR LS, TR TR S AR 1R

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

o Hi IR EUR JPG
o Wik

PRI (FT L HRX)

o RUIY

HoAtr (ATEHRL)
o AR/ VR CfF
o HRLHBH %
o HALHBhEIZ JPG

Compulsory
e Digital Presentation
Image JPG
. URL

Highly Recommended
(optional)
e Case Film

Optional
o AR/VR files
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG

W TSR AT —EEGEEX LTS Ak -
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BO3. BT SEAHFT R

QPSR R, IS TANEY, BIUR R, K MR Ko B
Z. KTHEIEEART Al AR, VR, XR. TR TIRS SN BA . A KRR, Bk
o BERMIESE. TR ST 6. R 1R B 0 P

B03. New Redalities & 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 be 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

BO4.Jik £ 5 I T REA TS
DA AL 0 (O TR 20 A, A E AT W T £ T HEAT o M O3 e g B . X B
FEERBT B0 ik, THLIRA S L .

@

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.

BOS. $(f5%E
9T R B IR SR LB KN R S R R Bl . X AT DAL S AR T VR/ AR B HT
% B N2 YL FEIR R .

BOS. 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, motion chairs,
multiscreen and multidimensional experiences.

BO6. Rh 3 T B i i A B
5 P P s (RS AR 5 it AL AR 08 B PR 1 i o

B06. Tech-led Brand Experience
Work that uses new or existing technology to enhance a brand experience or activation.

o HHLEHOREE JPG

BRIR U (THERT)
o R

Hb (FTiE#Ez)
o [PhL
e AR/ VR 1
o At
o UL BhEIR JPG

Compulsory
» Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

Optional
e URL
* AR/VRfiles
» Digital Supporting
Content
» Digital Supporting
Images JPG

W TSR AT —EEGEEX LTS Ak -

If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail.
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C. TH AT MR

C. Retail Experience & Activation Materials
COL Z&/ J5 M % 5% BIHEATR

JE R EES, AARERIR TR R AT R RSB R, ARG S R e | o BUIMEUREIR JPG
BREHE R TS,

R (T 44RZ)
COl. Customer Retail [ In - Store Experience ESUE )
In-store and retail activities including, but not limited to, product launches,
demonstrations, sampling activities and pop-ups that engage and guide consumers Em(gfﬁ%&)
. Ik

across all channels of their path to purchase. i N
pamiop o RPN E

o HiuiHBIEE JPG

CO2. FHRHMIETE
FELR BB L e A SE AR R i, T HESh % 5 MR LB . X AT LT E AN IR T AL A2 IR A e 38 Compulsory
WerRAC RS T8 AR 045 . .
¢ Digital Presentation
. . e Image JPG
CO02. Retail Promotions & Competitions
Online or offline promotional competitions or incentives used to drive customer .

] . . - o ) . Highly Recommended
engagement with a brand. This may include but is not limited to social media (optional)
competitions, gamified experiences, in-store promotional activations, etc. .

e Case Film
CO03. & FIREUA R Optional
i & A B SCHW S AN AR BGEE s e, IR GIsidiRrd s, Sisr 25, RIVBEZS5| o URL
i « Digital Supporting
Content
CO03. Customer Acquisition & Retention « Digital Supporting
Work that creates meaningful, engaging experiences and activations in order to attract Images JPG
or maintain customers, encourage customer activity and increase overall transaction
value.

U FEIRAGIE T —FCHBER LAFEL A Fg i
If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail. 14
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D. LR A I

MRIRAZ

D. Excellence in Brand Experience Materials
DOLEET i s B BT BRI
7K D B2B AN 7 K TILA MRS ST AR T4, i, s | o HOSTURER JPG
b T AERIALE -

BRI (FTi%1RT)
DOL1. Live Brand Experience or Activation .« ROPS
Any Ii've brand exp'eriencote o'r octivot'ion thot'wos held at a consumer or B2B event. This Skt (TR
may include, butis not limited to, installations, product demos, trade shows, expos o FihE

and pop-ups.

DO2. i & HAAF
R B A S0 — DU E . Ak BN, B AR SRR SRR B0 S S, DA
IR =B

DO02. Guerrilla Marketing & Stunts

Any brand experience or activation using guerrilla marketing, short [ one-off live
executions, streetteams, publicity stunts and street stunts to drive customer
engagement.

DO3. % BhAll i i &R
1) 3¢ BB A YT S A B0 S B UK PR G R e A KRR &5 10 | B (047 SRR E JEAT VR )

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. KA [EH KA
A L B A SRR 7 AR 55 1 B3 F i AR G BB Bl

DO4. Launch [ Re-launch
Brand experiences or activations created to launch or re-launch a brand, product or
service.

DO5. 360/F 424 7 ik
W B RO RS B P RS (2 ERIZE R () 2 I A

DO5. 360 integrated Brand Experience
Online and offline multi-channel experiences that engage and amplify a brand” s
message, product or service.

o HtDAR B A
o HiLifBhEIE JPG

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

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

W TSR AT —EEGEEX LTS A Hy k-

If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail.
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E. X5

MR

T SRR 52 A0 X A 55 (1 A A A vt AR A A Materials
E. Culture & Context
Work that is brought to life through cultural insights and regional context.
EOL. A H BIHSATR
st R B M DR AT 1A 5] A2 5 AR I b 32 AR LM A i o o HibiFR &g JPG
EO1. Local Brand SRR (%)
Work for brands distributed solely within a specific locality. The work should resonate with o EHMH
a clearly defined, local target audience.
o (AT AR)
E02. Hhisi i o ik

N R S A T ) Hs 0T GG MR R TS, PRREIIR,  BU3E A RE D R YRR B B13E 1 1) e i
KRNI 1= i D it Lo

EO02. 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. H—1li37iE3)
WAE— 5[ X [ W8k OSAT HOAE S o 1l S 2 AR SR A T s 1) A T 3 B
E03. 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.

E04. 44T A
R AL X R IE B, AT IR kL A7 A A R . E 5 R R % J ) FE 304 3 347 9 Fril 2
K 15 0 B ST R (B B

EO04. Social Behaviour

Work inspired by a specific audience or community, relying on identifiable social
behaviour. The work should demonstrate how leveraging insights into consumer
behaviour can create a powerful connection with a brand.

EO5. 4R 3
1E T RBAE TS R B A ER ER B e EIRSh AR BLE  RRAIG R 2, BEREIE R A —2E, MNAtS
ZNEEIERS . RORIIER R o

EO5. Use of Humour

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 KA A
o HitfHnEL JPG

Compulsory
e Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

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

WF IR G AT, LTIl

If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail.
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EO6. & A%
A NEE ] 5 TR BT LA S e D I RN B, BRI o AF b S R I 7 2
JEA IR T, LA BE S WA (952 H A4 A R s SEL A2 e o L o

EO06. 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. sz Bt &IHT
HFRIREN 1 5 GBS, fRvert2e . REARIBREE I . 1 SRR S B R i nd i ¥ 2 0
SO F R RS I AT AL X

S AEER, BT I B R AR ZE R R BEE3 A, GRS FI% - 77 19255
A0B. - JLEFF #3 BUF.

EO7. Corporate Purpose & Social Responsibility

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

All not-for-profit, charity or government work should be entered in the relevant sector
and/or A06. Not-for-profit / Charity / Government category in section A. Brand Experience
& Activation: Sectors

EO8. i HiE
SRk X3 AmERIERE, QU PEM RN, DU T 23 S R (B 1 R BRI T B 1

EO8. 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.

E09. 342 53T

1 i B SEAE AR TR s SCAR AL X AR VAR TG, SRALERME R Y 5 R 1B S RLFIIREE T A 1T ARUES )
M ARG ST By (BansRe. YRR, A, BUal. ) RIS, X R EER T 20
AT e 5 L R AN IEARARSG, AT HHE B i RS K AT 52 ) S 42 T o

EO09. Cultural Engagement NEW

Work crafted around strategic solutions rooted in the lived experiences of culturally
grounded communities. Work which reflects and translates the nuances of customs,
behaviours, and traditions that shape foundational perspectives on identity (e.g. disability,
gender, race, orientation, age). Such insights reveal how audiences choose brands and
media experiences, driving growth and impact.

WF IR G AT, LTIl

If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail.
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B B2B WR¥ BERT— RAM M £ RS Moo Reuks, Hop EESGORMBN RS, SRR A AT RIG [ 58 5 ity g sk [ 3%

A AR RIS 5 % AL AR DO i R R A A HEBI Y A 10— ZR 5 I S K S0 o R T

o VPHTEREMFRHE XA LI . B 20%; kEE 30%; AT 7] 20%; 4R 30%.
o HEFTEIGIAER, F—1Esn] AR GIR B2B TR M IR B A Ak R o

e XIT “A0B. L\ﬁﬂnuf?ﬁ. 2w, BEFEEHN 20231 H 1HE 2026 41 A 31 H.

o BRFVENNTERTERWBIR . . BN A ARG A B R

The Creative B2B Spikes celebrate a business product, proposition, service, solution or experience whose primary buyer is a
business decision-maker or group of decision-makers/buyers who make purchases/transactions on behalf of another businesses.

The work should demonstrate a blend of short-term tactics and long-term brand-building strategies that connect with customers,
improve brand health and ultimately drive growth.

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

e Thereis no overall limit to how many times the same piece of work can be entered into Creative B2B Spikes as long as the
categories chosen are relevant.

e For ‘A06.Long-term Brand Building’ , the eligibility dates are 01 January 2023 - 31 January 2026.

. Subtitles are highly recommended on all case films, films, demo films and original content.

A. )& B2B Materials
b1 Ml A AR 2 ol ST B T 722 5 S 5«

A.Creative B2B
Any product or service that is purchased by professionals on behalf of businesses.

I =R VB S
AOL. BS I HAHCE 3748 B AT
BSR4, TEORMIE B 77 i B 55 12 b a2k T 2 IRIE R RS
AO01. Cross-Channel Storytelling NEW Eﬁ!@?ﬂ(ﬁffiﬁ%i)
Online or offline multichannel experiences made to engage and amplify a brand’ s o Rblh
message, product or service. o RERE
AO02. i AT FTH Hofth (FT3£42%2)

B LS| S2ARTF NGRS 2R LS A ot B8 A I ) SR sl Ak e . X T R LR AEAN IR T s b o [k
WHVHE RAER BT WA BE. VRIAR., SFEE ., B, AR o HEYIHE A A
MUY . ANEIEER HAEYTIRIT B R4 o BN R JPG

A02. Brand Experience NEW

Physical or digital experiences that are set up to engage and strengthen relationships Compulsory

and make the brand more memorable. This may include but is not limited to immersive ‘ E'g'tc"t "
brand storytelling, experiential marketing, live events, use of mobile, VR/AR, installations, | resen Japgn
mage

virtual worlds and multiscreen and multidimensional experiences. Does not include

rototypes of early-stage technology.
P yP Y ° % Highly Recommended

18
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AO3. 4 7 MIABIHH 8 i
A3 P A ) P 2SR Nk 5 5 5 B . X T B A RE(ECANBR T L

STo

B SRR AR

AO03. Innovative use of Content NEW
Creative use of content to increase business or customer activity. This could include, but
not be limited to, film, audio and radio, branded content, PR, etc.

AO4. BN IS5 Hiig
T A B E T  EE S5 EEIE S P R O RME . %A 5N R E AN L A
Lol T PN T 1 N = b i

A04. Targeting & Engagement NEW

Work that effectively attracts new customers, drives engagement or strengthens existing
customer relationships through targeting. The work should show innovative use of data
and insights leading to an increase in new business or customer activity.

AOS5. 5 A & B
BTN BV SCRH RGO B A RER .. XA R EIEEARFRE. FBiE,
SEATR, BMAIGI . R R RIS

AO05. Effectiveness & Measurement NEW

Work that demonstrates deliberate and thoughtful introduction of measurement
techniques that have had real impact on the performance of an organisation. This could
include, but not be limited to, traffic, conversion rates, renewal rate, brand awareness,
salience, consideration, innovation in measurement, etc.

A6 iR B i
JEIRACIIBA S RS AN D« SRR 2R e vt e A PSR o T VR I R T JR )i sl e A 1)
T SETL A R B E B

UEIETYFEREIT R 1 3 F: 2023 41 A1 H% 2026 1 /7 31 He MALEZHIPE Fdd LA T4
KHETTHI 175755

A06. Long-Term Brand Building NEW

Customised brand positioning strategies that demonstrate long-term brand affinity,
growth and effectiveness. Methods should demonstrate how a long-running campaign
was instrumental in achieving a brand's strategic objectives.

There is an increased eligibility for this category of 3 years: 01 January 2023 - 31
January 2026. All work entered here must be for a single long-running campaign.

(optional)
e Case Film
. Information Deck

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

AO7. THEL SR il
U P ST A0 BT AL 56 R TR | BRI ORI o R s ]
ERFEAREEO T, PLAFRRE 7. TR RSO A4 NAR IR A i s L A e s b 1o R

A07. Breakthrough on a Budget NEW

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.

A08. PR i HTig
N RERTFERT TR QETE R B T, PRERBLIR, GG B HED B YR BT 63E ) 250
TR 1 ot 4 o

A08. Challenger Brand NEW
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.

DRAEATH
o HiiF R &g - JPG

BRI (Ti41X)
o KBS
o fER%

ot (AT $R2E)
o Wk
o iLiERIN A
o HLHIEE - JPG

Compulsory
e Digital Presentation
Image - JPG

WF IR AT B, LUITERK Kt s

If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail.
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A09. VSR B ST Hil
FIARERENII A bt | SRS BY, M RAt oy SEAEAPRR D A i B2 os it R FEY L A e e g 2 )
5 AR SR ANE N H A FE AL X

A09. Corporate Purpose & Social Responsibility NEW

Purpose-driven work/brand activism that addresses social, ethical and environmentall
issues. The work should demonstrate how the brand’ s purpose has created value and
affected communities by connecting customers to culture.

Al0. TT37 SR HTH
le 24/ (XA AERIRE, QUEERL RGN, LTI 7 23 it R (6 P B ST 0 2 1
Jio

A10. Market Disruption NEW

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.

AT1.B2B A1 Hrig
B R O/ER 6) % B2B B NI SE AR . XA REEIEEAR T ERIES. HF0E. B
fE. &, MR HiR. .

A1l Craftin B2B NEW

Creative B2B ideas brought to life through exceptional craft. This could include, but not
be limited to, art direction, digital craft, film craft, copywriting, illustration, typography,
photography, etc.

A12.L2575E3h HitE
FELZAT A (F EMAT) FRIhEE S s BV, R R R a S R E R, P
U451 B2B YA W i S B T 5 U, DUOESRA R UAR AE  B 5

A12. Integrated Campaigns NEW

Work that successfully carries a brand’ s message across multiple platforms/channels,
both online and offline. The work should demonstrate how B2B content featuring a brand
s message, product or service has been seamlessly implemented on various channels
to amplify meaningful experiences and customer engagement.

A13.B2B M4 B4 iy
B3 M bR 9 0 R HESHAT MRS R G P e, $Rmr A, Semi ik B bR, #EIX ey 2 .

A13. B2B Influencer Marketing NEW
Creative use of influencers to drive industry conversation and purchase decisions and
improve brand perception, impact business objectives, community or consumers.

Highly Recommended
(optional)

e Case Film

e Information deck

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

WF IR G AT, LTIl

If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail.
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PEBIRE RN TR RN R QIR QUL LSRR, SO T RS Sl

AE b 25 R A 35 B 3 2 TR AR T AR AT — SRR R AL AT R e e 2 2 S R R R 3
o IPHHREMbRESANA BT R FE30%;  TEIE20%; $AT720%; HE30%.

o fE “BUERL” . [F
o RFUEUAEPTA R

ARG RS T DARA = (R ¢ AL BURET L.
VR BURRE R RGN A AR R

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

solutions and transactional journeys.

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.

T N AR

) .
~ .' Spikes Asia

NN

* 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’

* Subtitles are highly recommended on all case films, films, demo films and original content.

A. QIERENL: 4TI

MR

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

[F]— TR 7 2B Y RVFHR AN — T2 031 Materials
A. Creative Commerce: Sectors
The same piece of work can be submitted only once in this section.
AO1. 3% DR
BT PSRN 2 i, BIAEAER T iAok, fetih . T A A B A IR R X o MR ER JPG
Foo T B L 7 AR TR BRIE P IR S5 A LA DR 9 % o
AR (FTIE3)
P K T3 I % FEEN TR AO3. Sk | i | FERELA,  (CFTHEED D o ZhlF )
AO1. Consumer Goods Hoth (FT422%)

o ik
o HinAl BN 2%
o LAk hEG JPG

Compulsory
e Digital Presentation

A02. =57 iR
#25, AT, ARG

A02. Healthcare
Pharma, OTC drugs, wellness.

AO03. jiki [ R [ TBERBIL (EIFEREE )

R - BT A SRR Sy o BN T AIEAZE L R RAE . RIRIRSS - BT PR R AH < ) R 55 FR 4
1, WIREARTEWE. WH. @SE%. 26 - IrEEERSRENE, GfEARTELEEN. K
B AR 2208 . AR - Fr AT MPASEDUE, AR (AR T o A e 45

Image JPG

Highly Recommended

(optional)
e Case Film
Optional
e URL
e Digital Supporting
Content

WF IR G AT, LRt s

If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail.
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A03.Travel, Leisure, Retail, Restaurants & Fast Food Chains ® Digital Supporting
All transport and travel related services, including public transport and tourism boards. All Images JPG
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.

AO04. i1k [ 55
BIAMEABR T & 5. B, B . FEE. BT BT & 55 S Al A .

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

AOS5. {8 R% [ LIRSS
FIA R A SRS . Al R SRS, HARRRS, RS
e

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

U TR G LEFIT X, UATEIRA A i
If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail. 22



EEIN=E

) . .
~ .' Spikes Asia

B. T MV IRIE

MRHRRZ

XTI A R AR T L ) AN B T QT AT PP Materials
B. Commerce Channels
Work in these categories will be judged on commerce creativity and channel innovation.
BOL. 132/ M4 BRGRIHA
M AL SET- 6 W 51 e I HE B L e R A o o HULEREIR JPG
BO1. Social / Influencer Commerce 3&2{@&(55&1}%3‘5)
Work which harnesses social platforms to engage consumers and drive business results. o« ROILH
~ Fofth (T EAREAT
BO2. B ZF % . (|xxu¢ )

oA 72 RS, BN 5 ORS AR b R RS B R 55 Mk T3 ZE RO BRI o BAREANBR T N TR
Fr R, ARiRE AR5 (.

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. & &wk
i AR A VAR RAT MRS, SCBLAS B MR AN SR AR (K TE4E B BB (EA IR T KA
W, EERI, Wik, E, &%, BRI,

B03. Entertainment Commerce

The seamless integration of transactional commerce and entertainment content through
unexpected partnerships and brand experiences. This could include, but not be limited to,
long form content, retail theatre, gaming, sports, music, virtual worlds, etc.

B04. £ RIER
B REEEALAS . BTN B SR SR rh 2 AN A A R

B04. Omnichannel Commerce
Work that effectively integrates multiple conversion touchpoints in Social, digital and/or
physical channels.

BOS. T MV IRIE (Bl B N
JEoR QUETEH T BRI BOR . P& BRI IR LA d

BOS. Innovative Use of Commerce Channels
Commerce work that demonstrates the inventive use of new or existing technology,
platforms, media or channels.

BO6. Fa LAk H7 i

R GRS 8], D Thd Sh AR Qa2 I b o 122858 B R AE M3 R ] 2 Bk )
2. FIVEYINL ARG 557 6, R B R SRS 5 2 BB AR AR o IX I B e 7 L
ARG BRSO SN 2 5 LS TR Ak 2R o

B06. Commerce Media NEW

Celebrating work that transforms commercial media spaces into powerful brand storytelling
opportunities. This category recognises work that strategically harnesses retail media
networks, shoppable formats, and commerce platforms to create meaningful connections
at the moment of purchase decision. The work should demonstrate how media placement
within the commerce ecosystem drives both engagement and measurable business
impact.

o HLAHBINE
o HULHBNEIZ JPG

Compulsory
 Digital Presentation
Image JPG

Highly Recommended
(optionail)
e Case Film

Optional
e URL
 Digital Supporting
Content
 Digital Supporting
Images JPG

WF IR G AT, LRt s
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C.35p

MRHRRZ

A8 T T MU 0 27 2 VT 20 51 T 3952 A Materials
C. Engqgement
Creative commerce work in this section should focus on engaging and captivating audiences
both online and offline.
COl. HirEfL, MBI AR
FEH R RIS 5RERMEENE, T3k s . o HidfnEL JPG
COl. Targeting, Insights and Personalisation BRI (FTikiRae)
Dynamic content that enriches the user’ s shopping experience and drives engagement to o EHMH
achieve business results.

b (Rrigier)
CO2. XA S5 i o il

R ERSS . WERHLES A ST S WA, S sSimr . MELRI % 5 S 5k U 2 W IR T 1
e

C02. Conversational Commerce NEW

Work that uses messaging services, chatbots, voice assistants, customer assistance, etc. to
improve the online shopping experience through real-time, personalised customer
engagement.

CO3. JE kL
AT PR EEMRS . PRINRE RIS RSN R A PR

CO03. In-Store Experiences
This could include, but not be limited to, offline retail promotions, store displays, pop-up
stores and events, product sampling / trial, limited edition products. etc.

COo4. & FIRIUAMRE
B G| B 7, Sl T G s A I ARSI 28 AN AR, BIEEAIR TRy, 5
e, HERREEE . NHRF A A,

C04. 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 KA A
o HitfHnEL JPG

Compulsory
e Digital Presentation
Image JPG

Highly Recommended
(optionail)
e CaseFilm

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

WF IR G AT, LRt s
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COS5. FBLLAIF MFHL

GUEVEMHES) 1R BORR AR AR . BIREART Al AR VR, AT FRBEAME ) % 8
R XHEERAR . Web3. Jittift. RS Jos i MG HABE T 6 o A FIHEAR IR
i,

CO05. New Realities & Emerging Tech

Immersive experiences that creatively push the boundaries of technology within
commerce. Including 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.

o H4HEURKEI{G JPG
BEAIEW (FERE)

o EPIH
FHoft (RTIERAT)

o ML

e AR/ VR 3ff
o BUHBAHIL A
o HULHEhEG JPG

Compulsory
+ Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
e URL
e AR/ VRFiles
+ Digital Supporting

Content
+ Digital Supporting
Images JPG
CO6. 3 ik ms Hrid DRI
BT Rk R L ) BB S AR TR TS 58, IR P R NS b P AR ) SR o HUHHEURKEIE JPG
CO06. Brand Strategy NEW Rz (AT iEHRAD)
Innovative strategic solutions to brand challenges that have a tangible impact on customer o EPIH
experience and engagement.
HAob(Frigisz)
o WAL

o HIUHBINE
o HULHEhEE JPG

Compulsory
+ Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

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

WF IR G AT, LRt s
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MRHRRZ

Materials
D. Fi P %
UESERI T 55 15 SN EE T P A, B DRAEAS L3N PR T R T i B
D. User Experience
Commerce work in this section should focus on the customer journey, ensuring a seamless
experience at every touchpoint.
o HibisR &g JPG
DO 5 2 i 95 it o
SR AR RS (05 B P R, TR R EURB T 65, FP S P gt ) | P o (iTE )
(NI SN e o I
Hfth (ATi%E4EZ)
DO1. End-to-End Commerce NEW o [l

Celebrating the entire customer journey, from initial awareness through to post-purchase. This
could include, but not be limited to, UX, Ul, user experience patterns, conventions, preferences,
branding, etc.

o KA A
o HidiH g JPG
Compulsory

¢ Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

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

DO2. H1 TR % M3k[ N FIFEFF
B RIT A ALK B2B A1 B2C L3755 Wt NS HIRE R, s D K06 . DHRETEAIEE LR, IR IR
T .

D02. 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.

DRI
o HMHEUREIE JPG
o [

HRELE W (AT 5RA2)

o RBIY T

Fefts (ATEHER)
o MR P
o HIHBIE L JPC

Compulsory
» Digital Presentation
Image JPG
e URL

Highly Recommended
(optional)
e Case Film

Optional
» Digital Supporting
Content
e Digital Supporting
Images JPG

WF IR G AT, LRt s
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DO3. STAF TS BIHRZ A
SR RTT ZBIE TR . ASREAIR TS AR, XA, Bl ftm, NFT, #a)ikamm o iR EE JPG
RINRET it SR ERERAT 2. A ELIE SRR . .

s L A BRI (THR)
DO3. Pa : o EhlRY

. Payment Solutions
Creative use of payment solutions. This could include, but not limited to, software & Hfte (ATEE4RAT)
apps, blockchain technology, cryptocurrencies, NFTs, mobile wallet and reward o [k

programs automation, delegated authority, hyper convenience and order buttons. Does
not include prototypes of early-stage technology.

DO4. A&
AFHEARR T SRR AR, Z5a gtk

- WMREEE R RE .

DO04. Sustainable Commerce

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

DOS5. A& M % i

BRI BTt A PR L RS O, XS 15 AE D585 RE T SRR AN 2 AR B A il 7

mnBHr . BRSO AP, NTTHESI AP IESF 2 5, REETE N2 R e B

DO5. Inclusive Commerce NEW

Initiatives that have successfully designed and implemented commerce strategies
prioritisinginclusivity and accessibility for diverse audiences. Work that embraces inclusivity
whether through product innovation, technology, or distribution, driving equitable economic
participation and fostering a more diverse and empowered consumer base.

o M AHBIAN %
o Hldi &g JPG
Compulsory

e Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

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

WF IR G AT, LRt s
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E. PhAR5 2R MRHRAZ

S SOMGIREE A7 DX A7 S0 B 6 e 5 AT 0 60 R RO B3 Materials

E. Challenges & Breakthroughs

Creative and innovative work which is brought to life through deep cultural insight, regional
context and progressive thinking.

EO1. Pk i H7H WFHRAIE

N R 54 T H 71 G MR RE T, PRERIILIR, B3 A R R BB YR AT BT B 7 B e R RN o HiHUREIR JPG
VU ER A it 1 i L
AR (A%
EO1. Challenger Brand NEW o HHIELH
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 | At (AT #%42%7)

innovative creativity. o ik
o HULHIh M7

o HhdA B K JPG
E02. 3 £&4T A $ho i Bh %

SERFRE SR R A, ARTRGI AR AT ka0 A1 it S s S0 TR R 2 AT M IR 5Kk 5

R ST IR AR Compulsory

 Digital Presentation
E02. Social Behaviour Image JPG

Work inspired by a specific audience or community, relying on identifiable social behaviour.
The work should demonstrate how leveraging insights into consumer behaviour can create a | Highly Recommended

powerful connection with a brand. (optionail)
e Case Film
EO3. T IRAL HiH .
B 5 17| BRATALT S RO BIBA | SRV, QIR RORM . (R R v | OPtional
PRAGHFSL T, LAABRIIRE T3, BT 32 EH 1 4 A2 R 0 e FEL A A 7 M R * URL
 Digital Supporting
E03. Breakthrough on a Budget NEW Content
Creative use of modest budgets and/or resources in relation to the market and/or industry to ¢ Digital Supporting
create maximum impact. The work should demonstrate how fresh insight, smart spending Images JPG

and compelling strategic thinking solved a business problem despite limited resources.

E04. LR B SH- 5T
% FARIRBD A BRIAAL 22 . AGTAIEREE I RO AF ) RS . A b R it R B B T K 2 P 5 A
R, QUG ME AL

EO4. 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.

EOS5. WA BR N F it
TE AR S R S AR R . ZENESD PRI . SRR P 2Y, BRI A —2, AN Ak
BT MR R,

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.

EO6. TiHEiE
GEt 2 DX 3 Ak i Qi b R, DT I 2 T B R £ TR Y B T

E06. 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.

W1 TR T —EEK LUFERA g ik o 28
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EQ7. Cultural Engagement NEW

Work that honours marketers who craft strategic solutions rooted in the lived experiences of
culturally grounded communities. This approach reflects and translates the nuances of
customs, behaviours, and traditions that shape foundational perspectives on identity (e.g.
disability, gender, race, orientation, age). Such insights reveal how diverse audiences choose
brands and media experiences, driving growth and impact.

W1 TR T —EEK LUFERA g ik o 29
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The Creative Data Spikes celebrate the interplay of ideas and information.

The work will need to demonstrate how it 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.

A number of criteria will be considered during judging, weighted as follows: 20% creative idea/data solution; 30% data

driven strategy; 30% use of data; 20% data driven results.

¢ 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.
¢ Subtitles are highly recommended on all case films, films, demo films and original content.

A. BB BT

MRHRAZ

A02. HiEIREN I B hrik
T O A G P B s, DA R FARE AL SR i N JR R 250 G AT SR T AL AR R i D I
SERIGE, UIHBE CEAR. S B ERE, SEBUEAF AL, BT A T3 T .

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.

AO3. BHE IS S 7 bk
5 FH A AT T AW B B 7= i WA 0 WS ST S 7 b AR DR, AR T STk 55 H b
5 RS B B AN T s A RR R i Tt

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.

A. Creative Data Materials
AOL. A3 S 1R K IR Sy BIGHH
3 Ao P S e BB R 7 i B R A s BAREAN R TN BB 7 1. B R D RE U B M TR 5 ) AR IR AT R o B KR JPG
*o

HRAIEW (T3EH%)
AOl. Data-enhanced Creativity o EHIFH
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 | A (AT#2r)
the customer experience and the outcome. o [k

o DA 2
o M4 JPG

Compulsory
e Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

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

WF IR G AT, LTIl
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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.

AOS. ¥ HEFTAL
S8 ) 22 B A AT RCR DM s i 07 sl B B AR A5 B, AN AT . XA E AR TR LBl 4.
S ARSI AR B ETEATE T AL, L ot e B AN -

A05. Data Visualisation

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

A06. R
BRI RMBER B, GIREAR TR, THA. Fa. MHARRME L. 1F L IUR R EER B R 80
BT e 1 BURAE R AR SIE A UL B B BRI Tk 7SS, SR AR. BRI ITE .

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.

AO7. S Hi37E ffE FH
SN B A TR, RSN B SRS T R R e AT A SEIT I Ji s SN B0 5 61 2 i b 2 8 i[85 9%
Fo VLB e ) R S EAR DR L B AR AL, AT SR B AR

A07. 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 creative more relevant, timelier or more personalised.

A08. HATH AL /)
XL AT IR G 7= A s AT QSRR S, DR W] sl e R 58 S AR AR X DG R o 8 25 B T s £
P ZZ Bl ANAR S ) H AR 7 iR A ) DL

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.

WF IR G AT, LTIl
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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.

A10. R A
B A ZABART,  LAELAE IR B R A6 2505 B st BRI (7 DL . X P RS R RR T i . s kB
BT BUIHA S R 5 D S O TR I e e

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 or
fusion and technology enabled integration of data from various sources and the connection of data
streams.

WF IR G AT, LTIl
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B. Culture & Context

Creative data work that is brought to life through cultural insights and regional context.

BO1. 7 7% h ¥ DRI HY

sl P B — ML [X R A £ 5 AR R A M s 52 AR ) 5t X 3 U4 i o

BO1. Local Brand NEW
Data-driven work for brands distributed solely within a specific locality. The work should
resonate with a clearly defined, local target audience.

EO02. PRk S g By
RT3 4 T P R 1T G P R 0 . SRR I B . 20 A 35 T s ST B
WA, AT A R R

EO02. Challenger Brand NEW

Brands that have creatively adapted their approach in response to competitor pressure
by challenging the status quo. Work that uses innovative applications or interpretations of
data to produce impactful work that disrupts their segment.

EO3. H.—1i37iE 3 #il
RAER— [ 5[ HIX [ 4% BB AT (0 B SR Eh B E e FF SR T A = A R 5 10 Al 3
B

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

EO4. #2470 Hil
SERFIE AR DR B B RIAR SR B B i, DA R R AR AT N R o A o I s S ) 0 i
WEAT IR GRS SR S5 R R

EO4. Social Behaviour NEW

Work that leverages data inspired by a specific audience or community, relying on
identifiable social behaviour. The work should demonstrate how leveraging insights into
consumer behaviour can create a powerful connection with a brand.

EOS5.yBRN H i
FE SRR P E MR EARIME S o EEZNTRANUE . WRIRIS RN, BEREIMZR—%, MNits
ZARESLHES . R R -

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.

o s g JPG

R (TR Z)

o EHIFT

Hopth (FT%3R22)
o Wik
o HUAHIN
o HLAHBIE % JPG

Compulsory

e Digital Presentation

Image JPG

Highly Recommended
(optional)
e Case Film

Optional
e URL

e Digital Supporting

Content

e Digital Supporting

Images JPG

WF IR G AT, LTIl
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EO06. Breakthrough on a Budget NEW
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 the creative use of dataq,
fresh insight, smart spending and compelling strategic thinking solved a business problem
despite limited resources.

EO7. bR B AR TTE #il
HARSEBN IO | RRREE S, kb sy AR PREE I R, AR LR 5 3 R 1 8136 P L P (4 7 7
SRk, WTHITHER RS BlEE R NME.

EO7. Corporate Purpose & Social Responsibility NEW

Purpose driven work |/ brand activism that address social, ethical and environmental
issues. The work should demonstrate how the creative use of data helped to elevate the
brand’ s purpose and created value by connecting customers to culture.

EO08. i 37 i HiiY
b XA 4RI, O R C R SR, S R B B S B e B T
AR 77 AL 0 AR 0, AL S (AR

EO08. Market Disruption NEW
Brands that have creatively adapted their strategy in response to local [ regional [ global

issues. The work should demonstrate how the creative use of data helped embrace new
ways of delivering their brand while showing consideration for the consumer.

E09.3 L& 5 7Y

RGN TR € U RORE ARG, SR ORI HR R TT Rt ) CBOREENAD R, Jt
TTE MRS T 2B AT AL SR A 22 0 A B0 By (A anRses YR, R Bum. 4
k) IEEAM . o RETRGERIR 1 AN E S AR AT 35 it AR ARG, TS it B K AT g
#’Tt.

EO09. Cultural Engagement NEW

Data-driven work that honours marketers who craft strategic solutions rooted in the lived
experiences of culturally grounded communities. This approach reflects and translates the
nuances of customs, behaviours, and traditions that shape foundational perspectives on
identity (e.g. disability, gender, race, orientation, age). Such insights reveal how diverse
audiences choose brands and media experiences, driving growth and impact.

WF IR G AT, LTIl
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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 business objectives,
generated customer outcomes and driven sustainable business impact over time.

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

e 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’

e To be eligible your work must have won or been shortlisted at Spikes Asia in 2023, 2024 or 2025.

e Subtitles are highly recommended on all case films, films, demo films and original content.

A. BURSER: 5B MEHERZ
A3 TR b LN TR S T VI K, DA TAE R S IA B sl B B 1A H Ax. Materials
&) — W1 S AE BB ER N RVF R AN — T35 1)

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.

AOL J5 % 5 %ﬁﬁiﬁi
B i PR 2 5, 1 B BT @mu/m el SRR R R IR AL, KA. o TSRS
T B L R 2 R 7 R 5 A e 2 o SR
U e ) o o (AT 42T
B S AR 1R SEAZ AR A N5 AO3. el | FRIR | Bt il (RSB . o WL
o QISR
AOl. Consumer Goods o WLZ‘&&%H?EJJIW% JPG

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.

Compulsory
¢ Online Form
e Client Approval Letter

All fast food entries should go in A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains. Optional
e URL
A02, EEj7 R4 o Appendix
M2, eI, (ERARIE. « Digital Supporting
Image JPG

VIE vkt //[%”// TEEFIHNEIERT, T (Ed W EEEA AOB Z55,

A02. Healthcare
Pharma, OTC drugs, wellness.

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

U FEIRAGIE T —FCHBEX LATEL A Fg i
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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.

AO4. i1k [ 155
By BB MM B, SRR B, HODTA SR AR k.

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

AOS5. RS | RS
A RN AFEIRS . . b AR . BRI IRS, HALR RS, WA .

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

A 06. JFEF | %3 [ BURHLI
BUR. ASERE. FBURALL TR BB, SFERASE,

BB KT A2 FEAENITE AT RSN I Y 22658 B. Z 1145119 BO3 24 = 4t GY G AEH -

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 B0O3.
Creative Effectiveness for Good category in section B. Multi Market.

WP IR G EITT—E R, LUIE R Kyt
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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.

BOL. & —Ti% BRI

FELLE— F AR T 0 i B — T h SR A o 25 AT SRR e ATy F AR et i, DABBAS
sz ol 5545 5

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 designed for the target market and how the tangible
business results achieved.

B02. £ 137
FEZA T STRIE S ARG B T EHet 2 A AT i, DR T HRAS B SeBrll 35 1R

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 were achieved.

BO3. A AI AL

LA A2 H A0 I8 B0 S AT R R . S 3R0E LN R3S MU . SRR L SUEBUR L 1
1, B AR WA T SIS FILL LA RN M. 3R 0E 5 R 0B S a2 1 YIS ace, s sok
AR T AR B, SO SIS R AT B

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 and was instrumental to cultural change or integral to
achieving a brand's purpose.

o {ELRILAENE
o HPHLHER

o (FTi4252)
o Mk
o ORISR R
o HAMK LG BEIE JPG

Compulsory
e Online Form
¢ Client Approval Letter

Optional
e URL
e Appendix
 Digital Supporting
Image JPG

WF IR G AT, LTIl
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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.

co1. & BAFESAFT

NRATHT e IR St BRI B O o

COl. Launch
Work created to launch a product, service or organization.

CO02. i\ &Y
SIEAT = R4 5 2L 7 o Rl B A o5t T S0 A o

C02. ReBrand
Rebrand/refresh of an existing brand identity for any product, service or organisation.

CO03. &/ 3RE
ORI R BT S SRR . SIS B S A e

C03. Acquisition
Work that effectively attracts new customers or drives new engagement. The work should
show an increase in new business or customer activity

CO4. Z P BEE
BRI DA 2 RIS o 1R S R T 55 52 PR BN I 34

C04. Retention
Work that enhances or strengthens existing customer relationships. The work should show an
increase in new business or customer activity.

CO5. Szif R M
S AR A SIS A A I ST SR 0 SRR 5 B H S AR 20 ARAE s A A 2 4 SR AT 7 5 )

AVAY

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.

CO6. JES A
FAIAT K B AE Fre 15 R R KB AT I B A TS T R UR, 3 SO AT 76
By, SRS SR R AT B, 2R S SRR LA R R

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.

o (ELLPACE M
o ) HLHER

HoAth (AI%E#AT)
o MHL
o I SRk R
o HAhH L IIEIE JPG

Compulsory
e Online Form
e Client Approval Letter

Optional
e URL
e Appendix
» Digital Supporting
Images JPG

WF IR G AT, LRt s
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CO07. Collaboration

Celebrating the measurable impact of creative work that is the result of a collaboration
between brands and agencies or partner agencies to achieve a business goal. The work
should demonstrate how the collaborative effort drove tangible business results.

CO08. HE 5
B3 P 5 T A AT S TN | SRR, USRI . 1 R I A 1 B
BRAOREL R, CAASH RS A . WTR8 S HRR A A5 R s B 20 A ke 7ol o

CO08. 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.

CO09. BhikE i

DT R SEGR T IR T ABETEHARETTVE, SR, Qi A D AR QIR B3 ) 1 Al
VU A9 i i

CO09. 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.

CO010. T BB
Bt DK I AR IR, )it v VR, LTI 2 A B B 1 [ T S 0 B T

CO010. 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.

s
o LSRN
o EP R

et (FTIERX)
o [k
o GIREIIALI R
o HAbKAHBEE JPG

Compulsory
¢ Online Form
¢ Client Approval Letter

Optional
e URL
¢ Appendix
¢ Digital Supporting
Images JPG
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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.

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

e The Creative Strategy Spikes eligibility dates are 01 January 2023 - 31 January 2026, where the strategy being judged was
firstimplemented within the eligibility period. For ‘C04 Long-term Strategy’, the eligibility dates are 01 January 2021 - 31

January 2026.

. Subtitles are highly recommended on all case films, films, demo films and original content.

A. GBI 1Tk

RHRRZ

[Fl—ZJ-E S AR T A g 22— K Materials
A. Creative Strategy: Sectors
The same entry can be submitted only once in this section.
AO1. JH % IR
J‘)lﬁ rjbq Pt AN I B8, AR SANORE . eI BV AR AT LA R 7% * fRE%
PAMPLAE FE T «V‘Mﬂ« T SRS -
gRIE I (TR Z)

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.

A02. 57 R
W25, AEALITY, (EREIRE.

WA 45 72 g B LR TR I, TR RS A0 255,
A02. Healthcare

Pharma, OTC drugs, wellness.

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

o Y

oAt (AT3%3252)
o [
o (ISR R
o KiGH N A
o MDAl BIE%IPG

Compulsory
e Information Deck

Highly Recommended

WF IR G AT, LRt s
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AO3. ki, HRIH, T8, BUOLKREEYL (optionat)
Tl = Jiv A S8 SRR 55 o BIAEAN R T AICASIE S RIS S PRS- P PR AR S AR Al 55 A e Case Film
1, WAEEARTEWE, WH. B E%. B6 - PraTHERS M, SR EANRTELEERN.
BRI AN, Pt~ 2204 Ol - PIrA T RIREDESUS, SRR AR IHE v AT e 45 . Optional

e URL
A03.Travel, Leisure, Retdail, Restaurants & Fast Food Chains e Appendix
All transport- and travel- related services, including public transport and tourism boards. e Digital Supporting
All entertainment- and leisure related services, including museums, festivals and gyms. Content
All shops, including online retailers, opticians, hairdressers and estate agents. All e Digital Supporting
restaurants and fast food chains, including cafes and bars. Images JPG

AO04. Btk [ B4R

R B, AL IRV RBA. AR B, BUT G, HAbGA.

A04. Media [ Entertainment

Music, film, television, publications & media, books, news, digital platforms, other
media.

A05. 3RS [ ks
AT (AT A SSRGS . G, fllt oMb, AT RSs, HABRDILRSS, PRl
.

AO5. Consumer Services [ Business to Business
All commercial public services, legal, financial, B2Btechnology, consultancies &
professional services, other business services, internal & corporate communications.

A06. SR EF] [ %3 | BUFHLI

BURF. AFEE. ARBUFAHN. FH, B0, 05 4154
SIS 2 FE(E L AL PP 2528 [ Rl 2GC #5557 11 HIC 0B Ml 5% 515 7 2 FEF 264

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 C0O5. Corporate Purpose &
Social Responsibility category in section C. Challenges & Breakthroughs

WF IR G AT, LRt s
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B. Insights & Research Materials
BO1. ¥i#E & 7+ #7 TARZZ RS

LA HAR LR A T RORRE SR th— NI IR B AR AR T (R SR ZHEaT * RR%

s -4 }:;\ Z 4 l—lEl w%, % 'x'lgo W N

T AELAT B Gk, e R E W IR €T B (T
BOl. Data & Analytics © ®ORA
Strategy inspired by insightful analysis and interpretation of data, revealing a clear business | HAf (FT3277)
problem [ opportunity. Including, but not limited to, the use of data science, o ot
commissioned research, online behavioural data, statistical analysis, sales information, o Ol ST

consumer first party data etc.

BO2.5Z A% /]

xfxﬁ//ﬁ%%mm)\mwmﬁ P AEAR R . RN U S AT AR, HSTRIRIE 2 AR
(e REAIREARIR TAT AT WP, AT, Sefbiash. AR, A5G R
%Eﬁééﬂ

B02. Audience Insight
How deep understanding of the audience/consumers has created a transformative effect on

o HhAHBIA %
o i &g JPG
Compulsory

. Information Deck

Highly Recommended
(optional)
e CaseFilm

the business. Work that demonstrates the application of behavioural science in relation to Optional
building and creating the audience profile. This may include but isn't limited to behavioural * URL )
economics, consumer insight, social listening, cultural trends, ethnography, experience * Appendix
mapping, nheuroscience, etc. *  Digital Supporting
Content
+ Digital Supporting
Images JPG
C. Phik 5 R MRHRAZ
C. Challenges & Breakthroughs Materials
COL. Ak ARk BAHEAH
BANENE G N TEFE ST, PRARIUIR, G A 825 R 4R AN GHT B3 7 RO eSO i R U PO A i i ° AER
l@— P it L3 b LAY o5 S IS PO AR BT, TR A% o s RELAEL R HLOG ot A (R AR I R«
SRR (THLRX)
COl. Challenger Brand Strategy o EFIER
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 Eﬁi’.(_‘ﬁ”@'iﬁ%ﬁi)
progressive thinking and innovative creativity. The work should demonstrate the core |_JiJL

strategic thought and its positive effect on brand value by challenging the dominant
narrative conventions in their category.

CO2. Tk M
AU ML 5 A0 | BT LA B I SR | BREEIE, QUG BORIOREI o 1 5 SR 0 AT 78 B I
IRAOTEOL N, PLasg iR E ). HH*”E’JX&?FD/\J\#. hE’J;hﬂlé‘uéMJ‘rd%Fﬁlklu .

C02. 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.

CO03. £
JR I EH AR A 2 AN T A R . I
EET

SRREIE BT TR E 3, LTI SR 55 1R s B it b

DIt L E B = PN 12 1 1 5 1K

o DURESEALMER
o EUHBAHBL N
o HUHHHINMZIPG

Compulsory
. Information Deck

Highly Recommended
(optional)
e CaseFilm

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

WF IR G AT, LRt s
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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.

Cco4. KHALLmE
FWAIEIE IO O3S 7. IR S RIZAIE I 0 RS e 7 B T Sl S B b HEZ P 2 R
%.

~
\

GRS TE L L 202146 15 1% 2026 41/ 31H. IHENERSHIBE T FEEATE T —EY
B THIFEE50

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 2021 - 31 January
2026. All work entered here must be for a single long-running campaign.

CO5. MR B Mt &3
HARSEBN 0 AR AT, okt sy, EARAIPREE AL R B 102 i A 5 25 SO I R AR R B
M EIF LX) .

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.

CO6. T iE
Sl 24 (X380 ASER IR, QUMM RGN, LT T 2 3 B 1 R B 6 0 P 1 S

CO06. 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.

COo7.3xM2 5 il

RGN TR SO RORL X ARE R0, SR B R 7T SR BT 3 2 AR o TR RN 1
B AT AL G R A2 ST 6 Gy CBInakse. PR, Bk, HUa. D MIEEARNE. X
TREHR 7R T S [F 52 ARG 6 5 i R A (R AT ) e FELHE AN R iy 087

CO07. Cultural Engagement NEW

Work that honours marketers who craft strategic solutions rooted in the lived experiences of
culturally grounded communities. This approach reflects and translates the nuances of
customs, behaviours, and traditions that shape foundational perspectives on identity (e.g.
disability, gender, race, orientation, oge). Such insights reveal how diverse audiences choose
brands and media experiences, driving growth and impact.

WF IR G AT, LRt s
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MRHRAZ

D. Partnerships & Perspectives Materials
DO1. 5 B gt BRI
T SR A, R S PR OG0 A . B G2 Qe Ay it T R D) S (R AL 1 o fHREK
BRI (i)

DO1. Brave Brands o Zp
Outstanding brand bravery including progressive thinking relating to a challenge. How risk-

taking has produced tangible results for the brand. Em(ﬁﬂjﬁfﬁ)

® |

o (ISR SR

o KUrLfH N7

o Kt EZIPG
Compulsory

e Information Deck

Highly Recommended
(optional)
e Case Film

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

D02. &1E
PR G AR TR . AR [ B B DTS T o AR 7 i A 220 [ 7
S ST f e R

bipiiibuks i iEE S (B

DO02. Collaboration

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.

AR ATE
o [HHK
A (Ti51E%)
o EHIH
Hoph (AT E3E5)
o [
o QRS
o WM ILIE RS
o HUTAH B2
o HTLHHBHEZIPG

Compulsory
e Information Deck

Highly Recommended
(optional)
e Case Film

Optional

e URL

e Appendix

e Awards Show Film

e Digital Supporting
Content

e Digital Supporting
Images JPG

WF IR G AT, LRt s
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E. F8 ) Bl R SR

MRHRAZ

E. Excellence in Creative Strategy Materials
A = y s
B0 5 S R wARE
AU )% P RS IE SN, I I 0S8 3 A0 S A i A ) 1 AR R | BT 0 R 5 08 9 IR0 1 L i
&, SRS HIR AR SRzl (Ti1R)
o A
EO1. Experience and Relationship Models Joh (T1R%)
Creative customer experience initiatives that strengthen relationships with customers by o Mk
creating seamless journeys across digital and physical touchpoints and/or offer new o BIRSEAM R
routes of engagement between brand and consumer. o i BN AR
o iR IPG

EO2. 5 i KR Rg

TR O BRI B Lo AF SR 7S I AT SN 2K L A
FOHEDGER, A AT TR (KSR I )

EO2. Brand Strategy

AR REE L, IF Ak gt

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 commmercial success.

Compulsory
e Information Deck

Highly Recommended
(optional)
e Case Film

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

WF IR G AT, LRt s
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BOF AR B ARTIL L2,

AR SRR QISR TV, M AL RN SRS BT ST IR R IR R TSI Ak, JRE A BRI AR IRV R R REARIEIR .

PP B AR E S AR RN LI AN . #4840 % AT 40%; R 20 %.
BTG, 7 — I S 72 IR AT BT SRR -
PTARACE “AQA ShBseit” SR e ST UK, T5F B S8
PRSI RO R R R RGN A%

The Design Spikes celebrate visual craftsmanship.

Spikes Asia

The work should demonstrate creative approaches that use visual and strategic design to build strong brand connections, engage

audiences, and leave lasting impressions through cohesive, impactful coommunication.

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

e Thereis 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.

e All work entered into category ‘A04. Product Design’ must be available for purchase in order to be eligible.
. Subtitles are highly recommended on all case films, films, demo films and original content.

A. B EE

MR

DAEAT AR P2t S5 B ZURE — SR i e R IX AR B EAN IR TR . SCHEAFL A it i
Ykt

TR, TR RS —INFHI a2 W AR -
AO1. Brand/Coporate Identity
Creation of a new brand or corporate identity for any product, service or organisation. This can

include, but not be limited to, logos, stationery, and other branded materials.

Please note this must be for a new brand or corporate identity.

A02. EIB M EHIA WA
ST b WS BRI DA SRR AT 220 R -

ITHELELL BT dd FEHI ) 7t 7T L

A02. Rebrand [ Refresh of an existing Brand
Rebrand [ refresh of an existing brand identity for any product, service or organisation.

Please provide examples of the previous branding for comparison.

FEARRLAL BB, ERFT 6 B RO IA(E R Materials
A.Brand Design

Excellence in visual communication and design that effectively conveys messages across

various platforms.

AOL @[ TR BFFSHR

o HMHUREIE JPG

BRI (TIERX)
o EOIRS

o SRR

HoAtr (ATEHRL)
o [hL
o KUHIAH A2
o Kt KR JPG

Compulsory
» Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film
» Physical support
material

WF IR G AT, LRt s
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Optional
e URL
» Digital Supporting
Content
» Digital Supporting
Images JPG

AO03. A HE I HriY
I IYO0 h RER LG TR BT R 2 .

T ARSI i T FE LY RE i AN 72/ P ]IS

A03. Packaging Design NEW
Celebrates innovative and effective packaging that enhances the brand experience.

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

AO4.7= AT Hidg
WA TIRE. AR SREE. MRS A BIETURTAT il VAR B i RS ST e U, TS ZhREAN
ST IR [P R, AR TSR E I B

277 A 2025 AE1 /71 H 2 2026 F1 /7 31 HAHH .
f HEEFHE RS

I FFRSEY it HAELESIY I st HI P 4

A04. Product Desigh NEW

Design that increases brand value through functional and aesthetic resolution demonstrating
brand qualities/product identity across consumer goods and medical products through form,
function, usability, aesthetics, problem-solving, production, research and manufacturability.

The product must have been available for purchase between 01 January 2025 and 31 January
2026. Please send physical samples for the jury to experience. Please also provide a demo film
of the physical samples for the jury to experience.

AOS5. i R 5 4m Beit it
XA EAR TG AR B eI,

TELGHIRPYIHERA “AOT. 27517 ZEH.

A05. Publications & Editorial Design NEW
This could include, but not be limited to, magazines, newspapers, brochures or articles.

Online publications should be entered into AO7. Digital Design.

AO06. 345
A AN R E-F5 B8 ) G R T R o 5 PSR A 8 o 0 G 55 0 % 2 T B T A B A
e

HTPRHN AOT7 . FFFIL )i 1
A06. Books
Including, but not limited to, editorial and cover design for printed books. The submission

should indicate whether only the cover or the whole book should be considered/judged.

E-Books should be entered into A07. Digital Design.

o Ht4HEUREE JPG

BBAIEW (FTERE)
o EPIR
o TR
o SRR

Hofth (ATiE3RRT)
o [k
o HhBAH BN A
o HigHBhE G JPG

Compulsory
» Digital Presentation
Image JPG

Highly Recommended
(optionail)
e Case Film
e Demo Film
¢ Physical Support
Material

Optional
e URL
 Digital Supporting
Content
 Digital Supporting
Images JPG
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AO7. ¥4 5 BB Bt
B IIPAT I CLA BB P b I DU REME T o BATEAR TRt L. B . MHRER?
HAE AL R A . AN R ORI Y

AO07. Digital Design

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

o HhhiFoRIE S JPG

BBAIEW (FERE)
o EPIH
o TR

Hoph (FTE4RAT)
o [k
o KUBAEEIN 2
o HhuiHEIE JPG

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optionail)

e Case Film

¢ Demo Film

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

A08. 5 5 AR B it
A ity BT ot P T R B S [ 8] S AR, R B AR AT id s a3 A L. BB X
TS H AL . X REEAEEARR TR EI S PRI R & s A 145

A08. 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. This may include, but not be limited to, retail environments,
pop-up stores, exhibition stands or branded interiors, etc.

o H4HEUREIG JPG

BRI (TIERX)
o EHIH
o BRI

o SKUVRHIIARL

Hofh (RTREHRT)
o R
o BRI %
o S JPG

Compulsory
» 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

WF IR G AT, LRt s
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AO09. B IR5h I 2k 7l
FEA T TR DISAME S R AIAE o A S LT U IR e A ARl A R, RN R AR ST ik
AR 8 R i ST R B R AL

A09. Design-Driven Effectiveness NEW

Work that has produced measurable, tangible business results. The work should detail how
effectiveness was measured and evaluated and should demonstrate how the work was
instrumental to cultural change or integral to achieving a brand’ s purpose.

o Ht4HEUREE JPG

BBAIEW (FERE)
o EPIH
o SHIIATRL

Hoph (FTE4RAT)
o [Nk
o HiLHHIh N A
o HtdiHEIEIE JPG

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optionail)
e CaseFilm
¢ Physical Support
Material

Optional
e URL
 Digital Supporting
Content
 Digital Supporting
Images JPG

A10. 5L
PR T4 7 G B S R SIS R R WA AR A o T DU (R PR T35 ) [ A R, k.
i F

A10. 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.

AL TR 5 1
AINFHARE A 7 BT T PR 2 R i B R A — U

Al Special Editions & Bespoke Items
Domestic consumer objects and products that are produced in a low-volume series, as well as
bespoke, one-off items.

o H4HEUREIG JPG

BRI (TIERX)
o EHIH
o BRI

o SKUVRHIIARL

Hofh (RTREHRT)
o R
o BRI %
o S JPG

Compulsory
» 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

WF IR G AT, LRt s
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Pty Mfﬁ%ﬁ%im PG
B Al AL AT G iR 2 5RO HUT . XATREEIFEAIR T Facebook. Instagram. X. e
Snapchat. TikTok FI A AZ BEARF & .

. . . AU (PR
A12. Social Media Design NEW = (il
The execution of design with the intention of increasing engagement through social media
platforms. This may include, but is not limited to, Facebook, Instagram, X, Snapchat, TikTok and Hoh (AT36325%)

other social media platforms.

o HUHHBINE
o H4iLIEE JPG

Compulsory
» Digital Presentation
Image JPG
e URL

Highly Recommended
(optional)
e Case Film

Optional
» Digital Supporting
Content
» Digital Supporting
Images JPG

A13. 15
AT A0 B R

2 UL RGEHR AT R A — AT — R 58 o 9 HAB AR K IR S i QR AT A IS
ZEsR

Al13. Posters
Poster design for the use of promotion and brand communication.

Poster campaigns of more than two 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.

o HI4HEUREIG JPG

BRAIEW (TERE)
ESU 7

o SRR

Fefts (ATHEHER)
o ik
o MR
o HIHBIE G JPC

Compulsory
 Digital Presentation
Image JPG

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

Optional
e URL
« Digital Supporting
Content
« Digital Supporting
Images JPG
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A4, (R4 IR BRI Sk
SRR T 1 i i DS Ay SRR . R, (R RRE A2,

Al4. Promotional Items/Promotional Printed Media
This could include, but not be limited to, calendars, invitations, postcards, tickets and seasonal
greeting cards, clothing, promotional gifts and samples, etc.

o Ht4HEUREE JPG

BBAIEW (FERE)
o EPIH
o TR
o SURBIRTEL

Hoph (FTE4RAT)
o [Nk
o HtLiHEIN A
o Atk BhEL JPG

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optionail)
e CaseFilm
e Demo Film
¢ Physical Support
Material

Optional
e URL
 Digital Supporting
Content
 Digital Supporting
Images JPG

WF IR G AT, LRt s
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CHT O HRM AR O B, SRS, QI RO Materials
B. Transformative Design
Transformational design focusing on innovative, impactful, and forward-thinking work
that goes beyond traditional approaches to create meaningful change.
BOV LA B i 37 o KR ER JPG
WAEEBOEN, BRARZARRI ATV ERS 5 R BT RS % AE i SRR LA vt I I AR 2 o (o
if, BRI SRR, AR AR RO DAR R 22 SCH TS S ARI K - ﬁﬁﬁ%ﬁ;ﬂf%ﬁ)
o ZWlsz
BOL1. Inclusive Design NEW -
Design work that prioritises inclusivity, ensuring accessibility and engagement for a diverse ﬁﬁ"(gﬁ&eﬁ)
L] Wi

audience. The work should demonstrate a deep understanding of inclusive design principles,
embracing diverse perspectives and needs, including those of individuals with disabilities,
underrepresented communities, and varying socio-cultural backgrounds.

BO2.UA T R R R O BBt i
T QUHTBOTANE B AEAAE S RS AR B T o 2 AF SRR XA B IS
R BB, RN ERAAR S A L o

bs
5
E
5
M
S

B02. Sustainability-Focused Design NEW

Design work that champions sustainability through innovative design and messaging. The
work should demonstrate a clear commitment to environmental stewardship, ethical
practices, and social responsibility, integrating these values into the core of the work.

BO3. i AIH ik
FIHBHEA . A0 T77, RGBT & 5 IR A QP sl s 1 & -

B03. Innovation in Design NEW
Groundbreaking or experimental design that pushes the boundaries of traditional design work,
utilising new technologies, mediums or creative approaches

BO4F X BARKUE A Hitl
RHNTERE ARIVR BHHAR MBS, AR QT RIAR 350k A T30

B04. Use of Emerging Technology NEW
Recognises the integration of cutting-edge technologies, such as Al, AR/VR, etc, to create
innovative and transformative design experiences.

BOS5.AT AR Bt it
BRI ZERENS D RN AR B RAT O o A2 A b RS R B I il i A e A . P R el ™
A QUET BRI T T 23 S LTSN, LSl SHk 2. e el RREF AT R BT AL

BO5. Design for Behavioural Change NEW

Design solutions that successfully influence and inspire positive behavioural change. The
work should demonstrate how design, through visual communication, user experience, or
product innovation, has been strategically used to alter habits, attitudes, or actions toward
a desired outcome—whether social, safety, or health-related.

o HUTAHE P2
o BB 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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BOG6. i B Y

AE VSR SRR S 05 TR HE T SR HY R S AT it o A LR s T il s P 3t A P DL e vt o 22 5
EHEAAR G BRI S, TE SR AR A A R 2 L WL BRI VA T SR A

B06. Brand Transformation NEW

Exceptional design work that has played a pivotal role in transforming a brand’ s identity.
The work should demonstrate how design-led thinking has been strategically used to
revitalize or reinvent a brand, whether through a complete rebrand, a visual refresh, or a
shift in communication style.

WF IR G AT, LRt s
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B HRETIR KR LA ZRE

E db T AR R IR P o SR S TRg: RILSE S8 Mty RIRIIHAT, JENITE 7T S Ot i A8, AT HESD i B 1) B ACJE
o PR IERIbRME L SR PATIIE  R
o [F]—1E MRS H L T E MR AR .
o HAUHWAENTERBIFEL R A AR A RGN 2 LA 3

The Digital Craft Spikes celebrate technological artistry.

The work will need to demonstrate exceptional form and function in a digital context. It should have a flawless design, masterful
execution, and offer 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.

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

e Subtitles are highly recommended on all case films, films, demo films and original content.

A R MRHRAZ

e 6y B R BRI b 0 Materials

A.Form
The overall creative aesthetic value of the work entered in both sound and visuals.

AOL ¥ 7iElE & BB T ﬁﬁ%ﬂéﬁ%{
K TR 05 R G e S PRI, DA R L B P 1 B A AT B i . ?}Iiﬁ?‘fﬁiml}ﬂ@ JPG
o M1

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

PRI (FTHRAT)
o BUREBH

HAth (AT%3R7)

AO02. WL/ BhiEm R o AR/ VR ff

0155 B T P L RUBTRIART b, HE b R R R, LR T 360 A% H 5 B, © BBV
) ) ’ o Hihniph L JPG

A02. Video [ Moving Image Compulsory
Creative use of online video and digital footage with technical skill involved. This includes but « Digital Presentation
not limited to 360 and interactive video. Image JPG
e URL
Highly Recommended
(optional)

AO3.ZNFETE B 53hiE #Hig
FEEC A vh Gk A 3h 25 DR BT R i .

e Demo Film

Optional
A03. Motion Graphics Design & Animation NEW o AR/VRFiles
Creative use of motion graphics design and animation in a digital context. » Digital Supporting
Content
« Digital Supporting
Images JPG
U FEIRAGIE T —FCHBER LAFEL A Fg i 54
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A04. F K[ EER
FEAR b B3 A P 5 SRR B0 5 it . BRI T A WAL & RS MR A1, DR R EIR
HEE(ET

A04. Music/ Sound Design
Creative use of music and/or sound design. This includes but is not limited to sonic branding,
music/brand partnerships and music-initiated work.

AO05. #ikE2H (AR PRm)
T [T Y 10 5 25 M S AT 047 T A il

AO05. Overall Aesthetic Design (incl. UI)
The overall achievement in aesthetic composition and fluidity of graphic design.

A06. fii PRI AT BT
B SICAVET H R Br 7 dh BOH 55 B TERAT 9 B, W DRAE S LBl sl AR AR 52 . Jode H— 2
SRS, R R BRSO L AR

A06. 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.

AO7. 5Bt ZFE
VU R A N BRI RN B, B ARSI RN ST e A R R . XTREEAHEA IR TVR. AR, %
B OEEWOTHAR . SRR ZEER . TR E AR . SRR AR .

A07. 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, butis not limited to VR, AR,
installations, voice-activated technologies, multiscreen [ multidimensional experiences,
metaverse and virtual worlds. Does not include prototypes of early-stage technology.

W TSR AT —E X LTS A Hy k-
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B. W& MBHER
M BRI R RE A BRI 8 0 AR st Materials
B. Content

The creative use of content, placement and delivery of messages in a digital context..

BOLESIRE Rt Y
QBT R BRI R RIS T S BT WA . RATREEIREART R TG BEAk. B, Wik
By PUOMERE. TR, FHERESRASIS SRR,

BO1. Cross-Channel Storytelling NEW

Creation of cross-platform digital content that develops or embodies a brand identity. This may
include, but is not limited to, desktop, rich media, mobile, wearable technology, outdoor
installations, billboards, retail experiences, etc..

BO2.9:H LTS pus 34
GRS SR TSGR, G AARERE 5 LRI AT B SUH )7 IR AR I (., A 25 A0 SIS
SRS

B02. Real-Time Contextual Content NEW
Creation of real-time or near-real-time content allowing brands to respond to world events,
public affairs and other real-world, real-time activity in an immediate and meaningful way.

BO3.MiEAL MR 54K Hi
R ZARBVERIZIAS . B A B i AT D% Y O 2 BB R e

BO3. Personalised Storytelling & Experience NEW
Dynamic, intuitive, targeted and highly relevant content or digital experiences created for
specific audiences..

BO4. sl Y R 43R BTy
HIVERS 26 B 5H BRI AR, AT NS AMSIHE LA B i AL s B

BRI HE . TR B i 2 0 2 AN B 5

B04. Excellence in Image Description NEW
Beautifully crafted and effective image descriptions used to convey information, establish a
mood and express a brand for people who are blind and partially sighted.

The image description should be complete, accurate, and concise and all work must have run
within the eligibility period.

o HELHUREIE JPG
o Kk

AL (T A4RZ)

o WORIH

b (IR 22)
o AR/ VR CfF
o Hi Bl 4%
o BB JPG

Compulsory
« Digital Presentation
Image JPG
e URL

Highly Recommended
(optional)
e Demo Film

Optional
 AR/VRFiles
« Digital Supporting
Content
« Digital Supporting
Images JPG

WP IR G EIT—E R, LUIE R Kyt s
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C.H#ES AN TH R

MR

TR R AN T4 e 1 S R 1 588 5 LA 56 Materials
C. Data & Al

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

COL. Himin s WHREIE

3¢ P A PRSI R 2 it AT o A2 ol L PR TR Sk SR 0 et [ B, DAMES R R A A
stk X ER A A T ISR AR

COl. 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.

CO2. HIE AL
B AR 520 (9 QI MR SR IR 2 3L

CO02. Data Visualisation
Creative visual representation and presentation of digital data and insights.

CO3. #EERl
QURHOICEE . BB AR AV BORIE, LR FLS 2 07 2R b 0 @) 25 MR 42 0 FH P A s 1 [ 2
KA RIS E AR T ARG R SRR A TS MRS, #ERS 00T [ 4007, GPS. WIBER. ZE4)

WIS,

CO03. 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.

CO04. Al (=
BUEPEH S N T B 5 2 A (X BB B A 7 06 B AR O % G e 7R R AL T 089 R L 8 23 >
HA.

CO04. Al Storytelling

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.

o HLEHUREE JPG
o [kt

BRI (riER)

Yer g1,
o WHURFHT

HoAt (AT AT
o AR/ VR CfF
o KUt B 2
o HULHBNEIG JPG

Compulsory
» Digital Presentation
Image JPG
e URL

Highly Recommended
(optionail)
e Demo Film

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

W TSR AT —E X LTS A Hy k-
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D. Bl

MR

R BRI A QIR WA DT GIIME, LU R QAT AR P R0 . Materials
D. Technology

The value of the applied technology as a platform for creative digital content and how it is

executed to enhance the user experience.

DO A A HA ARSI RY

FAFHRTH R P RS0 [ B AR I B BR BT AR . BREAIR TR EBb. N TEEMA. WAL
AN B S BRILL, SRR MRS . WANG/ SR SRS . AR EH AR,

DO1. 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.

DO2. [RARI N BB R
)3 4 £ o 0 o T e 0 4% 1 P T RE RIS I — AL IR, RS SRR b
B, . Bahbikes. GPS 4.

DO02. 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.

DO3. HHRE I AR
S SR TG R R FRAR MR, HETTHESh T RIS | A5 A D B 0 B AR

D03. 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.

DO4. FrHLSEAH NP

VORI I BNEYEN T, BNEVEHES) T8 TZEARMA . BIREART AL AR, VR, XR A ZF A
ML EEBOR. YHE. XOEEEOR . Bektb. BT JoFdEMmpra i bye-r 6. AR
BRI AL

D04. New Realities & Emerging Tech

The creative application of immersive experiences which creatively push the boundaries of
technology within digital craft. Including 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.

o HLEHUREE JPG
o [kt

BRI (riER)

o HURWT

HoA (FTE#ER)
e AR/ VR CfF
o Kl B 2%
o HhDHBhE G JPG

Compulsory
» Digital Presentation
Image JPG
e URL

Highly Recommended
(optionail)
e Demo Film

Optional
e AR/VR Files
 Digital Supporting
Content
» Digital Supporting
Images JPG
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o PV EREARE S AR LB R A E 30 %;  SEEE 20%;
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The Direct Spikes celebrate targeted and response-driven creativity.

The 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.

MR BEIRAZ N

) .
~ .' Spikes Asia

VAR 51 RFSE 1) H AR SEARBFAR IR S 2 1 G & SURNAT Bl R 7= AL T AT R R

BUES /JU

° A number of criteria will be considered during judging and weighted as follows: 30% ideq; 20% strategy; 20%

execution; 30% impact and results.

° 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’

] Subtitles are highly recommended on all case films, films, demo films and original content.

A. E&: WH

MRHRAZ

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. Ej7{rfE
#25, AT, AR

U7 A2 Hy ZEZE B FEE IR GIER, T (A TR AOB 25

A02. Healthcare
Pharma, OTC drugs, wellness.

If the work has been created for a Charity/NFP then this should be entered into A0B.

R —TRAE i 7E 20 P R PR AN — T2 1 Mqterials
A. Direct: Sectors
The same entry can be submitted only once in this section.
AO1. % & DR
FITA TS FH PR B8t I EABR T b Aok, fetedh . A AL AR A IR AR A o HiLuREG JPG
TH B 7 SRR R SRR T B 55 AN A PR 2
BRAN R (T 8R2)
B TP E M BN TER AO3 o JiHE [ 1KiA | FEREDW  (CTFHEET) o EHIF T
AOl. Consumer Goods Et{ﬁ(};‘fﬁfﬁ%i&)

o ELht A Bl Y 2%
o HIL4iBhEE JPG

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

Optional
e URL
» Digital Supporting
Content
» Digital Supporting
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AO3. il [ KR | BERER (AFBHREEY ) Images JPG
e - B SOl RIS . BIIME IR T A A MRS, RIRIRSS - P pRIR RS PR 25 R, £
FERRT M. WH. @95R5, B8 - FFEEERS RN, GEERRTESTEN. BT, %K
Wie G0, B - AR TR SIS, A ER IR e e

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.

AO04. Bk [ 55
BIGMEAIR T &R BB, WAl . 348, Bl BhS-r 655 LR .

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

AOS5. 3RS | M R%
BT IR A LIRS . e S, st LA SRR, HARLRS, AR E.

A05. Consumer Services [ Business to Business
All commercial public services, legal, financial, B2Btechnology, consultancies & professional
services, other business services, internal & corporate communications.

A06. R EF | %3 | BURHLIG
B ASMEE. RBUFALS. B, EEH. R RIS

S R T A 25 TEERIIF AR EASEHT F. R FF7 ~ RS FOT . 23 BRI L 50

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 FO7. Corporate Purpose & Social
Responsibility category in section F. Culture & Context.

U TR AEFIT X, UATEIRA A
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B. E#izH

MRHRRZ

v PR e I P BB SR N B S L AL Materials

B. Use of Direct

How the medium was used as a piece of direct communication for a brand.

BOT. 125 /R 1 27 BRI
RRAFRVERNT SIE B 2T 3l o AT BRI I BOR R AR A RABONAR LR o HULEURER JPG
B Ebt, VL 5. sz (i)

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

BO2. /NI Ay
[ERBAF AT BN AL &, QAR DNSERTA e TR BRI RN .

DB IERTZ A A XA AR 7L, EEF 7 ] 5.

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.

o RIS
o BURWT

o SIYNRHBIAA AL

HoAl (FTiER=R)
o [k
o HRBAHE N2
o HidiHohEG JPG

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

BO3. KA A
PR GEtEAR, LR R T B R R R B . AN . BLEMARGE . b B A A A B 2
BB I SR T4 I 1) BB 1A

“ALET I7HIZRY A HI A KA A7

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.

o s EIE JPG

AR (AT 4RAE)
o REIMH

oAt (FTi%3R2E)
o [Hd
o ELtT Al BN 2
o KitdidBhEIE JPG

Compulsory

« Digital Presentation

Image JPG

Highly Recommended
(optional)
e Case Film

WF IR G AT, LRt s
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BO4. ) #&MNF Optional
N BB, A R ATk S A an ) 5 S e TR e URL

« Digital Supporting
BO04. Use of Broadcast Content
Direct led work using cinema, TV or audio, demonstrating how the chosen medium led the « Digital Supporting
other direct elements within the work. Images JPG
BOS. EIfl[ /*SHRLF

FIH BRI B« A B TEM . EAREAR RS ARE WL ST ARG e
Wul L ARl LR AE I b ) "IHJE’J .

B B REPIHEEN TS B 03. K2

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.

WF IR G AT, LRt s
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C.HIEE5HA

MRHRAZ

I G E R B B AR A, 3R 7R RS, IRk T AT TR AL R 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.
CON. H3E IR AN I EL B et WIHSERPR
Sl RIS 10 S 835 H P T LR O, TR T SRR BN 0 S I (T R B AW TR Sy, MG | o BT ER JPG
BRI ) B S ) o
’ ’ BRI (THERR)
i i o EHI)T
COl. Data-Driven Direct Strategy e
The application of data and insights which significantly forms the basis of a direct strategy, HoAb (AriER)
demonstrating how the data-driven strategy helped to profile customer’ s behaviour and ° Wli}k ‘ i
segmentation, which ultimately led to successful direct marketing activities. o M
o HULHiIINEER JPG
Compulsory
» Digital Presentation
CO2. R IHNAY B iRk mage JPe
ﬁfgﬁg\ﬁ%gﬂg*ﬁ%iﬁiﬁﬁi&ﬁﬁjﬁ@|ﬁ‘r/|{%mﬁ° XA EAE, [EART, HHEEAM. K Highly Recommended
FENLS SZAR BV ATH PR ) o (Optional)
. . e CaseFilm
C02. Data-driven Targeting
The interpretation and analysis of data used to build a targeted communication for a Optional
specific audience. This may include, butis not limited, to hyper-targeting, precision e URL
targeting, audience mapping and targeting segmentation.  Digital Supporting
Content
 Digital Supporting
Images JPG
CO3. FISLAFT AL BIRFRSIR
IR ORI, HESNHORYE LB R A T, DU S FUSSR S S O R . KT VAR ERIR | o BTREER JPG
TALARVRXR. F AR A4 GPS, ITlifE. HHiRm) . XPEERCR, Wikl Bt 5. 7t o s
PRI T . MR R R . BB (THhET)
o EHIFH
CO03. New Redlities & Emerging Tech HoAt (TR
The creative application of immersive experiences that push the boundaries of technology o [k
within direct strategies to engage and strengthen relationships with consumers. This could e AR/ VR Xt
include, but not be limited to, Al, AR, VR, XR, wearable tech and mobile devices, GPS, o Hfitilimh 7R
NFC, facial recognition, blockchain technology, gamification, virtual worlds, the o HEHEEIE JPG
metaverse and all other emerging platforms. Does not include prototypes of early-stage Compulsory

technology.

Digital Presentation
Image JPG

Highly Recommended
(optional)

Case Film

Optional

URL

AR/VR Files

Digital Supporting
Content

Digital Supporting
Images JPG
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D. $H5 R #A2

MRHRAZ

A O R = A S B B AR A0 4 EL B2 0038 T L Materials
D. Digital & Social
Digital and social mediums/techniques used as a piece of direct communication for a brand.
DO1. VialRLFd )
WIS A L BEHAS) (RO E T A -ﬁﬁwmﬁ%ﬁ%
° A

DO1. Use of Mobile o
Targeted communication work delivered through mobile/portable devices such as mobile Eﬁ}i‘l%;?;fgﬂ%&)
phones, mobile technology, etc. o

oAb (Arigisz)
D02} FENH e AR/ VR 3T}

FUFHALACHER . TBHAT G W% dERE. USROSk, FOE AR5 S O - A B3 5 Ak IX [ T S R M1

I (B

D02. Use of Social Platforms
Work that uses social media, streaming platforms, blogs, Wikis, video-sharing sites,
hosted services etc. to create and/or enhance relationships with a community/consumers.

DO3. Szt B B
EEREAE LG, RS F . A FEF A AR ISt S SEI G B 1R RS, AR A A2 4 SR AT A
PR

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.

DO4. JEFGIEMA P AR AR
BEEWITIATEN S A, SURREIX | By LA RS B STRRERIEAT AR A AL A I 0

DO0A4. 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.

o HUHAHII N A
o HULHiIINEIR JPG

Compulsory
» Digital Presentation
Image JPG
e URL

Highly Recommended
(optional)
e Case Film

Optional
e AR/VR Files
» Digital Supporting
Content
» Digital Supporting
Images JPG
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E. 2N EEEHED

MRHRAZ

E. Excellence in Direct Materials
EOL. AT [E 3 R AT DR
BB RIS S M R 4 B SRS . X R LU B YO RS ke | o BUMBERER JPG
AR
BRI (TERY)

EOl. Launch [ Re-launch o EHIA
Direct marketing campaigns created to launch or relaunch a product or service on the market.
This can also include work aiming to acquire new customersand reinvigorate lapsed Fofth (THEHR)
customers. ° @i}k !

o HtLiHEIN A

o HiLiHuEIE JPG

Compulsory

Digital Presentation
Image JPG

Highly Recommended
(optional)

Case Film

Optional

URL

Digital Supporting
Content

Digital Supporting
Images JPG

WF IR G AT, LRt s
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F.XHUEER

MRIRAZ

SER IS 58 30 X S S T AR A B A Materials
F. Culture & Context

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

FO1. 73 i BRI

st LE B b DR A R 51 2R 52 A H BRSSO A o o

FOl. Local Brand
Work for brands that is only distributed in a single locality. The work should resonate with a
clearly defined, local target audience.

FO2. Pkl M
T R4 T [ TR T QR A TT 3, DRARIIUR, 3 LA 0 L B )3 A 2
U FR A gt i it

FO2. 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. B —TiiiEsh
R —[E 57 [HIX [ i 06 BB AT IO VE o B S R 2 6T s 1) B A T 3 6

FO03. 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. H-&ATA
ST/ DR R IR, AT 27 S0 1 L% b R FEL Y 20 45 B 2K 5
L ST SR HIBE 2R

FO4. Social Behaviour

Work inspired by a specific audience or community, relying on identifiable social behaviour. The
work should demonstrate how leveraging insights into consumer behaviour can create a
powerful connection with a brand.

FOS. @Bk H
T2 S AR T E A ER RO E o LIRS RRANUE
SEMERS . WUR IR -

ORISR B A 2, BRRERESZ A —2K, SRE S 2

FO5. Use of Humour

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.

FOG. T 3k
QA 5 TR0 BT e e B TN | SRR, AU IR SN . 1 b R % ] 7 Y U
BRI T, DLASBTRS . W 52t R4 A A BRI s FEL 4 A e o I i

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.

o HiuyiR KR JPG

BRIEW (riERr)

o RIS

oAt (FT3%322%)
o [HHk
o HiuHIhN A
o HnHHEEE 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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FO7. kiR B FA & 3TE
FRYRBNAITE ] SHIES), MRV S, RURIERHER . (F f SRR S0 H R B b e ey, | L EHRSTARY
R R ARAANE N (H AL AL IX o o KRR JPG
PIEWEF. B BEFHI A FIIIFESE AR B BE2E 50 A, B 7l 2E5) AOB. ~ JEEFf 2%, SR (TR )
ECHf o EBIH
FO7. Corporate Purpose & Social Responsibility ﬁf@(ﬁfﬁﬁﬁﬁ)

o AL

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.

All not-for-profit, charity or government work should be entered in the relevant sector and/or
A0B. Not-for-profit / Charity / Government category in section A. Direct. Sectors.

FO8. Wi HiE
EE b (X I Bk, QUSRI LT 2 B e TR B D S 2R e

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.

FO9.3XC k2 5 il

A i B SRR 455 28 ST (A X A VG AR 56, SR AL RIS A TT 2o VB SOURIA S 7 I8 AT WAL S i
ZRARE S By (IR M. Rl BUal. EEY) FISEAM S, XU SRR T 2 A AT IR
FRRIBEARRS,  TTTHESD S R KA 4R T

F09. Cultural Engagement NEW

Work crafted around strategic solutions rooted in the lived experiences of culturally grounded
communities. Work which reflects and translates the nuances of customs, behaviours, and
traditions that shape foundational perspectives on identity (e.g. disability, gender, race,
orientation, age). Such insights reveal how audiences choose brands and media experiences,
driving growth and impact.

o HRLHHBIN A
o HELHHBIEIE 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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o WHRARZEN. ERK. GUEE . FmE. MR, B83ho. BB B IR, FE . BUEIrEE . SR BT AT A R 1

SR PR AR SRR 7 b AT PN 2R S
o BRI, 71 AP NN BB BARIR ] .
o SRFNEWAEITARBIF . . R AR AN E B A

The Entertainment Spikes celebrate creativity that turns content into culture.

The work will need to demonstrate ideas that are unskippable; work which 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 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 entertainment

industry.

e Thereis 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
. Subtitles are highly recommended on all case films, films, demo films and original content.

UTRIELEZENTAE—FIYHI T, 5 TE R TN P AT EFTIIT LA e — IS TEAAFIEAL [ L7
F—BETFIGHI A2 . E5EHSE) F S i RAEE

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

A LY R FORLRERZ

TLB IR it L5 SCAC AN BB R A, T3 b W 42 T R B R A Materials
A. Branded Content
Creative content crafted to build awareness for a brand by associating it with culture and
values through entertainment.
AO1. KI5 6t By RIAF B R P Rk
FIXHEREAG, WML, TEASET A R R KT, BT Sehral o enE
B

HAb(Frigisz)
o [k

A02. 5 = 30 44 BB A
EFRTTERLERG, WA, TELRTS IR T G A T R R A AR R R R BT, RIS T A SERRAL

B

IR EFEXE RIS —FIWIHIT, TR I PRI BF TR LA )l — P IS, FEAEFFE AL I 2o
I Z . (E ) E SR IER

o KTH A A 2
o HttifiBhEI% JPG

Compulsory
¢ Original Content

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

WF IR G AT, LTI Rl
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AO02. Fiction & Non- Fiction Film: 5 - 30 minutes
Branded fiction or non-fiction film, series or documentary [ redlity 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.

A03. /it 30 78I B MR IR
EFEE R RE, B, FESREUSHRT A RRUO S S  BER R AER AAR, RIS b

Hi

IR BEFEZE RIS —F VI, 15 TR I PRI BF TR LA )l — P IS, T LTI I L2
PTG IZ . 65 HE) E S G RIEE

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.

AO4. FTHNE
NG R ESCT S RIE A .

A04. Audio Content
Content created for radio, podcasts or other audio platforms.

o HHULM

Hop (RTEHAT)
o [MhL
o DA BN A
o itk G JPG

Compulsory
¢ Audio File

Optional
e URL
 Digital Supporting
Content
 Digital Supporting
Images JPG

AOS. IS

Wi RS B ISR, W LRI, EE. sy SR H .

AO05. Brand Integration

Integration of brands into existing content such as films, series, live streams, TV or radio /
audio shows.

AOB. Hi AR T P 4% BIHET U
B AEIAR AT P T R B AR T O A SR G 2T o RSSO E T A, IR R
Hanfarszm 1 BRI 25, MRS R AATRN S0

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.

o HiEIREIR JPG

HREUE I (AT 3RA2)
o KUK

HoAt (ATEH#A)
o [hL
o LA B2
o Kt KR JPG

Compulsory
» Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

WF IR G AT, LTI Rl
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Optional
e URL
» Digital Supporting
Content
» Digital Supporting
Images JPG
B. DRI AN E R B i A TR MR
B LR 3| SR R A 3 SRS AR (50 5955 Materials
B. Entertainment-led Brand Experience
Meaningful, engaging experiences and activations created to attract or maintain an
audience.
BOLIL 5 5 WARA R

IR, WD BRI A 2 Ip 108 R 2 BUSEAE RN DRIE ), B el (S
B, wERAZ 5K,

BOl. Live Entertainment

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.

o HitdHErEE JPG

MR (TERX)
o RO

HAt (ATiEHER)
o [k
o DA BN A
o HtifBhEIE JPG

Compulsory
» Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

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

WF IR G AT, LTI Rl
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BO2. B SLAIHFT N EA
VURAL, OB AR R TR . BIRERIRTAL AR, VR, XR, WEEHA. K
A BRI, REBLIER ., TEF RSP RO & . RO SRR,

B02. New Redlities & Emerging Tech

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

Hh R 1R JPG

AU (PR

ZEhIR

b (RrigiRz)

Xk

AR/ VR
Hh 4l By 7%
Hhdhh B K% JPG

Compulsory

Digital Presentation
Image JPG

Highly Recommended
(optionail)

Case Film

Optional

URL

AR/VR Files

Digital Supporting
Content

Digital Supporting
Images JPG

C.#KX MR
LU TALX B 2 LR R . 4P AR & AR . Materials
C. Community
Work that focuses on the development, maintenance and nurturing of a community or
fanbase.
COL. il 2 5BURAT 5k BIFESRR
HER 2 A2 SN AERS QUG TR AT SO R T WA M filuk YE . o HNHEURKEIR JPG
. P TR (TR
COl. Audience Engagement [ Distribution Strategy . %ﬂ(% P )
Exceptional audience engagement and distribution strategies that creatively and effectively
further the content's reach. A (T R%)
o [WHE
o HhHHBIN A
o HtuHHEIEIE JPG

Compulsory

Digital Presentation
Image JPG

Highly Recommended
(optional)

Case Film

Optional

URL

Digital Supporting
Content

Digital Supporting
Images JPG

WF IR G AT, LTI Rl
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D. A1EtkfE

MR

st 5 % AR S 22 ] PR A A 5 A Materials
D. Partnership
Exceptional strategic partnerships between brands and entertainment entities.
DOL. & 1E. BEBI S WHE DRI
M P it R PAY 2 R R SRR T T Lk B I T 25 7 TR AR g o R 5 1 S5 B o HILBEUREILR JPG
DO1. Brand Partnerships, Sponsorships & Collaborations 3&24@%%(5%1}%3‘5)
Strategic brand partnerships and collaborations that leverage branded content and o AR
entertainment to meet specific business goals and mutually benefit everyone involved. Hoh (TR

o [WHE

D02. A &1F
5 A RN A o AR SR AR AZ S 1 SR R A R AN L R HEAT PR

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 HUHAHII N A
o HULHBNEIZ JPG

Compulsory
 Digital Presentation
Image JPG

Highly Recommended
(optionail)
e Case Film

Optional
e URL
 Digital Supporting
Content
 Digital Supporting
Images JPG

E. Phak -5 R

FRLRRE

B SCALIAZE F0 BT SRS HE 9 1 4 0 A0 2 € B AT QA - Materials
E. Challenges & Breakthroughs

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

context and progressive thinking.

EOL. LURSU I SIS A 1 UHAIE

A SRR S, S IR G AR AL X A BT MR BRI, RIS FRIR. R, H & REHE

AL S 22 R

EO1. Diversity & Inclusion in Entertainment
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 Hi IR EIR JPG

SRR (riEH)

o EBIH

Hoph (T E4RT)
o [N
o HiHHHEh N A
o HUiniHEEIE JPG

Compulsory
» Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

WF IR G AT, LTI Rl
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Optional
e URL
» Digital Supporting
Content
» Digital Supporting
Images JPG

EO2. T MM A
RWNER) LS LR A RR 2 .

EO2. Innovation in Branded Content
Ground-breaking and unparalleled branded content.

o Ht4HEUREE JPG

BEAIEW (FERE)
o EPIH

HoAt (TR
o [Nk
o AR/ VR SCfF
o KUt A B 2
o HuniHEhE % JPG

Compulsory
» Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

Optional
e URL
o AR/VR Files
» Digital Supporting
Content
» Digital Supporting
Images JPG

F. Bk EIZ5)

MR

T PR 2450 R0 A 7 AR T 00 0 045 N 5 BRI R AR A B3 ) Materials
HL T SERT AR AENZEHE F T A 20

F. Branded Sports

Creativity that taps into fan culture and leverages the power of sports and esports in

connecting people to brands.

Esports may be entered across all categories within Section F.

FOL M3, RIIRIEH BT
DR E NIZ ORI s fr. RV BERBEERNE, BES RBMIELR, 8NS5, o ROIKTE
W RLEFER A — F IV R, T T IV P F TS LA — AR s T A2 i -7 | SR (TIER)
F—FETFIGHI 2 . EGHIHA 5 I IZHECA IR L o Mk

FOl. 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.

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.

o KA
o HWAHBIEE JPG

Compulsory
¢ Original Content

WF IR G AT, LTI Rl
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Optional
e URL
» Digital Supporting
Content
» Digital Supporting
Images JPG

FO2. A BB AL
L A DT AT PR B B TR OSSN W H . RS, JEie R SR I R AL S
FOVF AT BRI 5 2 A

FO2. Sports Live Experience

Brand or sponsor integration into live sport or esports events, shows, stunts and installations
held physically or within virtual worlds, enabling a brand to provide message amplification
and engage with an audience.

FO3. HrElLMF B AR
i QU TR RS, R AR T RER A R . OFEARTAL AR, VR, XR, HEHHA. Xk
TR WAl AT TSI G AR R

FO3. New Redalities & Emerging Tech

o Ht4HEUREE JPG

BRI (PR

o EPIR

HoAt (TR

o [Nk
AR/ VR SCfF
Hno 4 B P 2%
b EIE JPG

Compulsory
» Digital Presentation
Image JPG

Highly Recommended

Immersive experiences that creatively push the boundaries of technology within sport (optional)
entertainment. Including but not limited to Al, AR, VR, XR, voice technology, blockchain e Case Film
technology, gamification, virtual worlds, metaverse and all other emerging platforms. Does
not include prototypes of early-stage technology. Optional
e URL
* AR/VRFiles
» Digital Supporting
Content
» Digital Supporting
Images JPG
FO4. Bk 3 5ER R AT SMs UHESERR
EYE S 5 P B K MO L BRI S AN R 5 M, LSS SRE X W Z A SRR 3 o o HERER PO
FO4. Fan Engagement/ Distribution Strategy BRI (TERZ)
Audience engagement and distribution strategies designed to build and engage a sports- o« RUBH
related fanbase, enhancing community activity and brand affinity.
HAb(FERK)
o [HE

FOS5. @ &1E. BBIS&1E
BRI SRS RIS R E AR, RV < ShhE B A SRR SRS € DL 55 F bR, RTS8 HALL
Fle

FO5. Brand Partnerships, Sponsorships & Collaborations
Strategic brand partnerships and collaborations that leverage sports, branded content and
entertainment to meet specific business goals and mutually benefit everyone involved.

FO6. /A HEs T M Z FEtEME At
AR SR BIEAR S, B E RSO S R IR TS 3h sl A A A X AN T4 . IS TS5 ] e
T PEHE . BRR. SERY. RRER. ROBR. BB, SIS E .

FO6. Diversity & Inclusion in Sport

Brand-led creative work that leverages sport to tackle and confront disparities based on sex,
sexuality, disability, age, race, ethnicity, origin, religion or other status within a sport or
sports related community.

o HRHR
o HIHBIE(E PG

Compulsory
» Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

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

WF IR G AT, LTI Rl

If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail. 74




EEIN=E

T¢

2V & A PRl VRIS AL
AF 5 JRE s O 5 BT RORERZ B S 3SR R O L L L AR IR T a3

o VFHIS FEE B R AR AT FIEE .

o WEPTIRISHIMIR, A —WUE M AESL RIS DB B SRR BAE 280 Ao ML RS AT A JEEEB. fEZEAL: AL
¢ I A BESR AT

o [ERIR AL B. CHID WRIFLASAE M, AR FEEIAT 2% F A0 75 Sp B A8 . 7ESRIBERNF P f4R A i Al i — BT 26 1 Il LHEITH
gk H AR5 As, EREEISE H L BRI 34T -

o ZAMFERTHEA—NTBBNSEEITIRL, B 3 2. SR KINKASEIE 15 B, S35 0 SHE BRI .

o BPBEWIEFTH RO . B MESIAR EEH 5.

The Film Spikes celebrate the creativity of the moving image.

Spikes Asia

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 idea, 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'.

¢ Insections A, B, C and D each execution constitutes one entry. In Sections E and F multiple executions can be entered as
one entry. However, all Film executions must have run within the eligibility period.

* Multiple microfilm executions can be entered as one entry up to a maximum 3 minutes. Each microfilm should be a
maximum of 15 seconds in length and all entries must have run within the eligibility period.

* Subtitles are highly recommended on all case films, films, demo films and original content.

A. AL, AR LS PRIRAZ

BRSNS EE80F . [F]— DS IRAE M AEA TR R AEFR AL — IR Materials

A5 B3 B il B LA PRI B A . $RAS AL AN B 1804)

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.

AOL. T % 7, LG

BT 2, BIERIRT: AR RO (k. RS, e, e, 5 | o RO (R 3 )
Fo 9o R 25 S 2 B 2 S A R

T K TR Edb % FESEN TR AO3 o ik [ 1K | FEEREDAM  (EHFHREEDA) . Compulsory

e Film (3 mins)
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 AO3. Travel. Leisure. Retail, Restaurants & Fast Food
Chains.

W1 TR T —EEK, LUFERAE g ik
If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail.

75



EEIN=E

S Spikes Asia

A02. 57 {74
B, ARubr N, fRREIR

UL At A2 2 2 LR T TV EIERG, S ER A AOB ZEH.

AO02. Healthcare
Pharma, OTC drugs, wellness.

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

AO03. ikl [ R [ EERER (BFREES D

i - PR S8 KRR 5 o BIAREANR T A8 iR . RAAR S - PITA PR SR R AR 35 AN 2
CREARTEWE, TH. @#55%. F6 - rE BRSO EARTELTER. I,
FRI. b =aal . U0l - Fra 8 TR ESUL, RGN T unE v A e 45

AO03.Travel, Leisure, Retail, Restaurants & FastFood 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. Mk [ 18 5%
BIE AR T35 R B, ML, AR, BEE. B, 0T A5 A

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

AOS. %R % [ VRS
TR A SRS . 2, b, Aol R ERAE RS, HABRDLRS, PRI,

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

A06. 5IIE*B”'%'JI ®x/ EEM’"WWJ
BUR. AEE. EBURHZL FF. ZENN. EEFIHLE

P FKT At 27 AR Ford WIHESEA TS FOT. 400l 55 5 R 255 (o

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

o JRAUSEH (T 3 234l)

Compulsory
e Film (3 mins)

WF IR G AT, LTIl
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B. R LA MR
EEXHEE AR RO A I S AR AR . A— e i~ Materials
GEST

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.

BOL. Y35 DRGSR
PRATRHASAI S, BIEARIRLT: (AL, (i, T SRR . Rher, 5L, | o RO
B T R BT O 25 A AR PR o BUEARL
B KT B 5B AR BOS. it | 1] | F e REELM (EIFFREIEDAD) HoAtu (T4 %)

o AR/ VR Xfk
BO1. Consumer Goods
All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning COmPulsory
products, other household goods, other FMCG, clothing and accessories, furniture, * Film
consumer electronics, cars and automotive products & services. * URL

. . . . . Optional

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

. iles

BO2. EJF iR
W7, AERLITT, (R

IR i A2 Ky 2 WL B FIALRGIENG, RYIEA i J A8 BO6 254

B02. Healthcare
Pharma, OTC drugs, wellness.

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

BO3. izl [ R [ TEREIL (BFREES D

W - BT A ORI IR S o BIAEANIR T AT L iR R S RINIRSS - DA R R A SR (K IR 95 A %AE
WIREARTEWE. WH. @5 E%E. 26 - rE BRSNS EARTHELERER. Bisn.
KR pithi=Z s, BYOl - Fir 8 T RPREEGUSE, ARG NR T Ik bE AL e A% .

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. fifh [ 125
BIOMERIR T35 R B, B, AR, B8, . $DF 8 R b k.

B0O4. Media [ Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

BOS. Y 3Rk [ £k FR%
A (L A SRR . G, ol MRk, RIS, JLALRL RS, Pl iE
i

BO5. Consumer Services [ Business to Business
All commercial public services, Legal, financial, B2Btechnology, consultancies &
professional services, other business services, internal & corporate communications.

U TR G AEFIT X UATEIRA A i
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BO6. JEEF [ %% | BURHLIY

BUR . AIMER AFEUNAZ. FH. BRI, IR RIS
Hr KT Bl S TR Edid A TEA F. AR LT — FEH5 FOT. Ml 5 Al S 55 (T

B06. 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

C. #J I

PRI

C. Viral Film Materials
COLH ISR WAFERAA R

LONLER LAy SR S P AR RSV

COL. Viral Film
Films created with the primary intention of being shared and [ or user-distributed online.

o JREI T
o MUBAELE I S

AR W (TisiRx)
o EBIH

b (AT 2E)
o AR/ VR CfF
o Hi B N 2%
o BB JPG

Compulsory
e Film
e URL

Highly Recommended
(optional)
e Case Film

Optional
o AR/VR Files
« Digital Supporting
Content
« Digital Supporting
Images JPG

WF IR G AT, LTIt s
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D. ERMIES)

MRHRAZ

TEFRAL. FHLEEBE B 2% LA 1 B BRI LR Materials
D. Screens & Events
Films that aired on screens other than TV, cinema or online.
DO1. FFHAEZ) DAFATHR
FEASAIRNIES LRBOR A, BARERRTHRE . W H. MRS, SR, R, oh .« RORA
2 WHEBRR.

BBAIEW (FERE)
DOl. Screens & Events o BRI
Films shown at public and private events. This could include, but not limited to, sporting .
venues, festivals, expos, trade shows, award shows, seminars, internal presentations. ﬂf@.(lszfiﬁf)

o AR/ VR 3ff

o HLAHBIN A
o HULHIIHEIR JPG

Compulsory
e Film

Highly Recommended
(optional)
e Demo Film

Optional
e URL
* AR/VRFiles
» Digital Supporting
Content
« Digital Supporting
Images JPG

D02. %G
N EHIVERE Y, AIEHEAR FFacebook. x. TikTok. Instagram, Snapchat?:.

ZPAAT A UEy— 136 H 22, A3 5. LEAEHL/T HI KT L5 7
D02. Microfilm
Short-form films made for social platform. This could include, but not limited to,

Facebook, x, TikTok, Instagram, Snapchat etc.

Multiple executions can be entered as one entry up to a maximum of 3 Minutes. Each
microfilm should be a maximum of 15 seconds in length.

DRI
o JEGAUR A (1 534)
o MUSRAELR I HE

HRELE W (AT 5R52)

o REIY T

HoAt (AT HEHAT)
e AR/ VR Xt
o Hithh B 7%
o HALHBhEIZ JPG

Compulsory
e Film (1 min)
e URL

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

W TSR AT —EEGEEX LTS A Hy k-
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DO3. FrIL S FIH MR

NG FC T R ARG B ORI SN R A &, BUIE TR R 7RI . CFREAIR TR, Al
AR, VR, XR. JeMkfb. REAHEGL. Jes i M HABHG T 6 AEHE R IHEOR E AL

DO03. New Redlities & Emerging Tech

Video and computer-generated content created for immersive experiences which creatively
push the boundaries within film. Including 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.

o ST

BEAIEW (FTERE)
o BRI

HoAt (AT AT
o [Nk
o AR/ VR CfF
o MM MALEIR

Compulsory
e Film

Highly Recommended
(optionail)
e Demo Film

Optional

e URL

e AR/VR Files

e Awards Show Film

 Digital Supporting
Content

 Digital Supporting
Images JPG

W TSR AT —EEGEEX LTS A Hy k-
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E. 2 AIF

BBTHLAE 2 R B SRR A SRS S

IRARIEE B R — A RS, R RIS EAR SR AR, FEARER AR EITT 4G

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.

MRHRRZ

Materials

EOL. ¥/ BBV
B FE PR BB A i B

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

DFHRIEAT R
o JREI T

sz (i)

e = VA
o BN

FoA (FTEER )
o BB A
o HULAHBNEE JPG

Compulsory
e Film

Highly Recommended
(optional)
e Demo Film

Optional
» Digital Supporting
Content
» Digital Supporting
Images JPG

W TSR AT —EEGEEX LTS A Hy k-
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EO2.7ELL AT [ JHLA
BUHT SR A AL it P 2

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

DUVt 'k
o JREI T
o [

BRI (THEHR)
o REH

ot (AT%4R2T)
o AR/ VR CfF
o BULHEh &
o HULHiBhE % JPG

Compulsory
e Film
e URL

Highly Recommended
(optional)
e Demo Film

Optional
o AR/VRFiles
« Digital Supporting
Content
« Digital Supporting
Images JPG

EO3. FFHANES)
AR IR IR 2 SRR NGRS RO B P WA I iR

EO3. Screens & Events
Innovative use of film content shown at public and private events to communicate a brand’ s
message.

BRI
o JABIRE

MRV (TR E)

e = VA
o BN

oAty (ATi%4RE)
o Mk
o AR/ VR CfF
o FuhoitBh N 7%
o HUiLHiEhE G JPG

Compulsory
e Film

Highly Recommended
(optional)
e Demo Film

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

W TSR AT —EEGEEX LTS A Hy k-
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F. X558 %

MR

S SCAIR 5 X S 5 1 T AR A 2« Materials
WRARIRAZ IR DRIV s TR I RS A% B MBS, JERR T 00T 46

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.

FOL. A Hi i f BIHSATR

st R AL 1 DR AT B SRR 5 A 3 B 32 A A O o o

FO1. Local Brand
Work for brands distributed solely within a specific locality. The work should resonate with a
clearly defined, local target audience.

FO2. Hh& M
ST RIS TR S T RE ER AT, HORIIR, B3 B A D S RIBET 613 ) 0 S ek
U FR A gt i it

FO2. 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. B —THi%iES)
RE R —[E 5 [ WX [T 554 AT HE e SRR R T Lo S 1 B KR T 31 01

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. H:XZ4T A
SR A K S R S, DRIV SRR A AT Ty et 10 i SR A T o) P51 2 4T 0 S K 15
B S BRI B

FO4. Social Behaviour

Work inspired by a specific audience or community, relying on identifiable social behaviour. The
work should demonstrate how leveraging insights into consumer behaviour can create a
powerful connection with a brand.

FOS5. W4 ZR M.
1 S LR T B ER ZARE S . ARSI EANLE . KGRI N 2, BEREER v —K, NEES A
MRS MRIIEER

FO5. Use of Humour

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 JREI T

MRV (TR E)

o EHBIFE

FoA (FTEER )
o MUBAELE I S
o HUGHBIN A
o HELHHBIEIE JPG

Compulsory
e Film

Highly Recommended
(optional)
e Case Film

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

WF IR G AT, LRt s
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OB HHSIET 355 R0 AT X RS S, OLERKIEN. (R R AT o SROER
LT, CLASHTREAGE S IR S R A4 AR TR P S8 2 A e g b i)
RV (T 44RZ)
F06. Breakthrough on a Budget « OIS
Creative use of modest budgets and/or resources in relation to the market and/or industry to .
) ) - : Hopt (FT£$2%2)

create maximum impact. The work should demonstrate how fresh insight, smart spending and o VURLELIAHE
compelling strategic thinking solved a business problem despite limited resources. B AR/‘VIA?V A

o HRLHHBIN A
FO7. MV B ?ﬂ:‘*ﬁﬁ o KA JPG
FURRIRSN A LAR ) SRS, MRt 2e EARRIPREEI . A7 5 SRR SR I A @i ¥ o 550k

I ke K ) L1}|1E7FU 2R S

VZE S ;'/‘f/
) T,

I b FI I HE S ARG ZEY R G258 A, 1) 15 PR 7

2GRN B, LB 17l FHZE S BOB. FEEF #2 BUfY.

77l FHIZER AOB. - FEE

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.

All not-for-profit, charity or government work should be entered in the relevant sector and/or
A0B. Not-for-profit / Charity / Government category in section A. TV/Cinema Film: Sectors or
B06. Not-for-profit / Charity / Government category in section B. Online Film: Sectors.

FO8. i A

B2 X3 ARk, QUYL TR, LB 7 2R R R TR ST 2
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.

FO9.3 4k 5 L il
At BE SR AR TR SO BOAE X ARG ARG, SR BRI T 5 A M SRR T 208 L AT A AL G i Amin 22
IR R B (A A PO PR B SRS RIEAMLE . IXRGRIR T AR AT 15 5 A

GRS, M S0 ot RS A AR ) e T

FO09. Cultural Engagement NEW

Work crafted around strategic solutions rooted in the lived experiences of culturally grounded
communities. Work which reflects and translates the nuances of customs, behaviours, and
traditions that shape foundational perspectives on identity (e.g. disability, gender, race,
orientation, age). Such insights reveal how audiences choose brands and media experiences,
driving growth and impact.

Compulsory

Film

Highly Recommended

(optional)

e Case Film
Optional

e URL

e AR/VR Files

Digital Supporting
Content

Digital Supporting
Images JPG

WF IR G AT, LRt s
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LB ETIR R 2 B R EAR

1 il s th e 1 LB RIAE , HORES SR R I 7E I 5 BmIE R T T QIR SO 3 T HAAT 2R
o EENFHEERIBRAERL AT .
o WEPHEIGHIMIIR, AW S AL IS ISR AT BB B AR BRI
o ZHMEENMERZSIE, BN 3 rdh . BEEIHLT ARSI 16 B T S R AR AL BRI A AT
o BANBUWAEITAREIE A R TURE RGN E B .

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 3 minutes. Each microfilm should be a
maximum of 15 seconds in length and all entries must have run within the eligibility period.

¢ Subtitles are highly recommended on all case films, films, demo films and original content.

A. filfE MR

A. Production Materials
AOL 25 UIRAAR
J7 B R R, AL o 3 S A IR R QU B (R, DUSGZIE R TSP, X T RS (A, (HBR T o RIS
SRR SR, R R B R AR A R LB LA 2L d I Ak

oAb (AT HRAT)
AOLl. Direction o PSHLE 28 P

o AR/ VR CfF

The vision and achievement of the direction including the translation of the creative brief T
9 o HEHBCH

through a director’ s vision and how well that vision has been achieved. This may include

butis not limited to, the way that casting, set design, sound design and Compulsory

cinematography have been used to bring that vision to life. e Film
Optional

A02. J{IA e URL

SERHIRIAS . SBIARR TR ORI AN RcE . Bal. AR, e Hride R A A e AR/VRFiles

FEE KRN LRI T QIREHIIB I SR T R 2L, « Digital Supporting

T B (MBI T LITIE, (ER B i — a5 Content

AO02. Script

The film’ s script, as written. Analysis of the script will include dialogue, voice- overs,
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.

U TELIRA G LEFIT X, UATEIRA A i
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A03. %

MR RSB . X EFEAR T A S BF B ARl At Sl R T
i)

LN T TN WRIELE— I IR 2T R T RS2/ T HI R i ) i Bt F L T o

A03. Casting

The vision and achievement of the casting. This includes but is not limited to the pre-

DUyt s p
o JRAY

HoAt (713%3R72)
o AATLE 2k X il
o AR/ VR CfF
o At

production selection of actors, dancers, singers, models, non-professionals, animals ComPulsow
and other talent. * Film
itis hi . . . . . Optional
is highly recommended to provide a two-minute Demo Film showcasing the casting process
in addition to the film as it aired. o URL
o AR/VRFiles
— . « Digital Supporting
AO4. HlfERIH ERES Contont
RS et ZARITIE . XIS E B AL B, DUAE SRS AR, B
B Ik X5 4 b A A D 2E AR B SR AU (1) KR o
A04. Production Design [ Art Direction
The aesthetic of the production design / art direction. This includes set design and location
builds, as well as the overall look, feel and atmosphere of the piece and how the narrative has
been enhanced by the artful management of the visual components.
AOS5.
TR AR . SFEH ZARERE. ML B ER, Bkl G BRI .
AO05. Cinematography
The quality and effect of the cinematography. The style, artistic choices, camerawork,
cinematic techniques, shot composition, lighting and other effects will be considered.
A06. JF 4 F R KR
LU S OHER RO SR AE M ma e Kl ARG 2ZAR Mok, KEx#AME M 5T
ko
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.
AO7. f FIEERL] B
VPRI R & R 45 . AT IR 5 FE U SRR L B3 0 B AU B LA A AR 2 A B
Ko
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.
AO8. #il Bk B BHRSAR
— IR, AR A NI R BR R T VPl . RS AR AR, TURR . R A o RO
FEEFE AT kAR, LA R AR A BA G e 5 g Hb R A 5 U5 S B A RAT
B (TiERK)
BRI PTH RN LURFHIERLED P10 BIE" 20" B " 4, S, it CAF o BRI
HHTEH
Fehta (TiEZ)
A08. Achievement in Production o PHELLRI
o AR/ VR CfF

The overall success of a film, assessed within the context of its individual ambitions and
challenges. Scale of production, budget constraints, technicalissues, 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.

o HlhHBISCA:

Compulsory
e Film

WF IR G AT, LRt s
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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.

Highly Recommended
(optional)
e Demo Film

Optional
e URL
o AR/VR Files
« Digital Supporting
Content
N =)
B. 531k MRHRRZ
B. Post- Production Materials
BO1. 348 URZATES
GER ARG LRSI, MR % RFTA /7, X EAR TR, 155, MHEIE. o RO
XEENA . P E AR AR
HAh (FT£52%)
BOl. Editing o HLAFEL ML
The technical and creative success of the edit. All aspects of the film’ s edit will be considered * %Rl \E//R)fﬁ
o i e P . . . . ® IR
Thls |ncI.udes but not limited to F|m|ng, pace, visual dynamics, dialogue dynamics, sound o BOmEBIC
integration and overall storytelling.
Compulsory
e Film
Optional
e URL
o AR/VRFiles

e Demo Film
» Digital Supporting
Content

BO2. (A RIE[
TEL TR IE AT 7 TR PR R, Ot — B0 A PR BB 7, Wtehs e O I, U M 2%
W%, A ERRT VG 54T SRR R AL 2, DA MR 5 4B Sk B 44 . 8 AR

TR RIEN— A B FFEN, FEFHIE] AR,

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.

DR
o JREI T

AR (AT 4RAE)

e L
o JHURFZh

oAb (AT HRAT)
o MU LR R4
o AR/ VR CfF
o Hi i B S

Compulsory
e Film

Highly Recommended
(optional)
e Demo Film

Optional
e URL
o AR/VR Files
« Digital Supporting
Content

WF IR G AT, LRt s
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e R A S R . T R SRRERUE S RCRIO S R T AR IS, DA R g o JRGUE
I E SR AN BN s IS MAARA B E
HoAh (T32:38%2)
BO3. Sound Design o WUIRELE ML
o AR/ VR Xfk

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.

BO4. 3hiH |k
b s AR . TR E, AR, EREIE . . SRR el M (SO S E
a2 S s S LIl b R R N ST-1E0) A S A e e b n I

BO4. Animation

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

o BURWIT

o BUHBISCAT

Compulsory
e Film

Optional
e URL
o AR/VR Files
e Demo Film
» Digital Supporting

Content
BOS. ML BRI
S ETM HANRL SRR I Q0GR RCRA S S 2 AR (M s, DL BT S H SRk MR 45 6 - o eI
HEVE RIE LI PP IR o T 0 SR B SR AT B e AR (TiEiRX)
o R
BO5. Visual Effects .
The creation of film environments and other visual effects, including the aesthetic and ;ﬁ(gﬁfi\é%m
o AR
technical excellence of the effects themselves along with the success of their integration . AR//J‘VR/ Tk

into real footage.

It is highly recommended to provide a two minute Demo Film showcasing how the visual effects
were created.

o A

Compulsory
e Film

Highly Recommended
(optional)
e Demo Film

Optional
e URL
o AR/VR Files
» Digital Supporting
Content

WF IR G AT, LRt s
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TRV BT PR N AT b R ZRAE R (K B 3E AT i
A it 85 7R it R T J S M R N S R A X, I AEARE A T b e ol A [T I Dy 8 it i A B o 4 1t 18 L 1 AR

o IFHEBMARHER LR INRL:  HEE 51HEE20 %: 61730 %:  LZLEAT30%: AR 20%

o MMHERR A EARI. GMEH. ML B, B3R, BB A8 B, e, BRI BRSO B AT AR R R
LA AR SR D 7 it R A ) SR

o RTIEE SN AR P pirE 2.

o WEPTIRISHIMR, [Fl WU AL BL I B AE BB B AR R o

o SRPIEWIEFTH RO . BRI G A2 B

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 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
gaming industry.

e 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.

e  Subtitles are highly recommended on all case films, films, demo films and original content.

A. W3R MRHRR

A. Gaming Materials
AO1. ML P25 TGS R
IR . KRR RSB R, AR AR LRI BIS . S RAUBL. WA © Ranz
QU SR, BTSRRI RS 3 e X 7= i o

Foft (FTE4R3Z)
WRIEEHGE— T FIYHIE S I I L AERY ] — B, TR F— 274 o [l

e AR/VRIZf}:

AOl. Audio-visual Content o HhLAH BN A
Branded film, key art and radio & audio content including but not limited to trailers, o ikl R IPG

documentaries, series, posters and original music content with gaming at their core which
aim to amplify a brand's message or promote a new game or gaming product. Compulsory

e  Original Content
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. Optional

e URL
AO2. FLiZ IR AT e AR/VRFiles
T 9% BB 2BIS 3 = i R AR B 540 AL T I A A I SO 5 2 . BRI T8 4 *  Digital Supporting
LU FERBUR. SIS H . M SERLOTE . L SR RIS A L SR e AT (A R Content

e Digital Supporting
A02. Live Gaming Experience Images JPG

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 or within virtual worlds.

U TELIRA G LEFIT X, UATEIRA A i
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AO3. R AR A
H SR TCEEEE G BN BT G, SETHEE RIS RIS I R T S R R . AR EANR T, — e
BONNEBN, i A sl slGBre k- & P R K At R 222 o

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.

AO4. iR [ EHET & i F
OIS FH 0 LT 5 50T e S 7t R 55 -

A04. Use of Gaming [ Streaming Platforms
Innovative use of gaming / streaming platforms to effectively promote a brand, product or
service.

AOS. KA [ E i R A
Ry A SRR A e A SRR i T )3 TR s A o

AO05. Launch [ Re-Launch
Immersive gaming experiences created to launch or relaunch a game or gaming product.

A06. HXEHE [ S5
TET IR e3P R IR R BE Gl o AR it SRR 5 A DX A L) A2 o] 38 Ak SR, ST ot
BRI XAB AR

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.

A07. A 541k
BUEPERDAE T A QR ELRE R B LK) SRS B, IR S WU X b R s R LA . AT L
EARTEE BN A A 2

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.

A08. BJEE1E. #BIS &1k
SR BRI B L2 DD O AR P 5 A A1, FUPEBE R AT P 3 IR SRR SIS S Ol
B, IS SRR A .

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.

WA
o HMREIRE A JPG

R (TR Z)

o EHIFLA

Hopth (FT%3R22)

o Wik
AR/VR
A HALR IR
Hnd A Bh 2%
Mg B E1%IPG

Compulsory
e Digital
Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional

. URL

e  AR/VRFiles

e Awards Show Film

e  Digital Supporting
Content

e  Digital Supporting
Images JPG

WF IR G AT, LRt s
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A09. xR Z A B A 1
TEMPUAE IR, DR TR, PRI BRAE. AR, RRR. R, . SREEHAL I R

1
HH o

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.

A10. R AT
DIHTHE I F I AR P& GRS R O S SR 7%, DESRE0E ARG . FFiE
JEL PHERE. AR

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.

WA
o HMREIRE A JPG

R (TR Z)

o EHIFLA

Hopth (FT%3R22)

o Wik
AR/VR
A HALR IR
Hnd A Bh 2%
Mg B E1%IPG

Compulsory
e Digital
Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional

. URL

e  AR/VRFiles

e Awards Show Film

e  Digital Supporting
Content

e  Digital Supporting
Images JPG

WF IR G AT, LRt s
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Wes: BHETRK B AR ZIMITA BRI ARG X I T HAU AR RAT- S5 F1 g I 10 R () 6138 PEAFE it o REEIAEEARTERRA . K
AREZER . MR FPREYHE . MERITE . DECREAE, WEEM R, LGBTQ+ 41X, %i%,lﬁsﬁ—;}*}ﬁﬁllﬁﬂﬁﬁﬁﬁﬁ@@(}\ﬂ’])\ﬁqﬁ,
JEH A AL 2 R VEA e 85 A LI

RIS ] bR QS HES SO AR Qi AR G AR 5 I D L T I 55 A DX SRR B R i R S 1 A A o
o VPHH IR MARUE AR AL LLGIAN R : B 25%; g 25%; FEMAI R 50%.
o [A AR L REBRSEN “BIR” K.
o BRAZ BRI it v LU AT A MV BT L2 P RS IK, TG iR i IR 55 B R A T

NS ZR 2 A B SRAE LR 1 1 o [ J s FEAE o

PR BT P ORI R A A R AU T30 7545

“PIE” WA SR SIS MR EEIN, XU A % 3h H 45 35 A A0

Glass: The Spikes for Change recognise creative work that addresses inequality and prejudice by consciously representing and
empowering marginalised communities. This can include, but not be limited to, disabled people, Black and Indigenous people,
refugees, asylum seekers, displaced individuals, minority religious groups, marginalised ethnic groups, LGBTQ+ communities,
underserved socioeconomic groups and people of all ages, especially those underrepresented or stigmatised in society.

Celebrating brands that use creative excellence to drive cultural shifts, create systemic change, and set new standards for

positive impact for the communities it serves.

e A number of criteria will be considered during judging and weighted as follows: 25% ideq; 25% strategy; 50% impact and

results.
e The same piece of work can be entered up to two times in Glass.

« The work entered into Glass can be for any commercial or non-commercial client, regardless of the product or service or

the medium of communication.
* Shortlisted entrants will be required to present their work to the jury online.
¢ All case films, films, demo films and original content must be subtitled in English.

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

A. BB

FRHRRZ

how diversity and inclusion are embedded in the technology's design, execution, and impact,
driving positive social change and innovation.

A02.7% 1 [RR 45 i

B R B R AR ROR B AR St SURR S 0 A NRIRLIX (972 SRR SS o« i%0E M RLIZR W, lid s
> LA 2 i%r*%%ﬂﬂ&%&nn%ﬁ%ﬂ%%ﬁ?i&ﬂ&%&ﬁ#%%ﬁ%ﬁﬁk\, B —ANE s 7
T R

A02. Product/Service NEW

Products and services designed to uplift and accurately represent individuals and communities
from varied backgrounds, cultures, and identities. The work should show that by reducing bias
and promoting fairness, these products and services enable brands to better serve and
connect with audiences, fostering a more inclusive and respectful environment.

A. Glass Materials
AOLEAR Hi¥ BRI
BORFEAMERTT EREALBCF RIS 2 BN AL RS A R BP0t . =27 BB K. 144 o HULEREIE JPG
i 8RR 2 TO A AL B M N BRI AT AR, AT HESRUAR A AL 28 RN 137

AW (THRX)
AO1. Technology NEW .« RO
Technology and technological solutions that enhance, facilitate, or improve the way individuals, HoAh (T1E%)
groups, and ideas are represented in digital and physical spaces. The work should demonstrate o [

o EGh A By 2%
o KitD4sBhEIE JPG

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case fim

Optional
e URL
» Digital Supporting
Content
» Digital Supporting
Images JPG
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AO3 B Hrig
B E SO AR A X AE AR R A S [ R I 2B TR TEBIAIE 3. AR & N 7R 1Z A8 W AT Si it LA
W RGM AR, IR AFE G SRS AR .

AO03. Initiatives NEW

Programmes, campaigns, and movements aimed at improving how people and communities
are represented across media and public spaces. The work should demonstrate how the
initiative has been implemented to drive systemic change, and promote the equitable portrayal
of diverse identities, experiences, and perspectives.

AO4. A FRSEEAHHE N Hii
BHRPINRBOR . ARMERESEE, DI IRIL A ETE B R OB R A GEMAE LML, XA

EREAR TR, B A TARREPN BN AL M gl

AO04. Internal Practices and Values NEW

Policies, standards, and cultural practices that organisations implement to ensure fair, inclusive,
and authentic representation within their internal operations and workforce. This may include
but is not limited to fostering an inclusive culture, and embedding equitable representation in
decision-making processes across an organisation.

LRI
o MR JPG

BRI (riERr)

o RIS

HoAt (713%3R72)
o [k
o ALtDAH B A 2%
o HtdihBhEIE 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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H 2V A i 75 R LR EETT A A SR BB R AR 28 1 IR 2 S RARIE s KRR BIE i NI, (EEHS . AETT . O R BN
A

o TEPFH G IERIFRHER LRI .

o JBLEFARSCHSNANGES, 7 —TUERTE “BEIT IR ISR BB A SRR o B —1E A BRTE “IRE A 2= D 7 8 “FHREE”
8] AT R

o P ZIE ML ﬁ}mf,”\FMIlLEXﬂ”“ZF “RDE. BT IR ANRIZE” ORI IE R,

o SREVEWIERTH OIS # . SR AR A 25 HTFH%%TLQ

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 iliness management.

e Criteria considered during judging will be medium dependent.

e 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. However, the same piece of work may only be entered in either Section A,
B, C & D or Section E.

e All entrants All entrants must provide regulatory requirements specific to your region regarding submissions into Section
E. Pharma: Promotion, Awareness & Engagement.

e Subtitles are highly recommended on all case films, films, demo films and original content.

A [RFEFIFRA: TR R

AANTEEALTT « ABERAE A AT 5 8RR 28 B REAS NABALL ™ SRSl 7 SR R it

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.

AO1. AR4ETT R Z &
R 25 AT R s TR SRR

M FIETHI S T SR BT IR 1T«

AO1. OTC Oral Medicines
Non-prescription drugs, OTC medicines & tablets, digestive health.

Choose your Healthcare mediums from the list below.

A02. JEXETT IR IRE
AR BT AREld)  ABIGIT . JEEIRIT . EAE AT IR, HEK. BYTRE. WRTRIT. BNAT. BTl PR O

K SRR RK B

M TR T FE TR T IR 1A

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.

WF IR G AT, LRt s
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A03. OTC Products

Condoms, contact lenses, prescription glasses, dental floss, adhesive plasters, heat pads, first aid kititems, 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.

AO4. E SRR M
g, WUIR. B2, ANFEA. ThEEA N BUEICE. WORMS . HUET. AR, MR R 20k

MRS TR FE I ST (R
A04. Nutraceuticals
Vitamins, minerals, herbal remedies, supplements, functional food, micronutrients, omega3s, antioxidants, probiotics,

effervescent vitamin drinks.

Choose your Healthcare mediums from the list below.

AO5. {8 G0 fR{ERHE
A B TR A T 7 IO BD = . R . WA AN TR, R AR TS, i, TSR,

M FIETHIZY A 13 FEIEHI BETT (R R -

AO05. 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.

U TELIRA G LEFIT X, UATEIRA A i
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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.

BOL. /il = R HIH FAEIR
TR % P B, DR RIS A A . AR AR T AR A RO, AR (BRI A B SO R T
R MR REER DI BB, X — I A B TG R R R

MR ITHI A7 T FEEHIETT (R R -

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.

BO2. JEEF AL HELSTFHHENER
ASEREREEAEER ISR, wEIREE. RIBW. KBRS R RAEGE . DR EIR. IR MR, REEE. O
MR, B EE .

M FIETHIZYZE F7 5 FE T R T (R AR A o

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,
cardio-vascular care, exercise and wellbeing.

Choose your Healthcare mediums from the list below.

BO3. EFMEfE
DA% PR G R R 53 N RN L B 2K, i NE e CADD | SRR IS B, YaI7 SCilk, mRIRISSE, HIEH.

M FITHIZYZE T FEL I ST (RIS o

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.

Choose your Healthcare mediums from the list below.

U TR G LEFIT X, UATEIRA A i
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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.

col. W EZ 5iEiE
SRR . AR R BT R, BRI R R TR,

MG 2 3% FE B T IR (AR ) o

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.

CO02. {RAEAR5H0 ¥t

BRI WOEREE, O B, SPrAFRE. R OB, TN, MBENTIN. IREUE . Rouil. FERS T, di)E
Uiy ERIBEAE L A HELEEIT . BRRE AR R A D IERHE AR LR BOBAMRHE A IBIRAHE A . NHBE A R E A B R
UL ETR . ZNE . MRRRRTIE . RS @S AN AR

M FIETHIZY A 13 FEIEHI BETT (R R o

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, fitness & yoga
studios.

Choose your Healthcare mediums from the list below.

CO3. 7
B2 e 1 5511

M FITHIZYZE T FEL ST (RIS

CO03. Insurance
Medical insurance and financial plans.

Choose your Healthcare mediums from the list below.

D. BEMIEE: M HRE
D. Health & Wellness: Animal Health

DO1. Eh¥ {72
TR A S B BRSSP 0, BRI U A . IS EEB T FE RS, NSRRGSR, S,

M ETHIY 26 FE TR T 1577 (R AR T
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.

U TR G LEFIT X, UATEIRA A i
If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail. 97




EEIN=E

) .
~ .' Spikes Asia

E. B%j: #) . NRNSE

B2 BRIV G, SBR[ BT A F DA 2 SR BT IR, LB BT DR R F bR B

o

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.

EOL &Fx%) B
BB R O S, St A B L L B W B L IR R T B

TEd BTG 7T AN 7 LR ST GBS TR E TR e M TGS ZE IR FE ST (R AR

EOl. 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.

E02. 4+ EST PAEE WA R
EJ%ED]]IHJ@JMN??\H//\i“ SR R S LA R A A T 7R s RS BT VR T B4R
TEm A TGN R LRI T RTINS F IR IR E PR o ST ITHI I T FEEHI T (R AR -

EO2. Direct to Healthcare Professional
Work targeted direct to healthcare professionals and created to launch and / or promote a specific branded regulated
prescription product, service or therapy.

Work here 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.

E03. 5iREBHF)
SRR AR APERE S, HESDIE BRI R ST VAT, B BN, TRAN TR IR, [FIR A7 PR [ ok e ST AR p 7 2

J7 i30T R B AEAEAN BT B i A B BRI B IRAR . MR T 2 IR 55 R 2 o B SRR IR 55
MR TR T FEEHIBETT (R IR -

EO03. 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.

U TR G LEFIT X, UATEIRA A i
If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail.

98




EEIN=E

Spikes Asia

E04. EyT M I EBh
T ) £ BT L A L R AR 7 R BTN o T DAL R RBR T A (0387 . ISR A, BOR, WPERIREE: IR Ee T, A
F7RE A

MFITHI I P FEEHIETT IR R -

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.

EOS5. XPBIW N T ff
B RN [T R I DA TR IR, eSO s 5 MR 22 ML T U B 16 i«

M FIETHIZY A 13 FEIEHI BETT (R R o
EO5. Disease Awareness & Understanding
Work created to raise awareness and understanding of a disease / medical condition, change perceptions or overcome

social stigma.

Choose your Healthcare mediums from the list below.

U TR G LEFIT X, UATEIRA A i
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Audio & Radio Materials
ZAHRI IR DFHRAT I B
i R TR P O S SRR T 5 BT, 7 L RIR A ik S RO AR o JREIFHCH mp3
o TEHIEIRRAE Y B O EAMAT S
o EAPUTHN—ABIETH TR (T %)
o FUHE

Audio & Radio
Work that communicates a brand message through audio excellence, sonic innovation or
superior aural storytelling across the airwaves and digital streams.

o BRBAH BN A
o HiuGHENEIE JPG

e  Criteria considered during judging will predominantly be the idea, the execution and Compulsory
the impact. ¢ MP3 Original
e Each execution constitutes one entry. Version
Optional
e URL
 Digital Supporting
Content
 Digital Supporting
Images JPG
A AR IR A MRLRAZ
Brand Experience & Activation Materials
AR AN BE DIHRAER
MRARES T W, DR FEA 360 0 FSHEGAN N AN UE o HHURER JPG
F, TR A QNG ) TR, Z3ERZRR HE IR, SR GRS s A, 2 o
5 B R A AR MR BRI W (LX)
o PSRRI LU RINRL: 4908 20 %: SN 20 %: HUT 30%: AR 30% o ROIBH
Brand Experience & Activation E@(%ﬁﬁﬁ)

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.
* A number of criteria will be considered during judging and weighted as follows: 20%
Ideq; 20% strategy; 30% execution; 30% results.

o U2
o HILAHBIEG JPG

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

Optional
e URL
» Digital Supporting
Content
« Digital Supporting
Images JPG

WF IR G AT, LRt s
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Creative Data Materials

BIR
TSR QIS VERE R« ARE. ST BN SR ISR B SN S0 o TR G A A TR 1 2 £
Waols, RS SRR SRR TG 760

o TPEEEMARAERLL R 5 30 %: BRI 30%: HA 20%: FUM AR 20%

Creative Data
Work 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.

o HLHURER JPG

BRI (riER)

o BT

Hoph (FTE4RAT)
o Mk
o ILIERIN A
o HULAHBIEIG JPG

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optionail)
e Case film

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

R ]

PRI

Digital Craft Materials
WRLETS: BPREASSR (uD [ PR (X DI
BT SU, G0 T HaRR R s R S DI e E SRR S 108 £l fPUT o HIDHUREE JPG
H, DRAEFTA ST A ARG G Pk, DRSNSl . o Pk
o VTN S R A BT R
BRI (T HEHRT)
Digital Craft: Interface & Navigation (U1)/ User Experience (UX) AR/ VR 3 fF

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.

o BRBAH BN A
o HiuGHENEIE JPG

Compulsory
« Digital Presentation
Image JPG
e URL

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

WF IR G AT, LRt s
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Direct Materials
HH#H IRIRATATH
FHEHER) . PUXRCA S IR . 22808 5 LR W DK I 58 7 R0 [ S8l A R SR 5y DAIR S| o HEUREIR JPG
(9 F bR SZ AR T R SR P R AR WORAT BN I AL AT BT R AR o
o UFHEBMBRERDL FBG: 617 30 %:  HHE 20 %: BT 20%: FMHR MR 30% ﬁﬁ!iﬁ(ﬁffﬁ%@

o EHIFH
Direct S (T R)
Targeted and response-driven creativity. The work should demonstrate how insights and/or o [iE

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.

o HAEBINE
o LAl BIIEE JPG

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

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

BIR

MR

Entertainment Materials
BE . o B
I e R R S S S 3] P I TEE Bk AR DA S ik S B B S B B R . B JPG

o IEHEEARER U T MBS 30%: B1E30%: LE534T30%: K H20%.

o BMISMRAA. BARK. GUEE. M. HELE. Esh . F. A8 BN, T, Sk AW (ATH422)

AT« BOBUTTAT 5 BT AT A 757 43 45 05 53 AP 55 07 5 i A 2 S o B
o HIBETRA ARSI, WHHTE L LN MR, ST SRR
o EBRIGHELT 5 N S I B A I Fofh (T eHRAE)
o [0

Entertainment
Ideas that are unskippable, engaging users through entertainment platforms such as music,
sport and gaming; communicating a brand message or connecting with consumers in a new

o JHBIAT
o KA
o Al BhIEE JPG

way. Compulsory
e A number of criteria will be considered during judging and weighted as follows: 20% « Digital
strategy & insight; 30% creative idea; 30% craft & execution; 20% results. Presentation
e Brands refers to talent, artists, creators, influencers, streamers, athletes, teams, Image JPG
organisations, sponsors, platforms, media owners, rights holders or any entity that i
I . . Highly Recommended
produces and distributes products and content related to the entertainment industry. A
o ) ) . . ) . (optional)
e If you are submitting a series, please upload all episodes in a single video file with .
. . e Casefilm
slates denoting the start of the next episode.
¢ Traditional film advertising should be entered into the Film medium. Optional
e URL
e Original Content
« Digital
Supporting
Content
» Digital
Supporting
Images JPG

WF IR G AT, LRt s
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Film Materials
B0 SRR B P % DT
BB, 2 I0E R VRS E IR, DURBERERIA, R, M. (0 ATERA SMA o R
LSATIE K5
o VPHRSE B ER O, PUTRENS. SR (i)
o AEHHERNACE TR, DR AR N A, TR, ARV . o R

o HETHEMAPAT N —ANSIRIH

Film: Cinema, TV and Digital Film Content
Creativity of the moving image. Entries 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 idea, 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.

o HRLAHBIAE
o KL JPG

Compulsory
e Film

Optional
e URL
 Digital Supporting
Content
 Digital Supporting
Images JPG

WF IR G AT, LRt s
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Film Craft Materials
BALHIE: S [ WBERR DIFESTHIF
U QUM R T SRR B i RO 5 R o RO

o PRI FIE bR L R G S AT

o CIRLIARAE R NIECA SO0 R, DU REE S HER B AR N . IHER, ARTEHMTEE . sER W (TiEiRT)

BT A — A2 380 H o JH/RFCH

Film Craft: Animation / Visual Effects Hopth (FT%3R22)
All forms and styles of animation and visual effects created for film. e URL

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

Z (57

RCHERI R R AR, JUt SR, ST, IR, Bk B, IOTAULARARS bt
o VFRBIEE IR E B ORI
o ASEERRBRAIOCT R LRI AR . T
o IR S RIH

il

L ANV T E .

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.
e  Each film execution constitutes one entry.

b ZE (s
PR AT, ARSI SR AL QIR IR OB, DLSGZALE RO SE Bl R . X T RECLFREAN IR
Tk At AEBOPA RN, DI — RS OIS
o VFHIHIE AR L BT QAT
o ARSEIRAES NIRCAH ST, DR BER HERI LRI N A . TR, A RRVFRETICE .
o REBHEZHIPAT A AN S IRIH
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.
e Each film execution constitutes one entry.

AHINE: BRI [ RIS
BRI SR SR SARAT R R EE, DURAE R BRI, RS RGRE . VFa B
B AP A B LA ) AR B I A

o PFEHTIN B BRI bRE D B A AT

o CETGEMEMBIRCH JOCT R, DRIREEMHEMBLARIL N A, TR, ARVFIHTRCE

o FEHEBIHAT NS IETH

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.
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

o HAEBINE
o LAl BIIEE JPG

Compulsory
e Film

Highly Recommended
(optional)
e Demo film

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

W TSR AT —EEGEEX LTS A gk -
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BAHIE: A
HISC RIS, WS . XTRIAR R I Qg mohE . Stk E . 1830, SifERRE. FHERBIE %
JE RN AU ] e D M s LB R FR A, (RN %5 8 ek 2 282 PR AT 55 A5 SR A 20t

o PFHIIN BB R bE L B A AT

o CETEEMEMBRCE TR, DIREERCHERIBLARIL A R, A RVFIETICE .

o EEHEBMPAT NS ITH

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 idea, 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

PAEIE: B R[EERHRER

JEL B A 35 A B 5 5 T AR R A P A B A PO SRR B
o VPHII R I FRIE 3 B O B AT
o IESETE A A S0 5, DR RE M HEmR B AR L N . 15VER, ARV .
o HHHEMPAT A NSRRI

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.

o JHBISEH

SRV (T 44RZ)

o BURMA

Hopt (FT£$2%2)

e URL
o HAEBINE
o HAHINIEIE JPG

Compulsory

e Film

Highly Recommended
(optional)
e Demo film

Optional
e URL
» Digital Supporting

Content

» Digital Supporting

Images -JPG

W TSR AT —EEGEEX LTS A gk -
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Healthcare Product Innovation Materials
fRE R B T AR

5 R A L 55 95 N BRI 72 s LA RS BB, SRR AT 5 SRt A 7= T R

=]
FH o

o VTFHERENIARME R AH NN LL BN . A 40%; $AT. B IEE40%; AR 20%.

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.

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

o HRLHURIEE JPG

BRI (riER)

o EHIFT

Hoph (FTE4RRT)
o Mk
o HUDAHBIA
o HUBAHBIEG JPG

Compulsory
¢ Digital Presentation
Image JPG

Highly Recommended
(optionail)
e Case film

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

W TSR AT —EEGEEX LTS A gk -
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Industry Craft Materials
TIER: EAES BIRRA R
ARV 7 AR B PAT o JRIERAEEY EIE

o TAMMAER G, B, BRI RN AR JPG

o VTHIIN L RE M bR ERPAT .

o T RRUEFTENFI P AMTH, FIRIITA—ASIEIH . wRE (TR

o HTEESE MRS ST, BAED N BT, .

o [A—EMSIE “ATIER” HIREEA SRR

HoAth (ArE#AT)

Industry Craft: Art Direction o M-

The overall design, direction and visual execution.

e AllBrand & 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.

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

Il ER: XREHE
SCER AN K B R B Al N AT
o JITAMHIEAERR T, G, BRI HIRRORT T A,
o PPN B R HIARIE E ERE AT
o XITARMETENAANH , BRRSHAT N A SR .
o N TRHSMMERSBOFSRIE, BMNEA—NSIRIH.
o [ HEMSIE ATWZAR” BB SRR

Industry Craft: Copywriting
How the copywriting brings the creative idea to life.
e 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.
e Thereis no overall limit to how many times the same piece of work can be entered into
Industry Craft.

o HRLAHBIAE
o KL JPG

Compulsory
 Digital Proof JPG

Highly Recommended
(optional)
e Demo filim

Optional
e URL
 Digital Supporting
Content
 Digital Supporting
Images JPG

WF IR G AT, LRt s
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TER: HE

F I BIE P R
o A MRRAMERR T, B
o PRHIN BB RIARE L BT
. ﬁ?h@ﬂWﬂFﬂﬁE BIAIT AT .
o X TEHEAEERSI TSI H, BB .
o W*%W%E UTIEZR” IIREEA SRR .

BRI HRRA 7 Ab

Industry Craft: lllustration
The creative impact of the illustration.
e  AllBrand & 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.
e There is no overall limit to how many times the same piece of work can be entered into
Industry Craft.

WER: B#

ﬁ LA AR R IE T Rk T &2 5 .
o %ﬁmWﬂ#%uﬁ (3 g
o VPHII B bR T BT
o W THMEITENFANGH, BIRIITH—ANS3EH .
o W THMSIMMEIFSRITSHIH, BMNGA—ANS2TH .
o [FA—fHERSE “ATWER” MIREOEA SRR S

BIRG  HE RSO 4

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

T ER: HER

30 3 A8 P HERR AR A BB T35 2 A
o FTAfMKAER R, Lxll‘,
o VTHTIH R bR T B PAT.
o XTHMEITENA AN, SRIITA— S5 .
o W TARSIMMEIFSRITSHIH, BMNGIIA—ANS2TH .
o [Al—HEMBEE “ATWER” MIRBEAT BARIRA

ORI HRRAN 7 b

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

o JRBRARHS B &
JPG

AU (PR

o BORIH

Foth (T 353232)
o [
o HIHBIN
o HILHBIER PG

Compulsory
 Digital Proof JPG

Highly Recommended

(optional)
e Demo film

Optional
e URL

 Digital Supporting

Content

 Digital Supporting

Images JPG

WF IR G AT, LRt s
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BE

MRHRRZ

Integrated Materials
2®e WA
18 FH 22 PR 65 (AR B R A SRR BT 6 70 SRS E AE A ME S IR, LR R A e R A A o HUHEREE JPG
CAHES YIS0 55 SR, o SO A o BT i A S e AN T B
o ITHR HZHE bR EIEOIRE. S PUTAIGER TR (TTER%)
o FPIF T
Integrated
Work that uses multiple media platforms. Entries should demonstrate the integration of FHofth (PTi%E3RE)
chosen elements or channels throughout the campaign, and how the different media o [k

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 idea, strategy,
execution and results.

o MR
o HIHBIE(G PG

Compulsory
« Digital Presentation

Highly Recommended
(optional)
e Casefilm

Optional
e URL
» Digital Supporting

» Digital Supporting

Image JPG

Content

Images JPG

B3
Mobile

MRHRRZ

Materials

B3
WA IR IO & AR R JRORTEAEHE 0P & B RRIL: T REak ) 5 SR BV AR & B A vl Bl i) — 3
g1, AEZ 5 TR B ) S A R

o TEHNFEEWIRERTE: Q. AT, TEME. g R,
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: idea, execution, platform relevance,

impact and results.

o HH/REG JPG

AR (AT 4RAE)

o BT

HoA (FT3252)
o Wk

Compulsory

Highly Recommended
(optional)

Optional

Bl B 2
BB JPG

Digital Presentation
Image JPG

Case film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

WF IR G AT, LRt s
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4k

MRHRRZ

Outdoor Materials
b A BT

AEFRAERN E A A s DAARE U7 SO A JE R 8] MR AT . A (RN BR A/ N E R g ok
TR Fpldig. RE. )T AN .

o PRAIRARHELEREIE. PATHI.

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 idea, the execution and
the impact.

o HLHURIEE JPG

BRI (riERr)

Yer g1,
o JUREHT

HoAt (13%3R72)
o MHL
o AR AR
o HudHEhE% JPG

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Demo film

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

Fhbh: &5

FVF MBS . AR, RN B PR, SR TR BIRSERI A A
o VPHIMARE T ER AR SAT AR
o XTHRESSNEIH, BAPUTHR A4S IEIH

Outdoor: Standard
Content intended for static and digital billboards, posters, bus stops, in store posters,
point of sale, signage, transit solutions, banners etc.
e  Criteria considered during judging will predominantly be the idea, the execution and
the impact.
e  For Standard Outdoor entries each execution constitutes one entry.

o JREERFEHL I JPG

b (ATEIRAS)
o [
o AR H AR
o HnHEEIEIG JPG

Compulsory
» Digital Proof JPG

Optional
e URL
» Digital Supporting
Content
« Digital Supporting
Images JPG

WF IR G AT, LRt s

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

MR

PR Materials
FEME ARG LA E, R RO e AR S A %% 70 R AT 050 2 1) S e A 4] 520 BV I HE S R ol o I REE JPG
M s A 8, DL O T, BT AR AN — NS SRR 7 SR 5
o VFEEIRIBRAE SAH RO LU QR BRI W (TER)
FIIE 20%; A KNS 30%; AT 20%; 520 71 S8 30% . o BHIER
PR oA (FT3£8232)
o [k

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% PR strategy; 20% PR execution; 30% impact and results.

o Hrhd Py
o i I L JPG

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case film

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

W TSR AT —E X LTS A Hy k-

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

MR

Print & Publishing Materials
EVRIAIH R 48R3 TR
T AN Y. ERIEEM R TR (A SRR, DD . AERER AR o HgHREIR JPG
Ao
o PEAI bR AE R AR AT RIS . mxlEw (TERR)
o WRFH
Print & Publishing: Collateral
Brochures, booklets, leave behinds, custom sales materials, detail aids, Hof (FTHEHRAT)
promotional items, brand reminders, calendars, newsletters, annual reports and o [k

press releases.
e  Criteria considered during judging will predominantly be the idea, the
execution and the impact.

o HALAHBIAE
o HiuGHEIEIE JPG

Compulsory
» Digital Presentation
Image JPG

Highly Recommended
(optionail)
e Demo film

Optional
e URL
 Digital Supporting
Content
 Digital Supporting
Images JPG

ERIAI AR : 548

T RRENRI SR 2, AR EART: R, JE.
o VPAIIARAE T ERE G RAIAT
o XITARGENRIZEH, SIHAT N NSRKEH .

= 2 SR AN

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 idea, the execution
and the impact.
e  For Standard Print entries each execution constitutes one entry.

o JRKHAIL G JPC

HRELE W (T 3RA2)
o Wk
o FUIAHBI %
o BUimBhEE JPG

Compulsory
« Digital Proof JPG

Optional
e URL
 Digital Supporting
Content
 Digital Supporting
Images JPG

W TSR AT —E X LTS A Hy k-

If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail.
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MR R R E

MR

Social & Influencer Materials
AT RIS & TR
O ESTIMEAT AT, SRR K T MR R LSRR, TR b B oK v 8 5 0 45 S 0 1 B A5 o HECEE G PG
SO R I B2 2 AR T 26 Ja
o VEETH R R SRR G T GURE30%: HHS20%: 4T20%: R E30%.
BAE N (R T)

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

o EPIRY

FoA (FTEER )
o Hrhd Py
o LAl BIIEE JPG

Compulsory
« Digital Presentation
Image JPG
e URL

Highly Recommended
(optional)
e Casefilm

Optional
» Digital Supporting
Content
» Digital Supporting
Images JPG

W TSR AT —E X LTS A Hy k-

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

MR

Use of Technology Materials
RHEH IR R
A FH AT 0 BT (R B AR SKARAT SR — A S ) . BLEREA IR T AT B ARFIVR. HLEE A NELRE o MR JPG
A7y RIS A LB BRSNS I B AR 1 Y
o IPHIBRAER BRI, 2RSS R &L BUTRIZE R RV (TR
-
Use of Technology
Use of existing or new technology to execute or support a brand campaign. Including, but ﬁm(}_ﬂ”’%%&)
o [

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 idea, execution and results of the
technology on the brand, product or service.

o HALAHBIAE
o KL JPG

Compulsory
» Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case film

Optional
e URL
 Digital Supporting
Content
 Digital Supporting
Images JPG

W TSR AT —E X LTS A Hy k-

If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail.
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AT ZRTIR R 72 AN QIR IAT H R kT BT A BB AR, A REANELRE .
AE il oL 7 87 R 1) 32 M R R 85 e 7K1 R A b R URRTzE e
o PPET B EE IR R IAT . (CECEE S B SE NBCFBE, ARFE IR BE RS .
o WL ERIAE AL B SR AN AT I F A BEARACAR RN B PRIE . (B, WAREA TR T A Z RS SR i, KRR N
“AMMRARR AL
o T CHRAEENRIAE AT AMESL” RN ATIIH A — M
o X CRASAN AL IR S B ER T, BANEBNAE A —AMER S5
o[RS E 2R ITUHEAE IR RO AT AR PR o
o SRFVHEA RO« FER . R AR G0 A 2 B AR S
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.

* The main criteria considered during judging will be the execution. Digital only work should be entered into digital craft and
will not be eligible here.

« 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 Communication and Design.

¢ 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.

¢ Subtitles are highly recommended on all case films, films, demo films and original content.

A. HERR MRHRRZ

I L HERR IR R AR IR I B TSR 2 AL Materials

A.Typography

Design aesthetics and storytelling conveyed through the use of typography.

AOL AR A 3BT BFHELIR
QIR RO, REM. RMIREOE. BMEER. St EHRREbGaRRT | o BMETRERK PG

AR (FTIE )
WL EFE S IS SR SF R B F i PNV IE S FYIZ o IS St e RS ° @im?ﬁﬁ

o SIWHHBIA K
AOL Typography: Brand & Communications Design A (AT HEA)
Including brand identity, logo design, self-promotion, brand environment design, brand o M-
collateral, corporate communications, promotional items and other comprehensive o BiUHHIA 2
branding programmes. o HLHBIIEE JPG
Standalone Packaging. Print & Publishing and Outdoor poster design work should not be COmp.u!sory ‘
submitted here. Please send physical samples for the jury to experience. * Digital Presentation
Image JPG
Highly Recommended
(optional)

e Demo Film
» Physical Support
Material

Optional
e URL
» Digital Supporting
Content

U TR AEFIT X, UATEIRA A
If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail.
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 Digital Supporting

Images JPG
A02. HEfi: f7 b BRI
AT AMEG,  BIREARBR TS0 S . B e B o FURKPFEISE R JPG
A02. Typography: Outdoor 3&2@%(?&3&%3‘5)
Any outdoor work, including but not limited to, traditional billboards, posters, digital o BN
outdoor screens or ambient work. Hotl (AT Ha7)
o YL

AO3. HERR: BRI AR
AT BRI SR R A o

A03. Typography: Print & Publishing
Any print or published work.

o HALAHBIAE
o HALHBIEE JPG

Compulsory
» Digital Proof JPG

Highly Recommended
(optionail)
e Demo Film

Optional
e URL
 Digital Supporting
Content
 Digital Supporting
Images JPG

A04. Hipk: BEBIT
[ERCKOR-S

IFHEPELFEdG, P2 RS

A04. Typography: Packaging Design
Any packaging.

Please send physical samples for the jury to experience.

o HlHHEUREG JPG

HRELE W (AT 3R52)
o WREH
o ST EL

Fofth (T EHR)
o P4k
o MBI
o HIHHBEIEG PG

Compulsory
» Digital Presentation
Image JPG

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

Optional
e URL
 Digital Supporting
Content
 Digital Supporting
Images JPG

WF IR G AT, LRt s

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

116




EEIN=E

) . .
~ .' Spikes Asia

B. ZAR#EF

MRHREAZ

TR R T AR B, 7 I RIRLSEAAT Materials
B. ArtDirection

The work in these categories will focus on the overall design, direction and visual execution.

BOL. ZAR#F: Mg SE&HFH UIFTR

R bEBE. BREAL . WEIAEO . B A EA . (LA AL SRS W T

%.

WLHICHE GRS HiR R SF R ST b A HESEFYR o iFHEHESE PRt P2 (-

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.

o HHBHURER JPG

BRI (FTi%1RZ)
o WURFT
o SN DR

At (T 53)

o [k

o HEHBNE

o HEMBEE PG

Compulsory
« Digital Presentation
Image JPG

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

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

W TSR AT —E X LTS A Hy k-

If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail.
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B02. ZAR#ES: P4t
FEAT P AME S, ASEEARI TG 5 MR BT A RS BB 1

B0O2. Art Direction: Outdoor
Any outdoor work, including but not limited to, traditional billboards, posters, digital outdoor
screens or ambient work.

BO3. ZAR$EF: HIFIS MK
AEAAT BRI 2 HS R A i o

BO3. Art Direction: Print & Publishing
Any print or published work.

DFHRIER R
o JRERAFHIYEE JPG

BRI (T 54R )
o BURA

il g 59
o kL
o BB A
o BouiBER PG

Compulsory
« Digital Proof JPG

Highly Recommended
(optional)
e Demo Film

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

BO4. ZAR#EF: BERI
(e

TSR P2 1R 5

BO4. Art Direction: Packaging Design
Any packaging.

Please send physical samples for the jury to experience.

DFHRIERT R
o HHFEIREE JPG

AR W (TR )
o BURHMA
o SR BIA L

Fft (AT3£2%)
o b
o BN A
o HHEBIE G JPC

Compulsory
» Digital Presentation
Image JPG

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

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

W TSR AT —E X LTS A Hy k-

If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail.
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C.#HH

MRHRRZ

VLA 11 i A 2 T4 PR B M R Materials
C.llustration

The work in these categories will focus on the creative impact of the illustration.

COLER: MM SERERT DRI

BAE G EIR) L bRE R BIREAL . GBS EEAR L Al B (R A A AR LR G Y
b

WL EEe . HUS L SR i i TEdg AR FR S o IGHEHESE WfFt, L2 (T

COLl 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 HHHURER JPG

ERIR Y (TERX)
o WURE S
o SEBIATE

At (TR T)
o Rk
o B
o HILHBEEL PG

Compulsory
» Digital Presentation
Image JPG

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

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

WF IR G AT, LRt s
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CO2.4@E: 4+
AT AME R, CFREAR TR S k. Bor ) AR sah A

CO2. lllustration: Outdoor
Any outdoor work, including but not limited to, traditional billboards, posters, digital outdoor
screens or ambient work.

CO3.#ERE: HRISHR
AT ER R 5 PR B o

CO03. lllustration: Print & Publishing
Any print or published work.

o JRERAFHIYEE PG

BRI (T %4R )
o BURA

HoAh (TR )
o Pk
o BB
o BouiBhE R PG

Compulsory
« Digital Proof JPG

Highly Recommended
(optional)
e Demo Film

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

CO04.3HE: BEEIT
{TAm L.,

ARSI PP F TR

CO04. lllustration: Packaging Design
Any packaging.

Please send physical samples for the jury to experience.

DFHRIERT R
o HhFEIREE JPG

AR W (TisiRx)
o BURHWA
o SN BT

it (T
o Mk
o HidAs B 2R
o HLHBIEIE JPG

Compulsory

« Digital Presentation

Image JPG

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

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

WF IR G AT, LRt s

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

MRHRRZ

K e K ) T e RIS AT 2 5 Materials
D. Photography

The work in these categories will focus on engagement through creative expression.

DOV W M MS IR BB

BAE G EIR) L bRE R BIREAL . GBS EEAR L Al B (R A A AR LR G Y
b

Ko

HZATEFRE GG R R INER i TF it AW PESEF)IX S o 15 HEPESE PIFEdt TP 1 5o
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 HHHURER JPG

ERIR Y (TERX)
o WURE S
o SEBIATE

At (TR T)
o Rk
o B
o HILHBEEL PG

Compulsory
» Digital Presentation
Image JPG

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

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

DO2.3#%: F4h
AT AR, BRI IR TS SR k. #or ) oh e el R S

D02. Photography: Outdoor
Any outdoor work, including but not limited to, traditional billboards, posters, digital outdoor
screens or ambient work.

o JREERAEHUILEE JPG

BRI W (LX)
o BORGH

oAt (FTi%3R2E)
o ik
o HULHEIEIE JPG
o HLEBIN A

Compulsory
» Digital Proof JPG

WF IR G AT, LRt s

If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail.
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DO3. H¥: HIRIEHIR
AEAAT ER R PR B o

D03. Photography: Print & Publishing
Any print or published work.

Highly Recommended
(optional)
e Demo Film

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

E. CEE1E

MR

UL F b O TS S i & B AR 2 Materials
E. Copywriting

The work in these categories will focus on how the copywriting brings the creative idea to life.

EOL. SCRE/E: MM EAEE R WFHRIEATE

ARG dRERE, BIREA . ST SREA . S E AL R SR A LR A

o

HTHTEFRE HUS HRA T INEIR BT (Eitn AWVAEE B o i1 LS e d P2 1K T
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.

o HHSEGIM PG

AR W (TR )
o BURHMA
o SN BT

HoAh (TikiE2)
o R
o HEHHBIN A
o HILHBELL PG

Compulsory
« Digital Presentation
Image JPG

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

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

E02. LHRG/E: F4h
AR AME S, EFREAR TAL G b R, o7 A R sl A

E02. Copywriting: Outdoor
Any outdoor work, including but not limited to, traditional billboards, posters, digital outdoor
screens or ambient work.

o JRBERFHIL G JPG

BRI (TiERX)
o BORH

Fofh (AT3E4RAS)
o R
o BRI
o HEHIIEIR JPG

Compulsory

WF IR G AT, LRt s

If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail.
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E03. XXE/E: HIRISHAR
AEAAT ER R PR B o

E03. Copywriting: Print & Publishing
Any print or published work.

» Digital Proof JPG

Highly Recommended
(optional)
e Demo Film

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

E04. LREFE: BEEIT
fEfTEA.

YLD R T TR

EO4. Copywriting: Packaging Design
Any packaging.

Please send physical samples for the jury to experience.

WFRIEAT
o HLHURIEE JPG

AR W (TR )
o BURWF
o S BIATR

St (ATE4R)
o [k
o MBI %
o B (E JPG

Compulsory
« Digital Presentation
Image JPG

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

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

EO5.3C: Ll &R
R 25 LA R g fk, T N E AMSEIE A ER . EIEREAMEES M E R .

BIGABRIERE S AEGIRIRTE, TFE I (Edd AT 5 15 B i B A2k

EO5. Copywriting: Excellence in Image Description NEW
Beautifully crafted and effective image descriptions used to convey information, establish a
mood and express a brand for people who are blind and partially sighted.

The image description should be complete, accurate, and concise and all work must have run
within the eligibility period.

BRI
o HEIRIEE JPG

AR (T 4RAE)
o BREH

Fofh (AT3E4RAS)
o MHL
o HLHBIN 2
o HULHEEEIG JPG

Compulsory
» Digital Presentation
Image JPG

Highly Recommended
(optional)
e Demo Film

WF IR G AT, LRt s
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Optional
e URL
» Digital Supporting
Content
» Digital Supporting
Images JPG

U TR G LEFIT X, UATEIRA A i
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QBT B AE R RN CIH . ORI e L, ISP s A R AL A 20 0 DS J 2R

o [A AR A RESRSEAIEHS A BRI B, AEah i A LRI AKER “B. QUFT PR, (B2, AR AR “A BB BB
QM—(O

o HREIN “AOLFMIBBAORHL” MOFE ST LML TSR B B (B2, BUFRINIS SRS SRR, PraRiNSRE LA
BENE T RIS TRRUE M EAR . A SRR AT &S PRBEHE .

o ANEHMSIEERPEORAELR FVF 5 B s HoAf o

o BPIEUIEFAE ROV . R B MRS A R B .

T

o

The Innovation Spikes celebrate ground-breaking innovation, technology and problem solving ideas that turn imagination into
impactful reality.

¢ The same piece of work may only be entered in either section A or B. Work can be entered up to two times in section
‘B. Innovation’. However, the same piece of work may only be entered once in ‘A. Early Stage Technology’ .

e Work entered into 'A0l. Early Stage Technology' may be at prototype/pre-production stage. However pre-development
ideas/concepts are not eligible. Entrants in all categories must be in a position to fully demonstrate any technology
entered. Concepts alone will not be permitted.

e Shortlisted entrants will be required to present their work to the jury online.

. Subtitles are highly recommended on all case films, films, demo films and original content.

A. BHIY BRI PRHRZ

A. Early-Stage Technology Materials
AOL. ELIIRT Bt BGEITHRE
JRRAIAL TR RATINRI B H AR o XU HORTREDIZE FoR Ve, sk CUERFUMMBL — e o BBURER JPG
izt .

AW (Ti%)

o EHIFH

AOL Early-stage Technology
Work that showcases technology still in the prototype and beta stages of its creation. It may Hoph (AT HERAT)

still be attracting funding or only operating at a fraction of their projected scale. o Mk

o HULHHBIN A

o HiuGHENEIE JPG

Compulsory
 Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

Optional
e URL
 Digital Supporting
Content
 Digital Supporting
Images JPG

U FEIRAGIE T —FCHBEX LATEL A Fg i
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B. 83

MR

B. Innovation Materials
BON. i i 3= F A3 DRI R
SRR B AR S A IO BUR, LURRTMEPER BTk X B Rk i [ o BHTOREIR JPG
RSB B ) R TR
BRI (riER)

. o EHIFT
BO1. Brand-Led Innovation
Brand-aligned, breakthrough and revolutionary ideas, and forward-thinking methods that Hofth (AT E3E3T)
are rooted in finding solutions to specific brand challenges and/or propelling a brand forward. o Wit

BO2.7" Fh Rl
NS Al B 3 BRI BT A7 fh o IX AT RECLIAEAN KR T b7 ZEAREH ™ s W 2B 1R S8 . F%
BORBIN H ARG AR R

B02. Product Innovation

Products created and developed in response to a business or consumer challenge. This could
include, butis not limited to, solutions-driven products, consumer experience, integration
of technology into daily life and sustainability.

BO3. IR AT
JE AR AR SRR o 0 B 4G ST R  S  FR 1 ot R B3 7 P2 7 1

B03. Environmental Innovation

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. At~ AIHT
WRME AL PR E . TR . ERREREFM R . XTaRAFHENRTEE. B
JroRfE TR, W ALEEL. A IR U .

B04. Societal Innovation

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.

BO5.H AR
EERETE T oAU R R R ROR B RT3 I RECAREAN IR T 8 = SR BT &
TR AL TR R BRAEL E R A AR R S

BO5. Technology

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.

BO6. &Rl %

JE R LA T I8 SRk S 1R

XA R AR E A PR T8 PR AR Y RAEF i a IE

FFA0 T2 = ORI BE T 2, DASAR 553 5 SR =5 M9 9l 3 i 45 Ab ¥ 5 50

BO6. Fintech

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 KRB A A
o HldfmihEg JPG

Compulsory
» Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

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

WP IR G EITT—E R, LUIE R Kyt
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BEE TR 2 BT 6 g .

P dty T3 R AR NS S h I R R T R BORIE RV S, DU RO A LA TS S AARAR G, HES DD SR AR e R ) T HEB AL AR 3 sl Bl
YRR AT S

o Al AMEMAE RS FRWHEZER IR

o SRPIEWIEFTH ROL R . Ha ARG B 5.

The Integrated Spikes celebrate work that uses multiple media platforms.

The work should demonstrate the integration of chosen elements or channels throughout the campaign. It should illustrate how
the different media complemented and built on each other to drive tangible business results, while being instrumental in driving
to cultural change or integral to achieving the brand’s purpose.

* The same piece of work can only be entered once in Integrated.

e Subtitles are highly recommended on all case films, films, demo films and original content.

A ES MR

A.Integrated Materials
AOL &M IR
)i e P 2 A IR A, RIS — A BRI RN &, HERAT AL T R M R e 1 o HEORER PG
Wi
BRI (TR %)
AOL Integrated o RBIE
Work that creatively uses multiple channels and touchpoints to successfully integrate a
powerful idea into society, driving behavioural change tangible business results. Eﬁ(g;fﬁ%i)

o HHBA BN E
o HHLABNIEE JPG

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case Film

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

U FEIRAGIE T —FCHBEX LATEL A Fg i
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BN TR R B BRI =

;]H:

AF ity 5 R SR L AN BT AR R St 30 3o D I R ) 1 SR M R s MUK A il i 4 Y 2 8 O 6 S R A

o VFE IS MIARAE LA SIIALLL G S - %I M8 3 0%« ARG K H R 3 0% ; WA HAT 20% ; FIEMAZE SR 2 0% .

o [Al—fERIEBAAIA AT AR Z AT =00, HAESE “E: SRR . 2RI, F—fEME “AATE” tp A RERAE—IK,

o ERXSRER “E LSRR S IR, A ST AU sl AR X 255 O ST S I 2 0 1) 4 R A RESR SISO B o TRl — ARl HLREAE A
I RSB 23—k

o RFUHWIERTA BB . T s A ARG & B A R

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.

¢ 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’

¢ 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.

¢ Subtitles are highly recommended on all case films, films, demo films and original content.

A. B9 MR

[F]— 1 L m |$%”/\~?ko Materials

A. Media: Sectors
The same work can be submitted only once in this section.

AOL. 3% i DTARZAHY
AT FIGHE I 9, AR R AIORh, (bl TR SEARBGE 200 RS, SR WP o HEREE PG
T AR TR SRR B RS
SRR (THLRX)

P K T HREEIE A3 I % FEEN TR A 03. 3t | 1hif] | FEREDN  (BIFRESERRD o EFIYH
AOl. Consumer Goods bt (L)
All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning ° ij e

. ) . o MIALRER A
products, other household goods, other FMCG, clothing and accessories, furniture, o MO 2
consumer electronics and cars and automotive products & services. o HEHEIE S JPG

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

« Digital Presentation

A02, [E57 {748 Image JPG
Hi12y, JERL 25, (RRFEIR{E.

Highly Recommended
IR Ferdg A2y 2 B B FIALLICIERG, RYBELEA AR AOB 255 (optional)

A02. Healthcare e Case Film
Pharma, OTC drugs, wellness.

If the work has been created for a Charity/NFP then this should be entered into A0B.

U FEIRAGIE T —FCHBEX LATEL A Fg i
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AO3. it [ RIR [ BERET (AFEREEY L) Optional
el - FFE 2B R R RS . BIHER IR T A, MR, KRS - Bk AR % Fissit, 41| o URL
FEART M. W0, @R, B8 - i BERSMREE, OREERRTELEEN. igih. %% | o Digital Supporting

Il =g at s, Yol - FrE BT AREESUL, A RHEABR T ohidE v Fm e 2. Content
» Digital Supporting
AO3.Travel, Leisure, Retail, Restaurants & Fast Food Chains Images JPG

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

AO04. i1k [ 55
BIGMEAIR T &5 BB, WAl . 348, i BhS-r 655 LRk

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

AOS5. 3RS | N R%
B TR A LIRS Bk, Sefh. bt R ERE RS, A m R, Al
.

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

A06. R EF | % | BUNHLI
B ASMEE. RBUFALS. B, EEH. R RIS

P KT AR FEATHITEdi FECA T8 D. AR EA7 — FEH 71 DOT. il 5% BT 2 5 (T

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.

U FEIRAGIE T —FCHBEX LATEL A Fg i
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B. JiE

MRIRAZ

AE it B AR AR 1) AN IR BB EAT VR BRI T 3, B R b2, A Rk i iR BRI e Materials
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. 1 R RERIMNT T & BIHREHH
EEFEERRT R, B AET-A (VOD) « BT A RISLAE LS SR 06% . FL LA 0 R T A « HETER PG
(AR it ZhABAL BT BB b A R R 2 .

BRI (4R X)
BOl. Use of Screens & Audio Visual Platforms o ROEH
This includes but not limited to TV, video-on-demand platforms (VOD), streaming platforms .
and other online service providers. Screens other than TV might include, but are not limited ﬁt@‘(g;f&ﬁé)

to, touchscreens, dynamic digital screens, interactive screens and responsive displays.

BO2. N H HEHT- 6
AR EART . AT A

B02. Use of Audio Platforms
This includes but is not limited to radio, podcasts and other audio technology.

o HidimihEE JPG
o GBI

Compulsory

« Digital Presentation
Image JPG

Highly Recommended
(optional)

e Case film

Optional

e URL

» Digital Supporting
Content

» Digital Supporting

Images JPG
BO3. B Ep Rl & BAHRRATE
P A ST DL E R IR TR, 2. AN, DR RS ISR ERIES, pia | o HIBEORER PG
TAEIR IR 4ERD . BERIISE (AR) AISDITEH,
SBAE (TERK)
o EHIHH

B03. Use of Print

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.

o TR

o SO IIR R

Hopta (FT$E%2)

o Pk
o HHLABNIEE JPG
o HRLABIAE

Compulsory

» Digital Presentation
Image JPG

Highly Recommended
(optional)

e Case film

¢ Demo Film

e Physical Support
Material

Optional

e URL
» Digital Supporting
Content

W TSR AT —EEGEEX LTS A gk -
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» Digital Supporting

Images JPG
BO4. /7 sMiEH DRI
ORI o 1) Iy S 8 AN/ o T N -1 (T = b R R A A= ol 1 ST = o B R IPG
BO4. Use of Outdoor ?ﬁﬁ!i%(;f)ﬁfﬁ%&)
Including traditional billboard or poster sites, bus shelters, wallscapes and transit advertising ¢ A
using standard advertising space. oA (FTEHRAE)
o [k

o HhHGHLI P
o HdimIhEE JPG

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Casefilm

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

BOS5. /NEIE A

FRABAFANENR ah, AN SR H A 450 CERSERAND Wi

NG IERIZ P IS A, T TP, R 15

B05. 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.

BRI
o HhFEIREE JPG

BRI W (LX)
o ROIYH
o BN

o SO IIR R

HoAl (FTi4RAT)
o Mk
o HiidEnEG JPG
o i 2

Compulsory
« Digital Presentation
Image JPG

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

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

If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail.
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B06. KEI#EA
JEREGI A0 TR, XA E AR T 3D RERRAETR . S B AL, AR, RS S
My AL . TR AN A ) P 24 1 A A SRR AT -

Bl H R w

KGN ERTZ Rt HI AT KA A7

B0O6. Large-Scale Media

Non-traditional outdoor / billboards. This includes but is not limited to 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.

o HIHE/RNEIG JPG

RV (T 44R2Z)

o EPIHA

HoAt (13%3R72)
o MhL
o LA 2R
o KB JPG

Compulsory
‘Large-scale’ refers to the physical size of the ambient item or execution, not the * Digital Presentation
scale of the distribution Image JPG
BO7. i%3) & RifIMEH Highly Recommended
TEAL G Ber RSB RSB 7530 WEE0EEID. LLFR. (RENWERR. Bk SR, WdrEH . RATIRRT (optional)
PRI EARERD. T ERE. BTSN + Case film
B07. Use of Events & Stunts .
. . . . Optional
Work which uses stunts, events, event sponsorship, competitions, promotional games, « URL
street art, guerrilla marketing, launch parties, live shows, live streamed events, festivals, . .
) - " - . ) * Digital Supporting
concerts, sporting events, etc. within traditional, digital and new emerging environments. Content
» Digital Supporting
Images JPG
BO8. ¥ ¥ & Ml BIHEHH
FEL T £ SRAR K HOR BB B Z 0 S RS RU . ST LSBT R, U3, 95 o HiREREE
Y BPT G, BIETE . BWNEIL. THUSRRES. o P
L )y » g (T iR
P SEIRIE T -FHIF I PIHEEN BIO FE5Y — #38T E M1/ 9&%2&(\;}?&&)
B08. Use of Digital Platforms
Online platforms or associated technologies and the harnessing of a digital environment in o oA (AT3%3252)
media campaign. This may include, but is not limited to, websites, microsites, search o AR/VR XA

engines,
ecommerce platforms, banner ads, instant messaging, mobile apps, etc.

Social media-led campaigns should be entered in BI0. Use of Social Platforms.

BO9. i zh {3

MR, QBT TR, B . SMS. MMS. WAP. GPS. #3hiii kAR AL 545

B09. Use of Mobile
Mobile technology including smartphones, tablets, Bluetooth, SMS, MMS, WAP, GPS, mobile
games and applications, etc.

o R BE &
o HhEHI) PR

Compulsory
« Digital Presentation
Image JPG
e URL

Highly Recommended
(optional)
e Casefilm

Optional
o AR/VR Files
» Digital Supporting
Content
» Digital Supporting
Images JPG

WP IR G EITT—E R, LUIE R Kyt
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BO10. #:32-& Kk H
AR RS AR . 2. SR, ARSI . FRE IS ok QAN [ BN AR IX [ R R B RS
KSR 1 T TR 5 17 6 5 57 7 25 32 1 L AR L e 0 N SR 95

LRt LA LT B L dF R FIATT S AT/ 0 5

BO10. Use of Social Platforms

Work that uses social media, 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.

BI1. AT HuAI P AL &
RITOUE, CIHTHR 21 1 50 ot B A5 SRR 2 U f ks B 72 110 52 A [ Rl 45 ) 45 52

IRFRATATH
o HhiEoR A
o Mk

RV (T 44R2Z)

o EPIA

HAh (Arigigzx)
o i IE &
o Hrhdl Py

Compulsory
« Digital Presentation
Image JPG
¢ URL

Highly Recommended

(optional)
B11. Innovative Use of Influencers o Case fim
The creative and innovative use of influencers to drive brand message and awareness to a A
specific audience and/or to drive business results. °pt'°'.“f| .
o Digital Supporting
Content
» Digital Supporting
Images JPG
BI2. HTELSE AR NHAR BRI
T BLAT SO AR RAAT B RS ), QI PERD S BT & SR S0 R HEE AP T AR, o HMERER
VR. Al. W BEARMB AN WA BEHA . XYBEROR. Wt BT Joa i F A Hfb % s (T 3 4
G IR R ﬁ%iﬁéﬁf%ﬁ)
B12. New Realities & Emerging Tech HoAts (FTi%322)
Use of existing or new technology to execute or support a media campaign, which creatively o YL
pushes the boundaries of existing platforms or media formats. Including but not limited to AR, * AR/ VR 3fF

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 HhdiH &
o HhHHI) PR

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Casefilm

Optional
e URL
o AR/VR Files
« Digital Supporting
Content
« Digital Supporting
Images JPG

BI3. & 4 7
st R BE A s A SR P 22 B P SR (Bl am ol . SEHTRE MU 9 SR ) A8 SR8 e SN 20 51 i 9, )
A B B IF BER HE e i LA DR P 2l mT A Ml 35 R

B13. Retail Media NEW

Brands that strategically harness retailer-owned channels (such as websites, apps and in-store
displays) to engage consumers at crucial decision-making moments, using targeted insights to
enhance brand relevance and drive measurable business outcomes.

o HhbiEoR A

BRI (Ti41X)
o ROIGH

A (TR %2)
o R
o BIHBIEL
o BBl A

WP IR G EITT—E R, LUIE R Kyt
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Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Casefilm

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

U FEIRAGIE T —FCHBEX LATEL A Fg i
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C. RE N 5 HERFRE

MR

GBS O B L A A Un T 2 A TR BB R SAT, MR IES R I ). TR ESE | Materials
REAE R AENR 5 H AR5 AT T I RENFERE . R, 2R S A LN A B R PR e K HE 10 A2 ELAL AR AE Y
HAE R R AL R H1EH .
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.
CO. ZAFE S AR
P 2 A TR BE SR 3 AT A e R (OB, 61 o A O SR SR o (R S L T B T | o BOBEUREIR JPG
T AN A R I 7 A SRR

SRV (TR E)
A P SR R DB AT B T AT R 1) LA o PR
COl. Audience Insights Hopt (TikERR)

o KAhE

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 these
insights contributed to the effectiveness of the media campaign and generated real impact.

CO02. ] i B> B & B — M RISCE &
CFEART, R B BIRE WS BRI, ERRASS  BE I T7 I R SN R

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, music video, streaming services, sponsorship, etc.

CO3. ¥R XA K B hrik
QRS F SR B R IR (RS M . 1B T R SR AL sE AL STk, SR S Aim s, DL
BhSE SCERRZ A b U B R U

C03. Data-Driven Targeting

The creative use or interpretation of data-driven effective targeting. The work should
demonstrate how data either contributing to programmatic targeting, or providing a key
quantitative insight that helped define the target, brand message or channel.

CO4. {5 H A E 7 BAL AT B B ko 2 PO 2
CUAR R A L ORI REEIRIA. etk BT

CO04. Use of Branded Content created for Digital or Social
Including branded social media, websites, microsites, mobile applications, games, native
advertising, etc.

COS5. %4
O3 A R B P o S S Aot P e 58 R VR 2 1 I b 2 S 9 3R A (R 2 1K e e

CO05. 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

o Hhd ) PR
o HiiminEE JPG

Compulsory

« Digital Presentation
Image JPG

Highly Recommended
(optional)

e Case film

Optional

e URL

» Digital Supporting
Content

» Digital Supporting
Images JPG

WF IR G AT, LTI Rl
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CO6. S BTN HI 36 H A1l
R i SRS RS, D —ANETI LR IESE0 1P R By, DAEBD A PR R 2 (R R L B o
B IS JR % 3 — 2 2 £ A 2R LR o

C06. 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.

D. XAEH &

MRHREAZ

L S AR5 R DR SO bbb A . Materials
D. Culture & Context
Work that is brought to life through cultural insights and regional context.
DO1. A3 i IR
st RLE B M DR AT 1R 51 AR S AR I b 32 AR LM PO A il o o HHUREE JPG
DO1. Local Brand sRAIE (TisiRx)
Work for brands distributed solely within a specific locality. The work should resonate with a .« RUIY
clearly defined, local target audience. oA (T HRAT)

o Mk

DO02. BhERF i i
ST RN 5 4 T B AT T G S R 0, BRRIIR, 0 LA A L AT 3 7 1 R
U FR 1 S 0 5

D02. 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. B—Tii5iES)
Aesp—E 5[ WX [ H% H aOE AT I . S0 5 AR A o A s 1 FAR o i e

D03. Single-Market Campaign
Work that only aired or ran in a single country / region [ market. The work should describe how
the it was designed for the specific target market.

DO4. 34T H
S AL X R, BT IR AL A7 A A R . E 5 R R s L R FE 30 3 347 9 i 88k 15
BT SRR B

DO04. Social Behaviour

Work inspired by a specific audience or community, relying on identifiable social behaviour. The
work should demonstrate how leveraging insights into consumer behaviour can create a
powerful connection with a brand.

DOS. i ER i
T b AR T B R R o FERRBIPRAALE . RIS 2 A 7%, BRRERTSZ Ac—K, e S A
SEHERS . WURIER o

DO05. Use of Humour

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 HRGHBIPA
o HhABNIEE JPG

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Casefilm

Optional
e URL
» Digital Supporting
Content
» Digital Supporting
Images JPG
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DO6. FiE =%
A ST H | BATALA S B TN [ BV, B B KRN o AF SR S AT 6 Y
BRI LT, AASHT OIS WA (1 52 R4 A2 R 1 s S 0 7 e ol i

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.

DO7. kR BRI TE
HARIEBN O i) GRS, MRRAk sy TEARRIEREE . 1R SRR R SRR H A0 0 5@ b 2 P 5 SO AL
AR ONE M EREE AL X o

FrEFEEFY, 2B (Eda 2 RSN TSR BE2E 5 A, BT THIZEH A06. - FEE R 7 e
o

DO07. Corporate Purpose & Social Responsibility

Purpose driven work or 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.

All not-for-profit, charity or government work should be entered in the relevant sector and/or
A06. Not-for-profit / Charity / Government category in section A. Media Sectors.

DO8. iz
bk X3 AERIERE, QU PEM RN, DUBT0 T 23 S R (R 0 R BRSO T B 1

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.

DO9. XM 5 Fril

1 i B SRR AR TR s SO AR X AR VR ARG, SRAEERMS MR Ve 5 R AE SR MFIAR R T S8 AT AL S g i
ARG By (BInFRE . MR AR, BUR. GEEY) MISEARM . IXEREERR T A A iE 5 5 R
TEARARLS, AT HES] i R A RN 52 S 4 F o

D09. Cultural Engagement NEW

Work crafted around strategic solutions rooted in the lived experiences of culturally grounded
communities. Work which reflects and translates the nuances of customs, behaviours, and
traditions that shape foundational perspectives on identity (e.g. disability, gender, race,
orientation, age). Such insights reveal how audiences choose brands and media experiences,
driving growth and impact.
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E. R4k

MR

FEFI I GEAAL 8 R B CRAT 9 BORFUAEIN 51V 2% 2 J7 T SR L L A B AN AS H 2SR A i o Materials
At 3 A8 B R SL AR (A UR B A o0 2% sl ST AR AR X 5 A TR A R B S IFAT 9 o TF) — AR i R BEFE AR A A
FN P ZIE—IR.
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.
EO1. A4 5% /) sk BIHSA
TR e 170 R MOTSORITRAR, WSRO LARTiEns, DAL SRR EL A 25 B dE s Ly | o BUMIREIR JPG
v R PR E Lo

SRRV (FTI%1RZ)
EO1. Media Insights & Strategy .« RUIY
The use of unlocked insights and understanding of consumer behaviour | needs in order to -
develop a customised media strategy to meet a brands specific business objectives, ﬁﬁi’.(;f;f&eﬁ)

marketing goals and overall brand’ s positioning.

E02. #4358 %I
FARFE BT &, WA AR 52 73R G iV b A P A SR SR 8 i A R o i AR R TR AR I
VW, BEMIERAEE, DT RN

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. fE{AHAT
1 i A2 R % S SRR 5 S T 5 1) S A A Bl T 9 T L AT S5 3 S0, O Seai il B
Bie PPZAG 2 A5 RO A A A0 0 S A A B B — 44«

E03. Media Execution

The work should demonstrate how media thinking and skillful 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.

o HhahH ) PR
o HiiminEE JPG

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Casefilm

Optional
e URL
» Digital Supporting
Content
» Digital Supporting
Images JPG
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EO04. IR AN
HERES ARl A, TR TSR T TR S IR IR, R R T I A S A G A A LR FE A ST
DR =2 0 W 1 S Bt D e 1

BRI DTN TEIF SN T % FISE R (IR, #EZE, F15h, AR, BPHE)

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 Redlities).

EOS. ¥4 A 204 BL AT i
IS el 5 2 W A S B SRR BB 5%, HE W E SCH AR iR AE R
R RO DR S A R 1 A

A it I S L RIF 7 BRI 52 17

EO5. Use of Data & Analytics NEW

The application of data and analytics to form the basis of a media strategy or drive insights that
help define the target, brand message or channel. The work should provide evidence of
research or insight, quality of thinking and the development of a strategy.

o HIHE/RNEIG JPG

RV (T 44R2Z)

o EPIHA

HoAt (13%3R72)
o MhL
o LA 2R
o KB JPG

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Casefilm

Optional
e URL
» Digital Supporting
Content
» Digital Supporting
Images JPG
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HIRTRER LM 0E T FEELNE RN

it it R B R R BRI L ) BT, RIS ZARF BT & BLEI R T7 SRS TE 2 4 A8 i
o VPFEHBMbRHERL DL R INRL: SN S5 120%: BIRE30%: L2 MHAT30%: Hii20%.
o WMEZA. ZRZK. AUEE. ML, AL, 'E%EH)J\”J TE BHRPITEF . BB SR A ™ R 55 8 2R AT SR ™ i 60 A 2 ) s
(i
o WEPHEIGIRIR, [H— M R M B A S AR .
. ?EEULD(fHI”ﬁ SR BT ORI B A 2 A -4

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.

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

. 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.

. 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.

. Subtitles are highly recommended on all case films, films, demo films and original content.

A. BERMENE PRHRERZ

A.Branded Content for Music Materials
AOL{RF5 I R BB
SRR ) S ) K LB SRS o o JEEIA%
A0l Excellence in Music Video ﬁt&({;.rfi%ﬁ&)
Exceptional examples of original music videos and interactive music videos. o KILHBINE

o HRDHHBIIEE JPG

Compulsory
¢ Original Content

Optional
e URL
» Digital Supporting
Content
 Digital Supporting
Images JPG
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A02. FEE" AR E RHAET
TE ST HA 2 1 P 2 PP RN AT S AR A o5 e

A02. Brand or Product Integration into Music Content
Relevant and symbiotic brand integration into music videos or other music content.

AO3. JR A& K E A
L9t AR RSB AR AR G KRN ) 5 e R AR A B B 2R B, DA B HL A ot R A 4 v R S 2
R

A03. Use of Original Composition

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
branded content.

AO4. (A R &
TR H R H, (ER R T T AR, BT SRR R . 5 SR OSBRI 5 e 38
PR H

A04. Use of Licensed | Adapted Music

Placement of a track that has been licensed or adapted by, but not specifically created for, a
brand for use in it's communications. The sourcing and suitability of the music for the brand will
be considered.

IRIRATATH
o JRAI A

BRI (T %54R )
o EPIE

Soht (THEH)
o [k
o HiLAs N 2R
o HLHEBIEIG JPG

Compulsory
¢ Original Content

Highly Recommended
(optional)
e Casefilm

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

B. & I~ £ T/ i A I

MRHRAZ

B. Music-Led Brand Experience Materials
BOI. I & S ik DI
BRI LA SRR O B, A E NI T ZE DSt S s ULt SR e 2l o SR BRI, e o HEFURER PG
NGB o
A (TEH%)

BOLl. Live Music Experience o R H
The design and production of experiences with music at its core, including but not limited to, o
concerts, stunts, installations and activations held physically or within virtual worlds. Eﬁ!%‘ﬁ(ﬁfﬂﬁ%i)

o XX

o AR/ VR 3t

o HHBA BN A
o HHLABNIEE JPG

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Casefilm

Optional
e URL
o AR/VR Files
 Digital Supporting
Content
« Digital Supporting
Images JPG
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C.#KX MRHRRZ
C. Community Materials
COl. Hit 2 L/ #IX 2 UREHF
B ARG S AN 5 ARGk L AR RIS 254, G B DX Bl Al ST o HfdBiREE JPG
. _— RV (TiERAT)

CO1. Fan Engagement [ Community Building . B
Strategic initiatives designed to build and engage an artist's fanbase, enhancing community .
activity and brand affinity. AR (%)

o Mk

o HLHHBIN A
C02. M 551 o HihBhE % JPG

BUSEPEHAS I 2 O B T RR A SR LR B RS B, IR S AL X R R AL . AR
ARTEE BRI AR A A

CO02. 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 through music. This may include, but
is not limited to, collaborations, sponsored content and user-generated content.

Cco3. BIEA1E. BBEE1E
GRS A S EME, R R AR R SE IR E B B bR, ST 5 5 B R

CO03. 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.

Compulsory

Digital Presentation
Image - JPG

Highly Recommended
(optional)

Case film

Optional

URL

Digital Supporting
Content

Digital Supporting
Images JPG

D. & FREH

MRIRAZ

D. Innovation in Music Materials
DO1. & /R & %7 ARSI
X R EAR K 0% 7 & PR BRI . X DV (ORI RGO & WBHEE RS .l [ o BEERER PG
Fho RIAVR NG . P TR A A] ZF RA . HERURE BOR RGBT b, DAl R P 8 R 7 it s
Mds o AELEE AR R AR (TTiLHET)
o B F

DO1. Innovative in Music A (ATHEE52)
The innovative use of music platforms and technology for a brand or artist. This could include, o [k
but not be limited to, streaming platforms, video hosting services, virtual worlds, playlist o AR/VRIf
strategies, apps and wearables. Focus will be placed on the creative application of technology | ¢ il py %%
to enrich a brand’ s content and its product or service. Does not include prototypes of early- o HiiiiE & JPG
stage technology.

Compulsory

Digital Presentation
Image JPG

Highly Recommended
(optional)

Case film

Optional

URL

AR/VR Files

Digital Supporting
Content

Digital Supporting
Images JPG
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JUINTARA RN MRS 1 A1

1E i E R 5 SAZ AR G 5 AT A 32 RR AR 15 B ki 94 TR AE AR ARS8 P AR
o PFHBBMISAET ZRME . PATAIRN )
o WBIPTRISIART, [ —BUE MRS T R SE RBs SAR). (HAE “RFA o TR M7 KB B o MR ¢ LA BRI
HIES
o ERHED A JIEHE B WHRACHIME S, R BORRITAAT 5% H AR AR AR AT . RIS H A4 TR IR AT
o EREC, D, EWRZKERIA L —BHUTRE, JHTCHEIA K& IR, (R HH AR AT
o SREVEWAERTH ZOIR R Rr . BRsg A AR G 2 A

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 idea, 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’ andfor ‘B.
Sectors: Posters’

¢ In sections A and B each execution constitutes one entry and all executions must have run within the eligibility period.

e In Sections C, D and E multiple executions can be entered as one entry however all Outdoor executions must have run
within the eligibility period.

« Subtitles are highly recommended on all case films, films, demo films and original content.

A. ) S LA MRIRAZ

B R AR, BT R A G, WRBAR AT L. SR ARMCERES. | Materials

A. Billboards: Sectors

Classic 2-dimensional sheet and static digital billboards made for standard billboard spaces.
This may include, but not limited to, roadsides, highways and transit sides.

AOL. %%, LRGSR

ﬁﬁm PO 25, GIHERIRT: AR, Aoty s HAF A SRR, K o JRESHHHID AR IPG
Foo VB T YR 4R MR A il IR 55 RN A R i

SN i e 1t o g 1 s - Compulsory
S X TARE I EAG I ZFEA BT A 03 o JikHE ] i | EERED  (QFFREES ) . Digital Proof JPG

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 Chain.

A02. ST (iR BHFSME

B2, Aab o, AR o JRBERREHDENR
YIS AE Ky 2 B T FIARGIE), T TER A A6 K4 JPG

AO02. Healthcare Compulsory

Pharma, OTC drugs, wellness. *  Digital Proof JPG

If the work has been created for a Charity/NFP then this should be entered into A06.
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AO3. jikil [ 1RIR [ BEREDOL (HEREEY )

e - B S0 KRR S . IAMEASIR T ASATE . Bl n@ PRI ARSS — T AR DR A SR 1 R 5 1 42
i, IR T, WH. % T - A SRS, AEEAARTERTER. K
GiUT. SRR, LA, YO - FrE T AR %ﬁr, AT EL N R 0 O L 5

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

AO04. i1k [ 55
BIGMEAIR T &R BB, WAl . 348, i BT 655 LR .

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

AOS. W %% [ £ fR%
B IR ASEIR S B Gl ol ol R SRS, HARR RS, P s
il

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

A06. EF] [ %% [ IEJUHHWJ
BUR. AEE. EBURHZL FF. ZENM. EEFIHLE

B KT M2 T THITEdi SFECA EO7 . 2Bl 5 I 2 55

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 E07. Corporate Purpose & Social
Responsibility category in section E. Culture & Context
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B. k. WFH

MR

AL AR MR HLIA SRR 2 LB S H IR . Materials
B. Posters: Sectors

Classic sheet and static digital posters made for public spaces. e.g. supermarkets, shopping

malls, airports.

BOL. ¥ 3% UG

ﬁﬁ/ﬁ‘nﬁﬁﬂ PUEVE b, BIWMEABR T s AYoRk, 4 Itt.m TEEA . KA AT
K R R R JR GEE fhE) &X*uﬁﬁir #IH .

JFH e TR I 28N BO3 o Jiciif | i | EERE D (EFFHEEH D

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.

BO2. Ej7{#fe
w2, ARab T, (R,

YR E A3 A2 Hy ZEZE PG FEE T BIENG, WA RS BO6 255
B02. Healthcare

Pharma, OTC drugs, wellness.

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

BO3. ficiit [ A [ BHEREVOL (GRHREES D

TR - P A A SR IR S . BIAMBEANIR T A IRIEER . RNIRSS - BT A IR RAR A IR 55 AN 22
H, SAEEARRTEE. T @E 5. B - A RERS IR, SRR T AL EER. K
By SRR g e s, *’Eﬁ\ik JITA T AMRASE B, B E AR T IHECE A I A% o

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. itk [ 125
B EAFR T35 5% < R, HRRYD. PBEE. B, BUET & 2 R LA AR,

B0O4. Media [ Entertainment
Music, film, television, publications & media, books, news, digital platforms, other
media.

BOS. Y 3Rk [ £k FR%
AT IR A SERRSS 0 i, Mt i Bb . AR, JLABRDILARSS, PRl i .

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

o JRRAFHILEIE JPG

Compulsory
 Digital Proof JPG
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BOG6. J:EF] [ %% | BURHLI
BUR. AFEREE. FFBONALSL TH. BRI, IFE RS

FrB e TS RIS EO7 . bl 5 AlitE £ 5 (F -

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 E07. Corporate Purpose & Social
Responsibility category in section E. Culture & Context.

C. HI{ SR MR
FrA IR A SR8 ORISR bRiE . FEbRR & i 200 2 A AR . Sty S s | Materials
AR S BB R LS.

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 R BRGERHR
JETR A R R EAL SR, B ZERBELASMIFR B b 7> A TR ARSI . (R ST LAZE A G [ o BOMEORER JPG
By ELIERRY. B EAUE N R

BV (T HE4)
COl. Displays o HURE
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 ﬁm(gff%y)

including exhibitions, installations and in-store displays. " . .
9 piay o BB A

o HRDHBIIEE JPG

co2. B3] ShEHTRH
e p 4k (DOOH) I, R LESh A A [ sl i, sl B MBiie . IS8R, AR | Compulsory
HRAlE, S5IHRE LA AN S « Digital Presentation

Image JPG
CO02. Interactive/Dynamic Digital Screens
Digital out of home (DOOH) that requires either linear motion picture/content or animation or Highly Recommended
interaction and active consumer engagement using digital touchscreens, motion technology, | (Optional)

social media and mobile animation. e Demo fim
CO3. ReAIHIE OPtIE:fI
NPT SRR RIS, WA SIAME . BE R FRAIRR bR . AAREAIR T, RIS © ont .
M. SHHAFIN . 3 D/ ARG I EE RS R T + Digital Supporting
Content
C03. special Build * Digital Supporting
Physical constructions and adaptations of out of home sites including building exteriors, street Images JPG
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.
C04. Hig ) EMIES
FLAMA S 0, IR H AR WAL BTGB VE s ] WIS EAR T IR FoR. S
SRS AT 5 .
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.
UHFFEX R AEAIA—FER LUHEI A Kyt 146
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COS5. B 3h&L Hiih
W E I ANE S VRSB AR AL E R . AR MR, R EFZ NS 5. SUE I HAER.

CO05. Interactive Experiences NEW
Out-of-home activations that involve consumers. The work may include experiential marketing,
AR, MR, consumer and audience participation, physical interaction and interactive games.

C06. %

1 FE 2l A8 i 5 5 AR bR R R . RS . K. ASKZE.
LR RN, BEFASEAEE S, RS, M. ASUREAK L. O, AR
BEALIE.,

CO06. 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.

CO7. IR AEK
PR A BN, 7F P AR 3 B TR EE). X AR IR T S HIB i
Pk, AIER. SR RA. VRIAR. BRI, BB L L RENSERR . TEFBREARMEYS
W B S5 T =4

CO07.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.
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D. 7 Sh TR

MR

O3 A/ B0 P A P 5K R DA SR BRI IBEAY S 3k A Materials
D. Innovation in Outdoor
The creative and/or innovative use of the out-of-home medium to communicate the brand's
message.
DO1. Rz Mﬁ’ﬁ%ﬂ‘éﬁﬂ
SRR 2 S TR (R s 3 B 0E B JE T A% 0P MBS 3™k T 3E96E 1, Bty b, g o HISERER JPG
e AT EEHERER . BRSO, BORBE. k)T

BRI (FTIER )
UTRIFEFEZE— T LL L THAT A 1542 3T AT — TN 00 R A A o HRRH
DO1. Standard Sites HoAt (AT AT

o Mk

Work created for standard out-of-home sites which 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. /Mg
SRR . BRERE G P A O ROV, FIRT A SEZS ) MRIEREE, TEQUHT T T LA R

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.

DO3. Bl#;
GBS B RS BIE FAMASS, LSRR T ) E A TR 20 P Al S B 8l i & . 2B IR. BA
Wl AR, TFEMUAERIEUE . HIEF Al

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.

o HiiEBIN A
o HiLiEBIEIE JPG

Compulsory
» Digital Presentation
Image JPG

Highly Recommended
(optional)
e Demo film

Optional
e URL
 Digital Supporting
Content
 Digital Supporting
Images JPG

WF IR G AT, LRt s

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

148




EEIN=E

) . .
~ .' Spikes Asia

E. X5

MRIRAZ

I A BRI X R S5 ) 7 A A AR N A Materials
URFEAS (R RPN AT Vi, TR P IO BT ST IR — M SR B & T B A%
E. Culture & C ontext
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.
EON. At /7 ji NFARZAHY
st LA B — DR AT 1R 51 AR S AR 1 b 32 AR LM RO A it o o MR R IPG
EOl. Local Brand s EW (TR )
Work for brands distributed solely within a specific locality. The work should resonate with a o ZH5Y
clearly defined, local target audience.

HoAh (FTikRz)

o Mk

E02. Pk Mg
R T ISEN 5 4 T A T G P R 0, BRARBILR, i LA A T A G G 7 A SO Rk
I Sk O

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.

E03. . —1li7iE%)
WAE s — [ 5% [ X [ T BSOS AT (0 1F i . 2 JE0t S R Z A A G A 52 1) B T 40 1«
EO03. Single- market Campaign

Work that only aired or ran in a single country / region / market. Entries should describe how the
campaign was designed for the specific target market.

E04. HAATH
S AL X R R IME G, LT IR k27 A AR . VE 5 8T LR FE 3 2 47 9 i 88k 15
BT SRR B

E04. Social Behaviour

Work inspired by a specific audience or community, relying on identifiable social behaviour. The
work should demonstrate how leveraging insights into consumer behaviour can create a
powerful connection with a brand.

EOS5. Ky BR N
5 i AL RE T B R R s RSP REANUE . RIS R A A, R AR5, NRE S AR
SRS WORKIHR R .

EO5. Use of Humour

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 HhdlH ) PR
o HhABNEE JPG

Compulsory

» Digital Presentation
Image JPG

Highly Recommended
(optional)

e Case film

Optional

e URL

¢ Digital Supporting
Content

» Digital Supporting
Images JPG

WF IR G AT, LRt s
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EO6. T3 SR
B S TR | ST LA B O BUELRN BRPEUR,  QURSIROR IR . 1R i SRR A 18 B AT
IREIGTE DT, LAATHr OISR S0 WL IR S L R4 N A MR 11 Al s R 4 A e il [ A
EO6. 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. kiR BRI £ FHE IR
FURBEAAOTE A | RMES), UGS, SERRIERSE M. (RGBS SR H 0 R TBIL R  p cty | o BOEORER JPG
10k A A R B I (B AT AR A X o

BRIEW (i)
FEEEE R, R BB A EIBAE A IER T AT A ) e 7l FHIZER AOB. - A2y aee| o REIE
R, ZHAYB. Al 17l FHIFEH BO6. - JEEFY 25 HORF .

HoAh (FTikRz)

o Mk

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.

All not-for-profit, charity or government work should be entered in the relevant sector and/or
A06. Not-for-profit / Charity / Government category in section A. Billboards: Sectors or BO6. Not-
for-profit / Charity / Government category in section B. Posters: Sectors.

EO8. i HiE
St 2t | DX 380/ AXERIDA, QU E M AR, AT 7 23 R R P 7 R S PR 1 R

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.

E09. 30k 2 5 il

1 it | SRR TR SO B AE X A i i 0, R LR AR DR TT o AR i RBANAR 2 17 ST . AT 9 R R4 ik
ZER AT GRS By (InBRpes PRI, Rl . AFRS) BTG . XGRS IR T AR ATk i
FARMVEE A ARG, AT 30 i PR K AN B2y 3377

E09. Cultural Engagement NEW

Work crafted around strategic solutions rooted in the lived experiences of culturally grounded
communities. Work which reflects and translates the nuances of customs, behaviours, and
traditions that shape foundational perspectives on identity (e.g. disability, gender, race,
orientation, age). Such insights reveal how audiences choose brands and media experiences,
driving growth and impact.

o HrhdhH ) PR
o HhABNIEE JPG

Compulsory
» Digital Presentation
Image JPG

Highly Recommended
(optional)
e Case film

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

WF IR G AT, LRt s
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N RIREL TR HA TG AN BBV ERVAHE

it 76 SRR L B P R AR S PEIR SR g DL DUBRASEE A N Bl 0 et U T S SRR T HE SN P . AL S SR B R AR RO 9%, 3SE
PRI 5R 2 A0 i A P AL 55
o VFEHIE AR LA AL AR . #RE 20%: A KIHENE 30%: A KIAT 20%: 54N KSR 30%.
o [F] I AR 22 IR 1%”%@2;’3/‘4\’7}/\%5’] Holle (BAEIR “ A: AT ARBERSEN T
o “E: ARALREMRALIZ A FOX BRI BE RS A S A ] BGRJE T A R IR A R AN AT . [F) AR AR A RN 2 R e R A
e
o SRFVHWAERTE BOISE R BT s A AR AN A AT

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 with storytelling at its core, which 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% PR strategy; 20% PR
execution; 30% impact and results.

e The same piece of work can be entered up to three times in PR. However, the same piece of work may only be entered
oncein ‘A.PR:Sectors’

¢ 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.

» Subtitles are highly recommended on all case films, films, demo films and original content.

A VA MR

[ — T RIS N R RS N — TR Materials
A.PR: Sectors

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

AOL. 3% i DRAEAT

h}ﬁmmmwﬁm, BIMMEARTR T RAOR, At SV S SRR R AR, K o HUMEUREBR JPG
/\\ {FJ \FETF%MH«xéﬁ&i’iéﬁﬁﬁ’:ﬂéﬂ&%%ﬂﬁﬂﬁf (ﬁmuu

rAE N (TEER)
I e T HE R ERPTZ BN A 03,5505 | thinl | EERELW  (CFFEE 5D o B
AOl. Consumer Goods HoAl (FTi4RAT)
o Whk

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.

o HhbilIhIE L JPG
o Hrhilh P

. . . . . Compulsory
All fast food entries should go in AO3. Travel. Leisure, Retail. Restaurants & Fast Food Chains I .
« Digital Presentation
A02. E 7 i Image JPG
W2y, AR, fRREORAE. .
UIRAF 7 A 5 EE LR TV, TUIENEATHEZEA AOE 255, Highly Recommended
(optional)
A02. Healthcare * Case film
Pharma, OTC drugs, wellness. .
If the work has been created for a Charity/NFP then this should be entered into A06. Optional
e URL
» Digital Supporting
Content
WF IR G AT, LRt s 151
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AO3. it [ RIR [ BERET (AFEREEY L) « Digital Supporting
Hels - P 2B e IR S o AR AR PR T ASEOE . FRIER . KRR — BT b bR AR 6 1R 45 R, Images JPG

CREARTEWE, TH. @#55%. F6 - rATHERSMEE, ORREARTHELTER. I,
FRM S PP RO - BT R T R ESUS, GRS E AR T e AR A

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.

AO04. i1k [ 55
BIGMEAIR T &5 BB, WAl . 348, i BhS-r 655 LRk

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

AOS5. 3RS | N R%
B TR A LIRS Bk, Sefh. bt R ERE RS, A m R, Al
.

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

A06. R EF | % | BUNHLI
B ASMEE. RBUFALS. B, EEH. R RIS

B KT AR FATHITEdi A TERE F. ARG - FEH5 FOT . Eli G A= 56 (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

U TR AEFIT X, UATEIRA A 152
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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.

BOT. 3744 DRI AR

U A RS RN B A1 2 YR SRR UG B o {1 W SR T I 52 ST RS 3% -ﬁﬁﬁﬁﬁﬁwe
. o M

BO1. Social Engagement BRI (TRA)
Celebrating Public Relations and social media storytelling that builds brand awareness and o EHIFH
advocacy. The work should demonstrate how social media was harnessed to increase brand

awareness and relevance. HoAts (ATi%3R32)

BO2. t X E#
KRR HEFP TR IR IR o
JEAE P ZEALIX P S AR AR AU

et SR U 5 SRR 8 L 1X | ERRSZ AN LB, E %,

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.

BO3. S 5 B2
SERF AL A A, BT LAGE MR 25 S 7 2 SN 2 1 B S TR A e 4 A A S 1 SR S
IR .

B03. Real- time Response
Real-time social activity designed to respond and engage in the conversation around world

events, public affairs and other real-world, real-time activity in a creative and meaningful way.

BO4. A Al M AE
NBIR A RSB M BIE IR N A A i SRS T BIUEE ) N B T 5 2 AR, I T 51 2k, B
BT il A R PR — 2

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. A ATRE MR
WNETR) A TR AN 43 R BTG 732, DAk 5 22 (P AE 52 AR . AR B 7 i ] 45
B AR S 5 AL .

FEH, SOAFS TR

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.

BO6. i [ifEH &

QU3 A P B [ GFE S SRR R AR RIS 52 B A A

BO6. Innovative Use of Influencers/ Creators

The creative and innovative use of influencers/ creators to drive brand message and
awareness to a specific audience.

o HhdhH ) PR
o HiimihEE JPG

Compulsory
« Digital Presentation
Image JPG
e URL

Highly Recommended
(optional)
e Casefilm

Optional
» Digital Supporting
Content
» Digital Supporting
Images JPG
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C. AN E

MRHRRZ

A ROR) R et A B ) R RS A B S . AR R T S LR BB S NIRRT %, TTREY | Materials
RBR E SRR AIES o (RS SAZAEY], EMEORAR i A RR 0 U R (1) 2 (¥ 75 2 MR 2 AH ¢ 4 Bk
WOT I, TESIIE TR
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 #i5L, HmMatr WFHE R
HFALL Bl ST MRS 7, A R H SR B U TR o 1 G SR (LB 7252 o HHEREE PG
T3~ R RS S LS -
SRV (TR Z)
COl.Research, Data & Analytics ES L 2
Research, data-led or actionable insight that provides a meaningful contribution or input to
a public relations programme. The work should provide evidence of research or insight, iﬁ(;i’fﬁi)

quality of thinking and the development of a strategy.

CO02. ARME
5K T b R P 2 B () Qe P e A SR B B R AR T VR 5 SR A I T B AT 7 Y I V4
1B, PR TS 1Lk 25 B SR A () R B RS

CO02. PR Effectiveness

Recoginse 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.

o GBI
o HhABNIEE JPG

Compulsory
» Digital Presentation
Image JPG

Highly Recommended
(optional)
e Casefilm

Optional
e URL
» Digital Supporting
Content
» Digital Supporting
Images JPG
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D. ARET

MRHRRZ

FERLEIGH, F AR GBI IE A GBI QUSSR AT PP, DA KA B SOl S - | Materials
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. fifhX R DBFESTHRY
AKIGEDH B IS RATR, AR R B0, SRl B s . SRR, o HRSHRER PG
JSARREEAR R AR SN, BUIEIRIE . BURANE B PPZRR5 8 IR — S A ) SE L sl S BTG 3)
R BRI (TR )
o EPIE
DO1. Media Relations
PR that puts journalism at the forefront of the campaign, with evidence of a high-degree of ﬁﬂi’.(ﬁf;‘ilﬁ%ﬁ)
o [

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.

DO2. {53 AisE: M
MR IESD. R, (R, BEESh. AL AR WEEE. SIS, Bfis. HEEES.

A SRS A R B AR T AR, TRV iz A R RN 45

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 communication project as part of a wider
public relations strategy.

DO3. KA [ EH KA
DN L BB A A i SR 5 1 B A

DO03. Launch [ Re- launch
Work created to launch or re-launch a product or service.

DO4. F:}i 2 5 55K A S
SERIISENG, B AE LRk b e i )7 A% is — N AR 0l S, JES R AR,
AR

&

¥

o

i

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.

DOS5. Rl M
HEEECT O IA R I SO R, UTECT R A SIS, 8 AT RS, EIIsE, Mt g, Lo
Ao ANLTHREFREG, WS E AR . AR .

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.

o GBI
o HiiminEE JPG

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Casefilm

Optional
e URL
» Digital Supporting
Content
» Digital Supporting
Images JPG
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Fef it R B B AR . B B A T, MLt A X 2 5 HL B I SR R I BABN o %A N J
ARG AT HEB A SUE B LUK ST 5% TSR AT R ) B 5

D06. Employee Engagement NEW
Communications programmes or initiatives designed to inform, educate or inspire employees -
engaging internal communities and cultivating strong team dynamics. The work should

demonstrate innovative approaches to engaging staff, driving organisational goals and
building employee loyalty and satisfaction.

W TSR AT —EEGEE X LTS Ak -
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AHBI HIZ AT i AN BRARAL A SR A ) BRA R IET A FRAS AT B0 [ — AR s AEAER 2 ORS00 o A B
PAZ =K
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.
EOL. VB R, VABAIE & WHRIATF
WSO G R M, S AR SR AT AR o BiEUREIR JPe
EOl. Corporate Image, Communication & Reputation Management gﬁﬂgﬁ‘(jﬁﬁi)
Work that builds the image / raises the profile and shapes the perceptions of a corporate . FAK
brand, organisation or corporation. oAt (AT
o [k

E02. A 451 X ¥t

I BECE T2 M A FER S, DURBOR s SHBIG  THRIE I E s A SEBOR R I TR .
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.

E03. BB S B
SR | A 3 T B 2 5 2R A AP LB R S e R S R MR R S L S
AR, LA e S T T B AR

UEFERTHI R H A2 A2 /8 1T H A

EO03. 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.

The content of entries in this category can be kept entirely confidential and used for
judging purposes only.

E04. P9 ERIE
W) K P BRI S, A, BRI TS A T M S BB R R. 1 &SR S E
AT A AT 5 B R B T R B R 45 38

EO4. Internal Communications

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.

EOS. %% B &t il &1
RSB SAMEH , DUSBIREE IR M55 bR, DURERME M. HARAR HIER.

EO5. 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.

o Hhd ) PR
o HiimihEE JPG

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Casefilm

Optional
e URL
» Digital Supporting
Content
» Digital Supporting
Images JPG
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F. Culture & Context
Work that is brought to life through cultural insights and regional context.
FOL. 31 /i fi BRI
st L B b DR A R 51 2R 52 At BRSSO A o o o HHHURER JPG
FOl. Local Brand sz (i)
Work for brands distributed solely within a specific locality. The work should resonate with a o« ROILH
clearly defined, local target audience. Soht (i)

A,
FO2. Hhisi i o Wbt

N IR S A T I 0T B PR A R O, BRERIIDIR, B3 A D YRR G5 B3 ) e i R
U ERI AR i £ R o

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. B —THi%TES)
P —E 5 WX [T 4% S AT HOE e R SRR T R U AT A 5 9 A T AT R

FO03. 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. 44T A
SRR AR KR R, DLAT B R 2247 0 g TRl SR A0 TR P 3 AT R ISR 5
R ST 3R HIIE R -

FO4. Social Behaviour

Work inspired by a specific audience or community, relying on identifiable social behaviour. The
work should demonstrate how leveraging insights into consumer behaviour can create a
powerful connection with a brand.

FO5. &4 %% v
10 B R 1 B R IV e FESSENR BN . PRI P2, BERSIRA—%2, XAs52na
SEHERS . WORIER

FO5. Use of Humour

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.

FOG6. TR 22
A P A F 5 T R | AT S B R TN [ BV, G B R RIS . R i I J R A 7 R
BRETEDU R, DAASH RS, R0 (0 S HERT A A IR 5 s L e sl v

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.

o HhGHBIPA
o HhABNEE 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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FO7. bR Bt & 54T
HARIRZ I TAE] S a, fEYcrhes . EERIPREE B, 1E 5N SR 2 il 20 550t
TR N AT WAL

TIHWEF] BT A IR AMIZER Y B A, 256 17l FHIZEH AOB. ~ LR Ff 2%,
Vi

FO7. 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.

All not-for-profit, charity or government work should be entered in the relevant sector and/or
AO06. Not-for-profit / Charity / Government category in section A. PR. Sectors.

FO8. Wi HiE
EE b (X I Bk, QUSRI LT 2 B e TR B D S 2R e

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.

FO9.3C 2 5 il

1 S B SRR T4 SO X AT AR TS:, PR A oy B VB R BRISE T 318 . AT ARG AN 2z
AU B IE T Gy (Blngke. M. RRE. BUR. AR MIEARME . XIS IR T S A WAl Ik 8 A LR
GRS, WIS R KA R 4R Tt

F09. Cultural Engagement NEW

Work crafted around strategic solutions rooted in the lived experiences of culturally grounded
communities. Work which reflects and translates the nuances of customs, behaviours, and
traditions that shape foundational perspectives on identity (e.g. disability, gender, race,
orientation, age). Such insights reveal how audiences choose brands and media experiences,
driving growth and impact.

o HIHE/RNEIG JPG

RV (T 44R2Z)

o EPIH

HoAt (13%3R72)
o MhL
o LA 2R
o KB JPG

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Casefilm

Optional
e URL
» Digital Supporting
Content
» Digital Supporting
Images JPG
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o WEPTIRIHIMIR, (Al —WHE A AESL 2RI B A BB A B ARRR . EAEREE “A. ATl P HRESE SN — T
o FESSHR A IR EC A s A AR RRITRAT 26 H #0552 . AR IS% H 5 AE BERIIIR N 4RAT
o fEHE B C KD WRHRAA A I — Wi AT 26 H . AT RGBT 26 H — 558, (B Iisk H FE SRR W4T -
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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 exhibits ingenuity and outstanding craftsmanship
published media including books, magazines, covers and digital publications for public distribution.

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

e 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.

e 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.

e Subtitles are highly recommended on all case films, films, demo films and original content.

A. EIRIHAR: M5 FPRHREAZ

[ — T S AE LR P R RS N — T2 51 o Mqterials

A. Print & Publishing: Sectors

The same entry can be submitted only once in this section

AOL. JH %% M DR
AT R 2 5, B ERER T f ARl (ol . L Fb S e . AR . 5% H o BRI KR JPG
S e e T IV 2 R T R 4R A ey 2

SO St i o T b S Y ST S R R e Compulsory
S TR PN SR A 03, Jihe | 1hIH | EERERM  (CFFHEE ) « Digital Proof JPG
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.

A02. Ey7{R-4E
W2, AEALITEY, (EREIAE.

IR Frdg A2y 2 B B FIALICIERG, RYBELEA AR AOB 255

A02. Healthcare
Pharma, OTC drugs, wellness.

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

WF IR G AT, LRt s
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AO3. jikil [ 1RIR [ BEREDOL (HEREEY )

el ~ BT S8 KRS . BIAE IR T AFAIE . el R . RIS — I PRER R X AR 95 PR,
AR T, WH. 555, T8 - FTETEMRS ML, OREARTELTHER. LT,
ERIS 0% . B - FA S TR B, R E AR o e 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 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. fiEfk [ 185
BUEARIR T 5 s M. b, HARY. B, Bii. DT & %% B A k.

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

AO5. KBRS [ RS
A LA SRR . S, ol RS ARG, JCREARSS . PR fl i
il

AO05. Consumer Services [ Business to Business
All commercial public services, Legal, financial, B2Btechnology, consultancies &
professional services, other business services, internal & corporate communications.

A06. R EF | %3 | BURHLIG
B ASMEE. RBUFALS. B, EEH. R RIS

JIr KT M5 7 ERIE i WAEREASE R D. A RIELE - 505 D 07 . 480153 G FI#E 5 570 fF o

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

WF IR G AT, LRt s
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B. iR

MR

JRGUED IR AR A . X T REBAREAIR T 148, 28, HilnAHThgy. NAERZHERTETZ | Materials
PP KA Jf T A A L D -

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. ML i 4 BRI

AR IR H AT AR BRI, 5 TR R 4 BB &
IO YT T

BO1. Commercial Publications
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./A 25 HiRY)
HEERH . AEERILLL AT ARBUR AR E I B A .
IR LLSEWIE A P2 1555

B02. Publications for Good
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 HHHURER JPG

BRI (FT%1RZ)
o WURFT
o SKIHHBIA R

A (T 7)
o WAk
o HBHBEG JPG
o HIHBINE

Compulsory
» Digital Presentation
Image JPG

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

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

WF IR G AT, LRt s
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C. E3TEIRI AR

MR

SRR BRI A UL RIHIT SR, 0 T BT SO IOE — MR B R A Materials
C. Innovation in Print & Publishing

If you are submitting more than one execution please upload all executions in a single digital

presentation image.

CO1. ERIAN i AR i 157 A oL A2k 45 BRI

LGB IR &, il B ot B S WEaiNcR. R st @i E AR T A B MEE e R

PUENRIAE i, I0AL AR, FIZFRGEOAR. REAESE. WexkAb. W R BN AR . 4R FISDT NS TR
IFPE LTI T2 1 5

COl. 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.

o HHE/RNEIG JPG

BRI (T %54R )
o WURE T
o SN DA

St (ATHE4R)
o [k
o HRYHENEIR JPG
o HORYIHBNPI %

Compulsory
» Digital Presentation
Image JPG

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

Optional
e URL
» Digital Supporting
Content
» Digital Supporting
Images JPG
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D. XL 5ER

MRHRRZ

ISR B )M XIS S T AR R a2k Materials
WARAR SR BB PAT VR d T8 TR AT SO — N R B & B A%
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.
DO, A 5 DRI
FRE BB I R ARG 51 A4 RS2 BRSO e o BiERER
DOL1. Local Brand sz (i)
Work for brands distributed solely within a specific locality. The work should resonate with a o RplY
clearly defined, local target audience.

HAh (FT3£52%)
DO2. Phik# e o R

TR S A0 I D GE R R T, PR IIR, B B BT AT BT 6 i 7 1) SR R L
OR(ERTIR Y

D02. 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. B—1liHiE3)
WAE— 5[ X [ W9k OSAT HOAE S o 1k SR 2 AR SR AT AR 1) A T 3 B
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.

DO4. #- 44T R
SR T B X R AOVE G, UATT IR AL ST A AR . VE SR % () PR 6304 2 47 TR 22015
BT SRR B

DO04. Social Behaviour

Work inspired by a specific audience or community, relying on identifiable social behaviour. The
work should demonstrate how leveraging insights into consumer behaviour can create a
powerful connection with a brand.

DOS5. #%R
TE R BAE IR S R S AR O B TERSS AL . AT %S, BRI 2, X520
SEMES . WORIBLR.

DO05. Use of Humour

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.

DO6. T 5
BUIE VLA S T8 R ST LA e B O TSR | SRFE IR, BRI . R S A /e R A PR
TR, BAASETIREE Sy . IR (S R A N A IR T At e o L i A

DO06. 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.

o HhdhH ) PR
o HhABNIEE 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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DO7. iR B Mt LT
HARIRZ I TAE] S a, fEYcrhes . EERIPREE B, 1E 5N SR 2 il 20 550t
TR N AT WAL

P AEEF . BRI i BRSNS R 22655 A, IR G Hif: 170 F 9285 A06. - FEEF

DO7. 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.

All not-for-profit, charity or government work should be entered in the relevant sector and/or
AO06. Not-for-profit / Charity / Government category in section A. Print & Publishing: Sectors.

DO8. B
EE b (X I) AER i, QUSRI LU 2 B e TR D 1 2R e

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.

D09. ik &5 Hi

1 S B SRR T4 SO R X AT AR, PR AR A T .
BTSN By sk, MRS PR, B, R MR
GRS, WGBS R R KA J 4R Tt

R i S ORI 1 318 L AT R GE A 22
XL G TR 1 32 ARA AT 35t A

DO09. Cultural Engagement NEW

Work crafted around strategic solutions rooted in the lived experiences of culturally grounded
communities. Work which reflects and translates the nuances of customs, behaviours, and
traditions that shape foundational perspectives on identity (e.g. disability, gender, race,
orientation, age). Such insights reveal how audiences choose brands and media experiences,
driving growth and impact.

o HhiFoR A

RV (T 44R2Z)

o EPIA

Hopth (FT%3R22)
o [k
o KUBAEIN S
o HLHEBIEIG 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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A HE 5 B TR A T AR A O 1 P S e R A SR AP £ ) 208 B AR R T %

PE i it R UATIEE 2 5 . AL g LA BIE PR A AL SR L O BIFER . 48 AR L 3k B Rk ol o

o VR EIFRE LA ROIALLL B AT R . K 30 %; SR 20%; AT 20 %: R 30%.
o HBFTIEIIMIG, [F—TUERTE “HASH S0/EE” SmpRs B A Bk iREl . B “A AL SaIE#: 1717 F9I R
FJLJH" 2/

o MBPNEBAEITE RO . R TR R AR QI A B R

The Social & Creator Spikes celebrate creative social thinking and strategic influencer marketing solutions.

The work should demonstrate how levels of engagement, social reach and the creative use of social media, brand ambassadors,
creators, celebrities and influencers led to commercial success.

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

e Thereis no overall limit to how many times the same piece of work can be entered into Social & Creator as long as the
categories chosen are relevant. However, the same piece of work may only be entered once in  “A. Social & Creator:
Sectors’

. Subtitles are highly recommended on all case films, films, demo films and original content.

A VS MR

[f] — T A it AE B3 P R VAR A N — T2 Materials

A. Social & Influencer: Sectors
The same entry can be submitted only once in this section.

AOL. i %5 W BHRSTHRY
FEHTJ B S, BIERIRT AR i, SRS SRR . IR, K o HIFOREMR PG
Foo W R TR ARG PR i IR 5 A AR DR 2T o
P ST RN d W15 R AZER A 03, il | 1K1l | FFREDM  (QFFHEER ) SRAE (Ti%1R%)
o RBIE

AOl. Consumer Goods .
All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning Hft(Tik )

. . . o MIAMALIERE
products, other household goods, other FMCG, clothing and accessories, furniture, o HRLEIIN 2
consumer electronics, cars and automotive products & services. o FIEBIE L JPG

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

Chains. « Digital Presentation

A02. 5T R Image JPG

H2, ARabTT 245, fEREOR A e URL

UL EAdG A2 g BB T TV IR, TITEd RSN AOB 250 Highly Recommended
(optional)

A02. Healthcare e Case film

Pharma, OTC drugs, wellness.
Optional

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

WF IR G AT, LRt s
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AO3. it [ RIR [ BERET (AFEREEY L) Content
T - P A SRR S . BIUBAIE T AILASHE . IR RZE. IRINIRS - Fra RIR AR G 1 IR GG A i, « Digital Supporting
AFHEARTHYE. H. e 5%. 26 - frg2ERSAEIE, B EAR TELTER. . Images JPG

FERI FHF=EL . Bl - Fra & TR ESE, RS E AR T iR R A

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.

AO04. i1k [ 55
BIGMEAIR T &5 BB, WAl . 348, i BhS-r 655 LRk

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

AOS5. 3RS | N R%
BT IR A TR . e S, st LA SRR, HARES, AR E .

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

A06. R EF | %3 | BURHLIG
B ASMEE. RBUFALSL B, EEHL. R RIS

Hr K F Bt S TR Edd WAEEATEA €0 XMERIBE - FEH) 5 EOT . BV F IR 5 57

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 E07. Corporate Purpose & Social
Responsibility category in section E. Culture & Context.

U TR G LEFIT X, UATEIRA A i
If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail. 167




EEIN=E

) . .
~ .' Spikes Asia

B. ## XAK IS5

MR

SESREB BRSBTS U ] e D R P AL AE AL X, I it Ry SR 8 B AT R SRR Materials
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. #: X & WHRZEAT Y
BEWS) | G MELHE I IOHE 2380 5 S RERRRR RRBEN P B it et 0 B0 ORI
& o Ak
BRI (i)

BOl. 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.

BO2. 32 A SEAL[ 5 55 3wk 71
R BAE S (AT, D, P ES) R RS BRI RS X T RE I
AR TR A S MR A B ARG S E iV S A R BRSSP E A B BT 45

B02. Audience Targeting/Engagement Strategies NEW

Social activity customised for predefined commmunities, groups or individuals based on social
insights such as behaviour, interests, geolocation, etc. This may include, but is not limited to,
native advertising and programmatic campaigns, the customisation of messages, their
relevance and creative execution, etc.

BO3. S iR
GERHE IR 2ES), RIS TG, DG E A I RS R G 77 2, SR, ATt
FUABSZI I E1E R R, MR 2 SR

B03. 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, which prompts
social sharing and engagement.

BO4. AL AT AR % /7
i P R R0 5 7 SR B R P 5 A AL X 0 2 32 R A 2T . S 2 MR [ 2
[ 3T 55 7 FE AR TR K 1

BO4. 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.

BOS. 7 il i b Hie
5 B S 50 0 B T, (R SR S O AL B A AL B AR IS BN o KT LA B L 4L B X i
AT, SRR 1R & [ L1115 52 Ak i

BO5. Brand Storytelling NEW

Social campaigns that use exceptional brand/consumer stories to drive meaningful
engagement with a specific audience. This could be through creators, influencers or
communities (where brands speak indirectly to audiences through creators/influencers).

o I

HAh (FT£H2%)

o i BIE A
o HhdhH ) PR

Compulsory

» Digital Presentation
Image JPG
e URL

Highly Recommended
(optional)

e Case film

Optional

¢ Digital Supporting
Content

» Digital Supporting
Images JPG
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BO6. X EIF S5
B3 P AT (AT R BRAE SRk ORI A Ml H ARS8 Sl AL X sl B ok R X8
A ReWARE LA A2 B RUGFTIRE, 2 SRERE, #hAs Y A B = S 45
BO6. 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.
BO7. T ISLAIFT NP DRI HY
U PEHBEE) T R AR R ARG R A% . (BRI TAR, VR, XR, Al, WHBHAMBRE, | © WRREAIPG
BHOR. XHEEHOR . Wkl IS ot AT AT T 6 . AR R R AL o [

RV (TiERT)

BO7. New Redlities & Emerging Tech

Immersive experiences that creatively push the boundaries of technology within social media.
Including but not limited to AR, VR, XR, 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.

BO8.3k B T-Al/E& M i AR
VBRI MBI s B s S A B, SRS ] Hefhel SR 2 S Al XTI AR

B08. Creator & Influencer Sourced Insight
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

o EHIFLA

Hph (FTi53RL)
e AR/ VR 4
o KB4 N 7%
o ML IIEBIPG

Compulsory
+ Digital Presentation
Image JPG
e URL

Highly Recommended
(optional)
D Case Film

Optional
e  AR/VRFiles
¢ Digital Supporting
Content
. Digital Supporting
Images JPG
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C.8lfEEERmEEH

MR

VR 1 SR % S S 20 A 2 Q8 ORI R 20 B Materials
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.

COLARH FR MR & Y6 B 5 R 77 iy

it R SRR A AR B BOATRAT SR — 823, IR A AR B L i B — B K T e A
TEAIE BRI . SIER LA N A EBIN AL B RSN TiZE LSS (H AR
FREERAGAE R FROh R Ao .

CO1. Organic Reach & Influence NEW

Brand-led social campaigns that become part of popular culture and as a result are picked up
by a celebrity, social ambassador or influencer, further expanding the campaign’ s reach and
impact. Entries must state which celebrities, social ambassadors or influencers picked up the
campaign (organic and paid results to be provided separately in the Results field).

CO2.BRIE VARSI HAIEE #E

R R S R BIEE G 1E, BERMEFRRAEERT, ey, A M EGEIRA Rk TR B st
IR RERAE o %A A SRR BB R O P S RS A A I A R, ISR A, 3 R
T3, FRAESA LA L HESNA B SR S I 7T o

CO02. Creator Cross-Channel Storytelling NEW

Brands or agencies that have successfully partnered with content creators to develop cohesive
stories that seamlessly span digital, social and traditional media, creating a unified brand
message. The work should demonstrate how creators’ unique voices and authentic content
have been effectively integrated to engage diverse audiences, amplify reach and drive
meaningful brand impact across various touchpoints.

CO3.6IfFH &k i

AUFERE L 2 10 A S I BETE &R R RS QB IS A & 5 MY SR, DU A5
i A SR BRG] IR, XA (R R R BNZ R iR K B RE AN GiE )y, LR AR R
T 5E KRN RGBT 22 B A XU R B NS B3 .

CO03. Creator Collaboration NEW

Impactful and creative collaborations between a creator and a brand. The work should
demonstrate a blend of the creator’ s unique voice with the brand’ s identity to produce
compelling, authentic, and engaging narratives. These partnerships should showcase strong
synergy, creativity and a seamless integration of the brand’ s message through the creator’ s
storytelling, resulting in a mutually beneficial and memorable campaign.

CO4.GIfEHE T TR N A 5RE HiiY

H B SR ) P A SR, LA I 3 A M3 ot B D ) A YD 5 T A DGR T o % R X
2RSSR Z B BRI LR 5 B AR A — S

C04. Creator-Led Content Strategy NEW

Content strategies driven by creators, where the creator plays a pivotal role in shaping the
overall long-term vision for a brand’ s content. The strategy should demonstrate a deep
understanding of audience engagement, innovative content planning and a clear alignment
with the brand's goals.

o HHHURER JPG
o Mk

BRIV (TERX)
o ROIRH

A (ArigiRzx)
o HRGHBIPA
o HhABNEE JPG

Compulsory
» Digital Presentation
Image JPG
e URL

Highly Recommended
(optional)
e Case film

Optional
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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CO5. 5L AIAE H7i
R B ) S AT & B A — B . A EER R RIIEE ST, SRR LA TR P A AR s e
Fy FEEFPAT, IR 51 ANIE BAE SR 52 AL .

CO05. Excellence in Craft NEW

Work which demonstrates a creator’ s ability to craft a distinctive, cohesive vision that aligns
with a brand or platform’ s objectives while showcasing the creator’ s skill in guiding the
overall aesthetic, tone, and execution of content, resulting in a compelling and memorable
audience experience.

CO6.4: X #ZE 71
FRl &8 T R S sh B R TG 71 S 5 R AR RO EE A X IR . 1F 5 SRR anfal A ot s A E 4+
X, fe] s ih B OE (B EFNVATE, DA S A X ey i b R A U S

C06. Community Building NEW

Work that fosters vibrant, engaged and loyal creator communities around a brand or campaign.
The work should demonstrate how the creator community was effectively nurtured, how
authentic collaboration and communication were encouraged and how the community
positively impacted the brand.

WF IR G AT, LRt s
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D. XN B EH
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S A0 SRR HREAR 9 750 T D 5 9 e 0 LS AN LA Materials
D. Social Content Marketing

Work in these categories will be judged on how successfully content was used to engage with

consumers and target audiences.

DO1. A AEHRTK BRI

PN 25 R i o SRS LR AP Ak S SR BRI 38 2 A A B SR e e R SRR, T AR sl hm o 58 )2 Ok 200 ° ﬁlﬁfﬁi\@@ JPG
Z\j]u o [XX

DO1. Content Placement sz (i)

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.

DO2A4L3ZF G R fr HiY
LRGP EHIE. B AR USSR . B B R U A Y

DO02. Social Film NEW
One-off social film specifically created for online social platforms that are intended for
widespread sharing. Results and number of views will be taken into consideration.

D033 & KA R 51 iy
BNELALT GHE. B AR R P R 2 TR AL R AR R

I RAT A LA — P — I FF 2 P KT I 5

DO03. Social Film Series NEW

Social film series specifically created for online social platforms that are intended for
widespread sharing. Results and number of views will be taken into consideration during the
judging process.

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

DO4. JEFEAIERIH P = KA A
B EBRIAL X [ KL BEN SRR I STRRER A RO 235 ), DM m S 5

DO04. 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.

DO5. #:3Fk
T AL AT AR k22 5P 65 0 R FOURE X AR 3 FL T R 5 AR B 55, DAL 55 B

DO5. Social Commerce

Work which harnesses social media, social platforms and virtual communities for eCommerce

and mCommerce to drive business results.

o RBIE T

A (ArigiRzx)
o HRGHBIPA
o HhABNEE JPG

Compulsory
» Digital Presentation
Image JPG
e URL

Highly Recommended
(optional)
e Case film

Optional
¢ Digital Supporting
Content
¢ Digital Supporting
Images JPG
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MR
E. I HE SHER Materials

E. Excellence in Social & Creator

DRI
EOL%-F &304 W53 #7hY o BiSEREE JPG
TR 25 S 7 2 1 BB T 5 P05 0 MO S8 HE T 0. % I Sk M 6 A s i e e | o POBE

AT _E XS B A B 0 R AT AR AT S
RRUE W (TiERAT)

%
EO1. Multi-Platform Social Campaign NEW .« RO

Social campaigns that utilise multiple media online and/or offline platforms and live events. The
work should illustrate that these elements drive or are inherently necessary to the overall
execution of the social campaign.

HoAh (Arigigzx)
o HhHGHLI P
o HhA DAL JPG

Compulsory

E02.8%1) 55 S e f: i » Digital Presentation
AR B[ B AR LRI SRR ARl S5, LA AR 1 4 B2 [l 55 AR IR THolk S . AU A FITE R Image JPG
A 225 3l o e URL
EO02. Sponsorship & Brand Partnership NEW Highly Recommended
Social campaigns that utilise sponsorship and/or partnership programmes to support a (optional)
product or service in order to meet specific awareness/business goals and to enhance the o Case fim
image of a corporate brand, organisation or corporation.
Optional

¢ Digital Supporting
EO3.#t4 H ¥ 7 Content
S 2 ARl S 5 e PO A HE T ¥R 0o AR LR 7 R 20 M LW 0 T 45 ek 22 e Digital Supporting
ST A2 HAR GRS — 2. RATRE B EAR T IRE I 2 SRR Images JPG

EO03. Social Purpose NEW

Social campaigns specifically designed to engage consumers through authentic alignments
with a social purpose/cause. The work should demonstrate how the core values of the brand
align with the cause or wider social purpose. This may include, but is not limited to, nonprofit
social responsibility initiatives.

U TR G LEFIT X, UATEIRA A i
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F.XHUEER

MRHRRZ

F. Culture & Context Materials
FOY. 73 7 THRATH R
e B — 1 [X A 1) 5 A 5 A B R A E S 1 i -%ﬁﬁﬁ@%ﬂ%
o AL
FOl. Local Brand
wRIEW (TEIERR)

Work for brands distributed solely within a specific locality. The work should resonate with a
clearly defined, local target audience.

FO2. Pkl M
ST IR 3 4 T B A T A M R T, BRERIILIR, B3 A A R B 613 S 1 X e R
3 1 0

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. B —TiiiEsh
PAE A —E 5 WX 0% B AT FOE . S TR0 SR A 0 2 S A AR 5 ) B R T A T i 1

FO3. Single-market Campaign
Work which only aired or ran in a single country / region | market. Entries should describe how
the work was designed for the specific target market.

FO4. }£&4TH
SR A K S R, DART R B 24T g el 102 i SR A T o) P51 2 4T 0 S 0 15
o TR I R

FO4. Social Behaviour

Work inspired by a specific audience or community, relying on identifiable social behaviour. The
work should demonstrate how leveraging insights into consumer behaviour can create a
powerful connection with a brand.

FOS5. 843k M.
1AL TE T ERMER AR MRS . EINSIFRANLE . PRI RN A, A%, NieS2hd
SEHMERS . RRAR IR &

FO5. Use of Humour

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

FOG6. TR 22

QU 5 TR ST SR B TR SRR, GRS RN . R R A7 e U A TR
MR, AVASENRER ). B

£ 3 R4 A5 R 550 FEL e e i i )

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.

o EPIHA

HAh (Arigigzx)
o HhHGHLI P
o HidmIhEE JPG

Compulsory
« Digital Presentation
Image JPG
e URL

Highly Recommended
(optional)
e Casefilm

Optional
» Digital Supporting
Content
» Digital Supporting
Images JPG

W TSR AT —E X LTS A Hy k-

If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail.
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FO7. bR Bt & 54T
HFRIREN AR G BEE), Rvert2e . REARIBREE I . A S0 S 2 lnd i ¥ 2 1 530k
B Z ek QU (R AL X

G FEEF BB bt B AR 2258 A, #ESEHE S8 E#: 1l Fi9257 A06.
FEE Y # 2 B

FO7. 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.

All not-for-profit, charity or government work should be entered in the relevant sector and/or
A06. Not-for-profit / Charity / Government category in section A. Social & Creator. Sectors.

FO8. Wi HiE
EE b (X I) AER i, QUSRI LU 2 B e TR D 1 2R e

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.

FOO. A2 5 ¥l

1 i BB SeAE AR T s SOAR AR X AR VARG, SRALERME MR Ve 7 R AE SR BFNAREE T S8 AT AAME S gn s
AU EBE T Sy (Blngkge. M. RRE. BUR. AR MIEARM S X EIFEEIEIR T S A WA Ik 8 A LR
WEARARES, AT HES) f R G KRN sz J3 3¢ Tt

FO09. Cultural Engagement NEW

Work crafted around strategic solutions rooted in the lived experiences of culturally grounded
communities. Work which reflects and translates the nuances of customs, behaviours, and
traditions that shape foundational perspectives on identity (e.g. disability, gender, race,
orientation, age). Such insights reveal how audiences choose brands and media experiences,
driving growth and impact.

o HIHE/RNEIG JPG
o L

RV (T 44R2Z)

RO

HAh (Arigigzx)
o HhGHLI P
o HidiHIhEE JPG

Compulsory
« Digital Presentation
Image JPG
¢ URL

Highly Recommended
(optional)
e Casefilm

Optional
» Digital Supporting
Content
» Digital Supporting
Images JPG

WP IR G EIT—E R, LUIE R Kyt s

If there is any inconsistency or ambiguity between the English and Chinese version, the English version shall prevail.
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SRMEE
GETTING READY TO ENTER

WRAHERESEZ ARG, REEMAER AR, SIS
B AEFATIFIES BN T MG, IR SRR A ST A R
F o TR EIRAE T BT MY TR 22 050 1) 38 A S AR 4 2
FOANRFAE R . EAHHL——R S Z VPR 2T 115 S AR AT LR G
e

To enter a piece of work multiple times, simply add the title of
the entry, fillin the entry information, let us know which
companies and people were involved and select all the
relevant categories you wish to enter. You’ Il 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.

HIRSH?

First Time Entering Spikes Asia?

nFHvrBh, ArEEEE awards@spikes.asia, BATELH— M LK AE
PEAN A TR

Need help? Drop us an email at awards@spikes.asia and we’ I
arrange for one of our experts to talk you through the process.

AT B EMITR R ?

Don’ tHave All The Details Right Away?

AELE, SEPTHARTINY 5E IR, JFREI fRAFHESE .

Don’ t worry, you can complete the form in any order and
save your progress at any time.

ERERERHTA WA UHERZ T 6 ETH.

ALL THE QUESTIONS YOU NEED TO ANSWER ARE AVAILABLE TO
DOWNLOAD ON THE ENTRY SYSTEM FOR EACH INDIVIDUAL
CATEGORY.


mailto:awards@spikes.asia
mailto:awards@spikes.asia
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BHER
COMMON INFORMATION

SRR
Entry Title

LEFEER

Give Your Entry A Title

B, BHESSIMEE M. ARSI ARSI A Z A, F R AIX—1
WARAE S ES INZ D RARI VPR, bR BURE TP 1 2 1R .

To begin, you need to give your entry a title. We need this information before you select

5
o

oif

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.

bt S S Y|

Choose Award And Categories

BUE ZLERBAR S B S INATR I RN TR TR ) S FERAA N o

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.

TR Ja TARATAS N IR B R I S (1 R ITE S o ST N TR 2 A PEAR T 2 B BAT T [ it
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.

ZIPATIE B

Multiple Executions Information

Al 3 s R R Z THAT 45, AR SR EERGE RN AW H . N 7RSS &MF, 3l
o R AN 2 VP IT H RS FH AR R] (0 B HE ) AR TR 07 b AR 5% o AR IRPAAT 208 SR 2 0 T H HL A% 250
AT, ] LLEFE2 P EE A R B RS AR PATIE B — 3B 73 5252

A campaign of executions is a group of entries that are linked by the same overarching creative
idea. To be eligible, each entry in the campaign will promote the same product or service using the
same medium. Each execution is a standalone entry and must be paid for individually. You can
choose a series of 2 or more variations of the creative concept to submit as part of a campaign of

executions.

* A LB RIS FeVF 2 AT B, PP BT OGRS OO BIRPAT IS 9 38, thn] BLEFONEA &

k&

*Only certain awards and categories allow campaigns of executions, and the jury can choose to
award just a single execution from the campaign, or they can choose to recognize the full series with
a Campaign Award.
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A
Companies
WL AR S 5 A?

Whlch mpanles Were Involved?

BRZFAF, HEFARHSEACNER. ETUREENRBINIEZ AR FMEMEBTRESR

SR CBIRRF]T MK CRIRANE T A R T AR A .

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 ‘Idea Creation” company. Sometimes it will be the same

company for both.

SIRN AN B IR, TR S ZARC R R ME— AR N o RIS B 1 A A4 A
KA R, BORIESS EXRHZ BNFP o 2 =] 445K

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 thisis how they’ Il appear on your certificates.

ERAR, FHRESAFIRERKMAE, FNXEEERBRH LT THESER.

When making your entry, please make sure you credit companies in the correct roles as
this directly affects the calculations for the Special Awards.

N

HEHI: £ TEEFNTREN] (G, WREERFSIE IR S5, KRR At
CHATRC AT R RE S B ESRIR M TN 2 A ]
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’ Il be asked to provide a company that played a ‘Media Placement’ role).

RIS HIME S SRAT T TR, LEMIE ]I 2 RIS K B S 3RAGAE TP TR S| SE AR AHIE
FHIBERE -

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.

BRARA

Contacts

WREERRAN?

Who Is The Lead Contact?

AT/ EZM ST S B R . ERMRARANTEHE R

We may need to contact you about your entry. Please provide details of who we should
contact.

PRI KIBRRA
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Contact During Judging

U ARAE VR A B AR A RO BE IR, IR K SRR . KA NLICRASFRAA, WAH
B2 5 T2 R INESD; PPaTIIE], IR AR SR I R AR I 2 I 18] 2 25 AT 2%

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.

AREER RN ZATOIME 1% AR i i BRI R 7 5

BRAND CONTACT: Contact details of the brand that commissioned the work.

T8 EEAA AL T IR 2 i B AR W IR AR o BRATAZ R N B — R & 07 5K

You’ Il need to verify that this email address is a brand work email. We don’ t accept
private or general contact details.

SFEERABER
Entry-Specific Info

HifER

Media Info

AR s 7 BEAR HEAR S AR T A B AT I HE (45 U2 . B H TR T BT 2 i TR 2K

Here, you need to provide information about where and when your work launched.
Eligibility dates are dependent on the Spikes Award being entered.

INIEANE 2 SR S R AT S BRSBTS i . JATm AN WA IR iR AL S 3/ 4F
il TS B RS H .

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.

BARBIK

Media Placement

BRI RSIER AT EE . HIRRNTEM T2, zEd BRI e . (flan, 7£ BBC
[HbrfitiE . Facebook. WAL "7, I¥H %)

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)

E: TS FMER IR S MR BT &
Note: You’ Il have the option to provide multiple media placements for your entry.

SOEH TRIESER

Creative Effectiveness Only
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A LRI B EOR H S Iy RS 2. W ERLL T
For the Creative Effectiveness Spikes, you need to complete an extended mandatory
section on media information. Please review the following sections.

o BIFFSE [A]

* DURATION OF CAMPAIGN

PR

* GENDER

© HAREZA

* TARGET AUDIENCE

S A S

* SOCIOECONOMIC LEVEL

o bt X A

* LOCATION/REGION BUDGET
VUL AR i 5 A AR 4 B AR DI P 8 S H
Please give an indication of the average total spend for this work in relation to media /
agency / production costs.
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Tl FATAL 7l FAAk
Sector Subsector Sector Subsector
U PRl
AUTOMOTIVE LEISURE
HAbR % W%
Other Automotive Gambling
A2l TR Wk
Vehicles Gaming
B28B P53
B2B Live Events
B2B Fl e KRR TE
B2B Technology Museums &
Bl SRS CQQ;Z'G;
Consultancies & =N W ‘
Professional Other Recreation
P e =}
LegGl SpOftS
RTTIATES Wk [ 25
Other Business MEDIA / ENTERTAINMENT
Services K45
T FH T 2% i ?ooksA
CONSUMER DURABLES -1 &
i 1 Digital Platforms
Fashion %
FHE5IT A Film
S5
Furniture & Lighting =] 5%'
5% F H B Music
Home Appliances =
FIEF News
Homewares HAR LA .
BHE Other Media
Technology Hﬂﬁﬁ%ﬁ%’sﬁi
Tt A Publications &
Toys Media
N 24 ‘I_l
o 'ErEeT)ebvision
CONSUMER SERVICES —
Energy NOT-FOR-PROFIT /
4 Fil CHARITY /| GOVERNMENT
Financial EE
{5 Charities
Insurance B
FoAt v B o5 Eovemme”t
Other Consumer %I?\
Services Military
WEHE EEH
Private Education Nﬁon‘PI?f'tS
B ET (R HAAFE R

Private Healthcare

Other Not-for-
profit
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HL{E &
Telecommunications RETAIL
PRI 2 L7
FMCG eCommerce
FB P
Beauty Fast Food
K BIE
Household Goods Restaurants
R &
Drinks Retail
fri [
Food TRAVEL
HoA PR I 5 i B
Other FMCG Transport
FRIg S ik 5 WG
HEALTHCARE Travel & Tourism
|yl
OTC Drugs
il 25
Pharma
T R fR Ak
Wellness
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Al = BIRA

Creative Team

AWER RS 5?

Who Was Involved?

B ZAE A R TT R VRS B AR B MU Far A\ B R AR 5 1 42 e R 3R
XA ERE 5 i — kS AR ML TR B ity b o 6 R T BA A R 44 B ] DAAE 2026 48 3 H 20 H 2 Hi
e

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 20 March 2026.

BRI ? ] “Hais” Xy, ARSI P A ba i T3] .
Want to change the order? You can ‘drag and drop’ the names to move them up or
down the list.

NG AT EAR G, MR “ NG o a2 B E P IER AN S, Do
A IR 1] o

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.

WREEER ()

Sustainability Context (Optional)

TR A LRI B XA S B R R B2 W& e w] DL R R S W RF s R e . A AIE AT
JI AT B

You’ Il be asked to comment on whether the carbon emissions of this piece of work were
measured. You’ [l also have the option to comment on what consideration was given to
the sustainable development, production and running of the work.

5N E 521 Ad Net Zero B iR, FATHIMERA IR SIMERIEISAT) 5 HIBREE I, SELRCIE # 3 R,
ANA BT A LAESLAN R BT 25 5.

As a proud member of Ad Net Zero, we believe thatit’ 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 IR T-A1E T (Lions). 4A's. £ % 1 h4r (ANA) HEE 564, ANA. HLE,
LK. EACA. Google. gt IAA. IAB. IPG. IPA. ISBA. Meta. Z MR, FHMILER].
PubMatic. Ry, KA=ER. BEFIHE. Ei%. Union des Marques. VoxComm. WFA il WPP
S

Ad Net Zero is supported by Lions, 4A’ s, the Advertising Association, the ANA, Dentsu,

Diageo, the EACA, Google, Havas, thelAA, thelAB, IPG, theIPA, theISBA, Meta,
Omnicom Group, Publicis Groupe, PubMatic, Reckitt, Sky, Unilever, Procter & Gamble,
Union des Marques, VoxComm, the WFA and WPP.
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£, PEMAZ (DE) &R &)

DEI Context (If Appropriate)

ARG, AT R FREMI BT A

You will have the option to comment on the following if appropriate:

o FERIBNL T T 1 RLE A 3R ?

+ What consideration was given to the composition of the team(s) involved?
FEAE dd R QAR BRE A N AR ?

* What consideration was given to how individuals are represented in the work?
DEI BAEfE BAME S B EE RE RS T HA/EH?

What role did DEI thinking play throughout the development of the work?

P BA B SR 244

Team Credits

BRI A2 5 NG BT SEME =T 0 2 ERMEMTEAEE .

Include each individual who worked on the project. We won’ t share any details you
provide with third parties.

AR AR

Upload Media

EARERIE D RS RIS A R B A BR3P “ a5 IR B AR AR

Upload your work! Each award has different digital media requirements. Please upload the
‘compulsory media’ first.

Bl GRELID

Digital Media (Compulsory)

Rk bR )E, R MBUEER “BAZE” o fEXE, &0 LR EAERE B S AZ NS LA,
CATT I A] o SRV RAAR A U e A, I HLE LA BT & AR . AN B, R
L “ami s a2 AR M AR Al Ja A REIR Y

Once you’ ve uploaded some media, 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’ .

B HBEAE (TERAD

Digital Supporting Media (Optional)

] LB T A B R, S5 D& RHEN . TR 25 R

You may also upload the following optional supporting digital materials with your entry.
See the ‘Video File Format Guidelines’ for more information.

.« EpR © HyHBhEE
+ case films + digital supporting images
© B o HARE A B SO

+ demo films digital supporting content
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T B AL R
Supporting Material
Guidelines

IR SR P R EE TR, RVFH BRI R S WA MR N A
TIRIRALHAE A F A EHER . — 2 amib Ef, — LSRR B rTE .

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.

THEERIAE: —BRZ TR, EAINEME S S A A e . B3R
i, BIISEBIR A M IPG, FEAR(TIEDL N ARANRESE B o R DRAE AT KA e v 2 2 ZEHR AT 1Y
SR

It” simportant 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

are absolutely ready to submit before you pay.

IRAE ST Z R JE IR BIFT IR, BT R A S IR NS R AR 1R L A5 15 1
SR, #ubH#N 2026 £1H 30 H.
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 2026.
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N T R A RO BEA% T ST DU HE
In order to avoid your work being withdrawn from the Festival, please adhere to

the following guidelines:

A R B RANER E B AL AR BLSETE A E .
o IRERRAE A SO Gl & P E A, AT R IR R A
MRS I 74, DA SR TR [ Re 0 BRI N A
o IR FH R MAE S, RS RV E . ATV, (E AT IR A AR KR R
RIE S I TR

bR T A RREAR S, FTA MBI EARE ST S AR BUEMS 5REIE A A A
HfE R .

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.
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P S 34
LABELLING AND DELIVERY GUIDELINES

© BREBE: EMH)E, BAOTSEFAMBIE RIS IR R LA S 384 dh 10 S
Ty RXRHRBEE SRR E L, RONERATT AL VR K5 IR BORs Se AR SR 45 P e ]
SABRZZAL UG 0 I T4 A R} L

* 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

o QEMBRE: EEIBANECET, R AT DU AR R LR ARRE . BRSO AT o8 T IR
il P A AR AU B o AR AT LA K T3 JRAIANERARATRRZEA IE K 2 38

* 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.

o KR RSV R R, BiRR BB, 1% awards@spikes.asia.
* LARGEITEMS: If your physical support materials are oversized or require assembly

instructions please contact awards@spikes.asia.

o ESERERACA B R PR SEAT BRI AT
* Please send us your physical materials within seven days of completing your
submission.

o HBIRSEYIAMRLT 2026 4 2 A 27 B2 ATikS BRI L.
* Please ensure your physical materials arrive at the Singapore address above before
27 February 2026.
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B FEMERBIAERKBIRG RN, FARNAERZIZ LB
We kindly ask you to refrain from sending us any printed proofs or boards as we are no
longer accepting these as supporting materials.

b S ST AT R PRGE AN IR 27 2% 1, DA R RL I s . AR IS AR TP B, IR A A A
T5t. WMSIAEMER FEHFII B B E S0 ATIZ 98, S35/ BAT Uik

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.

IR SR AR CR S, T “S3E80R - Rk E” (Festival Material - NO
COMMERCIAL VALUE). i a32, mIFEB4 L4A, Wi EpR 1.6 #ic.

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.

Wit B SR ORES:,  CARIT IEAEIB 4 IR b BRAE PP PR AR B E K o AT A RABAEAT 10k 235 Bk
H= AR I 5UE

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.

SRR — U R, BRI E I AL I 7 o AT S AEVE o SR A RHRIE S 238 . 1Rk
RIGOL T, MRIERIMAZ 1 doE, FATABLF RIS KR s o 5, (B2l fe 5 JAT14E 2026
$£2 A 14 B RERBH L, HYra s st et S 388 &8, H 25 81E LR Tt 2

awards@spikes.asia.

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 2026 and all transit costs must be covered by the entrant. Please email
awards@spikes.asia for more info.
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S ST
IMAGE FILE

FORMAT GUIDELINES

B EE
DIGITAL PRESENTATION IMAGE

BN, BRGSO, /R
W‘E}EET@%\ AT FIBER .
A visual presentation of your work, including
images and English text, concisely

summarizing the brief, execution and results.

kg

Specifications:

7063 px

JPG

- JPG
- 7063 x 5008 pixels

- b-15MB

JRBA R R SCAF
DIGITAL PROOF
A AT MR IR A, 0 S AR 54

GEIEIR
The digital version of the original

advertisement or execution, exactly as it ran.

A

Specifications:

- JPG
- 7063 x 5008 pixels

- 5-15MB
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W% T P
VIDEO FILE FORMAT e

BRI
R B
ASPECT | rsowution | FORMAT/ AUDIO
GUIDELINES RATIO copkc
4= TEE HD AAC. A7,
1080p . . 48KkHz
B Full HD IR AN AAC, Stereo,
, s o e PREFERRED 1080 48KkHz
IR E L ER MOV 5, .MP4 % XA 45 . T o | 72pop -_—
‘ . 1280 x 720
B KRR /MR 350 MB. HD 720p
P v a high ity vid AAC. Sifff,
sl sblpleli el efe Igwielze 4:3 £ 16:9 0240576 MP4/H2 48KkHz
as .MOV or .MP4. The maximum file size is 43 0r16:9 X 64 AAC, Stereo,
s 48kHz
350MB. ACCEPTED
720x576
854x480
640x480

RBIFH (120 BHLIAD
CASE FILM
(120 SECONDS MAXIMUM)

— AR RS AR . WA RIS DL
PUT R . H P TAR A TF R

A short film explaining your work. Content
includes the brief, execution and results.
This will be used in judging and displayed
publicly.
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EEIEE

R

Specifications:

- MoV
- MP4
- 2,000MB

At Daeik)
Example Film Entry
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https://vimeo.com/1107070402?share=copy#t=0
https://vimeo.com/1107070402?share=copy#t=0
https://vimeo.com/1107070402?share=copy#t=0
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IR 3 BR A AR X 3t 5 S4B & i 51l
Example of a website [ microsite entry

N FH 2 3 T 8K T T 350
Example of an app download page

Example social media post
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https://thebestplaceintheworldtohaveherpes.com/
https://thebestplaceintheworldtohaveherpes.com/
https://apps.apple.com/cn/app/nike-../id1606462833
https://apps.apple.com/cn/app/nike-../id1606462833
https://www.instagram.com/reel/CyvV4PdBYWz/?igsh=cDN1OGd4dDY0eGp4
https://www.instagram.com/reel/CyvV4PdBYWz/?igsh=cDN1OGd4dDY0eGp4
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S At B SO R R S5 X
OTHER FILE FORMATS

EHA
AUDIO FILE

JRAG T T 4R 5 3% R MP3 S5 45
MP3 audio file of original audio/radio
advertisement, as it aired.

R A&
ORIGINAL CONTENT

JEIR G AY, S Rk I SE AR R . MR AR Sk
RMAMSIRIGNNAF, wTUER R HHOCF A
1%

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.

BN
DIGITAL SUPPORTING

CONTENT

RAT S S AT RAA B SO . AL
Any supporting documents, videos, or audio
files which are relevant to your entry.

EEIEE
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K
PAYMENTS

GEIKIS, TR
At the checkout, please choose a payment method.

IR HEHRAER, BG5BT AEEIRLAISA . 25, SR — Bl et
Card payment will direct you to put in your card details and pay immediately. You’ Il then

be sent a confirmation email.

RATHMOR A R— R R I R I B HRAE -

Bank transfer will generate a proforma invoice to your email.

WAL RIAS R - S W ORAE T T B g S E AT 25

Payment must be raised immediately - ensure the OrderID is the payment reference.
BATE SR K ERE B Tl & 1% E awards@spikes.asia, HELEH 75L& Ak T 7 o5 1) 5 5
G5 DU R UK SR RIS .

We ask for a remittance to be emailed to awards@spikes.asia showing the full order IDs

covered by the payment with a copy of the proforma invoice.
i 55 R SRS AE R L A Y S L R R I 48
A tax invoice will then be emailed to you within approximately two weeks.



mailto:awards@spikes.asia
mailto:awards@spikes.asia
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TS S5
HOW TO CRAFT YOUR ENTRY
ML SO, WHAT IS THE PROCESS?

AT — % ZWEHE A Appoint an award manager

FES I AR W FE— ARV ARG SVE, IR S IRATHEE —BRZ8 A .
Choose someone within your company to coordinate your entry activities
and act as the first point of communication with us.

BN Check the Rules

BORME A SR S 0F. B SRBE H . Ak HIA A B 255 A . e B S 3 AT 72

SEAEZ 1 .

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.

F#H 22 F M Download our Entry Kits

HREABAIN ST, UMEERNSRLIETSH

Ensure you have a copy of our Entry Kits that you can refer to throughout
the entry process.

THR¥IT Know the Awards

A, FATHER 7 RIBE, BINsUEIT 7. BhAh, RIS & A bR E A B A
BHESR . T ARSI H] 1RSIk % . AR B N IR P R 2, I EBAIRA, &
I 2RI L 508 IR e SR A

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 getin touch and one of our
Awards experts will be happy to help.

BRI RIS

Log in or create an account

199


https://www.spikes.asia/awards/awards-support/rules-and-eligibility
https://www.spikes.asia/awards/awards-support/rules-and-eligibility
mailto:awards@spikes.asia
mailto:awards@spikes.asia
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OIS FEME S Create your entries

HEITG, FATHOMA 5 2 i E) v SR AL g B .

The sooner you start, the longer we’ Il be able to offer you extra help if
you need it.

AT Submit and pay
R, W T 20254812 18 B2 G
Remember the first late fee applies after 18 December 2025.

AL K52 Review and revise

FAT AN B S FAE R 25 J5 T, DRI AT RE 2 55 S IB AR DABRE T BUZ 2

We check all aspects of entries thoroughly, so we may be in touch to ask
for clarification or changes.

e Judging
P AT AP S 3B, IRV IR 2R
Juries carefully review all the entries and determine winners during

judging.

T PP AT BE VR AR BRI, T B ORI AE IX BON 1) P9 R 5 FRATIRFRIC R o
Make sure you’ re available throughout this period, as the Jury may have
questions about your work.

NATEEH Results
N B FgE 4 s T www.lovethework.com A .
The shortlists and winner will be announced on www.lovethework.com.

¥ Trophies

TR BNFIH 25 SR BAETS . BATRIE, REREABIBARISE S, Frelthn] B
XA b A TR R AR AT A LTI AR AIE A

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.
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http://www.lovethework.com/
http://www.lovethework.com/
https://www.spikes.asia/awards/awards-support/duplicate-trophies-and-certificates
https://www.spikes.asia/awards/awards-support/duplicate-trophies-and-certificates
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B TR BT
TOP TIPS FOR YOUR

CASE FILM

BE CONCISE

AT L PP ZR e A REAARIERT T . E TR
RERFIWTIH 2 5 e

You’ re dealing with professionals who
are perfectly capable of grasping
whether a project has merit based on a
concise, coherent explanation.

HET =
BE UPFRONT

PRI B RS, XAEVEE BIREA—TT 4R
HICERAR I B R S LS5 R o T G A FH AN L
HER B ERIIESE . IERBI A SE—Ritkie
—— RN RE R, FEEY AR,
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.

EEIEES

fi
SIMPLICITY

PHIRZ . RERFLRELERE. 2 NN,
BT IRIRE I N RV 35 AT JT S . AT RE
U7 2R £ 2 RURTITS AT ) 0 4

Less is always more. So many case films fail
to communicate a clear idea and a
compelling strategy thatisn’ t cluttered and
confusing. The need for focus and clarity
cannot be underestimated.

XHEHR
CULTURE AND CONTEXT

PP B PR, JFARFTA VRIS —iE S H 2
Hi . TN EIXMZ L. SIER ST S L
A ol 2 B B A ) S AR T 55, LR IEAI SR A £
o

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.
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REUHT I A
TAKE A FRESH PERSPECTIVE

AR YR RS, BV FANE R . T
MAARE RS IIEIR, BTS2 AR SRR
%o

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.

ANVFRAEPTT(E
MAKE IT EASY FOR THEM

TERBIERZA T A Y. RGN EMILEE T%
BAEE 27 St GRS . PR A%

The idea should speak for itself. Avoid creating
barriers with unnecessary and elaborate

production values. Keep it straightforward.

il ARAE
INDUSTRY JARGON

B AT ARTERE e . ANEHER, TR AR
ST o L RERD AN RN S IR H R 24T
I NETR

Avoid industry jargon and marketing speak.
Don’ tsell - explain your work. A case film
with excessive hype and empty statements
will not impress the Jury.

P Es
TELL A STORY

R AN DA RN EEC: Y SERAVEN I DT B
I ESEPS: 8

Structure your explanation around a simple,
powerful and succinct narrative. Storytelling is
key.

Fon ¥
CATEGORY SELECTION

A% R oE & 2 BB M IS, B IR E X 52 AR
HATAHRNE SCRAT R . A0 SRANH 7 AF it o S
AN, AL I L SR 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.

iR
RESULTS

FORAR B G SR ). AR AT E .
ey Bk, JFRMEATI. BT ST
. AERLIGH, ARG M 30%. STAATHAE
Mok 45 R 5 BRI H bR SO AT H R R R
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.
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