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AIADRE A=T4AKSTABBPIT, BIFHELRIVIATAET1 N ELET

JCEER(E. SURA—T (A4, EFARY > R, BNEA-3) - AN-U-FI2I%BUT, T30 RAvE—SHERPTSINAN - LATIEZ 26
DIPRDF T,
o BTBEOM. ROEEREED., E(CTATT7ETOEM. SHICEORENHTicNET,
o A—FTAARKSTAEFNSEHE I BMR. EIRUEFINELI TohnE, AU/ FREMAE THILE I RENTEET, 2L, BUERIEID. 554
{A—T1A IEBFICIBIDHIEE TEET . ST TORELIEIDHELET .
o TUIAVBHELUDTIE BEREIIDDIVN)—ERD, INTOIERISSEERIENICERRERENTORINERDFE A
o A-CEBFIE. BHOERZIDDIEREL TULEL TERBVE A UDU. IRTOA—T (A JRSTADEM(E. MRIFBIAICEITEN TV
ENHNET,
o BDTOT—ABRME. Ehill, TERR. AU TIVIFRZ DB LERMUET.

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 ideq, the execution, and the impact.

e There is no overall limit to how many times the same piece of work can be entered into Audio & Radio as long as
the categories chosen are relevant. However, the same piece of work may only be entered once in ‘D. Radio &
Audio: Sectors'.

e Insections B and D, each execution constitutes one entry and all executions must have run in the eligibility period.

¢ Insections A and C, multiple executions may be entered as one entry. However, all Audio & Radio executions must
have run within eligibility period.

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

A. A—FTAAKTTAEPFITOEFE Materials
T3 ROAYE—SHEZBIEDIC, BEATATESHEEAE EFNGERT 3, HEENER I TOVICED
N, RIET3CET, HEBEOAREZE ESE, EF LS ERL58ER.

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 AFAFELTOA-T 1A - 5T ADER Compulsory
A—FAAOSTARATAPELTEFNE FARERNCFIAL. T5> ROy E—SREZ BT, ZOAT(TH ¢ Casefilm
ED&SICRREMN DEFI BT E CHIASNNERIEEL 122 BDT T,
Highly Recommended
AOl. Use of Audio & Radio as aMedium (optional)

The innovative or creative use of audio or radio as a medium, with evidence of how it * DemofFim
was used in a creative and innovative way to communicate the brand’s message.

Optional
. URL
¢ Digital Supporting
Content
¢ Digital Supporting
Images — JPG
e AudioFile

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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A02. A—F A ALK/ KA AT UTAN—23>DER
URF —OARERZ EIEN(CE L E RS, FERRT AT 7. TTUDENA I, BRI J1J 440, YINIT 7
¥, TOMA—TAADFIWEBIZES CHIT 2REZRI HEPIRAMOFI R ZEN . INBICIRESNDL,

A02. Use of Audio & Radio Technology

Forward thinking ideas that directly enhance the experience of the listener. This
could include, but not 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.

AO3.E =50 - #2E)
BETSY NA— A BRI OEFMIRISALERICLD, 1253971 T TRAROHBI AT
JERIBL. YUAF—DIT DA MARHEL TZOHRERE BT S,

A03. Voice Activation

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

A04.7'5YRIVFIY /Ry RFrA

STARB AN-Z2T - TR TA— L RYRFP AN, BEAIRA —RBE HBDBZA—-T 474 T3YRTA—AICH
FBEME. RS —1E, FETSORMBBURIYTIY[ER. I35 Rivt—3 [IBSZ4KR 0, URF—0
ARERZE EEERLIRITIV,

B30 DY TR 7 A BRIl TS &0

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.

A05. 127 YDEE - 5B
BYRTOITSLOH T, XARCEILZL S EOXE—S%RIELERE I 22,

A05. Content Placement
The contextually relevant creation and placement of sponsored messaging within
appropriate programming.

A06. BEFLDIVIAT(ETA
BHOBEPLOERPLFrRIEEFNCHREL T, BVWCHTLEWENS, T3> ROAvE—S#{RZ0,
HEEORMEEZZE(LSE S,

AO06. 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.

Compulsory

Highly Recommended
(optional)

Optional
L]

Case film

Demo Film

URL

Digital Supporting
Content

Digital Supporting
Images - JPG
Audio File

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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B. B UEA—FT 1 A&S S ALY
B. Excellence in Audio & Radio

Materials

BO1. EH¥EDER
AUVSFIEGR. SRS, FEBIFORE O EERZS0.

BO1. Use of Music
Including original composition, licensed recordings or adapted / altered versions of an
existing recording.

B02. YUY RFH 1>
BEDR. Y. [BROESBREESOA-—T(ABREIEE. BUS. 1. TBERIZTOTR.

B02. Sound Design
The process of specifying, acquiring, manipulating or generating audio elements,
including sound effects, location recordings, ‘Atmos’ etc.

BO03. AJU7’h
ZOUT I, TSV ROTATATRAY - SHURF —DHEREIEIR S 3B RIS THFAMEIIA T4 (CEHR
U, MDAREER S LR FI OHIFIZ B L TWB IR L TLS,

MIARE, A=TAAATATIFAEUIED THDMENHDEY . BREWFROMIA(, JRZUeA—FT (AT F>Y
TRUVRD, CCTERIFANTEA.

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 the work ran as a standalone audio content.

BO4. ¥V AT &NTA-I VA
JSIA—I DAL BHAD DRI RMEE, ZUTE B/ TA—IOANZORRY S (REPTOE—33>RdD5E
WARYR) ORINICREIR THBTE b—0F VR, HOPYFRREES ATV TEBLEE Ao

BO4. 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.

Compulsory

Highly Recommended
(optional)

Optional
L]

Audio File

Demo Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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C. hVFv—&IAVFIAR Materials
SANDRSRMISHIBE SRR L TEFNA TR,
EBHOFREISEI BHAE IANTOVEREVE DT IUCEESH TIYIO— KU FIUWMER TSR Fry
7 (SR EOITUIEE,
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.
COLO-HITSR Compulsory
REDHIBA TOH BT ST 5> RE OISR THD. BARECERES NS 4"y NE B R IT U * AudioFile

3%,

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

Co2. FrL>Iv—-T3UR

BREMHEOT LY — (LT BT, FIRICHERL SN RRE L EFN RIS 2EMEL T —AF T
Sy—(IRBLIB (FRBICBSTRLICRD) (FREEHEI LT, VIIM(T(TICZO7TO-FZEDANTE
1ZI5UR,

C02. 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.

Cc03. YY) -I=Hyh-FroR—->
BE—qE /i, 5BV TOHRIRE (FERENER. TOERIMFEDT -4y NG (CEIFTEDS
S(CPEN ZENEMCDWVWTERRL TZE W,

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.

CO4. #H=M{TEN
BEDA—TAIZAPIZ1 =T~ ZZERCEWVAERTHD, BELHSNITEIZEERLL TV Fm. HETT
BCRII 1P MeiERTBIET, T30 REDEABIES DEZVWNCEHEE BN ERULTFEL,

CO04.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.

Highly Recommended
(optional)

Optional
L]

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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CO05.1—-E7DiER

T3V ROIZ1ZT —2aYICBVT, I-EVNR D=2 FRE I 3R [SOFIVZER, HERAHVTUNT,
ENBHINZF v R-ITEDONT, ZUSZIRMHL. BRDORIRITIRDEVEEISHKITLOBENDZEH
e

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.

CO06. FEHAT DEMNFERK

MIBBLS/ FFEREOBRCHBNT, BN FESIV/ FFVY-2ZRENISERL. AR
NI MeEHHT L IRENVY-R(CEMNDST | FFREEN. BIRLSIH. SIS H0HhERRE(C
JOTESRI L ORREEFERUIL L Z RS R THDIL.

C06. Breakthrough on a Budget

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

C07. &%/ )(R - HENEFE
MR, HIRN., RIBHREECERDIED. /(—)/(REBROME TS5V RES). T35 RO/ -/ CRPEDLSC
NN1-ZEHBU BEEEALZAEUDIFBIE TIZ1TAIE R SR N E R I EmTHAHIL .

IEEFIEUA, BZEEUR, BUSHEECLDIESEN, 32 IR EHLV/FEDOGHRICI> M—U TS,
DEI2 L OIRER/BE /BT INTI)—. A-FT1AKSTA | EFBIDEE,

CO07. Corporate Purpose & Social Responsibility

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

All not-for-profit, charity or government work should be entered in the relevant sector
and/or DO6. Not-for-profit / Charity / Government category in section D. Audio & Radio:
Sectors.

C08.¥—JYh-FARST'Y3aY (SFETILRIOEFATAT)
O-hb/Y=23F)L/J0-)ULRREIREICH L T, RSN ICEIEZEISS R SHEEADEBEZRUANS, T3
> ROFIUVRBSEZIDANTWS TSR,

C08. Market Disruption

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

Compuisory

Highly Recommended
(optional)

Optional
L]

Audio File

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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C09. X{LEDIVF—IAVL #i

SALARE U121 =7 ORMAERICE D EBR M AR R R BB ENILEDH. 717271474 (B : [&
W\ D12—0 AFE. MEiEm. i) (CBIDZMIEERIEE. TEHEK. TLTE XS REDEVVERIHEC
RARREEAER. TNSD HBEEDOT S REIROXT(PARBRICEDLSICRZEL. R ENZRUID
BRI L

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.

D. A—F 1% & 5% &BFT

ZOEBFIE. R—fFmOESEMEDHPIEETY

D. Audio & Radio: Sectors

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

Materials

DOl jH &R
B AL MUY -RE, J)-ZD T8GR, TOMOFRERR. €OMOE AR, 188 7ItH)— &RE,
REXD. BEE, BFEEERG- Y-CARE, BEEDR-THAHEMOIRT,

I7=ARI=ROI>YN—[FETDOSICHFENLET . IicfT. Loy —. /IS8 LARSY & TI7—ARI—RFI-26
BUTY,

DO1. Consumer Goods

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

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

DO2. ANVATT

Fm. —AxEEm. DTLRR

BUTERDF T4, BUIRIFEF EUADIER B R DT [CRISSNTHZ A3, DENSIY M -UTKIZE
(AN

DO02. Healthcare
Pharma, OTC drugs, wellness.
If the work has been created for a Charity/NFP then this should be entered into DOG.

DO3. {47, LIv—. M55, LANSY &T7—AMI—RFI->

NGB PEEEE 2. 2 TORIE- FRITEIEY - X, @R, JIAT1/UL. FR—-YTLRE, TN
TOIA—FTAXNBLUVL v —BIEY —ER, A2 F1>3avE> )| IRMERNT  EBR. T BEEEZST.
IRNTDIWT, HITPN-ZEL, INTOLANS I RENBEELT7—ANT—RF1->,

DO3. 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.

Compulsory

Optional
L]

Audio File

URL

Digital Supporting
Content

Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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D04. X747 [ IYH—FAIAY N
B BE, FLE, HAR-YA3Z, BEE. 1R FIINTIYNTA— L BOMAT AT,

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

DO05.1>Y1—V—Y—ER [ RERIEREI
IRTOFENAHY PR, FE. £/l B2BT/./03—. YAV & TOTIIvSaF I Y —ER, ZOfars
FAY—ER #HAIZ1=r—33> & I-RL— 12125 -33>,

DO05. Consumer Services [ Business to Business
All commercial public services, Legal, financial, B2B technology, consultancies &
professional services, other business services, internal & corporate communications.

DO06. JEEFI[FrUT 1 [BUFF
U RHER. COMMIFEF, EE. FrUT1. IFEFIEHA,

FARTOD CSR EBNE. BETZEI9-BLU/E (& €07 b - BRI a0l EEN (1)) -
HAENEFEIHTIV-ICEBAT .

DO6. 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 C07. Corporate Purpose &
Social Responsibility category in section C. Culture & Context

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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ARG T RERERET ITANR=33>EBPT (38F) (CBVT, IHVARVIZATHA Y POTANR=30, X~ T UF=)b, 360°C1-DHRHIY—-I>
F—DAUNE, E5BBAT . DEDRIAN - LALTERLU VIATATTL N -3 TRI S MEECRINUIAF R EEL, RELFET.

IEBERIE. NRIN—Sv—2—. TSV MEABR. H50Z39vF 1> NORIBE(EH. WINCT T REDFFNER . FEEMRRINC ORI SN EREES D EN
HNFEY,
o BEOKIIIVONDEENZEIN. 747 720%. EBE20%. EhME30%. TOHER30%. ThRETHicNET.
o JIURIVRRUIDZAKTHFTANR—AVERPACE. BUIERZESBIFETREITBENTEET, 2L, A, TSV RIVARUIDZ & THITAR—3
> BP9 (E EWERF1IEOHDIYN-TT,
o BDTOT—ABRME. Ehill, TERER. AU TIVCIFRZ DB L RMUET.

The Brand Experience & Activation Spikes celebrates creative, comprehensive brand building through the next level use of
experience design, activation, immersive, retail and 360° customer engagement.

The Work should demonstrate how the customer journey, experience of the brand and optimisation of every touchpoint led to
increased brand affinity and commercial success.

e A number of criteria will be considered during judging and weighted as follows: 20% Ideq; 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'.

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

A. T5YR IVARUIDREFITAN—3Y : BBFY Materials
COEPPI TRV ERE —EREIEE T 22ENHRET,

A. Brand Experience & Activation: Sectors

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

AOL MEH (—IENBEENESESR) Compulsory

R B AT R R TOT O LA B B LU B OIAT, FIXIE BR-BRE. N * E'g'm't '

{LAY-BG, -2 BE, TOMRORERS. MBS, 188 7o) —. RE, RELG. 55 ";ejgg e

B, BEEEERR-U-EARE,

HAT. LSP—, INGEUTAIL, FI-SLARSY, J7ARTI— RFI—>DOFARTFAOITIEEL TURE, Highly Recommended
(optional)

AOl. Consumer Goods . Case Film

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

cleaning products, other household goods, other FMCG, clothing and accessories, Optional

furniture, consumer electronics, cars and automotive products & services. . URL

e Digital Supporting
Content

e Digital Supporting
Images JPG

All fast food entries should go in AO3. Travel, Leisure, Retail, Restaurants & Fast Food
Chains

SR DI THEED B > 55113, 2B Bt Eh &,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
10
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Compulsory

AO2.ANVRTF Digital
RFES, HIRE, VDR R—FEREHE Prgsentotion
BUE@RNTF T4 EUKRIFEFEADIER R EREODICRIESNIB A} ABDSIY M—-U TS Image JPG
(AN
Highly Recommended

A02.Healthcare (optional)
Pharma, OTC drugs, wellness. . Case Film
If the work has been created for a Chority/NFP then this should be entered into A06. Optional
AO3. ffT, LT — - INFEUTA . LANS Y REDHRESRLT7 —A NI~ KDFI-VIs © UR .
AHEBIBICBR L. T RTIIE0Y—EARM, INTOII-F ML Sr—ggy—t2 | DdidiSupporting

(SR, TR/, SLEEE) o ) RS, RIS, ZBI, FWERESD. IRTOST. | 0O
DITPN-ZED. INTOLANS AT —ZA NI - RFI- VA RESE Imgages JPpGp ?

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

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

A04. AFAT[IIH—-FTAAVN
B BRE, FLE. BARY &XT AT, A 21— FIINTIYRTA— L ZOMAT (7,

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

A05. BAEY—E2Z [ B2B( {2%RH5!)
IRTDBEMBAHY—EX, SFE €58 B2BT/./0>—, YIS M IOT1vI 3l —ER, 204t
DESXAY—ER, tANIZ1=—33> & D—-RL— 12125 -33>,

AO05. Consumer Services [ Business to Business
All commercial public services, Legal, financial, B2B technology, consultancies &
professional services, other business services, internal & corporate communications.

A06.JFEFI/FrUT1—[BRIEHE
BuU. AHER (AR  NGOEA, BSE. FriT(—. IFEFEM.

FARTOD CSR EBNE. BETZI9-BLU/E(E E07. (REB - HENEEONTIU-TLAL TR
(AN

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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B. 9YFRA> h&FH/)O5—

T3 MEBRSTEIEAGICEV T, 72/05 - PEEOIYFRA > M FIFETBIL .

B. Touchpoints & Technology

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

Materials

BOL. ENAIL&F/NA ADER
T3V RMEBRO T T4 R=23aVICBNT BT TUDESE IR, BN/ L2 FIAL CHEELOEE
BfRZRIL - 58I B Fm.

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

Compulsory

Highly Recommended
(optional)

Optional

Digital
Presentation
Image JPG

Case Film

URL

AR/VR files

Digital Supporting
Content

Digital Supporting
Images JPG

B02.9I7'84 N3/ OYA b
T3> ROIITHA MONAI0UITBA MeTERUTRRRLDI T — I A MeABEL. T3> MABRE 2RHIIC
[ b3 Fm.

BO02. Use of Website/Microsites
Work that uses branded websites or micro sites to drive engagement with customers and
increase the overall brand experience.

Compulsory

Highly Recommended
(optional)

Optional

Digital
Presentation
Image JPG
URL

Case Film

AR/VR files

Digital Supporting
Content

Digital Supporting
Images JPG

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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B03. Z1—-UPUF(—&IN—-I2I70./)0S—-5hETYH Compulsory
A BURER DO AFNES SR 77~ =33, NIAT4T(CFH)03—ORFERULIFT, HEE e Digital
EBNBFSHINERIITA TR R, Al L AR VR, XR. DI75T)Li%Al, EIN1ILIEER, SR, JOvFT Presentation
— AT, B —Z04 =33 ARIBIER, X9)\— X, EOMSSDBEE TSy NIA— AESHTENTESL. Image JPG

RO T T4 PHEENB B REMEN DD . DERERIETY /03 -0TOMATEEENEE A, .
Highly Recommended

(optional)

BO3. New Realities & Emerging Tech e CaseFilm

Immersive experiences, large and small scale activations, digital and live events that
creatively push the boundaries of technology and engage with consumers. This could

Optional
include, but not limited to Al, AR, VR, XR, wearable tech and mobile devices, voice e URL
technology, blockchain technology, gamification, virtual worlds, the metaverse and all e  AR/VRfiles
other emerging platforms. Does not include prototypes of early-stage technology. «  Digital Supporting
Content
BO4.5—Ah WIS REEREESITS « Digital Supporting
T = LB TWBRA BT 5> MABR T, BEFOS —ADT 5y R IA— AR TOERSHIN DIV IAT1T 13T Images JPG

SUR—MENEENET . TNCE DY —IT =L AV T =L BT - LT TINNEFENZHED
HHFIH ZNBRESNZEDOTERDEE A,

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.

BO5. 739 -AYAIL—3>
AR DAIE R (JFRIEDT SHIARERDANRY NT. HBE LN B CEEEINED, U,
VR/AR. RILFRI)—> SRTHERBENESENTIN, INBIBEENFEA-

BO5. Digital Installations

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

B06.77./03—FEDIS5YRIIANUIYA
FRELGEHFEDTY/ 02~ %BVT, T72 MEBRY®T )7 (R —3a % m L 31FmR.

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

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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C/EY EHRERET VT4 R—2a Yy
C.Retail Experience & Activation

Materials

COl. BEHRODUT—IHAIN—-UT—)/HEEDN AP TEERITIMREAR
BROFET. TEVAN —33> YO TSI TEE). Ry TPy TRERSTNNICREENE A BAFTOR
BOIRTOFrRIVCBVWTHEBEDOR LZS|E, BEZHEIIEHASLIPNTEER,

CO1. Customer Retail [ In-Store Experience

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

CO2. fR{E & x4

ASSA> ATSAUCEDST, I EEI DR EE A TIE T35 NFTIEELT - A M)
FDIAENDNTOE T, TNEY—SPIAT AT ETORRSE. F' -7 —2a K8k (- ABZRNIEUMERER) |
KIEHTOTOE- 3B REESA TIEBOERAD, M ERESNZEDTEHDER A

CO02. Retail Promotions & Competitions

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

CO3. B[ LER T
BEEREDITHEF (VE—9-(TBOTESD) BB DN (SavE>)) KER%ERl
EL. BBEOBEVWHMTEZ(EEL. £ROBALE (RHM) zm L83 Em.

C03. Customer Acquisition & Retention

Work that creates meaningful, engaging experiences and activations in order to attract
or maintain customers, encourage customer activity and increase overall transaction
value.

Compulsory
e Digital
Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

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

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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D.E#UIZD 5> MEER Materials
D. Excellence in Brand Experience
DOL. UF VA1 ATITST 5 MERR, FroR—P/AY NEBIRE Compulsory
SHEENSIURUZILIALOT T2 AR, AR MvR—> F2($B2B BRI~ BRaSBEDS e Digital
AUk, ThICE 122 —33>, BETE BAT, B, 2UORYIT 7y TREESEATEIBLERAL. IR Presentation
ESNTLERA, Image JPG

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

pop-ups.

D02. 5U5-Y=471>) (DEFETHROICEGETIVINERRIN-TT1VIFE) ERFVH
(AR NEEP)ITA—IVR)

HUF Y= T EERLEHSDZT T MRBR. 5/ BROS(JTET, #iEES0E-3VES). J5UR

PEEORIEE LIFBIDOEENARY b, B E/ DAY RZERML. BEREOIVS - A MelfegEst

%

D02. Guerrilla Marketing & Stunts

Any brand experience or activations using guerrilla marketing, short term [ one-off live
executions, street teams, publicity stunts and street stunts to drive customers’
engagement.

D03. ARV Y— & T'FY KD - bF—>vT
Bif, ZUTRIINBI I MRRRP T )TAN -2V e £ HH TN~ b —3vT /IR -3y fE@RIE, )T
— =37 /S ZRA = THNNCHRII TooleNC & TEHli2NE S

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.O0->F/BO->F
TS5UR, R, H—E20175 HFPEIIS_EFORDIATHNBT T MABR D7 IF7(R—33>,

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

DO5. 360°DHEARIDLID'S Y RMFER
TS5 RDOAy—SpRR, H—E & DBTIEIESE B, A5 2EATSAODOIIFFr o RIARER,

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

Highly Recommended
(optional)
e CaseFilm

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

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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Material
E. 321t 855 aterials
AL REREHUSA 3 E R C Lo Tane IREIAF N F e
E. Culture & Context
Work that is brought to life through cultural insights and regional context.
EOL O-HAT Sk °°mp"'s;.ry.t |
; , - . igita
FEDHMEATOHRIBY 577> REFOFER. TOMMISRICHIT BBRHERS -4 NENSRESN THD. K5 Prgsen tation
HISTBEm. Image JPG

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

E02. FrL>Jv—-I0'FUR
FREOENIHHTI Bl TARHERL . SSERNRRELENBIIIATAETA T — LW ZERD T —LFI>
Sv—(RDRBIERERIESDET, MIATAIRTTO-F o T3 TSR,

EO2. 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.

E03. Y YOI =Ty bhFrIR=-
H—E /i, HmiE0H TCHRREREKRENZ/ER. EFRMIEOI-Fy HZEFICED
L3 CTFHAVENeh&2E5BBIT BT,

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. #RHITE)
FFEOHUMEIZ1 =T - DR S BIBN SR/ E PRI ER T /Fm. HEEITEICOVTOI Y1 MERY
BIET. ISV REDBOBFEUDEREDSIICERBUINERT L.

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. 1—E7DiEMA
J5YROIZT1=r—332V—-)LEUT, SR UR I -E7 & FBRAUER. A—T1 I AEZLL 79990, 10
PERCEE, SKUVVEEED. U1y IS0, Y. HEREHERICEATLFvoR—2 %2 RT3,

EOS5. 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.

Highly Recommended
(optional)
e CaseFilm

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

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



Back to Awards

90 Spikes Asia

E06.FEATOIL—IAIN— Compulsory

THEBLY/ FFEREOBRCHNT. BANEFESLY,/ T )Y — 22 ABSHICERL. SADAI * E:g':::mtion
DNEEHHT L, RSN —RCENIDST, FTEERA A b, BRI, S8 H0H3MBEH B2 Image JPG

JOTESRR L OB ARV R IERTHBHI L,
Highly Recommended

E06. Breakthrough on a Budget (optional)
Creative use of modest budgets and/or resources in relation to the market and/or . Case Film
industry to create maximum impact. The work should demonstrate how fresh insight,

smart spending and compelling strategic thinking solved a business problem despite Optional

limited resources. e URL

« Digital Supporting

E07. REEEN - HANE(E Content _
AN, HERN. BEMRISECEED. DEEETT RO/~ A EOHE,/ T5 ES), SRR, T *  Digital Supporting
5RO () DDLU —FEEHHL. REEEN Fr— AU BT TS 1= B A S X VR il Images JPG
/53,

FIEEFEUR, BEEUR, BUTHBCEBIFR(E. ZHI2EFRNTIV-BLU FFA06IIFEF /&
EUA /BT JBBPIC IS M) —L TKIZEW, U2V AICRIFER)  BEFUR,/ BUT . T35 MAER & 7IT4N
=23 gIH-MBIVN-UTEEW,

EO7. Corporate Purpose & Social Responsibility

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

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

E08.Y—4YbM-F1AR5TY3Y
Mg/ 75 [ REVRRIRECITIGU . SHBEEAOERZRUANS, I35 ROFTUWVRITEZIRAL. AliE
[CEBSREIL S BT SOR,

E08. Market Disruption

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

E09. X{LEDIVS—I AV i

ALARE UTe D21 =T ORMAERICE DR MV ARR SR Z BB NIEEDIE . TAT>T1474 (B : [&
M\ D12 — AFE, MHiEm). Fin) ([CBIDBMMIEER IEE. TEME. TUTE XS REDEVVERIHEC
RARBEE AR, TN HBEEDOT S NEIROXT ( TARBRCEDLSICRE L., BELREHZELIN
BRIE,

EQ9. 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, qge). Such insights reveal how audiences choose
brands and media experiences, driving growth and impact.

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

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



Back to Awards

Spikes Asia

YUIA717 B2B /(I Ei(F, (PEOBBREE T IBETRERM ML CROOTRELESGIZTIEN (V- PERI-SYRTHBED M

FERE RER. U-ER Y1—33>, FMKRICBIBBNIVIATET1ZE-BLFT,

IGEAER(E, BEZEODRIDERBERL, T2 Rof@etem . RRNCREZIBET 3. BRI REMC REINED 7> MEEBIEOREZ RS
WENHDET,

o FATRUTOBRENERINET . R : JII(TIBTATT 20%. ¥il& 30%. I7t+1-3> 20%. BR 30%.
o ERUHTIV-HEEEEEF  TONE B—ERIUI(T1T B2B R/NMJRICTY N)-TEBEIEC EIRIEHDERE A

o [A06. REBEIRT S MBI IBPICIE TEB R, 2023 F 1 A 1 H~2026 41 B 31 HTY.

o T4 A BRESEGR. TERER. AVSFILIDTIOVCRFREDIFDIL2HRLET,

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

A. JUIA517 B2B Materials
= AREEORIE KL TB2B) A T NIEE T 3R — DA,

A. Creative B2B

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

AOL JORFEHI - Ah—U—FUSY $ia Compulsory

. NI . ¢ Digital
ADSADEATTA I BIER T DN F FrRIARER, T3>0 ROXwt -2, "R, —E2%2iBESE. 2OE % Prgsen tation
BRI BT EII ZREN /R Image JPG

AO1. Cross-Channel Storytelling NEW Highly Recommended
Online or offline multichannel experiences made to engage and amplify a brand’s (optional)

message, pI’OdUCt or service. ° Case Film

SR DI THEED B > 55113, 2B Bt Eh &,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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A02. 735 FikER iR

UTIWEET SN RARERZBU T, J5> REOBIRIEZIBEE - 38EL. A>Ty a  EBE{RET BFR. C
NIZFEABLT S RZN-U=FUSH | HRBRBIN—T T4 SATARI N, TNAIER. VR/AR, 1225 —
2ay ARBIHFR, YIVFAIU—> - ZRTRERBENEEN DN INBICIRESNR, 12U, HIEARBEDT)
JO03-0TOMA TR,

A02. Brand Experience NEW

Physical or digital experiences that are set up to engage and strengthen relationships
and make the brand more memorable. This may include but is not limited to immersive
brand storytelling, experiential marketing, live events, use of mobile, VR/AR, installations,
virtual worlds and multiscreen and multidimensional experiences. Does not include
prototypes of early-stage technology.

. Information Deck

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

A03. IVTUYDEFER FH
ESXAPREEDT IT1ET1%E M bS8 222 BNEURIVIA T4 T RIS TV %R ERUER. FRIC(Z,
B, A—T1A-S5A, T5OTYRIDTIY, PREEFEENTITN. CNBICRESNEEA.

A03. 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. 9=FFAIDKIVT—-I AV N §iH
H—5F4 0% 80 CHRBER A NRIICEDIAG . IIF—S X Me B, I (IBHFmEE ORI LT
ZEMH . T—HEA A MNOZEFERICLD, FHARE S K A PBEEEBEINNC ORI SIESEHZRIT L.

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.

AO05. ZHREMTE #iFR

DRI EBERHIBEHREAICLD. B0\ TA—Y> 20k R ERUIAFR. NI M1y, 1
Y=L~ B, TSVRRHE. SUIV A D02 —33>, BFNRILENROAESEREN
EENZN CNBICREEINEE A

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.

A06.RHIKIRT S RIBEE #ik
TIVRNOBE. K. ITIIT1 IR A-NRERIR IS, WRAINAXENLT SV MRS A= TR, RAAC
DIBFPR=UI EDLICT S ROEBEH BESER(ICE 59 2L 3545 - RATENIN 2 EARINITRI S

ZON7 I - OIS EE IR E3FER-ICHERZNELU : 20235F1H1H~20265F1H31HTY . Z2ICT
SN-93FmE BE—ORBFrIR-2ZWRETDIVLENHDEY .

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.

Compulsory
e Digital
Presentation
Image JPG

Highly Recommended
(optionail)

e CaseFilm

¢ Information Deck

Optional
. URL
+ Digital Supporting
Content
« Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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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.
A07. FEATOIL—IRI— #i
MHHELV/ FFEREOBRCBVT. BENLTFESLV/F@FUY-RZRIENITERL. RADA
SRIMEHRIE RENFVY-RCEMNDET | FlERA > P4 b BRI, SR8 H0OH2
HRBECLHOTESRA LOBBEERRUL L RIFRTH DL,
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. FrL>Iv—-TSVR #ik
BRAOENCIHI DI, BARTHEL . STENRBELEIFNBIVIATETATY - LEEZZ U~
FI2Sr—(CRDRBERERIETDET, WIIATATRTIO-FREHDTWSTIUR,
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.
A09. (BN - HEMNBE R
RN, IR, RIBMNRBECEIED. BEFRRETTY RON-NZEBEDMLE /T3> REE), IGSFR
(& TV RON=ZDED LI\ 1~ ZEHE L BEEENNFr—2fEUDIIBETIZTITTA (LB S5 AT
R ENDD.
A09. Corporate Purpose & Social Responsibility NEW
Purpose-driven work/brand activism that addresses social, ethical and environmental
issues. The work should demonstrate how the brand’s purpose has created value and
affected communities by connecting customers to culture.
0. -5y h-FARSTVa ik compulsory
ttteg, /75, 0—) OVBRIREICHISU, SHEEADEIEE U, T35 ROFURISEEERAL. BIERIC Prgsen tation
PEREEIAR TLBTI TR, Image JPG
A10. Market Disruption NEW Highly Recommended
Brands that have creatively adapted their strategy in response to local [ regional / (optionat)
global issues, embracing new ways of delivering their brand while showing consideration e« CaseFilm
for the consumer. e  Information Deck
AN. B2BFRIFICHIBIVIATATIAVTALREFEI  #3
ST TR L TEB LS RISIIRB2BT AT 7. TUCE. 7— NFALY3a>, T4, i | OPtional
I, IC—54F4>0 . ASAN—33>, IARI5T(. BEREFSENETH, TNBIIRESNE R A ¢ URL ,

e Digital Supporting
AN Craft in B2B NEW C,or,’telnt ,
Creative B2B ideas brought to life through exceptional craft. This could include, but not *  Digital Supporting
be limited to, art direction, digital craft, film craft, copywriting, illustration, typography, Images JPG
photography, etc.
A2, 15FIVATAYR-FrIR—2 $i5i
AVSAUEATIA AT BEOT Sy N IA— L/ FrrIUIDIZDT 5> RO Xy — %3 R [ARE T DERD
#H. T2 ROXE—2, B, FeFY —C2ZFFHEUB2BIYTOYN, B2 BF IV TS — AL ACRER

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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SN, MBS BAREREDAIN—TI2T =X Meigfb UIe e R g =,

Al2. 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.

ABB. AYINEIY—-I=FF1>) $iil
DITATAT A INIOY—%ERL, EREEEIIRErEHHU. BEREL(BEL. T35 RERA1ERE L
St ESXZABR. 131271, FFHEE(EESX/FR.

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.

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

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

RIS IV R-Y— IV ROHRIN—Sv—Z—DHEPBIA > MBI EFERBLN . WINSHBEBEDOIS —IA MEsH T, fEREICEIZEHIRRIH

ZEIBUIVEEBRL R NUERDFER Ao

o BEATE. ZKOEENERESN. LLEEUTOBEOTY . 7177 30%. ¥l 20%. 1T 20%. &R 30%.
o DUIAF4T-IX-RCF BUIERE 3 EETIEEI BN TEET, L2U, [AIIIAT4T - IN-RINOEE(F 1 BETELET, BBPIIT

DISFE(F 1 BEIFETET .
o BTOT—ZBRER, BhEL TEBRE. AVSFIIN IS TIVCRFREDFBIEEERMUET.

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

payment solutions and transactional journeys.

The Work will need to demonstrate how innovation and optimisation at any point of the end-to-end customer journey led

to increased consumer engagement and commercial success.

e A number of criteria will be considered during judging and weighted as follows: 30% Ideq, 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'.

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

A. DUIAT40 - IN—R: DEF

023> T} AUERE—EUMRETEZ R A.

A. Creative Commerce: Sectors

The same piece of work can be submitted only once in this section.

Materials

AOL. SHE R

B REL MUA-ER, JU-ZDJ8R. TOMORERR. TOMOFMCG (REtg0HRHEE
Bf) K& 7Y RE REBR AR, BEE, BPERERR - -Y-EIARE INTOEEEH -
MAHER .

Ip—ARI—RIETA03ZER. ItiTl LIv—, UTAIL SAREZEYT7— AN —RI—R-FI—26E4k.

AO1. Consumer Goods

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

Compulsory
« Digital
Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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AO2NIVRTTF
RESH, —RERER. VIR

A02. Healthcare
Pharma, OTC drugs, wellness.

AO03. [®iT. LIv—. DINRA VTSI AREERVI7—ANI—R FI-2,

NHZLEMBI LB, B - FATREOY —E22RY. 18R, JIZAT//)VUL. AR-YSLRE, I
H=TAAINOLSv—(CBEFBINTDOY —EX AVSA/N\GEREE, IRIFIE. EBMh. THERZS0. 9
RNTD3ayS, HITPN-ZEL. INTOLANS AT —ARNT—RF1->,

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

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

A04. AFAT[ IVH—-FAAI
B, WE, TLE, PR & IR, K, Z1—X, TIINT59RITA— L, ZOMIEIER,

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

A05.1YY1—-V—Y—E2 [ ERIES|
IRTOBENHEY—EX, EE £Fb. B2BF/./03—, IDYILAY & TOJIvIiaF)lU—ER ZOMOES
FAY—ER, #HAIZT1=4r—33> & D-R— 2125332,

A05. Consumer Services [ Business to Business

All commercial public services, Legal, financial, B2B technology, consultancies and
professional services, other business services, internal and corporate
communications.

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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B.IY—AFv>1)

ZNEOHTIV-ICBIBER(FE. IX—Z-DIIAFTAEFTAEF VORI A N2 OB RNSEEENET .

B. Commerce Channels

Work in these categories will be judged on commerce creativity and channel innovation.

Materials

BOL Y—SvIbATFAT [A4YINIVY— -
V=30 TS5y R IA— LEERL. HBEEOBOESIE, ESXADMRE LIF31ETT.

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

BO2. E\ILEBDIV—-A

B/ AL IN—R- 123> ORBERRIGAICED, hAIN—Sv———Of@(t, I>5—IX>hombE) k., EEEs
BRVEEIBUIERTHBE P, TALYN UI-RIOJ S A, )MN-DDEZIZRENEFNZH, CNBITR
ESNFLA.

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. IYHFA YAV N-IN—-A

FHERN - =39 TPT SO REEBRZBL T, bIOYI23VIAR-REIVI-FAAYNIT
VRS- LALVALHETDIL. OV TA—L- AT IV UF = -3 TH— F=Lh  AR-Y. &
EREEFON. INBCRESNE LA

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.

BO4. ALZFvR)L-IN—2A
BHOTZINESPIPINZERFrRIVESIRTHEL . SBULBEEARERED N -2 2 iR 95 Fm

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

BO5. IN—AFr I DEFIRER
FARFESBIFORMM . T3y RIA—A AT 17 FrrI 2 RRIe R BULE /R

BO5. Innovative Use of Commerce Channels
Commerce work that demonstrates the inventive use of new or existing technology,
platforms, media or channels.

B06.JV—AAT 17 NEW

BENT (TR B NIRRT T RAN-)—FU I RAGZ BT DIBFAINEE S 2/FREEBAES COEPPIT
(& INFEATATRYND =4, BARIRER DA -y ON—2T 5y N4 — LWEEBEASERL. BEREDE
RIS REEVDRNDERIE I 2ERMNBEEINE T, CORDIEHIH. IN—RIIVRATAILBIIEATATE
BN I -2 X MoE L ERIERERE SR AR ORIBICEDNLSCEFE ST 2N ZIRRUTF S,

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

Compulsory
« Digital
Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

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

C.IVH=I AU
20733 0IIAT4TIAN—RATIE ADTAIEATSAOOMSB TA—TAIIREBED ST, A—FTAIVAD
HEUICRBCESEALTORITNIERDF R A

C. Engagement

Creative commerce work in this section should focus on engaging and captivating
audiences both online and offline.

COLA=5F420 . AYL b K\=YFS(E->3>
A-Y-03a> I TIARUIVA (KER) ZENCL, ESHRABEDRERTER T IHICENZ(BET
B394F39)0> 7Y,

CO1. Targeting, Insights and Personalisation
Dynamic content that enriches the user’s shopping experience and drives engagement
to achieve business results.

C02. £:FBIO<v—R #iiR
A —I I —ER FryNRy b BETIZIY N DAIN—HR— MRERSERU. UL LTI=VF3S
AZSNBER IS —SAY MU TAY 51> 2 avt S H KB 6] E & 2B 7.

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. A YANFIIANRUIVA
ATSA Y TOIRGABE , JEFHTA AT LA RYTTYTZARNTRARY N BROYY TS [N S1AT I, IREER
RERZOLIENTEFIH INBICRESNF A

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

CO4. FREIEQLEEMIS

BARZSIEH. L, EEEZREL. 2RNRERSIZRZIBNSE BH(ERETSNAS (V6L
UATSAOOMESE, TNICE. TOE-23>, IORTA2aAY, SATISI T FTRY—-SrILEDRERE
NEFNFIH INBIRESNZEOTEHOEE A,

CO04. Customer Acquisition & Retention

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

Compulsory
e Digital
Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
« Digital Supporting
Content
« Digital Supporting
Images JPG
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CO05. Z1-UPUF1,IR—-I9 - 7v5

BEIEICBIET7./05—0BEFREIIIA T4 IIEART ZH ABUAER, Al. VR, AR, D175kt
EINAILVHERS, BRI, JOvIFI— 28l Web3, 7' =304 —33>, IR, X5/\—X, 20T
NTOFETZYRIA— L UDU. CNBICRESNE R Ao 212U DIEBERFEDT V.02 -0OMATEE
HEE A

CO05. New Redlities & 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, the metaverse and all other emerging platforms. Does not include
prototypes of early-stage technology.

Compulsory

Highly Recommended

(optional)

. Case Film
Optional

. URL

e AR/VRFiles

Digital
Presentation
Image JPG

Digital Supporting
Content
Digital Supporting

Images JPG
C06.7 5 > FERRE FiiR Compulsory
BARAERE TS — DA NCHU TR TEZNREAIH T3, TS5 ROIEEISH T 22 HHI THER IR VY » Digital
1-33> Presentation
=P
Image JPG

CO06. Brand Strategy NEW
Innovative strategic solutions to brand challenges that have a tangible impact on
customer experience and engagement.

Highly Recommended
(optional)

Optional

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG
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D.A—H—-TITHRARYIVAR
ZOTI3aANIBIBZIN-AEREE. BEBEOBE JOTACESZ YT, HBPIIFRAVRNTI—LL AR
RERNTEBTL,

D. User Experience

Commerce work in this section should focus on the customer journey, ensuring a
seamless experience at every touchpoint.

Materials

DO1.IYKRY—-IYRIV—-R HiR
BARDFRANERFENSIE AR F T AR AROEITIZZ 2R FmMMELR2INET . ZNICFUX,
UL I—-Y—KER/ 5= 186, 14T, TI>T1 I REFEFNEIN INSIBRESNFEE A

DO1. End-to-End Commerce NEW

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.

Compulsory

Highly Recommended
(optionail)

Optional

Digital
Presentation
Image JPG

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

D02. edY—AWebY1 N7V

S eIN—ZDB2BERZEB2CYIITHA M DEINE, TNIC(E. 55D IR IBET BT, S—ALR
BI-H—KER, #EEME, ZUTIITHA MO IIOIN—S 3oL — MIEFENTIBOFEEAL. ZNBIZERD
FIcIIN

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.

Compulsory

Highly Recommended
(optional)

Optional

Digital
Presentation
Image JPG
URL

Case Film

Digital Supporting
Content

Digital Supporting
Images JPG

DO3. REYU1—-33>

THNNTEDFEFNER. YINIIZ &7, TOvIF1— 4500, BESEE. NFT. B/\LIALy bk, UD—R
TS L0EEME. HEREE. |\ (\-IDETIOR A—H—RIVREESDIENTEEIN CNBIRESNE
T ho THIEEBSOMOTOMA TFERER Ao

DO03. Payment Solutions

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

Compulsory

Highly Recommended
(optional)

Optional

Digital
Presentation
Image JPG

Case Film

URL

Digital Supporting
Content

Digital Supporting
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D04. YAFFT)-IN—-R
BESOHECERE. e BEETIL (OF0Fe)  RIREHEL WXk RENEER ER0OBEGIREE
UM INBIPRESNFE A

DO04. sustainable Commerce

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

DO5. 1Y) —>7 03— #iki

SEREBREOBIEL (12U —EF1) 77T ZBRUIN— bR ZE%5T - EMUIL A IhSE
15, BamER, Bt MBZBUTEEM (120 -2E5¢) ZFRL, NAERMRBES e RET LD
(2. EOBARTIOND—SNICHBEREZE KT 2MDEH.

DO5. Inclusive Commerce NEW

Initiatives that have successfully designed and implemented commerce strategies
prioritizing inclusivity 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.

Images JPG

E. FvL>S&IV—IAI—
SAADRVFER, 00 FF AN, SN RBE B CENSNUIIA T CEFHIBER, [C&oT
SENSN BT,

E. Challenges & Breakthroughs

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

Materials

EOL FrL > Iv—- TS5V R#Hik
FRAOENIHITI B, FARTHERL. SSERNRRE EEHBIIIATAETATT - WEZERD. I —LhF 1Y
SRR BERERIES DL T, WIATAIRY TO-FaLoTVB ISR,

EOL. 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.

E02. #t&H1TED
B TE ORI 131 =7 — DHEBIEN SR E0REE ZI R, SHEEITEIOVTO YA MERY
32ET. I REDBHBEEVDETREDISCEHL UHETRI L,

E02. 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.

Compulsory
e Digital
Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
« Digital Supporting
Content
e  Digital Supporting
Images JPG
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EO3.FHATOI L—IAIN -3

MIEHELV/ FFEREOBRISNT, RN FESLV /@Y -AZAIENSERL. &ARD1>
ININEHHITE BRENIY—-RTEMDSY FTEER1 >0 b BIRRSIH, RSN 0K HERH R
Z(CLOTESRR LORBEZEBRUCEZRIEmM THDIE .

EO3. 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.

E04. (REEN) - HENBIE
R, (HIREY, IRISHIRIREICERDIRS. /\—)(ZEBOMLE /T3> NEED, IBEERIE T52ROIN—)ZNE
DOFIN)W1—=EHHU, BEEESYLRIEF DI B TITI =T —(SFEEE SR D eRU TR,

E04. 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.

E05. 1—E7DER #ikR
J3YROIZ1ZT—23a0Y—ILELT, SR I-E7=ERU/ER. A—TAIVREREL DII0. i
HCEE, SKVEFD. D1y M®BD. BRA. HERHEANICEALFroR-2ZERT 5.

EO05. 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.

E06.Y—oYM-F1R5TS3Y
ihisg, /75, 0—) OVRRREICH IS, SHEBADEIEZRURHS, T7> ROFIUL RS #EEFAL. Bh&r
(TSR EISSE TLB IR,

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.

EOQ7. X{LEDIVT—S AV b FiFki

ALMERIARE UL IZ1ZT/OUT I ARBRICE DWW T, BRBRAYYU1— 2 #IBERUIN -T2 BEY
BER. COTTO—FN PAT>T474 (il : BHW, D1245— AT MIEE). FiRE) OIRFER
IBBIE. 178, EROMPRI17>RERIRUFEHEEED THBIL IOUIAHYANIED, SRR A-T
1IN T T ROAT 1 PAREREEIR G 37552 BASHNCL . R EFZENEHEEUIZOZBIRL TIZEW,

EOQ7. 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.
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AIADR(E DVIAT4T - T —FEBPITT AT P LB RO EFRICEZ RS LET.

T =0 IBA MY DUIATTITSEREN. B8R, D, T—HDIGACIO T AFRAAESELL., dibanitiEEnehE RS 3N ENDDET . 74
BONIATAISERI BN PAT7ORRKIAIBLTHD, TOFER 1>/ NIBARE CHEE R 2HRE 1t - BRME R I UNUETT.
o BAETE VONOEENEEEINET, ZORER | JII(T(ITATAT[T=III1-33>20%. T—FRUTVEEE30%, T—5ER
30%. 7= RUTACELBRR20%.
o DUIAF4T-TAGETZRE hFIV-NEE THNE RUEREEE TOIEE I 3N TEET,
. ETOT— ARG, B, TERE. AVSFIN IS TIVCRFREDFBIEEERMUET .

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.

e Anumber 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.

e Thereis 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. D &R Materials
A.Creative Data

AOL F—FEERALRAEE Compulsory

F BT~ E SR OFE TR I IATA T RIS, [~V F 5 C =S DA ITITAC TS A ) Er'g'sfr'mtion

THIBLERAN, CNIRESNFBA DRI — - ITIARUID AR ROm Az E LS B lzceZBAELTT S Image JPG

Wo T=AFIET BB B DT A2 BRI 3¢ 7@ 0 CREURREN R ER. hRAIY— ITVARYI>RE

B SEROm A THERIENZBZARUTTEL, High'y Recommended
(optional)

A0l Data-Enhanced Creativity e CaseFilm

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 Optional

demonstrably improve both the customer experience and the outcome. . URL

e Digital Supporting
A02. 7 —FEBOI-5712) Content ,
INBIS— AN CEBEI, F—IORRSIMEFIE RN, SRR, F—IEDLSICTOI 5T . ﬁ;gc;tg‘“;:jfgm'”g
FA9D- =B FL I CERRUED . FdT— Py NEFTEL, TSR dot—S, Frr e B T30 OE

EOEBNARAREUD. LOB—VF5(0—Sa AT URD. FSICBI3T5> ROKS S a %
AR ENEEIES ARENBOES,

A02. Data-Driven Targeting

The creative use or interpretation of data to deliver effective targeting. The work should
demonstrate how data contributed either to programmaitic 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.

SRR DIE] THIEED B o 15 E (%, TR B EN S,
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AO3. 7~ S EWOMEETII HE compulsony
T=APUS —FEFIAU TSN IR EET D5 ERR . T I REFCEDLSICERL. REmh't Prgsento tion
SR ABBEEDESIERUIE BRI RS HERR, BT — TR BT — SICE MR R B EINE Image JPG
ER

Highly Recommended
A03. Data-Driven Consumer Product (optional)
Physical or digital products created using data and research. Work which clearly e CaseFilm
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 Optional
improvements will be considered. e URL
+ Digital Supporting

A04.7—5-Ah-U—-FUY Content .
BHBT5Y KA BER BT — TN IATAITERT B F—HIEICRENEEEL OIS *  Digital Supporting

I NEEDESITEDIED . HBNET —IHBEE AN At — SHEDESHRRAN. T5 REEBED Images JPG

AD=U=ZREINTBNVNERITED,

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.

A05.7—HDES175ME-33a>

EHRT -9 RELTRCET. HEEDTHEB(OOBIBLOIREHRE AN DONEMNZZ 54 —F— X1
ROES 17514 -33> 0 AVFAODIA1FIVI BE. A>2959T7 4T UT WAL LDA>TAT T T49 IR0, £
AT AR =2 AOTITAN=2AVBEDATFA>DES 1T A -2 EEHET

AO05. 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 is
not limited to online dynamic, static, interactive or real-time infographics and offline
visualisations such as visual installations and activations.

A06.7—%-70.)05—

T V=) To9RTA—=L. 7T, PIVTVZAILDWVT, ZOIRTOIESE, FiRE(EBFOT —F5REn BT
503 —%INIATATHI OB RMERLTWEZE, T4 - T7/05 OSBRI, T3> ROIIIAT1
T Ay - EDLICE LSRN ERIE T 20D THIE, T7./05—-TONAF - L OEERH IFRL—>3>
HEBINET,

COYERICOWVWTIE T—4-F7/03—HEDLICF R R MEBUIN A—T1IR Xyt—>, FrRib,
B FERHRE-TE) ORERZEDHT. [FoEDERAL TUZEL,

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.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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AOT.UTINEA bF —5DiER Pl
VPN LTHFRET RN, 513 BT 7 Ve, RIS HEREOBRE TS 7—5 | o
THBIE INEERIE YTV LOT —HEEIEE T Ny MOIGE DU —2 3> ZBERL. 20T 90 fEGR Image JPG
HEZ(LOTEDIIAT(I T, BEEZRUDEDCUID, DF1L)—IC, KO-V FFAXTBECED
TOHBEERRZEDLS(CM EUEMIDVWTTRUTTFEL, Highly Recommended

(optional)
A07.Use of Real-time Data ¢ Casefilm
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 Optional
between real-time data and the creative output, showing how the data improved the * URL
consumer experience by making the creative more relevant, timelier or more *  Digital Supporting
personalised. Content
+ Digital Supporting
Images JPG

A08.Y—3vIT—HEA VYA b

V=30 ATAT - T3Y R TA— LD SHEBICE R ESNTeT =52 IUIA T T (LRI, EDA T+ IV A3
ZFAEA-TYNIUED, IS5 -SUD. Bt RREEEArR. Y3y T —ILBET 25— T2 k%
BRI CRIR Y 2L TEANSEENER/ENF S

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.

A09.VVIATAT BT —HURELVY—F

EB(ENBFY IR AT T REIEZRIR I BIeCE 2Nz, T-4EEROUY—F (HiFHEAzZE
B) T BLU S EFRBT-IER IBEAERG EBIRUVETOER, VWW—FFE, 7705 F
PRIV BIV/FFY - BHERBERCEDOLSBFEEZ S ANV TOREMFESR I RDSNET .

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 campaign or brand strategy. The
work should thoroughly outline how the selected processes, research methodologies,
technologies, channels ctnd/or resources influenced the overall outcome.

A10.7—%-A>FJIL—>3>

BEOT—IZAN - LEHREL. T2 IMBINIATATBF v R= 0T 5 REBEDIREE T, Fifleiv1>
YA MRt 3CE, TNICE T-AURE. J1—3>., T7/05—- (LR BY-ANS0T —9IDFRE. T4
AN = LOIFRBENSENDN,. CNBIREENEH A

A10.Data Integration

The integration of multiple data streams to provide new insights from planning through to
delivery of a creative campaign or brand strategy. This may include, but is not limited to,
data collection, fusion, technology enabled integration of data from various sources and
connecting data streams.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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B. WVFr—RUIVFIRMRI 57129 Materials
ALEIA > A hettigiF it ENVRIHENOUTIA T4 RT 907,

B. Culture & Context

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

BO1.O-HITSVR #h#8 Compuls;iryitcl
B OMISAOH TEEENST—5- RIS OIS, BRI E RN IS I—5y NE I CERETHIE o tion
BROENET. Image JPG

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.

Highly Recommended
(optional)
e CaseFilm

BO2.FvL > Sv—D'5Y KR #iki Optional
BEOTLYSr—(CEEUANSE. IRICHEEL. BlSH CISA LTS R, F—J0SFMAREY ¢ URL .
FRIREFVT, BIHEERA R ET 2L/ NOBIRBREHHTER. . g'g'tto' Stuppomng
onten
+ Digital Supporting

B02. 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.

Images JPG

BO3.>YUNI—4yb (H—HR) FroR— i
VEDOE- s - FiZOH THIREFBOEEN T —4 - RUTARR. [SEOBRC(G. ZOERPNEDLSTHE
D=5y N A TEHBERN A Z TR U TIZE L,

B03. 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.

B04. ttK){TE) ¥R
FEDOA—TA I ZAPIZ1 =T O SHTEICALFE, BREE T TSI L ORI FRE RO
To HEEITENOA YA MEENL. TS50 REORVESDEEREBER THBITL .

B04. 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.

BO5.1—E7DiER #i#
I3V ROIZ1ZT—3aVE LT, FRUIE -7 ERAUER. A—T1IVRERELL TIII0. DGR
& SEVEFES. D1y B0, R HEREHEANICEALF v IR EER TS,

BO05. 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.

SRR DIE] THIEED B o 15 E (%, TR B EN S,
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BO6.FHAT DREAFR Hii

MIBBLS/ FFEREOBRCBNT, BRENLEFESIV/ FEVY-2ZRENICERL. &AR
DIV NEERLET L BRENTVY =R CENMDST, T—HIDINIA T TRIER. FlBA YA~

MRIBIGE, 2L TBENLEIENRBE LI TESRAREREDLOCAFRU N Z R IVEmTHDIL,

B06. 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.

BO7.1258/)(— )R - R EIHR4E #iA

HE, RN, RIBORBECERED. /(—/\(ZEBEOER,/ T3V REE. JVI(TIRT—YERzR
UT. T3 RON=/(2%581EL. BEE DIV Fv—2HEUDIBET N1~ BB EH LN ERIFRT
HdlL,

BO7. Corporate Purpose & Social Responsibility NEW

Purpose driven work | brand activism which 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.

BO8.Y—4Ybh-F1AS5TYa> iR

sy, 75,/ 0—) OV REEBEICHIGUEEEE R VT A T4 [CRD AN T 5V R, T—4%AIER
SERT LT HBEENOEEZRUANS, T35 MUV TRIIZHEREEDLIICRIRUNME
RIBDIEH THDE.

B08. 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.

B09.X{LLDIVF—I AV i

AL RCREUIZ1 T4 QYT IV ARBRICE DN T, BB YY1 3> #IBEEUIER. CO77O0—-FH
TATITAT4 (] B D124 ATE, HEEm). FiRE) ORBEMRYSBIE. 178, {EHOM
WRZ17 Y AERRUSHFEDTHBI L, IOUA VT MCED BARBA T ATV ANT 5> RAT (74K
BRBEIRT 277752 A5MCL. BREHZENEHEET BDZIASNCIBE.

B09. 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.

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,
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ASAIRE PVIAT4T - IITIPRAT, YIIAT4T - O-)OFIEEIEE (BETERHECHID) B12/ b HENIHULTEZRELET.

YERE DIIATAETATIRE U ZIRIVBEREE D, BIRUE SR AB R EEDSSITERMLION, EDLITRSTIREERReEHHL. REBICOE
DU AIRERE SR A NI MBI B U DD SREE S 2 BN HDET .

o BEETE VONDEENEBIN. R 1 717725%. #BE25%. 1>/ KRRS50%.

o E—FRIVIIATAT  IT1IFA TR AE PR ASMETI Y N —AJBET Y. 22U B—1ESRIFITA. YUIAT4T - IIII74THR : ©H5

o IVN-BIREBBIC(E. ERN20234E, 20244, F2(F2025FE DR/ \AIR - PSP (LN TR E F(IRIRBMHOEEZINTVIRENHD
F9,

o IARTOT—RBYUE. BhEl. TR, AUSFI DT OVICEFHE DI DEZRZMLET,

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 positive customer outcomes and driven sustainable business impact over time.

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

« 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.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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A. DUIATAT - TITITFATZA €5 — Materials

n FFENZ LEDENEINZHIKT T 2B ENHBDET .
ZOEFEFE. AUEROEERFIEDHTY .

A. Creative Effectiveness: Sectors

Work in this section should focus on effectiveness achieved in a particular sector, and
whether the workachieved or exceeded its objectives and goals.

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

AOL ETER (—REEEENESER) °°mP“'s;;’l’ine .
BB, MLA-BE. S-S B, ZOMORERR. ZOMOIMCG. 8- 7ot Ra.

e Client

FERM BFE. BPHEEERR - - T-EARE INTOEBEL R - TWAROEEM . Approval
Letter

T7—ART— REEZEFAOISER. FriT. LoVv—EEZ. YT LANSVREDHNREZEFO Iy — AT —R-F
I->6EUTY.. Optional

e URL
AO1. Consumer Goods e Appendix
All fast moving & durable consumer goods, including food and drinks, toiletries, «  Digital Supporting
cleaning products, otherhousehold goods, other FMCG, clothing and accessories, Images JPG

furniture, consumer electronics, cars and automotive products & services.

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

AO2.NVART7
RmER, TIRER DR

FrUT+. FFEFRRBOCEAREDTDICHIEENAFROBE AN ST M- U TN,

A02.Healthcare
Pharma, OTC drugs, wellness.

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

AO03. fi®{T. LIv—. NG, VAN Y &T7—ANT—RFI->

NHZBHUEOBLEZEE. INTORE - FiTREY —ER, EfEEPIEMEE. J1X71/Ub. ZR-Y
SLBE IA-FAXI M LSv—BEEOY - EX M, A2 51> 2avl> )| RIS, £8. REER%
B INTOI3vT, hIIPN-2ED. INTOLANS Y —HBREEDPI7T—ZANT - RF1->,

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

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

A04. X747 (I84K) [IVH—FAUAVE
B BE, TV, HAR & I, &, =12, I TSy R IA— L, ZOMEER

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

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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A05.1>y1—-Y—Y—EA [ BB
IRTOBENRNHT—ERER, €7 B2BT/./05—. DYDY N ITTTv2 a8 —EX ZOM0ES*
AP—EX AT -3 &R —NZ1=r -3,
AO05. Consumer Services [ Business to Business
All commercial public services, Legal, financial, B2B technology, consultancies &
professional services, other business services, internal & corporate communications.
A06. IEEF[FrUT 1 [BF
BUE. 2B NGO, BB, FvU7+. IFEFIRRE-EIA
CSRICDVWTOIERIFINT, BeZEHI2EFIEL T, BKIFBO3.VVIAT1T - IITITA TR A= il iE%
BRI hTIU—. IILF-X=y b2 a>BICI> N -URIFNIERDFEA.
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
BO3. Creative Effectiveness for Good category in section B. Multi Market.
B. 512 Materials
COTIIAOIERIZ SBRUETHSICBUVT. T30 RIEDLICHIRIICBMNEIER I BN TSN ERET S
WENGHDET,
B. Market

Work in this section should demonstrate how the work enabled the brand to
effectively achieve their objectives in a chosen market.

Compulsory
. Online Form

BOLY >IN —ovb
HE—i5 RSN, B—05—SyNigEI7EUIERR. -2 NS U TEDLIT A SN/ ERm THd

e Client
i\ FEARRIRE SR ADBRNEDS I TERRSN LSRR SB L, A
pproval
Letter
BO1. Single Market
Work that has been implemented in a single market with a single target market at its optional
core. The work should describe how it was designed for the target market and how the e URL
tangible business results were achieved. «  Appendix
« Digital Supporting
BO2. VIFIY—-Fyh Images JPG

EBHOTBTREAINLFR. TOERE. EROTHBICEITESTFIOURON, Fe. BANRESR
ADRRZEDSIITERMRUDOMN DOV TERIBT DL,

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.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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BO3. JUIAF1D - IIIIFTAIT 1R - TA—-DyR ({tEEHERNELE)

HTAMRBENE RN IBX TN IA T I D—I0RITERIEERA > /NI NEFRZ 25D TY . [R(E. Fr)71. IEEFIE
R, BUTTHERS. FGIEEFIEUAL) (- N — v TR E AT ERFBATER T 5O KT, o — N EARIN R
EEIEBU. XALDZEZEICERAUEL. HBWNET5 ROBRVRIER S Bz IART] R Caolc It E B TR 3R THD
TEETTY,

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.

C. 75V RDBBEARF1=71 (RBINEFrIR) Materials

COEBFIDIERG. FFESNT S ROBREE IMAR(CERE Y BURENDDET, [SEFR(E. BEEHR
TSR BB Fr RISy FRA > MOEIREZOIER%Z AT 20BN HDET .

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.

Compulsory

colLo—>F
. Online Form

HEPY-EROII5 EIFOSHCHIfEENI/E R,

e Client
CO1. Launch Approval
. Letter
Work created to launch a product or service.
C02.UT5Y71Y .
. . — e~ — — e Optional
RE. Y—LR, EFEHERBEEIFOT T ROTAT 2T 4T 1%V T 52T 1T &I RT3, e URL
e Appendix
C02. Rebrand «  Digital Supporting
Rebrand/refresh of an existing brand identity for any product, service or organisation. Images JPG
CO3.EEIERS

B EFEHROI T — A Me R IABEUAEmR. FEm(E. FTUVESRAPRERZIEENCHSIT 518
2RI EDTHCTFBSRN,

CO03. Acquisition
Work that effectively attracts new customers or drives new engagement. The work
should show an increase in new business or customer activity.

C04.UF>>3ay (BEEHET)
EFfFOREE L OENMZE _EEET, FRIEFREUER. fEME. FIUVESRAPREREENCHITBIETEZR
FTHDTRCTIERBIRN,

CO04. Retention
Work that enhances or strengthens existing customer relationships. The work should
show an increase in new business or customer activity.

SRR DIE] THIEED B o 15 E (%, TR B EN S,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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CO5.UPIS1LL AR R
HRNBARY b, NHERE, 2OMMOUTILIA LADTEENHIG I BRIROBZI -5y NI —IT Y-2vIL217
PRIERRERL AR 2R RLET .

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. IFrTRER AT

MIATTT-IOREIBEEEFRZ D, REAICDIO TR -0 UNCEARIRE SR A RE
BB XALOZEFCERALIDN T 7> ROBIEER S BTl AR R ool m SRR Tird L. COERY
OISR, BUEFCOIL SRR RS WENHDFT .

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.

Compulsory
e  Online Form

C€07.335KRL—>3>
ESXRAEBRER I BT, T5OREI-D1o3—, FRIN—M—I-2103—EDTTRL—2aUCLDT

e Client
EHHENTIVIATAT IO RIERTRERA VNI MEFRZE T [EEHER(E. ZOITRL—3a>PEDLS Approval
[CEANRESRAMRZELBUNE R I 2N ENDIET . Letter
CO07. Collaboration
Celebrating the measurable impact of creative work that is the result of a Optional
collaboration between brands and agencies or partner agencies to achieve a e URL
business goal. The work should demonstrate how the collaborative effort drove «  Appendix
tangible business results. «  Digital Supporting

Images JPG

C08. FHANTDIL—JIAN—

MHBLV/ FLEEREOBRCBNT, BSNEFES LU/ FEVY-XZRIENSERL. RAROA
I M EHEF L BRENTEVY-RICEMNNDS T AR, BIARTH. SN 0H2EEEHR
E(LLOTESR R LORBZ BRI R IFRTHBIL.

C08. 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.

C09. FrL>v—-TS5YR
BURICHEL . SO R BE EEHIRIVIATAETZBMEL TS — AF 1> Sr— IR FRZ RIS S BCL T, 57
BOTVYEA—UEZ TINIATAI BT IO-F SR TELT TR,

C09. Challenger Brand

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

C10.¥—9YMN-FT1R57°3>
thisg, 75,/ 50—/ UVRRIBEISHISL. SEHEEAOERZRUANS. T35 ROFTUWMBES FEIRAL. Als
B (CEBE B S TLB ISR,

SRR DIE] THIEED B o 15 E (%, TR B EN S,
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C10. Market Disruption

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

SRR DIE] THIEED B o 15 E (%, TR B EN S,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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AL DA(F SR TS 2T ROINCT 5> M BTERL. ESRAZWEL. HBEE OIDEWSULCHEZ 523N TEINEWVD, TATTOER
(SEOTAT 72 ERERELET.

ERICE. ESRR /T3 RORREIC S 3 U AR, EBHINARRE, HSN0HSIUIAT T8I E O 5ULZE RREBEAR O RSN
ER

o BEOBNIEFZVONMOEENEEIN, HWaFATOLITNEENTT : ESRR /TS ROEREICH I BHIR30%, 1> H1 NMCLBZTL—IX
W—BE30%,/ IVIATATRTATT720% / HRELIER20%,

o DIAT4T-ANSTI-EBPYICE BAUIERZIEF TIEE TEEFT, 2L, [AEY5— I8P HDIESIBRDET .

o DUIAT4T-ANSTS-EBPIDOR/ (I ZAE OIS SREAR 3. BBEOXEREEN. 202361818 ~2026F1H3IHOIFR T, 22
L. A7 TY—-1CO04 REBER |(COVTIE, WSREARN2021F1818 ~2026F1331HERDFET .

o BTOT—ZBRER, BhEL TEBRE. AVSFI IS TIVCRFREDFBIEEEMUET.

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 ideq; 20% outcome and resullts.

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

e  For Creative Strategy Spikes Award the eligibility dates are 01 January 2023 - 31 January 2026 where the strategy
being judged was first implemented within the eligibility period, except for category 'C04 Long-term Strategy’, which
has an eligibility period of 01 January 2021 - 31 January 2026.

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

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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ADUIAT4T -ANSTS—: ©IH - Materials
A. Creative Strategy: Sectors

AOL.—HERA Compulsory

‘ . Information Deck
B Rl MUAY-B5E, 7285, 2OMOKRERTR. TOMOFMCG, 158158 - 775 —, &R I
B REH. BHE AHEMENR - U-C2EE0. INTOREEE - TAKER. Highly Recommended
(optional)
AOl.Consumer Goods . Case Film

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

toiletries, cleaning products, other household goods, other FMCG, clothing Optional
and accessories, furniture, consumer electronics, cars and automotive e URL
products & services. e Appendix
AO2ANAIARTT e  Awards Show Film
e Digital Supporting
\sER b=l 2.
R OTCEER. YDA / & / Content
F U 7 ROIEE TR - [T - JEET 72 2D 7= oD (T I E S 7= 1R 1 DALY /A i ;
/ r //‘./& ;f I T - [T - BB 7 E D72 DICHIES e fFaaid, A0B. 6z | I —1 «  Digital Supportingimages
<&
: JPG
AO02.Healthcare
Pharma, OTC drugs, wellness.
If the work has been created for a Charity/NFP then this should be entered into
AO06.
A°3. W{T\ l/y'\-’_\ ’J\E\ DZ hj/\ 77_1 I\j_F;I_J Compulsory

NHZBHEIC BB EED. INTOIDE - FITRIEY —E R, BYIEE. J1XT4) UL, TR—YZARE, 15 e Information Deck
B Sp—BREY—C2DAE, AT Y| IRER. EBIR. ABERESD. INTOES. T

PR—EED, FRTOLANATF—ANTI—RFI->, Highly Recommended
(optional)

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

All transport and travel related services, including public transport and tourism

boards. All entertainment and leisure related services, including museums, festivals Optional
. . . . - . . URL
and gyms. All shops, including online retailers, opticians, hairdressers and estate .
e Appendix

agents. All restaurants and fast food chains, including cafes and bars. )
e Awards Show Film

e Digital Supporting
Content

B, BE, TLE, BAR&XT (T & 21—, T Ty IA—LiE  Digital Supportingimages

JPG

AOAAFTAT[IVH—FAAI N

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

A05.0>Y1—-I—Y—EZR [ RERERS]

FRTOEFINHY LR, A, ®FL B2BT/./03—. IDHIFY & IOTJ1v2 3 H—ER ZOAED
KAY—ER AT =5 -3 A-RL—NZ1Z5-33>,

AS5. Consumer Services [ Business to Business

All commercial public services, legal, financial, B2B technology, consultancies &
professional services, other business services, internal & corporate communications.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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A06.IFEF | FrUT+ | B
B, NHIE#R NGO, B35, &, IFEFHEMOEHA.

INRTOCSREEN T, BAEIZEPFY (BLU/F(E) C06. DC.FvL > &IL—I2—DI1EEE)(—)(X
JHEMEENANTTE,

A06.Not-for-profit / Charity /| Government

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

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

B.1 941 bUY—F Materials

B. Insights & Research

BOL. F—4 & FPFUFA1IR Compulsory

BRFERE DX _E ORIBEDARF 1-71 —%BISNCT B, 1> P41 Nl T -0 DIEERIRN S &% 15 e Information Deck

g, T-AYAIR, BFEAE. AV ATEIT 4. st BRGEIER. SHEET7— AN 717~

AREDERESHETN NBICRESNEEA. Highly Recommended
(optionail)

BO1. Data & Analytics e CaseFilm

Strategy inspired by insightful analysis and interpretation of data, revealing a clear
business problem [ opportunity. Including, but not limited to, the use of data science, | Optional

commissioned research, online behavioural dataq, statistical analysis, sales e URL
information, consumer first party data etc. e Appendix

« Digital Supporting
BO2. A—FAIVAL 81 b Content
A-FAIDAOHBEELRIZAET BTN, ESRRUCBVTEENRFBZEDLITORAUEN . FFRR(E * Digital Supporting
A—FALYZOTOIA— VRSB T BICA—T AT ZOFTBI T LERIER, DFEDITBIRIS IS Images JPG

RUNERIER THHIE, TEEEZ(CRS T BRRE (A>21-N—A2Y(b) ( Y-3vIUR
= ACDERR. ITA/) 504~ BARAERYY T HEREREESATHBLEEA.

B02. Audience Insight

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

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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C. FrLUJLE KT L—IAN— (BRIREH)

C. Challenges & Breakthroughs

Materials

COLFYL>Iv—T'5> RiEg

BURICHEEL . SBERNRBE EERNRIVIATETZEMEL T, &' — AF 1> S — R EmEAlE 5L T,
BENSOTLYEv—(UGR. MIATAISEEUT T2 M EBUET . FFRIE. 20H7IV-ICHIF 3% AR
T TEBCHEL T BTECLOT, IPERBEIRNBE LT 5> MIBEADTSZADOMREREES 26D TR TS
BOFERA.

CO1. Challenger Brand Strategy

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

C02. FEANTDI LA IAN—

THEPEFREOBMRICEVT, IRSNEFEPUY-RZRIENISERL. &ARRO1 /I MeEHH U R, IR
SNIZ)Y—ACENMNDET FEFRRERT . BIARSIH, SN 0HIEEREBE (Ll TESRA_ EORTEEAE
RUECEZTRS R THBIL.

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.

Compulsory

Highly Recommended
(optional)

Optional

Information
Deck

Case Film

URL

Appendix

Digital Supporting
Content

Digital Supporting
Images JPG

CO03 VILFY—Iy Nk
BROTISCENBEBEORREATREEMINEE S, BAREEEE FIFB, H20\FT 5> ROBIEER
IR, T O/ B EAFEDTIHCEDLSITBEALIN,

IS Fm(S, ZOEESNERAINE - gz &K 3 DFEI DL,

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.

CO4.=RHAHRER
REBIRON I 2VIATETZEELET . T35 RON—/RBERL. I2F X MefBEL, TSR 7
AT 2TATARIERL T DIz, REARBEBEN ED LSO R IR T,

ZOH7TIVU—(CE 5 FULOIERERERIITVET « 2OHARIE 2021 51 B 1 BH~2026 1 B 31 H
TY, CZCIV M- 2Fmld. E—ORIBICDREZFrR—2IIERTY,

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: 01 January 2021 - 31 January

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

Compulsory

Highly Recommended
(optional)

Optional

Information
Deck

Case Film

URL

Appendix

Digital Supporting
Content

Digital Supporting
Images JPG

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,

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

44



Back to Awards

CO5.125 /(- (AL HIE
HRE, fRIRN, FRIBHRIRECERDIRD. )\~ CANECEES T T KEE). T52 RO/ =) CZNEDLSITN1~
ZEHBU BEEDNFr—24E0 DI BIETIZI=TAIFE LSRN ERLTFEL,

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.TEADEFHHIRA IN—>3>
HhtaE, hisiE  tH REVRRIRECIIISL T VI 7 IR S HEENDEEERUBIST 5>
R 2HTULTTEZERD AN TVSFam

C06.Market Disruption

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

CO7. LEDI VT =TI AV $Ti

AL RIARS U IZ 1= T DOUT IV RMAEEN S BB E T, BESHIN DIUI (T4 I RYYI—Sa %4 HH
ST I-OIEEREBUES, 7477174 (il : BV, S124—. A&, EiNism). &) (LB
MMEERPIIE, 1TEMR. TUTEZAREMEVVEIIFEICIEX RIRS E/ERR. NS HBBOT S NE
IROATATRBRICEDISICRZEL . BRREFZENZEULNERLTT 20,

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, age). Such insights
reveal how diverse audiences choose brands and media experiences, driving growth
and impact.

D.)\—= =3I EN=ARIF14T
D. Partnerships & Perspectives

Materials

DO1. KFERT'S > REBESHR
RREICREUCESNEEEZED, I35 ROSHUBSR. YURITA1INT 52 RCEDSSIBEARIIRRE 5L
zh

DO1.Brave Brands
Outstanding brand bravery including progressive thinking relating to a challenge. How
risk-taking has produced tangible results for the brand.

Compulsory
. Information
Deck

Highly Recommended
(optional)
e CaseFilm

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

D02. I5KL—>3>

PI-F1ITI-D1>3>~¢t (FRR) *T47E (FLR) T5VRORMEEFEUET . TIAERIRD, REOHE
NI, T7> R OZRERIEIRE RV — R N EMRZIBE T 3 LCEN UL Z BAN
(CREAE@mTT,

Compulsory
. Information
Deck

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,
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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.

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
e Appendix

e Awards show film
« Digital Supporting

E. JUIAT1TEERICHITHIIEL VR
E. Excellence in Creative Strategy

Content
« Digital Supporting
Images JPG
Materials

EOl. AR AR R U RRIEET I

FTIWEVTIDIVFIRA > NS~ LU AIHES AR REREB L2822 T, T2 REEZ ORFRIEEE(L
FRNIATAIRBEE IS — DAY MEFE. FUWVMERZRMHL, 52 REEBEOESR2BIMZAIEY
%

EO1. Experience and Relationship Models

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

E02. J'5> Ry

J352 ROD7ERBEBEHIRD S a_ ) #RIEL. MifEZRHDIENE. COVFRTE, N1-TORS3>, 2y
23>, IV ROAR-Y=FU T RURS AT DNEDLICRIREN DRI BENDDET . TUTERIZH
(ZE. TSV RNOBELAEBEL. T RADIRAIEN S EORE SRR IINE ZEN OIS,

EO2. Brand Strategy

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

Compulsory
. Information
Deck

Highly Recommended
(optional)
e CaseFilm

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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AINLDR(E THAS T T4 S1T7 VBN IIYR Iy T CE=R S UET,
REMND IR BT YA > 2ERL. —BE0H31 >/ &H2121= —33> 2 BU T, BAOBT T2 REDIEUDIEEIBEL . BIZ2ES D, 1t
HRHSREZ I RIEHNRT JTO-FeRIVERITIRTT .

o BATRE. ONOEENEEENET, ERIFTMT740%. E1T40%. #ER20%.

o FHLVEMCISETBEE. A7 IV-NEUTHNE. BUFRZAETOINE I 22EN TEEY

o [A04. TJO9INTH1Y IEFINOEE/FRE. BARBECRINBISSEREHDER Ao

o  RTOI—IABYEK. BE, TEBRGK AUSFHILODTIVICEFREDIDEZEMUET.

The Design Spikes celebrate visual craftsmanship.

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 communication.

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. TS5V RTHSLY Materials
BNRES 171 —2aVETHA LD, A2 BTV N IA—AICBWT, FIRMNICAYVE-SRTET
3R,

A. Brand Design

Excellence in visual communication and design that effectively conveys messages
across various platforms.

A0LI'SYR [I-HRL—b-PAFIF4T1— Compulsory

‘ ) B . . Digital
BEOBET. H—E R, EHOEHOINTT ROT— KL — N PAF ST TR THICH. 0T, 25— P:Z'S:nmtion
T ZOMDTFY REHMAENEENETH, CNBIIRESNZEOTEBIES A image JPG

This can include, but not be limited to, logos, stationery, and other branded materials. Highly Recommended

(optional)
e CaseFilm
052 REREFFUVI—RL— b P47 F4(TRDET e Physical support
material

AO1. Brand/Corporate Identity
Creation of a new brand or corporate identity for any product, service or organisation. | optional
This can include, but not be limited to, logos, stationery, and other branded materials. . URL

+ Digital Supporting
Please note this must be for a new brand or corporate identity. Content

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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A02. BEEET 5V KDUTS5YF 420 /UTLyoa *  Digital Supporting

. . . . . _ Images JPG

BB, J-CR MBBERIDT BHFOT TR PAT OIS RIS 1RATVET, 9

BRI BIz(C. LURTDT 5> 71> Ofe R THZEW,

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.

AO3. /Xy r—SFHAY i compulsory

T3> MK E R DEF TRIRIR) W -S> 2 EBEUFT, 9 .
Presentation
Image JPG

FEBNEM AR TEDLD, MY TV EEMU TR, Fo BABNCORMT > T2 AKERTE

3483, TEMGEIRHL T, Highly Recommended

(optional)
A03. Packaging Design NEW e CaseFilm
Celebrates innovative and effective packaging that enhances the brand experience. e Demo Film

e  Physical support
Please send physical samples for the jury to experience. Please also provide a demo film material

of the physical samples for the jury to experience.

Optional

A04. TOFHNFHAY ik © R .
SRS EREGET. AR AE - (LS 208 - RISERR D - LR - FiFel - B ey eemsmy| ¢ Di9ital Supporting

. . . . o Content
TI5Y KL BT AT 7 EHAL, WIEIERUSIIILE -k T TR | DT
BESTIA> Images JPG

L ER(E. 20251818 /5202691 31HE TORABICEE A TR EO TRINERDER A B
BENEBRAARERTEDLS, Y I ERLU TRV, Fo, BEENERWY IV ERERTESL.
FERFOHE TIIRMIZZV,

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.

AOS. HilRY) - {REET A > #i3h
MBS, FTE. /O ILy b, SBERENEFNFIN INSICREENFEA.

ASSAUBIRIDE. A07 [FZ9NTHA>2 ST M-UTFEW,

AO05. Publications & Editorial Design NEW
This could include, but not be limited to, magazines, newspapers, brochures or articles,

Online publications should be entered into A07. Digital Design.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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A06. Eis
RSN EBEOITA NTILTFHAY IN-FHL 2 EHFITH. CNIBREENZEOTEHNER
ho IBEMIC(F. RIROH [ ZBEDAROEESEZBELTEASVEVONEIBEELTEE,

BFEFFA07C TIINTHAUUFGALTHIZEL,

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 AO7. Digital Design.

AO7.7I8)-THA>

FIH)NRROMEE RIS 3T UM DITEF1-33r . 29—y N ETARINBHERRYIC I 7>
Y. TS AV —2a0, T, T—HaI b, N—=FrlD—)L MR EHETHNNISRESNE AL 1217
URIERESEDTO NI T S ERIFEDRVTIZE,

A07.Digital Design

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

Compulsory
e Digital
Presentation
Image JPG

Highly Recommended
(optional)

e CaseFilm

e Demo Film

technology. Optional
. URL
e Digital Supporting
Content
e Digital Supporting
Images JPG
A08. 75 ROBIEF YA V¢ TS RBRERE °°m'°"'sg.ry.t |
T5Y KRRty = SO A, M, TUTEADRRC RS RIS, 5—shEnen | D9
AEREREEIRI T, BFREC. SRIBTRIEDERRUIONERIEL T T2V, TNICE U=FT—ILIRIE, R Image JPG

yIPYTRNT BT =R T2 REARIRU A S FUP ERBENEENF TN, CNBIBRESNF A

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

A08. Brand Environment & Experience Design

Work focused on the design, construction and personal experience of the brand
story or message, 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.

Highly Recommended
(optional)

e CaseFilm

e Demo Film

e  Physical support

material
Optional
. URL
+ Digital Supporting
Content
+ Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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A09. FHA YT BOMBM: Fikh °°'“'°“'s|‘3’i"'itol
SBIFERIAE T EAMIRE SRR RA B UTAES . MR - ST 5% EMICHBAL. ZOIERHE Prgsenmtion
NEW. DL Fr—ZRCERURD. 75> R0 O~ CRRRICARE] K2k C A L TUREL, Image JPG

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.

Highly Recommended
(optional)

e CaseFilm

e  Physical support

material
Optional
e URL
+ Digital Supporting
Content
+ Digital Supporting
Images JPG
A0S KESmER compulsory
5 KEBHET BIeth, LI REILR, BRDY—E2DT—57 (I ORI BRI~ TUZ, T o
XTT7FRYN T=L T3V ROXBEEZENEENEIN ZHESNEOIBRDER Ao Image JPG

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/medio kits,
games, branded stationery, etc.

AN [RTEARZHDAILTAT A
DPEOHEEINSEREEERTOR R, RENAFER - — =W,

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.

Highly Recommended
(optional)

e CaseFilm

e Demo Film

e  Physical support

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

A2, V=0 ATATTHL Y 3

Y=V ATATTIYNTA—LEBUT, IIF—-SA M L2 BIELET YA > OFER, CNIC(E
Facebook, Instagram, X. Snapchat, TIKTOKSLUZDMDY —SvILXT 17T N IA—LEFN
FIN INBICRESNFR Ao

A12. Social Media Design NEW

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 other social media platforms.

Compulsory

e Digital
Presentation
Image JPG

. URL

Highly Recommended
(optional)
e CaseFilm

Optional
+ Digital Supporting
Content
+ Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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Compulsory
A13. KRS — Digital
. igita
TOE-330T 5> KIZ1=—SaUBFT HRAI—DTHA >, onet
Presentation
Image JPG

2B _EEREENTIRRS — - Fo> R, IBIOVEREL THEED TUEE I D,
HOIEADTHICEZREN, RRI—DITA—IYNIBAZNLI LT NE, ZOHTTV-OFRICFROFR A.

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

Highly Recommended
(optional)

e CaseFilm

e  Physical support

material
Poster campaigns of more than 2 executions should be entered together as a single
entry. Concepts developed for another medium and applied to a poster format are not Optional
eligible in this category. e URL
+ Digital Supporting
Content
+ Digital Supporting
Images JPG
4. TOE-SaVRME, T OE- 53 RERIS compulsory
SN, DLYS—, SRR, S, Fouh, SHOKIR, T8, TRE-Smmssssu oy | 9
BEFEENEIN INBIRESNZEDTEHDER A Image JPG

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.

Highly Recommended
(optional)

e CaseFilm

e Demo Film

e  Physical support

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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B.EEFZEHMITHIY
AEROPMBHERBR, EN TN, SERIOBBMIMHHERES T MBS SEAEEHLT,
FAERIEAST A,

B. Transformative Design

Transformational design focusing on innovative, impactful, and forward-thinking work
that goes beyond traditional approaches to create meaningful change.

Materials

BOL 1IN —3T 7YY $i

ZRBI-Y-BA\O7IEIEUT(EIIT - DX MeERL. BiEM. 12— ET1ZRBRUTY
129=9, BHAVE, YA NFTADIZ1=T 14— BRABHEEN BRI O AL ZEOEHRBRREZ -
AEZIAN, 120 —3TFH1 > ORAIIT T 3R IRRE R EDIFR.

BO1. Inclusive Design NEW

Design work that prioritises inclusivity, ensuring accessibility and engagement for a
diverse 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. $FE R BEIHCERmEY TRT YA > #iM

EIRT YA DX - ) ZBU TR AR 2 HEE 57 Y M. IRIBREADRHERERDIE
H IZHIVBED#H HENBEEZEROTPZITHREL. INSOMBERZARIRL TLWSZEhkbnE
ER

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. 7YY D5EFNZA IN—2aV5iH
FLWTH/0S ., K, JUIAT4TR7ITO-F2EAL. HEROTHA AFREORFEMA S, EHAN
FIIEBRIRT T,

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

BO4. HEEE T DOFI A ¥R
Al AR/VRBEDRFSIFRAMEIRTAL, 1 INR-T1 T TEENBT YA ARERZAIE L TSI EN TR
RTY,

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

BOS. {TENERZRITY1 > i

RSFAIRITEERERL., HEEeS5X37H1>Y)1-23>, BB, J1217)V13125 323
> A-Y—KER, TOYIM IR=232%BOT, THAUNVNC, A2 OBIE, B, 1TEMEIRHIC
EEIRN SBHE - BEFIERDTFCHVT, BFRUWHRZEN I DI, BIB-BE 178
B (CEBTERT AV TENRIE TEDL,

Compulsory

Highly Recommended
(optional)

Optional

Digital
Presentation
Image JPG

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,
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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.

B06.J'5> RZEE #i#

T3V ROTATITATARREICHVW T TEEREEIZRIUL, SBULTIIFR. TE2RII T2 T4~
J. ESa7IVRIE. D215 -3V RV OEHERE, T EBOBEZENSERL, J7> MiE
{EEEBBRUEZRI L,

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.

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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ARG 757./02-O=EGEHCEERSUFET .

FTANRIRICE VN TRBUIER SRR 2 RIRL TV R, TEERT P VBB RTREZRR. H5P3T SIIRIBTEN - 48R
ZIRMHL. TV REROAT—INEEENKRHENET .
BAECEBMNIROEBERHIMEER. (FROIIAF1-2a0e1-Y—AERICBDET,

o FTIHWIFTRTR BUFRERIETEHRE I 22EN TET LREHVFEA.

o BTOT—ZBRER. BhEL, TEBRE. AVSHII IS TIVCRFREDFBIEEERMUET.

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.

e The main criteria considered during judging will be the execution and experience.
e Thereis 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. 2 Materials
BEYKOME T, HENICRIENRENMEZI> N)-U/ER.

A.Form

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

AOL FIHN-ASAN =23V EARA=IFTHL> Compulsory

FTIINILTIANIBIFBASAN —23> DI T I RISARUEEEZ ECFIEBEROTSHIIN L. e Digital
Presentation

AOL1. Digital lllustration & Image Design Image JPG

Creative application of illustration within a digital context and digital manipulation of still e URL

imagery including photography.
Highly Recommended

A02.E5 A [EHE (optional)
360ERUM >30T TBBEREESOHENIIRSR: FATEIRZAFIEMEIAS S LT AT S5 bR *+  DemoFilm
OIVIATATAER,

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

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

A03. E—33VISTAVIARTHAL Y T A -3 $iil
FTINEBECHIIBE—3a2 T STWIRT A T ZA—3 3> DRKEHRSER.

A03. Motion Graphics Design & Animation NEW
Creative use of motion graphics design and animation in a digital context.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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AOA.ZE[PIYRTFHLY
FEREYIY RFFA DI IATATIER. YIWITTS T4 FR[TTORED)I— =3y, BUTEE
MEESREROTHWESNIERCTOS T M EEH, ZNICIEIRSR

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.

A0S MENCRTERRENZTY(Y (U, 1-Y—1205-J1—-2%E8)
J374907 91 OEBRETENMECE VT, ENREREIELCE.

A05. Overall Aesthetic Design (incl. UI)
The overall achievement in aesthetic composition and fluidity of graphic design.

A06. 1-Y—TIHARUIVAFHAVE (1-F— D ENEERT BEbICEESTOEARRELTS) S| COmPUlsery

R e Digital '
Presentation
FIOANEEOY —CRITH I BRRIEH - TR R RIGICESZE T, HEPZA>F3723VMA > hTETH Image JPG
D3—ALRAT—BU1-Y—HRBRZIRIET DT IO TIIT1XT T, TUTHHC DRI YR — Mihe. 18 e URL
&, EVWPISICERZEN TSI
Highly Recommended
A06. UX & Journey Design (optionail)
Design practice focused on the emotional and behavioural response to a digital . Demo Film
product or service with relevant, sesamless and consistent user experience at
every point of interaction, with particular focus on the overall support, structure Optional
and usability. e  AR/VRFiles
+ Digital Supporting
AOZFYAVEMHIRTS : ILFTFYRIA—A Content

« Digital Supporting

RABDKHIEE (BN FIEDT ZHIARERDARY NI HEBEEORFRERD. I25 -T2l ERES
Images JPG

NnTWBIL, ZNICE VR, AR, 122 —23>, BREEEEIRGM. YIVFAI-> /ZIRTHRER. XIIN-Z,
IR FENEENDN. INSEHIRESNZEOTRAW, 2L, FIEBERBORMOTOM A TREHER
hoo

A07.Experience Design: Multi-platform

Immersive large- or small-scale digital experiences and events that are set up to
engage and strengthen relationships with the consumer. This may include, but is not
limited to VR, AR, installations, voice activated technologies, multi-screen [ multi-
dimensional experiences, the metaverse and virtual worlds. Does not include prototypes
of early-stage technology.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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B. 1YYV Material
FTANRIBICHF DX - ORNERER. B IUEHE.
B.Content
The creative use of content, placement and delivery of messages in a digital context.
BOL JOAF bR h—U—FUY $ik compulsory
TIVRTATIFAT1ZFBEE, FRFARIRT ZI0XT 5y NIA—LTSHINADTIYDEIE, ChICE, 7Y Prgsentotion
M UYFATAT BINAI, DIT ST IR BOM VAL —23>, EILR— R, UF =)L - TIZRUTDZRBEN Image JPG
FENFIH NBICREENEEA. e URL

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.

B02. UPNVAA L-DXFIARISTIY $iii
T3V RMEROERS, HAEOBEPLIRETEIOTVBIBRICHU T, BN TREHERFD. YT LF
RIFEUTINAA LD T IEIE.

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.

B03. {\=YFFAXR-Ab=U—=FULHI T IARUI> R $i#f
HFEDA—T 1 I AMFAERR SN, 12y TERMICY -y Mol BEEDREVISToYPTS4s
KBRS

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

B04. R IRIREFELO ST #iiR
REBENWIBREFFOABHIT S ROt RBZETS. ZORDCEREARZ T, RIBEMEL. TSRO
N EFRIFT D, ELHRID THRIBREIBIIROSFEL.

EER R FTEEN D IEFE TRIR THINETHD, IWEFmIFTRNUSEERABACEBSNILED TR
NEROFEA.

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.

Highly Recommended
(optional)
e Demo Film

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

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,
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C.5T—45¢&Al Materials

3> MABRE BB BIHICERAEINDT —IEATHEEDTL > T—33>

C.Data & Al

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

COL F—HI&BAM-U-FUSY Compulsory

\ ‘ \ ) _ . Digital
I55 KR MU= BB BT — TR TATA T BT B BEDA—FA TV A, XL, 11— T E RS P:S'S:nmﬂon
REMRAE . FRENET — 4,/ 1 MIEDESIRIBEN DRI R THBE i
ge JPG
. URL

COl. Data Storytelling
The creative use of data to convey a brand story. The work should demonstrate how the Highly Recommended
curated data / insight was used in order to engage or develop a meaningful relationship (optional)

with a specific audience, culture or community. e  Demo Film

C02.7—-4-ES17U¥->3> Optional
FIINT A A M INIAFATBES AT TR, TS T—23> 93, *  AR/VRFiles
« Digital Supporting
€02. Data Visualisation Content .
Creative visual representation and presentation of digital data and insights. * Digital Supporting
Images JPG

CO03.F—45EE

EEDOT 5 — ARG UNESEIFL . TNEEIRII(CH DIV I T TRARICE DIV e 1T — (KB T
> FIOVELTAZ— I TRERERL OB TR 3. CNICRIFEHNBA>9-J1—Z, I-H—F—45D
UNEE. A THNEE. MR, Y—IvIRZT 9. GPS. BJDAA—Fy b, NAARANIYIREE A THLN
L. CTICEREHUIZEDCIZBRAR,

C03. Curation of Data

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

C04.AlDAM=U=FUYY
BEDA-—TAIVAPIZI— T OB RELBGREEE (RS 3bC AT AEERALEMISER I 3. TOHE
faht, WINCEOA TGP F B NER SN Z RIS,

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.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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D.&iilT. 7.0 — Materials

INIAF4TRTSHNISTIYDTIY N IA—LELTORREGOMIiEE . TNEESERLTL—Y—1RE %[
LE2EBIMNIONT,

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.

DOL.74./)0%—DEHIER Compulsory
A-H-THARUIVABLV /£ (T 5 KIZ1 2 — 33 %384 E T B b EREN ZBEF £ (LT  Digital

OY—o AX—M—IX=33>, Al TIWT =332, FrybRyh, 71—, K=FolA>INISH—, 1-F4Y Presentation
FATI, AVFIORY—E R, TSFIVI5IRY =25 /S BUE, H5IRY—ER, Y=y hTLAZABEESD 'L;Ef'ge JPG

. SNBIRESNR, FIEIRBEORAOTO M AT dEFEA.

Highly Recommended

DO1. Innovative Use of Technology (optionail)

Existing or new technology used to enhance the user experience and/or brand e Demo Film

communication. This could include, but not limited to, smart automation, Al applications,

chatbots, avatars, virtual influencers, utility apps, on-demand services, content Optional

crowdsourcing / distribution, cloud services and marketplaces. Does not include e AR/VRFiles

prototypes of early-stage technology. e Digital Supporting
Content

DO2.R174D" (A>9—-3w ) &NEHKEEDHS «  Digital Supporting
Images JPG

AAZ LY, ByFAJ)—> . Bluetooth, ENAILESY—, GPSRE, NIV, TAI NI 2OMOTSHIL
HERONES LUBHFO NI RDHEEEE VI AT I (EF 3L,

D02. 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.

DO03.7I4 357 DRI AR
EUCHIRESNIBHN DM 5T M LR E M IRROES 2N\ SO RAELEEEE T 729N I35
—3AVLARBRDEALICERNT 3T SN IIIAT1IVER.

DO03. Technological Achievement in Digital Craft

Digital creative work that balances beautifully executed aesthetic craft with an
unparalleled level of technical understanding/advancement in order to contribute to the
overall progress of digital communications/experiences.

D04 FFIREEFETYY

TN -IFTINCBIIBTH /0D —DRFEIVIAT1 T (HRUL TSR A BURERORIEH RIGA. Al AR,
VR\ XR. 91757Vl ENAIVHERR. BRI, ETATYES) | TOvIFI— 4%l 5'—2045 33>,
{RABHESR. A5/(=R ZOMINTOFET Sy M TA— L2 ST INSIBRESNER Ao RIZUHIERERPEDT:
MiOTOMA T EEHFEA.

DO04. New Redlities & Emerging Tech

The creative application of immersive experiences that 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, the metaverse and all other emerging platforms. Does not
include prototypes of early-stage technology.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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ISEAERIE. A28 1 MT -5 EBEO—EBEL TERL. FEDS -5y NEZEDIA % BRRL OB FREE. TEZMEEL. AEREREREE

HBUERRERIERDFR Ao

o BEATRE. ONOEENEZ RN, UTFOLIICEHMIIENET . 717730%. ¥iliE20%. EiT720%. 12/ RHER30%,
o HALINEBPIICE. RUFREIBETISE I BENTEFT. 2L, [AFILIh @ BBPINOGEREIRDET .

o EBTOT—ZBRER, BhEL, TEBRE. AVSFI IS TIOVCRFREDFBIEEEMUET.

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.

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

20% execution; 30% impact and results.

e 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. 54U : BBFY

COEBFIE. A—FROEEFIEDHELET .

A. Direct: Sectors

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

Materials

AOLHERF
B8R, MULA-RER, 1)-20 G, ZOMORERR. TOMOFMCG(BRHER). 74877
tHU— RE. REX R, BEFHE. BHEMERR-Y-EARE, INTOERES) - MACHE.

I7=ANT=ROIYN—([FETAOSICHFAVNLET . F’iT. LZv— /& LARNSY & T7—RARNI—RF1-2%
BUTY,

A0l Consumer Goods

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

AO2.NIVRTT
i, —RAERER. JTILRA
FrUT 4. FEEFFERCEAREDTDCHIFENIAFROIZEEFAGN ST M—-UTLZE 0,

A02. Healthcare
Pharma, OTC drugs, wellness.
If the work has been created for a Charity/NFP then this should be entered into A06.

Compulsory
e Digital
Presentation
Image JPG

Highly Recommended
(optionail)
e CaseFilm

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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AO3. HffF. LSt —, UF—Jl. LANSYRENREERVT7— AT —KFI—> Compulsory

‘ o . «  Digital
NFESBMEICBABE SO, 208 FUTEEOY —C 28R, AR, JTXF1/UL. IR—YSARE, T P:S'S:nmﬂon
H=FAXS ML S —(CBBETBINTOH —ER 4S54/ BB, £50. RBERES0. 3 Image JPG

RTD3ayT, HIIPN-ZEL. INTOLANS AT —ZARNI—RF1->,
Highly Recommended

A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains (optional)
All transport and travel related services, including public transport and tourism boards. e Case Film
All entertainment and leisure related services, including museums, festivals and
gyms. All shops, including online retailers, opticians, hairdressers and estate agents. Optional
All restaurants and fast food chains, including cafes and bars. e URL
« Digital Supporting
A04XFAP|TYH~FA XY h coment
F WL FUE, HIR- 457 B, Z1-2, TIINTTINIA— L, ZOMOATAT *  Digital Supporting
Images JPG

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

A05.0>Y1—<Y—MIFY—ER [ {£2R9H5] (BtoB)
IRTOEENHY PR, FE. £/l B2BT7./03—. oHIIY M TOTIvSaF I Y —ER, Z0fars
ZAY—ER, #tRIZ1=5-33> & I-RL— 3125 —33>,

AO05. Consumer Services [ Business to Business
All commercial public services, Legal, financial, B2B technology, consultancies &
professional services, other business services, internal & corporate communications.

A06.JFEFIEE/FrUT 1 [T
BUS. AHIER NGO, B, FrU7 4. FFEFEADIER.

IATD CSRIEBN L. BHETZT09-BLU [/ £I2ld FO7. REBW - HAENWSEI0HTIU-TRR AU T
(AN

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 &
SocialResponsibility category in section F. Culture & Context

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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B.A1LIMDIER

TSRO INIZIZT—3300O—EEL T, AT THEDLSCfEDNID

B. Use of Direct

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

Materials

BOLERXEMPA—IV OIS LITAYIA=)

B—H5y NS TATTLARTA VI A—LF v U R—VEFELET, COATITY—OIER
(X, FREIAEEHEFOTOER, MRPETL —R AV M, ESICHBROEEERTHOEREHL
TLEEL,

FEENRANBLIIC, RBROYTIVEEGI3E.

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./MNVRIEAT AT
INBDIRILEPEZOMINT, FIHFTRE0 (FRERFEOARETZOE0) 25T, EMEYILEIRIS
DIIN=R

INRRRER, VBT NAEOARESSZBIRL TWET, Tl T EHDERA. EEEMABRTEDLD.
EBROY > TV aE U TUIZE N,

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.

Compulsory
« Digital
Presentation
Image JPG

Highly Recommended
(optional)

e CaseFilm

e Demo Film

e  Physical Support

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

BO3.7YEIY MATAPDIER : KKUR

FHGHHIAT (T DFEDTNIC@F, FALIRLRRYZZIY B AN = bF =L AL R ZARY
b B TUEIY R XFTRE, EERIORZRE(EL. AERGRERRISEAIN260NEENZH
CCICEEULITBOICBREENAL,

[RFAEEE TOVETY R AT AOYIBR R R ESZRIRL, TBOMREZ BRI 2D TEHDFEE A,

B03. Large Scale Media

Non-traditional media. This includes but is 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.

Compulsory
e Digital
Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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BO4.KGXEDEA
TVOA—TAAZERULI LI NEEEEOIER. 2UTEOIERG. EBAXT (7 MO BEEIHEED
RIEEART ILAY MEVWNIBIER T TECRRINUIENVE RS T
B04.Use of Broadcast
Direct led work using cinema, TV or audio. The work should demonstrate how the
chosen medium led the other direct elements.
BO5. KAY—REMRILE [ EBSDiER
ENRINET IRV ERUII LI NAES . $1f. M55, F53. R IEROEIMR— RORZI—0H A
b NRSEEFR. RERNRILSEAR-AZEAUESEL S S0 INSICRESNZ5D0TIIHNFEA.
MESRIREZERAULEIR— R, [REBRE. BOZTVEIY MATATOIER 1 KEIEATATHS. IV M-,
IEEUTTFE,
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 B03. Large Scale Media
C.TF—4¢79)05— Materials
T —IPIAORLERVREAICED, BRARER LEE, AETEBESRAMRZERA LR,
C.Data & Technology
Work driven by the creative use of data or technology which enhanced the customer
experience and led to measurable business results.
COL. F—HEEBDH ALY NikBg Compulsory
T—HEATHA SOTERN LI NEBROEBRERERULIE, T - YT OB R TE T X * Digital
>F—3aYETOTPAUST T BOICEDE ARSI BRIRBTHAL I N~ T T BB DRAEIR Presentation
WICOBATEERLTULE L, Image JPG
COl. Data-Driven Direct Strategy High!y Recommended
The application of data and insights that significantly forms the basis of the direct (optional) .
strategy, demonstrating how the data-driven strategy helped to profile customers’ *+ CaseFilm
behaviours and segmentation, that ultimately led to successful direct marketing X
activities. Optional

. URL

e Digital Supporting
C02.5—4-RUT>-5=45F420 Content
BEOI-FYMNINTBII1=T -2 % B I BLHIEREN DT —IDRRIRED . e  Digital Supporting
SN IAN=I=5F42) TUSB3A-GFA2 A=TALVARYE T A= T4 2T eI X723 Images JPG
BEFEENEIN TBIREENZEDOTEHDERA.
C02. Data-driven Targeting
Work where the interpretation and analysis of data was used to build a targeted
communication for a specific audience. This may include, but is not limited, to hyper-
targeting, precision targeting, audience mapping and targeting segmentation.

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,
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C03.Z1—-U7YUF1, BLTIN—-S2I7v)

AL NEKER T $IOBRF A IR UL IR A BUAER DIV A T T RISAIC Lo THE B L ORBGRNEFIR,
LN 3cEEBERNELTVS, CNITIE. Al AR, VR, XR. EEBBFv), ZUTE-/\1)L#£25. GPS. NFC
L&, BERREE. BFET//035—. JIVIFI— 48l =304 23> N=FrIl T, X59—-){-Z, Z0fih
IRTDIN =S TYITSYNTA—LESDTENTEDN . CTITEEFHUIZEDICERENAR, 22U, HIHAES
PSRt AWTONA T, sBERELY N—-UTEIRSIR,

CO03. New Realities & Emerging Tech

The creative application of immersive experiences that push the boundaries of technology
within direct strategies to engage and strengthen relationships with consumers. This could
include, but not be limited to, Al, AR, VR, XR, wearable tech and mobile devices, GPS, NFC, facial
recognition, voice technology, blockchain technology, gamification, virtual worlds, the
metaverse and all other emerging platforms. Does not include prototypes of early-stage
technology.

Compulsory

Highly Recommended
(optional)

Optional

Digital
Presentation
Image JPG

Case Film

URL

AR/VR Files
Digital Supporting
Content

Digital Supporting
Images JPG

FIINEY =SV VAT
I3V ROFALIRNIZ1Z 3> O—REVTERIN 3T SOV — vl AT A TEI (ST O,
D. Digital & Social

Digital and social mediums/ techniques used as a piece of direct communication for
abrand.

Materials

DOLIEHDEA
. 5T/ I APZoftERl CifEenss—syhIz1=r—23>,

DO1. Use of Mobile
Targeted communication work delivered through mobile / portable devices such as
mobile phones, mobile technology, etc

D02.Y—>v)l IS5y hIA—ADER
V=20 ATATPAN-Z2T 0Ty b IA— LA TOY. Wik, EHiE
FALT, I21=70EBEE COBRZIBE s(EL TV FR.

HEYA b KT VI M —E2EE

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.UZNAIA h-LARIRIEE
HROBEAZI-APHES, BFEIZ1-5-33>EE)., 2ot RAEERTEETLBIUTILIA LR
IGU HETHAREHBULTESV BIELPTVTIAENREET Y5y MO RIEBIL S

N

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.fHERAIRY 1-Y—EMI>TVY

21T TTUBER LT, TV RAIZIPFINO TR IR T L7 YA et =B &

DO04. Co-creation & User Generated Content
Social activity designed to encourage a community / fanbase to contribute or

collaborate with a brand initiative through a clear call to action.

Compulsory

Highly Recommended

(optional)

e CaseFilm
Optional

e  AR/VRFiles

Digital
Presentation
Image JPG
URL

Digital Supporting
Content

Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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E.S8LE=41 LY MRS

E. Excellence in Direct

Materials

EOL 35 LIS [ BiI5 kI
MIS(CRRPY-E220->F, FLABERMIDODICBUWEENEINLINR~TT>)Fv>R_~2, $TFREE
BEBUNRRAZOBRIEZBNELFREEOENTES.

EOI. Launch [ Re-launch

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

Compulsory

Highly Recommended
(optional)

Optional

Digital
Presentation
Image JPG

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

F. hVFv—RUOIAVFTIAN=TFT12)

XAEADRVNERNEZOHISOBEE DI, BRBREEBL TarERESAFNIL S Fm

F. Culture & Context

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

Materials

FOL.O-hILISUR
B — s ICUNHEL TOWARWT S ROZHDIER T OO MEERCRS U, s A 2 Dt
BrEOIEmTHE,

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.FvLoSv—=TS5UR
BEOTLYI v —(HIET Bz, IRIRCHEEL . FBEMNRBELEFHFNRIVIATAETATY - LEEZ 3.
H—hFI>3v—CRDZBLIBIEREEREL, YUIAFTTTEELTVBISUR,

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.

FO3.5>INN—4yb (H—mhiR) FroR->
1DOE - s - 15D H THERF T ERUXENTAFR . INEOBRICE. ZOMERDEDSITHFEDT S it
(CEFTTHT &Nz seikl T4HEEL,

FO03. Single-market Campaign
Work that aired or ran in a single country [ region / market. The work should describe
how the campaign was designed for the specific target market.

Compulsory

Highly Recommended
(optional)

Optional

Digital
Presentation
Image JPG

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,
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FO4. #21TH)
FEQA—TAIZAPIZ1ZTAOHRITECERZBIAFRT. BEEOTEERIBHI S CBLT. J
I REBWEUDEZEH LB RIANET THIE.

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.

FO5.1-E7DiER Compulsory

IS5V ROIZ1=T—2aVEU T, L 1—E7 & EBUIER. A—T1IVREELL DITI0. DIECE « Digital
& RWVEEES. D1y ieD, R, HEREHANICBA LT v R 2RI 5. Presentation
Image JPG

FO5. Use of Humour
Work that celebrates the art of humour in branded communications. Infusing wit, satire, Highly Recommended

and cleverness into campaigns that provide amusement and create memorable, (optionail)
laughter-inducing connections with audiences. e Case Film
FO6. FHATORERIR Optional

. URL

MIHHIV/ FFEREOBRCHENT, BN FESLV/ F@VY-2Z_IENCERL. AR

_ . Digital S ti
DAY NEEHHTTE L IRBNEUY—ZCENNDS T, FEERAEN. BRI, S8 00 c'fr']t‘;nt“pp” "9
BRI BE(C Lo TE SR ORISR AR AER THATL . Digital Supporting
Images JPG

F06. Breakthrough on a Budget

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

FO7.4232)(—) (R - 1 2HIEE
R, HIRN, RIBHRBECEDED. /(- ZAEEROER /T3> REE). T30 ROBIINEDLSINY
1-ZEHBU BEEULZIEUDFEETIZI=TA(CEEZ S AN e R I ERTHBI L.

FFEFIEIA, BELR. BUSHERICL BRI, ZEIDEFIBLV /Feld ACBIIFEF] EE /T
EBPINSIYNI-ULTTFaW. 33V A, FEEFIER, FEER, B, J1LIb 95—

FO7. Corporate Purpose & Social Responsibility

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

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.
Direct: Sectors.

FO8.Y—9YbM-T4AS5TS3Y
ihisg, 75,/ 90—/ OLRRBIREICHIGU. SHBEBEAOEEZRUANS. T35 ROFUWVMRESEE
AL, BISEMICEISREISETWB ISR,

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.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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F09. {LEDIVT—TIAY b i

SACBEREIZ1ZTA DA 2 DUPBARERIABE U 7477174 (B : @AV, 125 —, A
&, MERVIEE. i) (CRIDSMBEERDRIE. TEHE. BUTER A REDEVERITECIER RS TAF
o DA P MY SHBEEDT 5> NEIROXT(TARBRICEDLSICREL., ECFZENERUNZRUTT
AN

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.

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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Spikesld. I3>7Y NIV T IV SUGICERIVIATAETACER TS LET.

AFYTTERV BERTERVTATVRL, EBZED TR T I3, S50, T2 RAYE-SRERZE0. HEE UV TETORNMERTHILE
BRULTREW,

FATRVONOEENE BN, LT OLSCIMNESNET : EEEL AP 1 b20%. JUIAT1TRT A7 730%. $X1iic T 730%. &R
20%.

TIUREF ALY N T=F4 AN JUIA9— A2 INIIT— AN—=T—, FRU=h F—L., 8k R~ ToNTA—L XT1TRE
B EFFMEE. FBISI-TA A MERCEEI 2 RE IS TIOVEHIE - B  50505FEAZELET .
BIRENZATIV-HBEEOHZED THBIRD, U/ ERNT T4 A MNEBFIICIY M —2N 23 EIEICEARINRHIBREHDER Ao
ETOT—ABYER. Bl TERER. AUSFI DTV RFREDIDELEEMUET .

The Entertainment Spikes celebrate creativity that turns branded content into culture.

The work will need to demonstrate ideas that are unskippable. Work that captivates in order to cut-through, communicating
a brand message or connecting with consumers in a new way.

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

. 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.

A. 7‘5 >5"‘y N3 >V Materials
TIIAFAIA NEEU T ERMMMEERE#EUDIFRZE T, I35 ROBAEZEH B HITESNIIVIAT
1TRIATIY,

A. Branded Content

Creative content crafted to build awareness for a brand by associating it with culture
and values through entertainment.

AOLTAFY3Y & J YT TSI, S5UP Compulsgr}'. |
BREISE. FLE., A2 51>, BT A TRV ROT 5y hIA— EBCHIESNT, T4733> (35747 Toane
23>0T 5V RERE, SN-X RF2XAY—/UTPUT1T1)V e
- R S o e e — _ . _ o) e Optional
SN-XTREI5EE ROIEY - RORIEZ R I AL — M DI IDOET AT IUCEIEY - Re 7y T URL

.
—RUTLIZE W TERDIRBEA S (T Lo RINA D 72T - 7= RITIEEL TS W, i, .

e Digital Supporting
AOl.Fiction & Non-Fiction Film: Up to 5 minutes Content .
Branded fiction or non-fiction film, series or documentary / reality film created for *  Digital Supporting

Images JPG

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.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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A02.04933>&J2T19>3>T1)VA : 5-305
BREIRE, TLE. A>T ETA- A - TIYY ROT S5y " IA— ABFICEIVESNI T4 733> &3 > T4933>
DT> RBRE], SU-X. REaxX>4)— /UFUT1I4) Lo

SN-ZTHEIDHEE ROIEY - RORIEZRI AL — M D IDOET AT IR IEY — Ry T
—RUTLZE W HEROBREA S I Ls» A7 2T - 7O = RITBEL TS,

AO02. Fiction & Non-Fiction Film: 5-30 minutes
Branded fiction or non-fiction film, series or documentary / reality film created for
cinema, TV, online orvideo 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.

A03.91953> & J VT4 U3V MR, 3073 E
BUEIEE, TLE. A2 54>, ETA A>T ROT Y NIA— ABHIEWESNIZ D103 a & 3 ) > 01923
DTSV RBRE] SVU-Z, RFIAH— UPUFA1T 1)V Lo

S-XTIHEI2HE . ROIEY - RORIAZRI AL — M DI IDOET AT/ )UCEIEY - R 7yTT
—RUTLIZE W FERDIREILES(E T4V L Z)INA- 727 - 7D — RITSEL TS L,

AO03. Fiction & Non-Fiction Film: Over 30 minutes
Branded fiction or non-fiction film, series or documentary / reality film created for
cinema, TV, online orvideo 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.

Compulsory

e  Original

Content
Optional

e URL

« Digital Supporting
Content

« Digital Supporting
Images JPG

A04. A—FAADIZTVY
STA MY RFPZ b ZOMA—TAADT Sy NIA— ADRSHICRISNZIT2Y

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

Compulsory
e AudioFile

AO05.DSYR-A>FIL—y3>
IR, SU—-X, FLE STABRREOEIFEI T OIANDT T RA>FIL—23>

AO05. Brand Integration
Integration of brands into existing content such as films, series and TV or radio shows.

A06. HiR#SL VY NI-IEIFTOE->3Y - 2070Y

AT THE, Ry hT—), BIEB. B OTOE—Sa>OrdChifteeNzAYSHIL- 207>y /&b,
VERBEARIITIER BRHCHREOT 17> T4 T4 EDLIURR . LT EENTERZE TS,

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.

Optional
e URL
e Digital Supporting
Content
e Digital Supporting
Images JPG
Compulsory
« Digital
Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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B. IYH—FTAAYMNEBDI 5V REER

A-FT1IDRZEED . TORMRERODICRIEENT. BIKSDBHIIRMFERL T ITIN-23>,

B. Entertainment-led Brand Experience

Meaningful, engaging experiences and activations created to attract or maintain an
audience.

Materials

BOL. 540 -IY5—FTAYAYh
FAT - I2AA=FAIAI MG D= ST - AN =L RF2 b TIZT)NLRE, ¥PIREET SRR
FRATHESNBZEOT, T2 ROXE-S7BIESE, FRELOIDS -SA MEDHBIHIIESN B,

BOLl. 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.

Compulsory
e Digital
Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
+ Digital Supporting
Content
+ Digital Supporting
Images JPG
B02. Z1—-UFPUF( &IN-I>979.)05— Compulsory
IH-FAVAS NOFENT, 7705~ DEFHRERBERIIFULITDR AR, Al AR, VR, XR. ) PDr'g'St:r'mﬂon
BRI, TOVIF T80, 52047 33> ARBIHR . AN ZOMINTOFET Sy N IA— Image JPG

LEEH. CNSICIREEINE R AL L. DERSORMOIO M1 T FEFNER A,

B02. New Redalities & Emerging Tech

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

Highly Recommended
(optional)
e CaseFilm

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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C.J=1=54
JAZ1 =T T7 N -2 L E LT 2 SENUAESR.

C. Community

Work that focuses on the development, maintenance and nurturing of a community or
fanbase.

Materials

COL A-FAIVR- IVF— I XY NELIATISHES
DUTATATINOMBIICIL T YOU—FRIEF S, BB TS — I3 NELISHBE.

CO1. Audience Engagement/Distribution Strategy

Audience engagement and distribution strategies that creatively and effectively further
the content's reach.

Compulsory

Highly Recommended
(optional)

Optional

Digital
Presentation
Image JPG

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

D. N\—hF—3vD

T3 RET A=A MEEEOCEUAR DS BUTERBEH) C— M~y T

D. Partnerships

Exceptional strategic partnerships between brands and entertainment entities.

Materials

DO1. 75V RD)—MF—=3vT ZRVY =3I 2UTATRL—3>
BERNRESRZBIEEERL. fERICBEINRIANTOAHBEN BB AR Z2BI5I T2 ROV T VP
I2A—FA X NEERUREBEEI T 5> RIC— M =2y T Ed5RL—23>,

DO1. Brand Partnerships, Sponsorships & Collaborations
Strategic brand partnerships and collaborations that leverage branded content and
entertainment to meet specific business goals and mutually benefit everyone involved.

DO2. BEZAEDI = =2y
TS5 REBE N - B AEDEBRIISRL —23>, COMERIE. /{— M=y THBEVOFIRICEARINREE
AIED HEMICRIRNEFNENC IO TEREINED,

DO2. 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.

Compulsory

Highly Recommended
(optional)

Optional

Digital
Presentation
Image JPG

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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RIS b, MR B, ESHBEREUEL TR SN DB

—
O0o

E.Challenges & Breakthroughs

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

Materials

EOL I —FAAYMCBIBIIN-3F1. A2 IN—T3>
I2A=TAADNIBVT. MR, HEEmE. FENV Fils. AE. RIENE S, HEh, R @z
DA EARE UTARZ (R [CERDIEH I 5MN 3B 2% R 9T 5> REBDIIIA T4 T BIER.

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 industry.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optionail)
e CaseFilm

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

E02. 7'S>FYRIDSTIVICHIFBAIN—>3>
B TLHEEORWI TS FYRIZTIY

EO02. Innovation in Branded Content
Ground-breaking and unparalleled branded content.

Compulsory
+ Digital Presentation
Image JPG

Highly Recommended
(optionail)
e CaseFilm

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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F. 75Ty R AKR=-Y

77 X EFRL, RAR—YvesportsDHNEFRAL TA4 LTIV REDHRSI YIS T4
ET1,

*e AR=W(F IS FRORAFTIU-ICI> N—T8ET T,

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.

Materials

FOL. BRIGSU—-AM&A—-F 14
T32FYRIN A A=F A FZAODLTIY, BAUCERFIASH) I -TED T IR—YE%EL TR
R—YERREUADT 5> ROy - D%IBIES 22 BMELIEDE ST,

S-XTIHHEI2HEF. INTOIEY - RZIDOETATrPA)IUCTYIO—RU ROIEY - ROBIEZRY
A0y MAFF TSV REROIREIL E(F 2/ A TZAD T4V LABBPICIGEL TIEE W,

FO1. Film Series and Audio
Branded film, audio and radio content, including documentaries and series, with sports
at its core that aims 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.

Compulsory

e  Original

Content
Optional

. URL

+  Digital Supporting
Content

+ Digital Supporting
Images JPG

F02. AR—YS51 T 14ER

RSN ZF R/ —FrIIEROPTITHNS, AR—YPeZR—YDIATAIRIN, S3—, IV 1>
AL —2aUT 5D RO R —ZHEFHADTET. TV REXvE—SHIEIREE, BRBLTI S -9 3ENT
EF9,

FO2. Sports Live Experience

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

FO3. Z1—-YUFUF1. IN—-I2I7Y)

DVIATATIZAR=YIVE—TA VAV NOBFREEMULT 28 NEUKER, AlL AR, VR,
XR, EERTvI. E—NAIEE. RARTH/AY— ¥—3IT7445—Yar, [RIBHRE *
BN=—R, FOMIRTOFEIR—S VY - T59 b T+ —LEZJEN, ThECREShTE
h. TEIBRBEORAIOT O M A TEEAEE A,

FO3. New Realities & Emerging Tech

Immersive experiences that creatively push the boundaries of technology within sport
entertainment. 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.

Compulsory
« Digital
Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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FO4. 7 7L L DTy —D R v b [EHZEME

. . e . N - Compulsory
A=TFTATIADI =X MEEESEER (. ZIR—YICBA DN DD T7oNR—-AEEEN)FHEEEL, JZ1=7/DJE

« Digital
BT 5 RO ERDBDICT T ENIZEDTH DL, Presentation
Image JPG
FO04. Fan Engagement/Distribution Strategy
Audience engagement and distribution strategies designed to build and engage a Highly Recommended
sports-related fanbase, enhancing community activity and brand affinity. (optional)

. Case Film

F05. 75> RD/)(— =37 ARY—3vT ISR —2aY
BANRBESRZBERGERL. /FRCENITINTONABENREBR IR 2659 AR—Y, 52 R1| Optional

STV, RUTISA—TA XY M B RURERBE A T 5> K- N —2w e d5RL—23>, e URL

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

F06. AM—YICBIFBYMN=SFT1. A IN—I3>
I2A-TAXNIBWT, MR HERIEME. BB Filif. AR RIRNESR. HEiHh. R, FEzofz
BEREUIARZE (BRI [CEDHE AT I SMNSEEE RS IR—YEERUT 5> REBOIVI(T1TRAE

—
O0o

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.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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AIATA(E BIEDIUIATAETA (U TEZRSLFET,
FLE BREL 42312, U AT K= AR CHEIWEENRBREGDS T2 IRE 20— 8FELRT TS ROXM=Y—FUS I BNIAER THBILZARL
TFaL,

o  BACCBVTEBINZEERRET71T7. LVtF+1-33> TLTZORE -FETY,

o HFIV-([CESEMN B, RU/EREIILASPICH BT BEERIC, HIBREHDERA. 2120, RCERIE. TA. TV [ BREEE : J(LAJETB.
A4 TAVAIDEEE—ETT,

e tJ23VA, B, C. DT} BAERIVEDDIGSEMEmERD, INTOVERNIEHEESHARAIC LIRENTEDIRDET . ©J23VE F. GTIE &
BOITEF1-330%. DEDDIERELVTGETRIENTEETN . INTOEROITEF1—-2a0N, IS EEERRIAIC_EBRENIZED TRIFN
(FRDFHA.

o BEOVAIO0TMIVADIIZRF1-23V(F ®ARIDETIARDIY N —-EUTUSERRETY XA IO/ ADREFERISHEL, TRTOIV b
)— (I REAAITRIREN TV DR ENHDET .

o T=ZTVA TOVA TETIV A AVSFIVIST IOV FREDIFDIEZHBELFT,

The Film Spikes celebrate the creativity of the moving image.

The work will need to demonstrate brilliant brand storytelling intended for a screen; filmed content created for TV,
cinema, online and out-of-home experiences.

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

e Thereis no overall limit to how many times the same piece of work can be entered into Film as long as the
categories chosen are relevant. However, the same piece of work may only be entered once into section ‘A.
TV [ Cinema Film: Sectors’ and once into section 'B. Online Film: Sectors".

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

e  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. FLE [MRELE - IS - BUKIESR : ZBFT Materials

TVEZ(FIREAE T _EAREN BNl - ARG, IARTIBOFL, FIzFENUAT TACTERSRW, RUIYM—EFZD
BPFITE. 1EIDHRILFIEETY

A. TV/Cinema Film: Sectors

Films aired on TV or in cinemas. All films must be 180 seconds or less. The same
entry can be submitted only once in this Section.

Compulsory
e Film (3 mins)

AOL. SHERA

B MUA-RE, JU-0T /G TOMOFRERR. 20MOBAR. 158 77tH)— RE,
FRERM, BEE. BPHEERR - J-EARE, INTORELE) - MAHER.

T7—2ZRT—ROIY M- [FETAOSICHFEAVNLET . FriT. LY —, N6 LANSY 8 Ty—ANI—RFI-2%
BUTY,

SRR DIE] THIEED B o 15 E (%, TR B EN S,
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AO1. Consumer Goods

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

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

AO2. AVARTT
B, —ARESR. VDRI

FrUTAPIFEFIEIAR, HEEREDIDICHIFENIAFRFA06. NI N - U T,

A02. Healthcare
Pharma, OTC drugs, wellness.

If the work has been created for a Chority/NFP then this should be entered into AO06.

AO03. %7, LIv—. IS8, LARS Y. J7—ANT—RFI->

NHZLEBI OB E ST, B - A TREOY - E22ME. IR, JTZAT()UL. IR-YSLRE, I>
H=TAAINOLSv—(CBETBINTDOY —EX AVSI/\GEEE, IRIFE. EBk. TBHERZS0.
RT3y T, HIIPN-ZEL. INTOLAN AT —ARNT—RF1->,

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.

AOAATFAT [ IVH—=FAIAIB
B2, BRE, FLE, HAR-Y A3, 858, Z1—X TIIINTIYRNTA— L ZOMAT (T,

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

A05.0>31—V—H—ER [ ERIERSI
FRTOREENHY R, EE, £Fh, B2BT/./05—, IV & FOIIv3aFI Y —E R, 200
ESRAY—ER, #tN1Z1=5—33> & I-RL—hIZ1=45 33>,

AO05. Consumer Services [ Business to Business
All commercial public services, Legal, financial, B2B technology, consultancies &
professional services, other business services, internal & corporate communications.

A06. JEEF[FrUT1 [ BT
BT, 2 HE#R. NGO, B, FvU7 (. IEEFHERCEIAX

FARTOD CSR EE. BHETZEPIBLU/E (& FO7. BEEN - H2MBEEIOHTIVU-TaR AL TS
(AN

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.

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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B.A>SA > - : BBPY Materials

NO-WEEEZED AV TITVENAFR. COBPIDIERICE. ADSIOATAPADBHENZENTNS
2o A—1FROAEFINOLEMIFIERDELFT,

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.

BOL4EEA Compulsglrryn
Bm-BRL ML -RR, Y- U RS TOMOFRERR. TOMOFMCG. I8 - 78—, F/RE, e URL
REZ T, BBE. BEFEFHERGT - U-EARE, IRNTOEBES M- MAHE.

Optional

T7— AN~ ROT> N)— B2 TBOSCHRALET . BT, Lv—, IG5 LANSY, T7-ANI—RFI->6 | . ar/vRfiles
AUTY.

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 and cars and automotive products & services.

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

BO2NAIVATTF
Fm. BAZEm. DDLRR

FrUTPIFEFIEIE, HEEREDHICHRIFENIAFRIFA06. 05T M —-UTLIZEW

B02.Healthcare
Pharma, OTC drugs, wellness.

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

BO3. §f%{T. LIv—. 5%, DZF?>&77-Z|‘7—FTI—

NHIZZBEEATEBEZSD. INTORIE - FATEEY -ER, BYEE. JIAT/Ub. ZIR-YZLRE, T
A=FAAU N LSv—BHEDY —EX 2R A>T .| REBIE. £85k. ABERZSD. INTOY
T NIIPN-%2ED, INTDOLANTIPT7—ZANT—RF1-2,

BO03. 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.

BO4AFAT [ IVH—FAIAVE
B, ME, FLE, AR -YRIZ, BE. Z1-2 FIINTSYRIA— L ZOMAT (T,

BO04. Media [ Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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B05.1>Y1—V—4—ER [ RIS
IRTOBENHY—ER, FE, €54, B2BT/./0>5—, oYL & TOT1vIaFIlU—ER Z20MOES
FAY—ER #HAIZ1=5—-23> & A-RL— 12125 —-23>,

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

BO6. JEEF[FrUT 1 [BUFF
BT, N HEIEIR. NGO, &S, FvUT (. IEEFHERBEIA,

IATO CSR 5EENG. BEIZEII-HLU/ERE FO7. PEBW - RNEE I0NTIU-TRAL TR
Lo

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

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

Compulsory

Optional

Film
URL

e AR/VRfiles

C.\135)EhiE|
C. Viral Film

Materials

CO1. )\ 3)LEhiE
FLA-Y-HNASFA S THEFFEIET B EZBNEL THYFEN BB TY .

COL. Viral Film

Films created with the primary intention of being shared and/or distributed by users
online.

Compulsory

Film
URL

Highly Recommended
(optional)

Optional
L]

Case Film

AR/VR files

Digital Supporting
Content

Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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D. A9U=2 &1V b

FLE, BREEE, A>3 USDRT)—> T EBRENfBRE

D. Screens & Events

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

Materials

DOLAJY—> &RV
AR=YRI5, TIZ74/), BER,
TZFFARIBAND N T_EBREN B 0RE,

Ro—R33— 7O-R33—, 35— AT L T—3a0RE NE

DO1.Screens & Events
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.

Compulsory
e Film

Highly Recommended
(optional)
e Demo Film

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

D02.¥ U074V
Facebook, X. TikTok. Instagram. SnapchatBEDY—v)L- TS5y TA— AmIHTHIVEENIZFEHRR
H,

BEOIItF1-230DFE(F RAR3DETION-TEET, EX(I0IILDRESEERISHELET
D02. Micro-film
Short-form films made for social platforms. 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.

Compulsory
e Film (1min)
. URL

Optional
e  AR/VRfiles
« Digital Supporting
Content
« Digital Supporting
Images JPG

D03. Z1—-YUFPUF1 &FRIN-IVJ -TYv9

HIIAT 4T (CBREDE AR IR UL 25 ARUKBR DI IC B ESN I ET AB LUV E 21— —EKR > T
Yo BE, Al AR, VR, XR. ¥'—Z047 -3, {RIEHT, X5\ TOMIRTOFHEIT -S040 - FIvh
TA—LEEOH. INBICRESNEEA . DHIERFEORMOTONMA T IEHFE A

DO03. New Realities & Emerging Tech

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

Compulsory
. Film

Highly Recommended
(optionail)
e Demo Film

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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E. BYRICBIBMIR—->3> Materials

BRUSIEAAD T 5> Ry — DAL X BF R EL CRIEMICERENTVB L, SU-XIRMEG (IREEE) ZiRHEY

BEAF. IRTOIIZAF1I-330%, RO -T2 hh 3L -~
(hF>TPILMLE—R) ZANE. WEDDEFTATPAIUCZYIO-RUTTFEL,

E. Innovation in Film

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

If you are submitting a series of films please upload all executions in a single video file
with slates denoting the start of the next execution.

EOL. FLE/MRiE
T3 RAYE—SZARZ B I HICBRER(CT L EIRAROIREZ SE AT 2.

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

Compulsory
e Film

Highly Recommended
(optionail)
e Demo Film

Optional
+  Digital Supporting
Content
+  Digital Supporting
Images JPG

E02. AY54 Y- NASILEDE
T3V RORAyE—SHARZ B HICIIT BB ZRIEMNICERATS

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

Compulsory
. Film
. URL

Highly Recommended
(optional)
e Demo Film

Optional
e  AR/VRfiles
« Digital Supporting
Content
« Digital Supporting
Images JPG

E03. RJU—> EBREAAY b
T3V RORAYE—SEARZ B, NWTUSIEETFAN= MRA N N EBRENZBRKORIERER

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

Compulsory
e Film

Highly Recommended
(optional)
e Demo Film

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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F.X{EEEDE = Materials
ZOIBFROSALETERL, ZOMIOSRICE > TERRCE SR,

SN-TRGZIGHE I BHBEE. INTOLIAF1-33V %, ROBENDNIBLICAL—~ (hF>IPFA ML
H=BR) ZANT, DOETATFAIUCEFEHTTYTO—- RLTLEEL,

F. Culture & Context

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

If you are submitting a series of flms, please upload all executions in a single video file
with slates denoting the start of the next execution.

Compulsory
e Film

FOL.O-AIITSUR

FEDhIg 4% L oNDERBRULT T2 RO DIVER . BRER(EY—5'y AT 1 T2 REBBHEICEKNE THD
%=,

FOl.Local Brand

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

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
e AR/VRfiles

FO2.FvL>Sv—-TS5UR
BRAEOENCIHI B, BARTHEL . STENREELEIFNBINIATETATY - LEEZS. I~

FISv—(CBDIBLSBIERERIET BCL T, VII(TIRTIO-F2EOTVWBEIT TV RTT, « Digital Supporting
Content

F02. Challenger Brand «  Digital Supporting

Brands which have creatively adapted their approach in response to Images JPG

competitor pressure by challenging the status quo to create game-changing
work that uses progressive thinking and innovative creativity.

FO3 SO W=y hFronR—>
1DOE- - HHOH TSN, FEEMBENAER. ISEOBRC(E. ZOERNEDLIITIFEDS
=Sy BB TT YA > anfehEsEIR U TUEE L,

FO03. Single-market Campaign
Work that only aired or ran in a single country [ region / market. The work should
describe how the work was designed for the specific target market.

FO4. #1217

FEDOA—TA I ZAPIZ1 =T (CAIFESNTZBRIK T, 20T OHRITEIAREL TVSE, /R
(& T5> REDIBVFEUDEZBIE T BT, EDLISHEEITENCBIT D11 MERALIEIERRRULT
T2,

FO04. 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.

FO5.1—E7DiEMA

I3 ROIZ1ZT =2 avICBVTI-E7 MEF DT M 3 B /Fm . SIOFIVER], #ENZINTVT,
SN EFr>R—UCEIDVNT, BUSZIRMEL, BIEDORIBITIRDEVESISRITIOBENDZEH
H9ce

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.

SRR DIE] THIEED B o 15 E (%, TR B EN S,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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Compulsory

FO6. FHANTHRREZRLY. Film

MIBELY FFEREOBHCBNT, RSN FESLY/ Tl — 2EBENCERL. BAROA>
JONEEBBTTE. RSN - RICENDDST, HBRZS. ERLEH, RENOBIMENBEC yon pecommended
EOTESRR L ORIBEBRUCLERIVERTHATL . (Optional)

e CaseFilm
F06. Breakthrough on a Budget

Creative use of modest budgets and/or resources in relation to the market and/or Optional

industry to create maximum impact. The work should demonstrate how fresh insight, e URL

smart spending and compelling strategic thinking solved a business problem despite e AR/VRfiles

limited resources. «  Digital Supporting
Content

FO7. BN - HRNWEE *  Digital Supporting

HRH), RHIZN. BEOLHBECRES, BOESROLELTSKE. I3 KOBNN, BELXIL mages JPe

ZHEUDIFBILCLO T, EDLIAMBEZ EHEU 21T/ (FEEZSI TN E R ITDEDTHDIL .

IEEFIEUA, BZEEUR, BUSTHECL2FmIIET, ZEIIEMIBLV . FZATI23>DA06[ IEEF!
SRE /B IhT3U—, F2@BEI23>0BO6IIEEF]/&E /BT IHTTU-H5I> M -UTFEW,
FLE [BREERFT : €95 —F([dB06, IFEFIEUR  HERIA,/ BFEENTIU—-(FEI>3>B.

A5 BREEBFT : ©O5—

FO7. Corporate Purpose & Social Responsibility

Purpose driven work |/ brand activism which address social, ethical and environmental
issues. Entriesshould 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. TV/Cinema
Film: Sectors or BO6. Not-for-profit / Charity / Government category in section B. Online
Film: Sectors.

FO8. Y= Yb-T4R5T33>
sk, /75 /50— LR RIRECHISL., SHEBEANOEEZRUAHNS, T35 ROFLWRIE S =%
AL, BIEMICEISEEIESETVS TSR,

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. 3bLEDIS =TI A MNifi AR

SALPEECEARS UL 21274~ OUT ) ARERICABE ULz KBS 7T O—F DS FN AR, 7
1727174 (B 2 AW, D124— TR, MHIIEM. Filh) ZAZR T SBIEPITE. [CHRICTED
IR = 17> 2% RARUBIHE(CRIRUIAE SR . SOV0A B MY A=FT(IVADT S5 R0XT (T
HEREIRT 273752 BAFEICL T, ZORREFZE DZIREL TS E,

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.

SRR DIE] THIEED B o 15 E (%, TR B EN S,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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JEBHERT(E, SHUBRERIE, HIVE[ RN TO9T3 3 CHI B BRI FRMERP T (T (T2 BESE, TOTTRERBINCEHES

ED2A—T—RAEHRUTTFE,
o BATE. IJEF1—3a>&EREFHEMTONE Y
o JAUVAISTNERRINORE—FROEmEERICHIRFHDER A

o BEOVAIO0T4IVADIIZAF1-23(F BAIDE T BAFREFITY M —T. EYAI0T4VLADRENSHUAELET, IRNTOIER(G

ICEERIRINIC_EIRENZBED TH B L.
o RTOT—ZMRMK. BHEL, TEBK. AVSFI DT IOVCEFREEDIBEEERMUET.

The Film Craft Spikes celebrate onscreen artistry.

The work will need to demonstrate exceptional filmmaking, showcasing technical skill and prowess in production/post-

production, elevating an idea or dramatically enhancing its execution.
e The main criteria considered during judging will be the execution.

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

e  Multiple executions of microfiims 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. FIE

A. Production

Materials

AOLE:E

SEHOESIVNERE., JUIAT4TIU-T%T4LIF—DETIVICEHAL, ZOESIVNEDIZEZER SN
REHFT., NI FYATOY . CYNTHLD SOV RTYAD SRINTID ED30%RIRI B126(C
EDLSCEODNIMEENE TN, ChICBREESNZBOTIIHDEE A,

AO1. 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.

A02. [
EETAUHIAR. MA%2D1T93 LT, 85 REBEX. HENE. B&. BF. RIRLEPEFNFT. 20D
TR SBICERPONCINIATAIRTAT 7 2RI RENERHEECEUTVSIPIEDNET,

GBS, FARORRZEME Tt L TEEW

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 ideaand supports the final execution.

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

Compulsory

Optional
L]
L]
L]

Film

URL

AR/VR Files

Demo Film

Digital Supporting
Content

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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AO3.FVART1YY)
FrRFTDEDIVEERRL. FHE, Yo — TF. BT SHETRL—HRA. E¥). Z0M05L> by
TO05D2a LI EED.

BERENTZTOVACINZ T, F AT T OTOCR BN I 220 BOTEI I LR T DR ZRLE
ED

A03.Casting

The vision and achievement of the casting. This includes but is not limited to the pre-
production selection of actors, dancers, singers, models, non-professionals, animals
and other talent.

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

Compulsory
e Film

Highly Recommended
(optional)
e Demo Film

Optional
e URL
e AR/VRFiles
« Digital Supporting
Content

AO4. BHETFYA Y | EiiEEE
TO9923>7HL> /S T— 4L I3IVDEE, TNICE. By NYL> . DT —Ja A8, fEREERDILYY,
J4—-)b. SHTR. BEENBROIFHREB(CIHOTYIENEOLS(CEDSNEMNEENE T,

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.

AO05. BREHRR
IREHRFZDREBEENR R51 ). EMEVRHER, DAFT—0, REEIRTIZYT. 23y OB, 1383, 2D
MOFIRBENEEEINFT

A05. Cinematography

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

A06. AVSFIZ1—-IvIDiER
BREIL S5 DI DICHWESNILAUSFIVEBDA > ) VI bERINIC DN T, 28 B ADZAMEVEREY, /Ffm
EHRNOERELERINTT

A06. Use of Original Music

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

A07. 5755 - BARSNIEF RO ERICONT
FAUIAEE, FIHBEINEELBIRULE Y. EEMHAEZR . K ERFESZIEDLHL. 20MIUT
1717 TV-J=RRI 375ENERENET,

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.

Compulsory
e Film

Optional
. URL
e  AR/VRFiles
e Demo Film
« Digital Supporting
Content

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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A08. FIfFsRia

BREIDEAEI BRI, ZDME 4 DFFDEEREOSAROP TEUAENE T FIWEFIR, FEOHIKI. BAfraIR
IR, FVEBE CEmULRE. fIfFF— ARSI RTSREZSHDHICRIRATIEERYY — A2 VWINTER
U ERBENEY,

BORESNIAERIZI TR, FIVEBIZEBN I 220BOTEIIL L AFITPELERE) 2RI
L ECBEIDLET .

A08. Achievement in Production
The overall success of a film, assessed within the context of its individual ambitions and

Compulsory
e Film

Highly Recommended
(optional)
e Demo Film

Optional
. URL
e AR/VRFiles
« Digital Supporting

challenges. Scale of production, budget constraints, technical issues, challenges faced Content
during the production process and how the production team made best use of resources
available to them to achieve the final execution will be considered.
It is highly recommended to provide a two minute Demo Film showcasing the production
process e.g. a’'making-of’ or ‘behind the scenes’ film, in addition to the film as it aired.
Materials

B. Hl{F#%

B. Post-Production

BOLIF(T1>)
REOFAMIMB LVBNEMARRLIN. Y1325 TR ES1T7IWAEAFIHR, G4 TOTH1FZHR BIVR(>
FIL—2a>y, 2EBIN-U-FUSITRE, BREIDREDHSDZEENEBEINET,

BOL1. Editing

The technical and creative success of the edit. All aspects of the film’s edit will be
considered. This includes but is not limited to timing, pace, visual dynamics, dialogue
dynamics, sound integration and overall storytelling.

Compulsory
. Film

Optional
. URL
e  AR/VRFiles
e Demo Film
« Digital Supporting
Content

BO2. BFHIE [ JL—F1>) (BFHAR)

N5V TU—FT AT DA RARER T FFEDRUEEIFURECL. MBIOREIRINEREZZ 2.
—BURBRMEENR @R ERT32ETT . JL—T1>IHBIA, T0453307 51>, EHEEDLSIE
#BU. SRNLIRMGOSFHES. Bl BRCZEL5X, ML EESON. ThICRESNZEDTESHD
F Ao

WIE-IL—TAYIOETA=T I~ BN T 22DIRE DT EI I L IRMI B m<HEELFT

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 be 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.

Compulsory
. Film

Highly Recommended
(optional)
e Demo Film

Optional
. URL
e  AR/VRFiles
e Digital Supporting
Content

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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BO3. BMKD B I RFY 1Y
REILSICBIDTVY RTHA > ORIEHNRER, 1], 33> YOI ORREOERKICH I 24l
BN, FEFOTHIREPFREARNOHZELRRICERINET.

B03. Sound Design

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

B04.7-A—->3>

BRIEICHFZTA—Sa>DEREEZR, . ANWTE-23>, 57495, Iy ADE1—-9T7-A—33>
RE, 2DFI(FIDDHSDZF1 T DT A2 A I REBDET, P A2 AUEEBEOMAESOIERICDL)
T TR NEEMREBDET

B04. 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.

Compulsory
e Film

Optional
. URL
e AR/VRFiles
e Demo Film
« Digital Supporting
Content

BO5.EY17)l IJ1/h (REHR)
IREERIZE EDMDBREZIROIER. NREAGDOE - Bl St RROBRGADIREDRRINEE
T

EZ 17N ITIIMIEDISIAEBNIENVEIBNT T 223 DT EI 1)L LR IR T D ENHER SN T

BOS. Visual Effects

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

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

Compulsory
e Film

Highly Recommended
(optional)
e Demo Film

Optional
e URL
e  AR/VRFiles
e Digital Supporting
Content

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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ISEERTIE, T35 RIMEMRS — A 12171 5SFCHIAL., BENBRINEZEERNS, &'~ MRERDIRCS — AL [CEOfBEZ{SIUZC L %R

LTFa0,

o BATRZADRNEBRSN UTFOLHIEZNET @ #BEEA YA R20%, YVIAT(ITRTATT730%, V3T ITEF1-33>

30%. #&R20%7TY,

o TIIUREF ALY T=FAZN DVIAH— A2 INIH— AN)=-I— FAU=b, F-LA, #Bf AR~ TI39RITA—L AFTATA—F
—EFFEE. F3Y - LAERICEET RIS T VIV Bi I 25502 F A ELET.

e E-sports(d. ZINAIZDT —LEBFY. £HhFTV-(CIYN—-FBIENTEET,

o ERURATIV-HEEROHZEDTHBIRD. BUIERZGaming SpikeslcI> MN)—33EIHICHIRESHDFEEA.

. 2TOT— AR, Bl TERER, AVSFIL DT IVCRFRE DT ERMUFT .

The Gaming Spikes celebrate creative work that connects people to brands through gameplay.

The work will need to demonstrate how brands successfully tapped into complex gaming communities and seamlessly

added real value to the overall gaming experience while driving commercial success.

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

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

. 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 Thereis 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.

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

A. 5—h
A. Gaming

Material

AOLA—FAA-EZIZNISTIY

T32TYRTO A, F=T = STZARA-TAATLTIY,
T3> DAy —S#IEESE, FIUVV - APS - AREEBEREI 3 e BELE. &~ A7 ELEFER.
REFLIXAY— U= KRR =, AUSFINERILTIVZETH. INSIRESNEEA.

—EOEREIRETIBEE ROEROBRE R T AL — MW DOET A TP IUTSATOI/ERETY S
O—RUTLZEL,

AO1. Audio-visual Content

Branded film, key art and radio & audio content including but not limited to
trailers, 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

Optional
L]
L]

Original Content

URL

AR/VR Files
Digital Supporting
Content

Digital Supporting
Images JPG

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,
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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.

A02. ST 45— hFER

BROFEFPTOE—I10OHISEHEE BT E(EB2BAARY NCRMEESNIZS A4 — MABRE (X7 HI7 4N
=23V, 1AL =23, TIZTANIb, IRy, BETE. RyT 7y, esports ke, (RIBI>H—K,
YRR F I HMRABHFRATRIMEEINR ST - N TA—Y R EHFTH. CNSICRESNEE A,

A02. Live Gaming Experience

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.

Compulsory
e  Original Content

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

A03.5—-AICBIIBT 5V MRE

T —L0F - LTS RIA- AT T2 RS~ ALAICHREL. 2ARIRY — MEERESR et BARNRESRZ
BREREEI5T L, TNICE. BERORT MANRY N —BFRIRIE, BIFEITEFROT— LTIy NIA— 1
HNTOEANRBI T ROFBEREFEFNEITN, CNSICREEINFEA.

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.

A04. 5=b /AN =527 - TS5y NIA—-LOFIA
TR, BRFRFY-CREHRCEEIIHIC, T~ L/ AN=ZT T3y TA— hEEH
HICHIAT 3.

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

A05.O0—>F[un->F
=L - ABGEOO->FRUOD—>FOledICHVEENIEZ AR — LMABR,

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

A06.JZ1=F1 YRIAYN [ Y=3v) - IVHF—-I AV b

- LFIREORFE. #F BRICEREIE TR, /- LAJZ1Z71LENBILT, Y29 -I25-TX
SIMIEDESEE LU, T ROFFHIOIZ1 =T AN TOIEREN S E N R T LD TH DL,

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.

Compulsory
+ Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional

e URL

e AR/VRFiles

e Awards Show Film

« Digital Supporting
Content

e Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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A07. 1IN I>Y—&ItEEIE

IDFIYIIIAH— AN == 12 INIIY—%IVIAF1TDOEHBITERL. TS50 ROAvE—-J%FI=
U F—LJ21=FAOREDRERE LIS -2 932, INICE DR —2a>, TRVB—R-O>572Y, 1
—Y-ERIDTIYRENEENDN . INBICRESNZ.

A07. Influencer & Co-Creation

The creative and innovative use of content creators, streamers ond/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.

Compulsory

Digital Presentation
Image JPG

Highly Recommended

(optional)

e CaseFilm
Optional

. URL

e AR/VRFiles

Awards Show Film
Digital Supporting
Content

Digital Supporting
Images JPG

A08. TSV REDI = MF=2vD ARIY =29, ASKRL—3>
G=Z2) T3V REIET =22 T 5 REDERBEE) )~ b= TPITRL—2a(d, &~ MAER. T30 RIV 7>
Y ID-TAVAYNOERTHIET FEQL DX ABRZERL. BFEE8(HEEICHIRELIELET.

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.

A09. 5—LhOHRICBIBIIN->T1 (BHE) 10N —-3>
- LJZ21ZF4(CBIBMR ©I227U7 4. BN Filp. AR Bk B REL 2OMOIAICE I
Z(CHD#E A ZNUSIIEENST —LMER.

AO09. 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. = A[CBIFH1 IR—->3>
J— L& B3ANDT — LRER, BB, NTA-Y2 R B2, 73T %m EEE2T 5 RIS T
YERIEY B, FTRELFEIFORAM . T5YbIA—L XT4T7 FroRIN e EHCERAT3L.

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.

Compulsory

Digital Presentation
Image JPG

Highly Recommended

(optional)

e Case Film
Optional

. URL

e AR/VRFiles

Awards Show Film
Digital Supporting
Content

Digital Supporting
Images JPG
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JSRE : JAIR-TA—-FIOTER BEMNIHSHSEDEEINTVSIZ1=7(2RIAL. IVNT—ADRFBIET, REEPRRCEDHEAT
VWBIIAF(TRFEEZEBUFT. INCE, EAVER DA BABIUEMAR, R, UHnfhEE, BEE, DERREER mbEENtR
&IV~ LGBTQ+IZ1Z71, TORZIBEZISNBVHSEFI I T, ZUTHSDIEMBOA L  FFCHETENHEZSZIITUS AL
REZBEENDENALZPIEFNEFIN, INBICRESNZEOTIEIHDFEA.

SEUIMNIATAITRRIRCIOTULOEFRZHEL, HRITHFRINER(LZERAL. 2011 -7~ ([CRIMERFEEBEEHH I TSV MEELE
ED

o BEBBROLLETEREINET : 717725%. #l&25%. &N EMR50%.

o AR &E2EFET. JSREEETEFT.

o JIZAEBADIGEERE ®WE-Y-EX- 12125 -3 ERERIDT, H503IV—v)L-FFIXN—>vIL
D347 MeIREVIEEDTHBVER A,

o ERIRBEE(ROLCEER. EREEBCHUTAY IO TIEREFRERT DBLENHDET.

o IRTOT—RT(IVL BUGIESR, TERER. AVDFI DTV RREFREEMIILENDDET .

o JSZEOIYN-NLEAEEEREREATHEN, TOEUREIIZT/UE THRICHKREINET,

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.

e 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.

e Shortlisted entrants will be required to present their work to the jury online.

e All case films, films, demo films and original content must be subtitled in English.

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

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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AISAE Materials
A.Glass
A01. 579.)03— M Compulsory
LA &EH. 7477 FIINERBLVUT IR TRIREN 3 /55%581E, {2tk FEeREI37./0 * Digital Presentation
I—BLUEAMEIVY1->3> TOEDIELN, SR BRENRIMOET, RAT. 12/ INCEDR(CHE, Image JPG
RN, MR R LR LN IRRU TR AL Highly Recommended
(optional)

AO1. Technology NEW o tio:'lql Case Film
Technology and technological solutions that enhance, facilitate, or improve the way P URL
individuals, groups, and ideas are represented in digital and physical spaces. The work bigital SUbbOrtn
should demonstrate how diversity and inclusion are embedded in the technology's C(?ntent PP 9
design, execution, and impact, driving positive social change and innovation. . .

« Digital Supporting

Images JPG

A02. B/ H—EZ ik

SERRIN\IIFI2 R, AL, AT T4 T4 BEAPIZ1T4ZBEL, HEICKRIRIBEEBEL
ER Y-, INSOMDIEHN RREZBUATFHZARET ZET, T2 KD R (CffiEz iRt
L. DRHERD, JDEENTEVZEEIRBEZBOEZIRUTTAL,

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.

A03. 1Z37FJ NEW

AT POAREBCHIAHEALIZIZTORROHDHOEEZ BT TOI S L, FroR_-> ZLTAL—
TAV b, ZOEDMEHD #BENREREHEEL . ZARBTAT o717, BB R N EHDOBEYIHEET
BT, EDFIICEMENTN IR TLUIZE L,

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. (HEPI DB Y dBH & /XY 1 — - (HiEER FiiR

TRRAOEE. ZOMRERS (U TAF TBREMIN DHERIRIR DX EHEE T I CRBLIE 5§ X5~
H—R BLUHEBANIL Fr—1EE. TN, BENBHASILORERD. BfEAROBBREIOTRCS
FRNFERBROEBRENEENZN, INBCRESNF A,

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.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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AADRAF D221 —-NVRT T RURBINEDERUVWREEEFRCBIT RIS, 7VI/T(ETA—ICHUTEERSLET,

I3 1NV TEMOREFRE. HE. IR AZERROERE. &5, BEZienlgelcUiD. BBMRN\-Y LT 72 {EELIZD T 245
1. IERITBANBIERADA Y AEL —2 3V ZBRUTT &L,

I>23—X-NATT7EFOISEFRE. EREEE. BE. 5-7y EBEECIFRZIREL. HEEBLEREERIZT(T7EN. BRIFEe/IN—
SARETEICEIAL. B 75, IRREH. SRR ER(BE S L S Fm TH I ZIIRLBINERDEE A,

o  BETERINZEEQ. FERICIOTRRDET.

o BEERINIILZTTEBPICEHIES SN EICOWVT, h7 Y- LEANBIEEDHDIRD. [EEEIEICHIBREHDER A 2L, A—1F
m(FEI2avA. B, C. DOWTND, FFEI3AVEOVINA—FSICOHIEERIBETT .

o ICEERE ISEERER. vV EIRE  TOE-3av, BAER L IVS DAV MAOISECELT, ZTHBOHIRE ORI
HEtRRIDBENHDET .

o ETOT—ABRYE. BiE TERE, AVSFIIDTIVCRFREOFDIEZERHLEFT,

The Healthcare Spikes celebrate creativity found in consumer healthcare as well as the more regulated pharmaceutical
industry.

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

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

e Criteria considered during judging will be medium dependent.

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.

ANVARIIIRA HEAIOE—>3>

MBERVSRVINE, BEHIREDREEI5T. HIVWMEAOVDIE—1 I R- M IFEDT 5 REREHEEMERLSI/EREN
etF&.

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.

SRR DIE] THIEED B o 15 E (%, TR B EN S,
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A0l (LSEREQD) RSYJANFTHEATEIROER
ISR, OTCERm- fERl. HLaRRER.

TECDYZR MBI T Y DR SEULTZEN,

A01.0TC Oral Medicines
Non-prescription drugs, OTC medicines & tablets, digestive health.

Choose your Healthcare mediums from the list below.

A02.— R IRFERIBLFED
SRR, A (LIRS  ROBAREE. VERREARE. KIamsE. B BE. HAFR. TUA5E 2%, TRy
5. HIEE, YORIAYS L FFSvT - BERIGE

TEEDUAMBAILRT T DA SEUKIZE,

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.

A03. S ZEREDEMPER
IVR=A IVHIP DR LS ERSIAHTHEATZIREE. 740X, #HAIE. b— MR MSFERR. =8, \vIYR-b KZERAR.
FRER. IEIRARES, NITIRAFy N RS, EXREEH. SREST. R5vJ U8B, ZOMORER-BULRRAE,

TECDUR MBI T Y DEAARE SEULTZE N,

A03.0TC Products

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

Choose your Healthcare mediums from the list below.

AO4REHBIRR
EAZ>. ZRII N\=T BTUA b, HEEE R R, MERER, A3, B, TO/\(AT1JX, FREEHZDRUDIRE,

TECDUZR MBI T Y DEAARZ SEULTZE N,

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

Choose your Healthcare mediums from the list below.

A05. EREVINIAYR—bFo/05—
T4y RER AMIy b ANV, BEIRBE, BRIV SA I EZHE T DT I EGR, 77, BATERRE. Ao1yMRE (L. InBICIR
ESNFEA) -

TEEOUAMBAILRT T DA SERUKTIZEN,

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

Choose your Healthcare mediums from the list below.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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BOl. 2REVIIRA : BERICHITIHEELEFE

—RROBREHEZZD. FBBEVR/ -V 7Z2ERU. EEEEREEDE LRI ODICHEE LS NZET L5 Fm.

B. Health & Wellness: Awareness & Advocacy

Work that promotes general health awareness, encourage proactive personal care or inspire advocacy and donations
for legitimate health related causes.

BOL. 7' 5> R ERICHT BB PEHREV-RTS

BEREAZS0. BRI -V FINTTEERNITIDOITR/ IFA T NEOIZT1Zr—23>, BT, 2IE. RWELALE. B &
EIER. TAXBH. 7II-VELRRESR. ENERESR. BBER. LE- MBS 7. &8, JDE—( IRENEENZN. INBICREIND
Vo ZOATIV-(CIE, /T 52 ROBREFEEEN 3.

TEEDYZR MBI T Y DR SEULTZEN,

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.

BO2JFEFI A EBORE - BEREH

fREREDIA. ZR0E, FADELARALE. 2R - FAEIBIR. TAAEH, 7 I-IURFERE R, M ERESR. REEER. OiE- nEs 7. E8). Ul
E— 1V REDNREEBER AV S EIFEROFvIT1 - NI T1>7.

TEEDUAMBANILRT Y DA SERUKIZEN,

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 andhygiene 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.

B03.J7YRLAI>Y (H&iEE) &IRME

BEEEEONLVAZIINRAFPITOHEOERLE. BEXE (—RMRET) RTCEIAOREE. JBRICRET 53R, MRvIEiR0Z
4. R3>F47,

TECDYR MBI T Y DEAARZ SEULTZE LN,

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.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
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C.ANVARITIARA ERRY —EA K BRILER

2RI 5> ROIBZELIBIHICEIEEN, AHEOBVEEAA-SFr R0, AHERY-CA0HEER. ERER. J71F>3v 7500
CRBEEN(CEIRI BIDOFR.

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 A A-T & [LIRES
feER- B REE . B5. £EE. 7U°y). Wk, /OIS, MR EDRRAA-S2EH2HDIFm.

TEEDYZR MBI T Y DR SEULTZEN,

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.

CO2.fEFRY—EX &%

Ak, 2R, SR FEERIE. DIEEE, tSERN BEEA L. REERITERSSE. MREBRL. RlER. /07505 RERIE. EiRAR
E. DIEEPE. NERIE. FERIRIE. iREBRIE. IDWEE. BEEFE. RELT. BFEEALT. BB, #R3av7. DA, J1ryhrA &3
HRAISARE, HEENEIEF AT MR E2ERI 3L IREH.

TEEDYZR MBI T Y DR SEULTZEN,

C02.Health Services & Facilities

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

Choose your Healthcare mediums from the list below.

CO3.{R %
ERRRETPAFIPILTS.

TEEDQUAMBAILRT T DA SFERUKIZEN,

CO03.Insurance
Medical insurance and financial plans.

Choose your Healthcare mediums from the list below.
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D. Health & Wellness: Animal Health

DO ENDEER
Ry MOZOAMOENDRERHEBZSLUT—EXT, BEELEENRE R THEENEE T 260, BRI EMRZERAOEEROR
DEE. BOIIIE-2I%ED,

TEEDUAMBANILRT Y DA SEUKIZEN,
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.

E. 85 : JDE—33y, B, IV5-IAYMBEBEEEEOIILEMHR)
BEAHN, BELERLEE, BEEEI—SYNC, BROTOE-S3>., RE-FHEORA- R, AR T OESORHEKOELES|
DIHUELTAER.

E. Pharma: Promotion, Awareness & Engagement

Work created for pharmaceutical brands to engage patients, healthcare professionals and targeted consumers
through the promotion ofproducts, awareness and understanding of disease | medical conditions and the
advancement of healthcare through engagement.

EOL H1LIb-hy-RAST B
R ROBMRBFEIT-ER, FRFEFEeO->F., FEARFBES Beolc. BEEMFCEREFFENLIS T,

CCTCOERIE. EEEFPIRICEOTER SEBEINTREDFRIAOBIR(CEAT 20D TRIFNIEBRDFER Ao NVAT T OIEAARZ LT DUZ MSHIEY
<fZE0,

EO1. Direct to Patient
Direct to patient work created to launch and / or promote a regulated product, service or therapy.

The 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.

E02. ERREERIIF LI MNES
EREEEEEIRL. METROBRELEY -EXFKTE. FFARTHBES Do IFRREN/FR.

CCTOERIE. EEFPIRICE O TER SEBESNTEREDFRIAOBIR(CEAT 20D TRIFNIEBRDFR Ao NVATTOIEARZ LT DUZ MSHIEY
fZ&0,

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

The 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.

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,
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E03. BEHIVF—IAVH

BENBSEATEREZF 2L YR— b, B TEESHDAREZHEEL . BEORRERZERSE. 753172 MI 52 RCH 2RI T
TREFHZIBEL DD, LHRVERZDIST CEZBMICHIFESIAER. INICE. NI, BELETE (ETE) OofREM L. 22T5(7>
ATOIS L AOU-Z208—ER DB RKIYR- M—-EZRENFEFNEIN. INBICRESNZEOTEHDFEA.

BUFOBAILRY PIEAR R SEUKIZEU

BUF MBIV 7987 8538 UKIES U

E03.Patient Engagement

Work aimed at patients intended to support adherence, drive 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 are not limited to, the use of data analytics and connective technology to enhance the
patient journey, compliance programmes, screening services, psychosocial support services.

Choose your Healthcare mediums from the list below.

E04. AVART 72 DITYSIFINCHTRIIVST—SAV b
BEPNINRTTEPIROIDHOEATI1-33> S ZBIEN(SERL TVWS L, BDEHCE. BEOBE, iR, T-yEB/IEFNFIN T
(FROFRA ; 77/05— YINON-ROIY ; BRIREERY )L ; JBEARBETT.

BUFHBANRT 7 i8Rz 512 UKIEEL

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. SRR DB IRAZ
TRTNIRIRICH I 2R IR AR E Seh. FREETY . HARMMRRETRARI BIed/ERlEN/ER.

BUFDBAINRT T i SR UKTZE
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.
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A=FTAA&SIA
Audio & Radio

Materials

A-FAA&SIA
SHULEERIM, SENREF. TUEFREERPTSINAN-LZEBL T, BAECLZENZANU-

Compulsory
e  MP3 Original

N ) Version
T CEDTI Y RAYE—S#ET 2EaR.
o BBEOIFATIVE ELCTATT. IFEF1-23>. BUTIVIWVIRTT, Optional
o BERMEIIDOIYN—ERERDET, e URL
+ Digital Supporting
Audio & Radio Content
Work that communicates a brand message through audio excellence sonic . Digital Supporting
innovation and/or superior aural storytelling across the airwaves and digital Images JPG
streams.
e  Criteria considered during judging will predominantly be the ideq,
the execution and the impact.
e Each execution constitutes one entry.
Materials

73> MARRE RSN
Brand Experience & Activation

TSYRIVARUIVARTITAN—Y3Y
IHARIIZZATYL Y PITANR=33> AX—3T UF =), 360°HRIN—I 5 I MeBMELTE, UL
ATATTEIENRT 5> MBEE. IGEHER(E. DRIN—Sv—2—. TSV MABR. HEDBHYFRA > ORI
(C&D, TS REFIMEOm L LRI RN DI ZRIE T DR ENGHDET .
o FAETE VONOEENZEEINET . TOLERIY(T720%. #BE20%.
30%T9Y,

===

E1730%. &R

Brand Experience & Activation
Creative, comprehensive brand building through the next level use of experience
design, activation, immersive, retail and 360° customer engagement. Entries should
demonstrate how the customer journey, experience of the brand and optimisation of
every touch point led to increased brand affinityand commmercial success.
e A number of criteria will be considered during judging and weighted as follows:
20% Ideq; 20%strategy; 30% execution; 30% results.

Compulsory
* Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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DUILT4TT—45
Creative Data

Materials

DIAF4TF—H
5~ SOBIESHYRER. BRIR. S, SRICE S TILER BN RS, 7~ SORLENRFIEEL, 745
T ORERZEDTRIFNERST . ZOFRERYA >/ NI THREREO TRIFNERSZ,

o FEATE. FTROLSCVONDEENEZE/EINFY 1 BiBE30%. 7AT71720%. 1>\ hEFER
20%7T9,

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.

Compulsory

Highly Recommended
(optional)

Optional
L]

Digital Presentation
Image JPG

. Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

FIIN I5Th
Digital Craft

Materials

FIINISTINAYH=TI-A&FES—33> (Ul) [ I-H—THIARUIVA(UX)
FIINVRTTPICENT, A>95974 TIRARBRE SBUIL RS RUBSBE(CE e H TfER. NVRTT(C
ELRET . TIINT YR IA—LETT, REBTHERECSVWTTERT Y/ ON D, FPIRMERL. 1-
F- IS BUAARRRN TEBEZBRUIAFR THD L.

o  FATE ECETHEERENEBINET,

Digital Craft: Interface & Navigation (U1) [ User Experience (UX)
Work focused on the interactive journey and exceptional form and function withing
digital healthcare. Work that demonstrates flawless design, expert execution, and
outstanding user experiences across all digital platforms to drive progress in healthcare.
e  Criteriaconsidered during judging will predominantly be the execution and
experience.

Compulsory

Highly Recommended
(optional)

Optional
L]

Digital Presentation
Image JPG
URL

Demo Film

AR/VR Files

Digital Supporting
Content

Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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S1VIMLEE Materials
Direct
HLVIMNEES Compulsory

H=FyNEHBEBENSOL AR A2 ERUIZRLENE, FEDY -y NI -Te8Er s, BELORRE
HEEEL. TEEMEEL. AERREREREEH I ITZHC, HEA LT —HIZEIEO—IRELTEDLIIC
FAUDZRIET 2R ENHDET .

o FAETE VONOEENZFEIN. LUITFOLSBLEECRDFES . 717730%. Ei#ig20%.
5E1720%. >/ hEFER30%TY .

Direct

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

Highly Recommended
(optional)

Optional
L]

Digital Presentation
Image JPG

Case FIlm

URL

Digital Supporting
Content

Digital Supporting

measurable results. Images JPG
e A number of criteria will be considered during judging and weighted as follows:
30% ideq; 20% strategy; 20% execution; 30% impact and results.
— Materials
IZH—=FAIAD b
Entertainment

IVH=FAIAYH

BE UR=Y, F=LBEDIA—FTAIAY N TIwhIA— VB TI-Y % T U, T2 RAvE—S% 1

ZID FUVWEETHEEEORNDNT S, |RTERVT(T7

o BATRUTOIICZADIFATUTHEEINET : EIEL A>T 1 b20%, JVIAFTATRTAT

730%. Fefie I EF1-3>30%. HRE20%

o TIIUREF ALY T=FARN DUIAH— A2 INIT— AN)=X—, FAU=K F—L ZK
Y= TIWRTA— L AFTATEE AERFEE, FLEI 9T O MNERICEET 28R

PISTIVERIVE BE I 20502 ERAZIELET
o J-XTIHEIBHEE INTOIEY - REIDOEBE I IUCEEH TPy TO- RUTIEE,
o TERNSHIIRENL S, [BRE IBFICREL TS,

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 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.

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

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

Compulsory

Highly Recommended
(optional)

L]
Optional

L]

L]

Digital Presentation
Image JPG

Case FIlm

URL

Original Content
Digital Supporting
Content

Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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Sk Materials
Film
BAE : BREL BI5, TLE, FSSNREIYTY °°""°“'s‘?|’y
BRIGOREIE, FLE. IREL A51>. B (GMES) TOWBREI—SoNCHfEangas T vT. 2| ©
D= CEFTORBEBULVNI S RAN--FUS I KT 26D THDE Optional
. BETH EPATTEIIZF1-33, ZOHEHEHENET ., SIERH, DOT N—ES . URL
(CBDFET, «  Digital Supporting
o  REEFAEMBRETERLSC. REBLUSOEBEFENMNETY  TOVERNIFTT. (TR Content
NISENCFRBZ DI TIZEN, REBXFRELLRBOTRZ DI TTEL, o  Digital Supporting
Images JPG

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

TJ4IVA I3T b Materials
Film Craft

TAVBIST (BGEWE) P=A—Sa> [ESIPNITIIY Compulsory

BB I L7 =X~ S 3 RN ROBEOBIAE 51 = A
o EERER ETTT. REHEEEOTY. Highly Recommended
o BERMOOIYN-ERICBDET, (optionat)
o TEFEERAEMEMRTEZLC, FEUNDOSEIFEBNIVETT . TOMFRNFTTE. FIRRE e Demo Film
NIEENCFRZ DI TIZEN, REBX(FRELLRBOTRZ DI TTEL,
Optional
Film Craft: Animation / Visual Effects e URL
All forms and styles of animation and visual effects created for film. « Digital Supporting
e  Criteria considered during judging will predominantly be the idea and the Content
execution. « Digital Supporting
e  Work which is not in English should be subtitled, so that it can be understood Images JPG
in English, exactly as it was published or aired. Please note that dubbing is not
allowed.

e Each film execution constitutes one entry

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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T4WBIFT SRINIZT4—
IRERFZ DB ERNR A7)V EMBVIREIR, WAST—I. SRKTROTIZY), 23y hOHERK. BREA. TD
MORRBENEEEINF Y,
o FAETE. ELCT7AT77EE FRATHEHEENFT
o FERMDOIYN-{ERERDET,
o REERAEMERTERLIC, MELSIOEEBEIFRMVETY . TOMF@IFTT, FlIMRERS
NICEDICFR/EDI TRV, REFX(FZELROTREZ DI TTFEL,

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

Compulsory
e Film

Highly Recommended
(optional)
e Demo Film

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

4L I3T (BKHEIE) : BB
BEHEOCIIVEERE ., JVIAT1TT-T2EBOCSIUCEHL. ZOESINEDREERINLINES
NFEJ, TR FrRT2U . BT HODRTHYD SRXINISTARE, ES % RIRT 210075
ENEFENF I CNICRESNZEOTEHHFEEA.

o FATE. ELT7AT7EEOEINE, RN HlIeNFT

o EFRMDOIYN—ERERDFET.

o IREEEAENMEAFTERLIC. SEELSIOSERFRNMVETY . TOMFmIFTE. FEiR

NIBADCFR/EDII TRV, REFXFZELEROTREZ DI TTFEL,

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

Compulsory
e Film

Highly Recommended
(optional)
e Demo Film

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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T4AD5T (BiGEIVE) : DY ISAYTFHAV[T-MF1LI3ay
TO9I23>THAY [T - "NT1LI2aDDEE, TNICE. By TS0 -2 BE, ERESHOr> 17
. ER SESNSENET. BES . BENEROIHHEIY M- ILESTEICLOT, YIEDEIRIEDEL
S(CmF TN EFEELET

o EBETEEINZEARG. T(FATTEIIVFI-330TT,

o BERMOOSENERERDET.

o GEFRAENMBERTEZLOC. HELNOSERFEBRNIVETY . TOMERNFRSS. T(diiRa

N@DICFERE DI TRV, RERX(FZIEROTEEIITTFE,

Film Craft: Production Design [ Art Direction

The aesthetic of the Production Design/Art Direction. This includes set design and
location builds, as wellas 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

4L I3T (BYSEIE) « BIA
REIOIIAZ, EETALIEDTY, A58 REBX, HEKRTE. B1E. BF. RIFLE BIARCET DN
TONEY ., FEEE. BIANBIENR7 AT 72 VMNOFEERIRL TV, Fe, BRICEIIEERIERE
WHNCRHIRBYCIRZ TV DL mEERBLED .

o FEATE. ETATT7EIIEF1-2aUNEEEINFT,

o BERIE 1DDOIEREIINET,

o EERAENMERTEZLIC, IELSIOEEBEIFRIVETT TOMERIFETT, FlIMREBRS

NIEBCFR/Z DI TRV, REBRFELEBOTRZOFTTE,

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 ideaq, while also considering the
effectiveness in conveying important health related information.
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.
¢ Each film execution constitutes one entry

Compulsory

Film

Highly Recommended
(optional)

Optional
L]

Demo Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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T4WAI5T (BGHIE) : S% /YUY RFHLOOER
BBILSCBIBAVSFIL/ FA I AEE, FEHIYRTHL S OIIIA T T BMERICE DA I bR
.
o  BEEMR E(TATTEEOIIEF1-33VTT.
o FERM DOIYMN—{ERERDET,
o REERAEMERTERLIC, MELSIOEEBEIFRMVETY . TOMF@IFTT, FlIMRERS
NICADICFR/EDITUILEN, REBXFZELROTRZ DI TTFEL,

Film Craft: Use of Music [ Sound Design
The impact and success of originqlllicensed music and/or the creative use of sound

Compulsory
e Film

Highly Recommended
(optional)
e Demo Film

Optional
e URL
e Awards Show Film
« Digital Supporting

design within film advertising. Content

e  Criteria considered during judging will predominantly be the idea and the e Digital Supporting
execution. Images JPG

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

Materials

AVATT7O5 981 )R-33> (BRPY—-EAICHfERE
ifec9)
Healthcare Product Innovation

AVRTZ : OYIb A IR=33>
BRI 70 ROESR AP EEOBBEAARICEMUERR. T/\MR, Y—EX(IR=23>, FeldT5R1Z1=
T—23>N=— BRI (RN RR, T/NAX, Y—E2(IR-23>,

o EBETRUTOLOIREENTEINET : AT 740%., FLEELHEEEA0%. FE5R20%.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended

(optional)
Healthcare Product Innovation e Case Film
Products, devices and service innovations that have helped solve a business or Optional
patient issue for a health brand, or have been produced/developed in order to e URL
solve a brands communication need. «  Digital Supporting
e A number of criteria will be considered during judging and weighted as Content
follows: 40% idea; 40% form and function; 20% results. o  Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

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

Spikes Asia

103



Back to Awards

1YHAN=-I3T b (IRFYTAVAILES)
Industry Craft

Materials

AYHAN—-I5TN 1 F—bF1L I3y
TIVRIAZIZT 23T YA, T =279 TUDRINT Uy 2T PORNRTISTROFART
o BATE. FLCIJEF1-3a>nFHbicNET,
o REMBERERNOI> N-TE SEENMOOIY N-LB3DET,
o W= JETSYRIZAITT—2AVETHAUODWTUE, FroR-2 21 D0/FRELT
ISEUTIZE N,
. BUAESRZA >H AN —05T7 NEBPA(CH F S B EIEUCHIBR(EHDF H A

Industry Craft: Art Direction
The overall design, direction and visual execution.
e Brand & Communications Design, Packaging Design, Print & Publishing &

Outdoor.

e  Criteria considered during judging will predominantly be the
execution.

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

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

e  Thereis no overall limit to how many times the same piece of work
can be entered into Industry Craft.

AYHIANI—=-935Tb 1 AE-51710D
AE -T2 DVIATAT BT AT T[LESEEREAD DN,
JS5YRIZAZT—3a07HA> =375, U NINTUy > PORRTISTMOTRTHSTSR
T9Y,
o  BAETHE. ECIJTF1-—aoniHficnNEd,
o ZIVH-RIUDNETINRT DI N-TlE, FAERAITDOIY N —-ELTHRONEY,
o WIS HETSYRIZITT AT HAUADVTE, FroR—2 @A Z1DOMEREL TG
BUTRE,
o AUEREASHIZAN-IZTNIHRIZLEERCHIREHIEE A

Industry Craft: Copywriting
How the copywriting brings the creative idea to life.
¢ 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  Thereisno overall limit to how many times the same piece of work
can be entered into Industry Craft.

Compulsory

Digital Proof JPG

Highly Recommended
(optional)

Optional
L]

Demo Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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AYHAN—-IFTMASAN—23Y
ASAN =232 DINIATATIRATINI K,
IIURRIZITT —2a0T YA ST —SFH 1> TUDR&INTUS 2 PIRRPITTDINT,
o FATE. FLITEF1-3a>NFHEEINET,
o REMBIUDNTINTOLIY N -TlE EVEEMOOI> N—-ELRDET,
o Nwr—S P TSYRIZITT —-33UETHAUONTE, FroR—2 221 DOVEREL Tk
BUTZRL,
o BAUEREASIZAN-ITTNIERT BEEICHIREHDER Ao

Industry Craft: lllustration
The creative impact of the illustration.
e Brand & Communications Design, Packaging Design, Print & Publishing &

Outdoor.

e  Criteria considered during judging will predominantly be the
execution.

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

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

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

1Y9ZAMN-H95T7h : BE
BEVNIATAITRTRIRICEZHEE DI - AN,
J5YRRAZ1ZT 230751, )\Wor—S7 51> TUDRINT US> I PIRRTHOSTRDINRT,
o BATE. E(CIVEF1-avhTHlizNEY,
. SEMNREIRIMIERNDI> N)—TlE. Z2IEEMDOOIY M —-ERDET,
o WIS HETSYRIZITT—2aTHAUADVTE, FroR—22HZ1DOMEREL TG
BUTRE,
o AUEREASHIZAN-IZTNIHRIZLEERCHIREHIEE A

Industry Craft: Photography
Engagement through use of photography and creative expression.
e Brand & Communications Design, Packaging Design, Print & Publishing &

Outdoor.

e  Criteria considered during judging will predominantly be the
execution.

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

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

e Thereisno overall limit to how many times the same piece of work
can be entered into Industry Craft.

Compulsory

Digital Proof JPG

Highly Recommended
(optional)

Optional
L]

Demo Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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AYHAN—- 95T MHLRIST4
HAIRI SO ZAEOTHRABT YA O DEFEAN-U-FIY,
TIVRIAZIZT 332752, ST =S5 TUDREIR, 7IMRPISTMOINTIERTY,
o FTATE. ECTVEF1-23a0NFHE ENFET.
o REMBERYIERNOI> N-TE ZBEENDOIY N—-EBDET,
o Nwr—S P TSYRIZITT —-33UETHAUONTE, FroR—2 221 DOVEREL Tk

Compulsory
+ Digital Proof JPG

Highly Recommended
(optional)
e Demo Film

BUTZRL, Optional
o EUEREAHIZAN-I5TNCHET DEIFUCHIBRIZHDFE Ao e URL
+ Digital Supporting
Industry Craft: Typography Content
Design aesthetics and storytelling conveyed through the use of typography. » Digital Supporting
e Brand & Communications Design, Packaging Design, Print & Publishing & Images JPG
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.
AT L—TFT1v R Materials
Integrated
— &t - a1t Compulsory

WEOATA 7Ty NIA—LEFERLTWSER. IV N —ER(E BIRESNEBEROF oA Fr IR -2
HTEDLSIHREEN., BADATAPHMBEECHTLE ESRX ETEANBRREZEHET L TEDLS
([CEBUIZD . UEHIRZEALICENREREZ S XN FZEENERDIDCENFEEE RN ZRIZUIN
ZRIWENHDET

-EEBRETEEINZEERRE. 74747, Eilig, I/tF1-23>, ZUTHERTY.

Integrated
Work that uses multiple media platforms. Entries should demonstrate the integration of
chosen elements or channels throughout the campaign, and how the different media
complemented and built on each other to drive tangible business results, were
instrumental to cultural change or integral in the achievement of brand purpose.
e  Criteria considered during judging will predominantly be the ideq, strategy,
execution and results.

« Digital Presentation
Image JPG

Highly Recommended

(optional)
e CaseFilm
Optional
e URL
e Digital Supporting
Content
e Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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L3

Mobile

Materials

#w

FIAZREBOIIIATAET 1, #miH S 7Y NIA—L ETONTA—I D RERIBENGDET ; FHRE5T /A
APYIPSTIVRE TORMIN AT 47 ESFRAL, TVEF1-3aVOFBRBR(CBOTVSFR.
-BECEEINDZEBRRAONE, 74747, TIEF1-33>, TovhIA—LO@EE M. 8280, 2UTE
RTY,

Mobile
Device-driven creativity. The work should demonstrate performance in portable
platforms; work where a hand-held or wearable environment is integral to the idea and
enables key aspects of the execution.
e  Criteria considered during judging includes ideq, execution, platform relevance,
impact and results.

Compulsory

Highly Recommended
(optional)

L]
Optional
L]

Digital Presentation
Image JPG

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

E5
Outdoor

Materials

B4 : PYEIV MRS (RBICAIRARLS)
NHEZAR-Z, ATZTIN BIFZBUCFESBVITETHAT S, RENTRVNI-T4—y MNOEINAE,
NFIERED, FERIBED. 122V —23>, FATILE, AN MIEREHETH INBIREENZEOTIE
HOEFR A

o BBOIIFATUTE ELTATT. ITEF1-23> BUTLUIIRTT,

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

Compulsory

Highly Recommended
(optional)

L]
Optional
L]

Digital Presentation
Image JPG

Demo Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

EBHR5YY - Rists
FALEE- TSI EIR— R RRY— KIS, JERRZY—, POP, (> Fo2SwhY)1—-33> (125-Fy
MEGY-ER) | NF-REBHRELII>TIY,

o BBEOIFATITE ELTATT. ITEF1-33> BUTA/I LT,

o RIVH-R-BHNLEDISE, EFREIDOIEREBDET,

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 ideq,
the execution and the impact.
e  For Standard Outdoor entries each execution constitutes one entry.

Compulsory

Optional
L]

Digital Proof JPG

URL

Digital Supporting
Content

Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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PR Materials
PR Compulsory

7= RATAV(REUVAHRIN B EE | ZEHPRER. TUTUEBUILIERIARSUIEEEN, (NSRS

« Digital Presentation

WESR, CIR. HE, ULOZILRU RS BRI DRRENATIT 1=, — S35, DTS KO Image JPG
SPHIPE SR REFESIL. REEL., [ Sz, AN-U-FUS I ERET BER. Highly Recommended
o  BAETE. ONDOEENEEIN, ZOLLEPRDBOTY : 717720%. PREESZ20%. (optionat)
IHVt+1-33>30%. 12\ MRER30%, ° Case Film
Optional
PR . URL
Strategic and creative communication that demonstrates how original thinking, e  Digital Supporting
transformative insight and a strategy rooted in earned media has influenced opinion Content
and driven business, societal, and/or cultural change. Work with storytelling at its core, . Digital Supporting
which established, protected and enhanced reputation and business of an Images JPG
organisation or brand.
e 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.
EDRIE HE R Materials
Print & Publishing
EDRIEHIAR : 208 Compulsory

NIy, TvIlbyh BOWTERIEO. IMBEOIRSEER] FFMEAER, TOE-2a071FA T52RURS
A= AL~ Z1-AA— FZaTIiR— b TURI-2RE,
o BEOIFATIPEG ELTATT ITEF1-33> BUTLUIIRTT,

Print & Publishing: Collateral
Brochures, booklets, leave behinds, custom sales materials, detail aids,
promotional items, brand reminders, calendars, newsletters, annual reports and
press releases.
e  Criteria considered during judging will predominantly be the ideq,
the execution and the impact.

« Digital Presentation

Image JPG
Highly Recommended
(optional)
¢ DemoFim
Optional
e URL
e Digital Supporting
Content
« Digital Supporting
Images JPG

ENRI- tHRR : R9>H - RIkE&

AL MEE. EFHMES TDIAHFSIRE, HIRSNSENRIEGZ M RELIZIZ T,
o BBEOIFATITE ELTATT. ITEF1-33> BUTA/IRTT,
o RHIVH-RIULPOISE, EERBIDOIEREBDET,

Print & Publishing: Standard
Content intended for published printed media including, but not limited to;
newspaper, magazines, medical journals and inserts.
e  Criteria considered during judging will predominantly be the ideq,
the execution and the impact.
e For Standard Print entries each execution constitutes one entry.

Compulsory
« Digital Proof JPG

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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V=37 &AIINIY-—
Social & Influencer

Materials

V=3 &1YINIIY—
A4 >AZ1=FT4LORENODEZED, BRERBEFRERIIEL. 50 N TFRIRIRERIEREEISINILAYT
T7IN1—-23>0fk. FRCALREENTE, JVIATAIRY vV EE LR RA > INI Y —ERANEY -
T4
o  BAETEUTOLSRENTHEEINET : 7147 730%. #:EE20%., I tF1—-33220%. #ER
30%

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

Compulsory

Highly Recommended
(optional)

Optional

Digital Presentation
Image JPG
URL

Case Film

Digital Supporting
Content

Digital Supporting
Images JPG

79.)05-0DiEH
Use of Technology

Materials

79)035-0iER
I35 REvoR-DEEITERIYR- NI B0, BIFFREFHLVTY/0S-%EHT32¢. Al AR, VR. O
ATAIA Ay ILINOZIR, D175 FT0)05— A>93974TF0)0S - BEESTN. CNICRTE
SNFBA. ZEL. T7/02-0TOMA T EEFNF A
o EEINBZEEEG. E(TAT(T. L1323 HFMOTA(TT7. B, T30 RPRIRFE
[FY—ERCEITZHERTT

Use of Technology
Use of existing or new technology to execute or support a brand campaign. Including,
but not limited to, Al, AR and VR, robotics, gadgets and electronics, wearable and
interactive technology etc. Does not include prototypes of early stage tech.
e Criteria considered will predominately be the ideq, execution and results of the
technology on the brand, product or service

Compulsory

Highly Recommended
(optional)

Optional
L]

Digital Presentation
Image JPG

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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AL R(E ELWIY 123V R - MU JVIATAIRTAT 7 RIRI DDA RTHD . VI T4 TRBEAME. FEE. BetfiCEZHSLE

ED

ISEERE VVIAT1IRTIZVIDIGARICENT. RELNIVOBPIFHEE D> 2RI BENHDET .

BBCBIRERIFATIZRIVCF1-2300FTRETT . T IFIUERDHET I I5T NEBPINIGEL TEEW ABBPINDIEE EFS
[FHDFEB A

=, ENRIY) & HERRYD. 79 MRPOEVERIE. 2 2HhTIU—(COHIY M —-UTIEEW, 22U, KDLERFr>R—>0—ETHD
BaA J5VRAZIZT 3230 - THA O EBPAICEE T REN TEET,

22— RRENRIDETI SR DS, BERMIY N—-ERDET,

S — >0 TSR 2120 -3 KT HAUIOWV T, FroR—2 2RI DOEREL TIHEL T,

RCAERDA AN — 557 MOISEEIEICOVT, 2AMNRFIREHDER Ao

DTOT—ABYER, BNl TEBUR, AUSFIL IO TIOVCIFEREDFZL 2 EHFILET,

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 predominantly 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 & Communications Design.

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

For Packaging & Brand Communication & Design entries, whole campaigns should be entered as one entry.
There is no overall limit to how many times the same piece of work can be entered into Industry Craft.

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

AL RIST« Materials
HARI ST)4—%fF>TURZ BT AV DEFEZAN-)-FTU,

A. Typography

Design aesthetics and storytelling conveyed through the use of typography.

AOL H4RIS5T4 ISYRKIAZIA=T—3aVFHA(YITSYR& AZ1= 5 —33a>TH1>

IS5V RTAT>T4T4. OITH1>, wILITOE-33>, IS5 RBEFYY >, I35 REBSIEY. 1-RL—KJ Image JPG
217433, JOE-330TAT A BOMBIENRT ST TOT S BEESD.

Ny =2, FRl- AR, BIVRRI—DFT T (& IBEUVRNTIZEN, BEEMABRTELS, 1)I2 (optionat)
B> TV ESEDIEE, *+ Demofilm
e  Physical Support
AOL. Typography: Brand & Communications Design Material
Including brand identity, logo design, self-promotion, brand environment design,
brand collateral,corporate communications, promotional items and other Optional
comprehensive branding programmes. e URL
e Digital Supporting
Standalone Packaging, Print & Publishing and Outdoor poster design work should Content
not be submitted here. Please send physical samples for the jury to experience. »  Digital Supporting
Images JPG

Compulsory
¢ Digital Presentation

Highly Recommended

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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A02. 5(KD571 : B4

HEROEIR—R RRI— TSINBHIII-2FRETVEIS N RIBCRUE) LEFRESH. BUE(IC

RESNBVHSDBEINLEIFR.

A02.Typography: Outdoor
Any outdoor work, including but not limited to, traditional billboards, posters, digital
outdoor screens or ambient work.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)

e Demo film

e  Physical Support

Material

A03. 51RI571 : EDRIME AR
ENRI4E BRI DT Optional

. URL
A03. Typography: Print & Publishing « Digital Supporting
Any print or published work. Content

+ Digital Supporting

= = Images JPG

A04. 4RI FT1: \vT—SF751>
BB/ WIS DTHA>
BEEB(ARBRLTEAIIC, MY TV &E > TLIZA N,
A04.Typography: Packaging Design
Any packaging.
Please send physical samples for the jury to experience.
B.7—bhrL o33y Materials

(3. £AENBTYA>, AEE, BENBEITHONTA-HRENET,

B. Art Direction

The work in these categories will focus on the overall design, direction and visual
execution.

BOL 7—h-F4L933a> : I5YRKIZT1ZT—230FTH(Y

ISYRTAToF474, OOT 51>, ©ILITOE-23>, TSV RRIBT Y TS5V REEWEY. J—RL—h]

I1Z5 33, JOE-332 747 A TOMBENRT S 7 1> TOI S LREEED.

NNy =3, HR - AR, BIVRZS—OFT 1 (F, IEEURVTIZEN, BEEMRERTEDLS. B> I

ZHIEOIEEN,

BO1. ArtDirection: 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.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)

¢ DemoFim

e  Physical Support

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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B02. 7— 1L I3V BNENLE Compulsory
. . Y e Digital Proof JPG
HEROEIR— R RRI— TIINBHZII-2ERET VLTS NASERESTH. INSCREENZV. & o
S EIMEm. Optional
B02. Art Direction: Outdoor Outdoor ° UI_?L_ .
e Digital Supporting
Any outdoor work, including but not limited to, traditional billboards, posters, digital Content
outdoor screens or ambient work. « Digital Supporting
Images JPG
B03. 7— b4 I>a>:ENRI & L ARYIERRIHD - HARRAD
HSDBENRHNET (AR
BO3. Art Direction: Print & Publishing
Any print or published work.
BO4. 7—bF1LI33a> : Kyo—IFHA1 2 R\vTr—I575 1> Compulsory
BB\ -2 OTHA> «  Digital Presentation
Image JPG

BEBEB(ARBRLTEAIIC, MY TV EE > TLIZA N,
Highly Recommended

B04. Art Direction: Packaging Design (optional)
Any packaging. e Demo Film
e  Physical Support
Please send physical samples for the jury to experience. Material
Optional
. URL
« Digital Supporting
Content
« Digital Supporting
Images JPG

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
n2



Back to Awards

) . .
~ .' Spikes Asia

CASAM —33>
YER(F. ASAMN —23>DIIIFTATRAVININITA—NZATZEDTY .

C. lllustration

The work in these categories will focus on the creative impact of the illustration.

Materials

COLASAMN —33Y : T5YR&IZAT—2a0FTH1>
T3> ROEE-TAT>7474. OI7H1>, ©ILITOE-23>, TSV RRIEFTH 1> TS5V REEWENZ S
T

I = BRI HAR. BIVRZAI—DTHA U(E, [EBEUBWTZEV, BEEMAERTER LD, IR
DY > T EHEDEE\.,

COLlllustration: 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.

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

C02. 15AN =33y : BHLEERHLEES

MEROEIR—R, RRF—, TIINBHRIU-2FREETOETIY MEREZSON . CNSICIRESNAV, H5D
ZEIMESR.

CO02. lllustration: Outdoor

Any outdoor work, including but not limited to, traditional billboards, posters, digital
outdoor screens or ambient work.

CO3. 1SAMN —>3% : ENRIY & AR
HSOBENRHDET(F AR

CO03. lllustration: Print & Publishing
Any print or published work.

Compulsory
« Digital Proof JPG

Highly Recommended
(optional)
e Demo Film

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

CO04. 1SAMN =33y : IWF=SFH1Y I\wo—S7H1>
HEDB)\wr—>4

EEEMRIRTESLIIC, WX T,

CO4. lllustration: Packaging Design
Any packaging.

Please send physical samples for the jury to experience.

Compulsory
e Digital Presentation
Image JPG

Highly Recommended
(optional)

¢ DemoFim

e  Physical Support

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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FOATIY-TlE DIIATATRERBEBULEIIS - A NITA-HALTVE T,

D. Photography

The work in these categories will focus on engagement through creative expression.

Materials

DOL.BE : J'5YR&IZT1=F—3>7H1Y
TIVRTATIF474, OO7H1 >, ©ILITOE-23>, TSV RRIBEFTHI> TS50 REHWEY. J—RL—h]
I1T5 33>, JOE-332 717 A TOMBENRI S 71> TOI S LREEET.

N = BRI - HAR. BIVRZAI—DTHA U(E, [EBUBWVWTEEV, BEEMAERTERLD. IR
DY T EHEDTEEON

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.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)

e Demo Film

e  Physical Support

Material
Optional
. URL
« Digital Supporting
Content
« Digital Supporting
Images JPG

D02. 5K : BESLES
TEROEIR— R RRI—, TZHNBHARII-2FRETVETIY MERZEUH. INSCREZNZV. HE0
BEIMEm.

D02. Photography: Outdoor

Any outdoor work, including but not limited to, traditional billboards, posters, digital
outdoor screens or ambient work.

D03. 55 : ENRIY - A4
HEDBENRHD (LAY

D03. Photography: Print & Publishing
Any print or published work.

Compulsory
« Digital Proof JPG

Highly Recommended
(optional)
e Demo Film

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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E.JE-S1712)
CONTIV—TlE, IE=SATAIN, EDEIIIIATATBIAT PERRU A EH TS,
E. Copywriting

The work in these categories will focus on how the copywriting brings the creative idea to
life.

Materials

EOLJE-S4/ NI SYR&IAZT1I=S—33>7 1Y

TIVRTATIF474, OO7H1 >, ©LITOE-23>, TSV RRIBETHI> TS50 REHWEY. J-RL—h]
I1T5 33>, JOE-332 717 A TOMBFENRI ST 1> TOI S LREEED.

NNy —=2, FRl- AR, BIVRZS—DF 1 (F, IEEURVTZEN, BEEMRERTEDLS, )
BTN EHEIZE N,

EO1.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.

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. JE-S51F712Y : BHEE

TEROEIR— R KRR~ TZHNBHARII-2FRETVEIY MERZEUHTNUCIRES N H5DDE
CA/N=N

EO2. Copywriting: Outdoor

Any outdoor work, including but not limited to, traditional billboards, posters, digital
outdoor screens or ambient work.

E03.JE—S1F1>Y : EDRIHD & ARYD
ENRI R MY OIS T

E03. Copywriting: Print & Publishing
Any print or published work.

Compulsory
+ Digital Proof JPG

Highly Recommended
(optional)
e Demo Film
Optional
. URL
« Digital Supporting
Content
« Digital Supporting
Images JPG

E04. IE—SAT1>Y : \vFr—I57H 1>
HBDB) -S> THA Y

BEEEMARRTERLIC, EWMaEoTIZEL,

EO4. Copywriting: Packaging Design
Any packaging.

Please send physical samples for the jury to experience.

Compulsory
* Digital Presentation
Image JPG

Highly Recommended
(optional)

e Demo Film

e  Physical Support

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

E05.E—S1F71>Y : BNIZESHE Fi
BELIE5EE. BEBEFIVECBHREZEZ. SHRSZEMRL. J50 MR I BHICALBNS, ELERD
BN RIS .

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

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

115



Back to Awards

) . .
~ .' Spikes Asia

EROAFTTEN DIEE TRIR THINETHD, INTOMFmMEZHABAICTE TUTOWRINERDER
Ao

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.

Optional
L]

Demo Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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1IR=23>- )1 TER. BENEIREDOA NI NERBEENRA IN-23> T7/05 -, BEFREROVATTZEEUFT .

o EFREEIZAVAFIEBOVTNN—HCOMTHETEETY I3V [B. 1 IN—-2aV |[CRER2HEREFTISE CEET, 2L, B—
VEmIET A, #EREZ FEHAMT [ ICFWEmRD AL ERIRET T,

o [AOL ZIERESBERANT (IS I RERIITONAT /SAFERBEOE O TIBULE B AL L. BRAIOT7AT7 /T NIHRITT . £5
FI-EEE. ICERMETECRETEDIRETHI L. BEDH TOREEART,

o RIREZBBEQL. FEEICHUAS IO TERAERCITOLENHDET,

. =25 - YK - TEBNE - AUSFIV DT OV EFROZ DD ZHERLFT

The Innovation Spikes celebrate ground-breaking innovation, technology and problem solving ideas that turn imagination
into impactful reality.

e 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 'A01. 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.

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

A. 7—Y— A7 — kil Materials
A. Early-Stage Technology

Compulsory
* Digital Presentation
Image JPG

A0l 7—-YU—A7— il

FRTAM TORAT A=FIROBRFETHBLICBVT, 7705 % BN TEFm. FLEEEEHTND
EBEYe, FRENIHRRDOFEAO—EFTUNEEZN TORMERZETH INSICERESNAL,

Highly Recommended
AO1. Early-stage Technology (optionat)

Work that showcases technology still in the testing, prototype and beta stages of its
creation. It may still be attracting funding or only operating at a fraction of the projected
scale.

. Case Film

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

SRR DIE] THIEED B o 15 E (%, TR B EN S,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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B.4/R=3Y

B. Innovation

Materials

BOL7 5 REEBDS /R—Y gV
TS5V RIZES . EHNTERNG T A T4 7TOSEDREEEMAT 5. £HIFT 5V REahE
EHRTLICBIELEGENE T TO—F,

BO1. Brand-Led Innovation

Brand-aligned, breakthrough and revolutionary ideas, and forward-thinking methods
that are rooted in finding solutions to specific brand challenges and/or propelling a
brand forward.

BO2. ¥AXY MM /R—=V 3y

EY R APEEE OHE, - SBECITS L TAIE - BRShERR, ChiEya—va vy FEOHR
B ARER— - THARYIVA, T4 /AV—cABEFEYATAFEY T4 —(CRESE
BCLEBENDBL. CHBITRESNARN,

B02. Product Innovation

Products created and developed in response to a business or consumer challenge. This
could include, but is not limited to, solutions-driven products, consumer experience,
integration of technology into daily life and sustainability.

BO3IBIEM /R—Y 3V
MR CIRIBICEL TWA C L &R {Fm. BAERRETH S LIS 2EFHNGT 70 —F,
Z L CTIREBICRAICh - T e AR 24 AE Y 21Em.

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. {H&RYETR

B ARE I Y BOEm. TEERYIC, BFMIC. BHUEHET 2T BRI 21 /R—T
1Ty )a—vay, Thid, B, ~NLATT, FE BBETOA V- ar, el
EREXUBREERIHE TN, ChLETFICEHRY FHA.

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. 74 /Ay —

TIURERIESE, EMNCL T, BUESIFRCIBZEBMNICLEERNAT Y /0o —FE
yl)a—yar, Chik, T—2FEOTY /00— EFFNGT Iy b T+—L Y=L &
Bl 7OUSL N—=ROzT7 YIIIzT7  F—MN)Fa—L (ZOAEFTO—=HD) ER
YU a—varvEBFENIN, ChETFISERL AN,

B05. 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.

Compulsory

Digital Presentation
Image JPG

Highly Recommended
(optional)

Optional
L]

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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B06. 74 T v
SHOPMEAEEEET 5 L2850, EAESERIIYAR. Chix. X bEEIR
L. BEERCHESA2ENMNGSMBRERRL. SHAWFXEEET S LT, HEEDES
EEOHYSEBEREL. FETIETOT I ERALAEBIEL TOWI I ENBENINIICHD
CEICRB AR,

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.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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AIADR(E EEOAT AT - T3y b IA— Lol AFRICEZR S UET .

E@IE, FroR—2FZRL T BENEBRDFrRINESNTVSIL, Fo. BREIATATHREDLSIHHTUEL BN, BEARNRESRZ

BREZABELIN IVFr—EZICEMUID, TV R N—)CADERKICRAI R THOINEBARI DN ENHDET .
o EUFRIE MELEPICIEOHEHETEFY,
o BTOY—XBRER BhEL, TERE. AVSFII DT IOVCRFEEDFBIEEEMUET.

The Integrated Spikes celebrate work that uses multiple media platforms.

Work will need to demonstrate the integration of chosen elements or channels throughout the campaign, and how the
different media complemented and built on each other to drive tangible business results, were instrumental to cultural
change or integral in the achievement of brand purpose.

¢ 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 S Materials
A. Integrated
AOL A LE Compulsory

N N _ . Digital P tati
EROFr R OIFRAS MM TATATERL. BORTAF PR DOBEE, (THESHEL. Bk IgitaTFresentation

K . Image JPG
HRESRAMREEHHILETT.
Highly Recommended
AO01. Integrated (optional)

Work that creatively uses multiple channels and touchpoints to succesfully integrate
a powerful idea into society, driving behavioural change tangible business results.

. Case Film

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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AIADRE DVTIATAET - TTIAN BIENB X EPXRCEZFESLET,

YER(E. RIBEVTERNBAT A7 - PATTHRIRUIZZE, = LFI>Sv—HIRFr IR (CLHTEFEZEN, IBIREINZCEZBRLT T2,

BEAORRICEIZORENE RSN, LT OLIFHIENET @ A YA NT1TT730%. X7 TEEEL I~ T12730%, X717 -IJE+
1—23> 20%. 1>\ hEFER20%.

[E IVELIR-A2-AFT14T-J3Th : BRP91ZBRE, XFT(PEBPICEE—FRmE3EMETHRTES, L. BUERIETA. X747 : EBPIIIC
(JEIULNMEFRTER,

[E: IVELYR-AAT4T-J3T b 1 BRPI I L RAT AT L D123~ FEAT AT HRY NI —JE UL IRIZ AT 1 T 109 NI =R
BIEEOHEELTERTY, BEFIOEHTIV-CEVT, A—1FROEEFERDELET .

ETOT—ABYER. Bl TERER. AUSFI DTV RFREDIDELEEMUET .

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, weighted as follows: 30% insight and idea; 30%
media strategy and targeting; 20% media execution; 20% impact and results.

The same piece of work can be entered up to three times in Mediq, not including Section ‘E: Excellence in
Media Craft’. However, the same piece of work may only be entered once in ‘A. Media: Sectors'.

The work 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. )‘5"‘(7 . tBFE Materials
COEBFI TRV E —ERIISE I LN HRET,

A. Media: Sectors

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

AOL. JHER
B8R ML -E&, V-2 JRE, 2OMOFRERR. TOMOFMCG, Xkl 77eH— R

B, RERR, BEE- BHEEERR - Y-S0, INTOT7F—AMA-E>T-T057Y - HE
81, Highly Recommended
(optional)
I7=ANT=ROIYM—([FETAOSICHEFAVNLET . FriT. Lov—. /N, LANSY & T7—ANT—RF1—24h e Case Film
BEZX,
Optional
AO1. Consumer Goods e URL
All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning e Digital Supporting
products, other household goods, other FMCG, clothing and accessories, furniture, Content
consumer electronics and cars and automotive products & services. e Digital Supporting
Images JPG

All fast food entries should go in AO3. Travel, Leisure, Retail, Restaurants & Fast Food
Chains

Compulsory
* Digital Presentation
Image JPG

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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AO02. AJVARTT
BT OTCERM. YILARR

FrUTAPIFEFIEIR, HREREDIDICHIFENIAFTRFA06. /M5 M —-L TS

A02. Healthcare
Pharma, OTC drugs, wellness.

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

AO03. fi®fT. LI —. YT, LANS VA REEPI7—A NI —RFI->

NHILBBIPEEE ST, B - A TRIEY —EX 2. BIEE. J127 1/, IR-YS AREDISE-
Loy —EhES—EXEM A5\ E%E, RIRE, EBMK. FBIERZE0. INTOIavT. hI/N—
BE VARSI —ZA M- RFI->OEIES.

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

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

A0 AFAT [ IVH—-FAIAYN
B BRE, FLE, BAR-YAIZ B Z1-X TIINTIYRTA— L EOMAT (T,

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

AO5. HEHEY—EZ/B2B
IRTOBENHEY—EX EE £Fb. B2BF/./03—. IOYILAY N TOJ1yvaF)ly—ER ZotoLs
FAY—EX #HAIZ1=r—-23> &I-RL—hIZ125—-33>,

AO05. Consumer Services [ Business to Business
All commercial public services, Legal, financial, B2B technology, consultancies &
professional services, other business services, internal & corporate communications.

A06. IEEF[FrUT 1 [BRF
BT, A HEIE#HR. NGO, B, FvU7 4. IEEFHEREIA

FARTOD CSR EBNE. BETZI9-BLU/ &2 DO7. UL - B2 w73 0l RERN - A E
FEIAFTV-ICEEATBIE,

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 DO7. Corporate Purpose & SocialResponsibility category in section D. Culture &
Context.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

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

Spikes Asia

122



Back to Awards

) . .
~ .' Spikes Asia

B. Fv >R
INBOBBFIDVEGR(Z. AT AT - DUIATAETAEFvRIDFEFRE, DFEDT SR At —SHFHRI(TZ DI
DICBEFEDIA—Y MNEBBZ TATA P O El sE RSO IR RN EEINE T,

B. Channels

Work in these categories will be judged on media creativity and channel innovation.
Work should unleash the media opportunities beyond existing formats to effectively
communicate the brand message.

Materials

BOLRIV—Y &A—TAAES 27 )V - TSV NI A—LADIER

FLE ETA A - FTIVR- TR TA—L (VOD) « ANJ—Z4 - T5whTA— L. ZOMMDOAS (> - H—-E
2 TOINAF -2 ED. FLELSMDZRIU—ICIF AvFADY—> 9A4F VI -TS9) - 29— 41295574
7 290)=>, VAR YT - FAATARENEFNFIH. CNBICIREENERA

BO1.Use of Screens & Audio Visual Platforms

This includes but is 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 to,
touchscreens, dynamic digital screens, interactive screens and responsive displays.

B02. A—=F4ATSYNIA—LDFIA
A RYRFVY AN, V=39 A—FT1T7 T3y TA— L. BLURDMDA T ATAR ST, CNBICRES
R,

B02.Use of Audio Platforms
This includes but not limited to, radio, podcasts, social audio platforms and other audio
technology.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optionail)
e CaseFilm

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

B03.JUY MAF A7 DIER
CONFIU—(3, Fif MES, IMALE. F52. FRE ERE. BPIES, Y0>0-ReJgeR 7 )r—23
> QRI-R AR (HEERIRE) . DTV MREDTINRUA S ASIT1 T ERESTEIRN TS .

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.

Compulsory
e Digital Presentation
Image JPG

Highly Recommended
(optional)

e CaseFilm

e Demo Film

e  Physical Support

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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BO4.ESDiER
HERDBINEERLRRY—BRAN =R, NAFDIG, EXOBREYRIEICIBIRY SRERBINAE, FEND
[REAR— 2L R USRS (CH T BIL SRR,

B04. Use of Outdoor
Including traditional billboard or poster sites, bus shelters, wallscapes and transit
advertising using standard advertising space.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

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

BO5. RE— AT —IAT4T
INLOYBRRIABLUZOMINTOFIHF TS (FRBRAFOAREED) MEREZET. BEMSLUHRIYD
DSt ofShED.

INSARE(F TUETY NV AT AOYBER R ARESZERL. MBOFIEZBIRI 2D TEHNEL A BFE
ENMRERTEDLS. MBS TIVa& U TUIZEL,

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.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optionail)

e CaseFilm

e Demo Film

e  Physical Support

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

BO6. AKUEAT (7

IDPIFEENBAAROTA b, Foryb\UT B DA-INAT T TIHNER. D12 RD-JU27 . BTy
E>F AUITH—- \F—RE, FEROBINAEY OERAIND, ZR-ZXPEHFOEA MDA FIFBURL
=4,

RHUREF, TOEIY M ATLAPERITOYRRHRARESZTIRL., BCOREZEIRI 26D TEHIER A

B06. 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.

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

BO7. 1\Y h&A5> MDER

RE T ZUTHLL. IN—-SUIRBIRICBIID. RIV M ARY N ARV MRS =3y T O
K743y, TOE-230 - =L AN=-T=K SU5-X-5F71>2) . O->F - N=F4, 54T >3-, 517"
AN=Z2 - ARI N TIZATA)N D= b AR=Y-ARY MRE,

B07. Use of Events & Stunts

Work which uses stunts, events, event sponsorship, competitions, promotional games,
street art, guerrilla marketing, launch parties, live shows, live streamed events,
festivals, concerts, sporting events, etc. within traditional, digital and new emerging
environments.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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B08. 7 I 9ISy MIA—LADFIA

A234 > T3y N IA— LOBERAT. AT A TFroR—VICHBIIBTSHIVRBOER. T 1Y M 1%
BRIV, eOX-AT9NTA—L. NF =L A>T M= BINAIVTTURBENEENZH. TNBIC
FREENRL,

V=3 = XTATEBOFr>R_R—EBI0.Y v TFy N IA— WERANMSIY M -UTTFEW,

B08. Use of Digital Platforms

Online platforms or associated technologies and the harnessing of a digital
environment in a media campaign. These might include, but are not limited to,
websites, search engines, ecommerce platforms, banner ads, instant messaging,
mobile apps, etc.

Social media-led campaigns should be entered in Bi0. Use of Social Platforms.

B09. ENAILDFIF
Z3—KIA>. T B, Bluetooth, SMS. MMS, WAP. GPS. ENAILT — AT TV —2a>iREQOENA I
it (e2U. cNBICBRESNEFRA) o

B09. Use of Mobile
Mobile technology including smartphones, tablets, Bluetooth, SMS, MMS, WAP, GPS,
mobile games and applications, etc.

Compulsory
« Digital Presentation
Image JPG
¢ URL

Highly Recommended
(optional)
e CaseFilm

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

B10. Y—3vIJ'5Y NIA—ADFIFA

V=9 XT 47, T0Y. Wiki, BIBEFHEYA N RAT2IH-ERRERFIAL T, LT OLSIRBEREELE,
FIe(d58b T RN EERHIRY —SvILT—IDERCEET 25— T4 FEEBL TUEBLIA Y~
b, BERIZRICEREINET.

CONFTIV—CIY N —SNIAERE, V=39 FroR=DEFRRD, Y-Syl - TS5y IA— L ETEHE-E
TENZEDDH T,

B10. Use of Social Platforms

Work that uses social media, blogs, wikis, video-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.

BNl 1YINIVY—DEFHIER
12INIZT =% NIATATDOEFMITERIBIET FEDA—TIVRITT T2 Ry —S0RAE%
Lt ESRAOMRICORITEIE.

BI1l. Innovative Use of Influencers
The creative and innovative use of influencers to drive brand message and awareness to
a specific audience and/or to drive business results.

Compulsory
« Digital Presentation
Image JPG
e URL

Highly Recommended
(optional)
e CaseFilm

Optional
« Digital Supporting
Content
« Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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B12. Z1-YPUF/&IV-I>Y (FFE) FvI

BEZEDTSY N IA—LOAT AT - TA—y ’MOIREFABRE N (LIRUILITBLIR XTHT - Fr>R— > RHEE (]
HIR— T3 OBIFEERIFUVNTY/O0S—0ER. AR, VR, Al 91757 ILIIT. B/\1LH#35. S5
i, TOwIFI— A0, -1 -3 ARIEHER, X5)(-2 TOMIARTOFE TSy NIA— LESds &
NBICRESNE A FIRAEPSORATOTONMA T dSHFE A

B12. New Realities & Emerging Tech

Use of existing or new technology to execute or support a media campaign, which
creatively pushes the boundaries of existing platforms or media formats. Including but
not limited to AR, VR, Al, wearable tech and mobile devices, voice technology, blockchain
technology, gamification, virtual worlds, metaverse and all other emerging platforms.
Does not include prototypes of early stage technology.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

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

B13. UF—JLAF A7 3k

VF=3-HWFEIZFvrIL (DITHA b 7, BEETARTLARE) ZHERECERL. HEENEERE
BREEITIBE-ICIIO-FI2T VR, 95y MeoleA >34 MeFWTT 5 ReDBE 2 B, RITE
FIRERE SR AR EHEEL TLDE.

B13. Retail Media NEW
Brands that strategically harness retailer-owned channels (such as websites, apps and

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional

in-store displays) to engage consumers at crucial decision-making moments, using e URL
targeted insights to enhance brand relevance and drive measurable business «  Digital Supporting
outcomes. Content

« Digital Supporting

Images JPG
~ —" 0y o

C. 184 & AT 1 PHklE Materials

ZOHTIV-OrERIE, [REDORNEHEBEE ST BN ERUIIEF1-23>I0F IV b
F=IPONCEBUENOOVW TR I 2 ENBDES . COFRIE. 9—SybeFTBA-T1 I RBEEDT Y
J=IX> MIONCRRIIUENE RS CETEERENG T CONTTU-TIEITIYZEOEOTERL 27>y
ZRNEL. SERL. IEIE I 2R TOXTA P OFEINEEW R THBLISTRBLTT S,

C.Insights & Media Strategy

Work in these categories should demonstrate how insights and data contributed to the
successful placement and media execution of content used to engage with consumers.
The work will be judged on how successfully it demonstrates target-audience-related
engagement. Please note that the work in these categories will not be judged on the
content itself, but the role of media in creating, leveraging and amplifying the content.

COL A—FAIVADA YA b

NAHRA ZENXT A PEBEZBAFE ST BT, A—TALOADA YA MeiERL. HEEOITEIC - %18
2L CONTT)-DIERIE. CNBORBNAT (7 - FroR—2DFRICEDLICERL. BEOA>/Ib
ZEHLUNERILS 2 ENHD.

CO1. Audience Insights

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.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
« Digital Supporting
Content

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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CO2.BEHBZE LT SYNIA—ANDT 5 RERERRBOFSOFIA
g, FLE Z23U-X D173 212w -EF A AN - H—ER TR -2y TECBIIDT
0998 TL=ZARBEUT DT #EHETN TNBICIREENER Ao

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.

C03. F—HRUIT U &KBI-5T1>D
T-AEEOBRINBRI—GT T4 R RIR T BT —F=ARENSERE(JIBAR - HBELTWB L, T—4
PNONCTOT SITAYY - 3= T4 I CERRUIED. 59—y NI 5D Ryt =, FrRIVEEZR I DDICARILD
BERE=NAREEMHITIMNOVTIAKRT 3.

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. FIHNFRIEY—-SvIVRBIERENIZD'SY RIVF VY OiER
T3 MEENY =29 ATAT DITBA b X190 b BNANTTVT 23> 5~ b RATATILERE
zEZ0.

CO04. Use of Branded Content created for Digital or Social
Including branded social media, websites, microsites, mobile applications, games, native
advertising, etc.

CO5. F—40D#&
DIIATATFroR=20T 5 NEERO BN SEIBICESE T, BBZMNEZEDLIITIREL. FleBA Y4
MARHUI MR Y, T—HDIVIAT1 T BEFR

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.

C06.7' 5 RIPDEE]

IS =AY MNEARHIRESRADKRERZEISTHIC, T2 RFREFERBIATATIN— =B HIUT, #
LWHBIPZRIET 3L, Hi— Nt HEMEN VN R T BB Cohol/ERIE N ERITLTT
Al

CO06. Co-creation of Branded IP

The creation of a new and shared piece of IP by a brand or product in collaboration with
its media partners to drive engagement and specific business results. The work should
demonstrate how effective and mutually beneficial the unified working relationship was.

Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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D.X{ELIYFIAR

XAEBIA > YA beEOHUIRO B RN SRIRULAFR.

D. Culture & Context

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

Materials

DO1. O-HIT5>R
FEOHUSEN TOHMIBY 375> ROTHOIESR, BIFECEREL IS 7'y NEEHISL TLS S,

DO1. Local Brand
Work for brands distributed solely within a specific locality. The work should resonate with
a clearly defined, local target audience.

DO2. FrL>Sv—-TFVR
BRICHEERL . SRR EE EEFFNBIVIATAETAZEMEL T - A2 ER LR FmERE I 2 F 2@
UT BRENSOT LY v —(CIET 3RIE R TO—F &g LT 5 R,

DO02. Challenger Brand

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

DO3. H—ThigFroR—>
EH—0E /M M504 TRIXFREEMEN/FR. IGEFmRE. TOFERMEEDT -5y Mitsm
([CEDELSNT A >aNfehesmBAL TR &0,

D03. single-market Campaign
Work that only aired or ran in a single country / region / market. Entries should describe
how the work was designed for the specific target market.

DO4. 1t RE1TE)
BEOA-—TALAPIZ1-F/(CEER SR THD. o REmsERE U/fER, SHESTECET
BERIA P NeBER I BET, T30 REDREVEUDEFEVINCERHE UIehER I CENROBNE T,

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.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

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

DO05.1—E7DiER

I35 ROIZT1=T —2aUHBV T, I-E7MHEF D =M Z M E I 2/EmR. [KOFIVZER. HERNZINTWT,
SN ZF >R —ICERDVNT, BUEZIRMHL. IR OSIRICTRDE VS| ESRITLOREN 24 H
Hece

DO5. 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.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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D06.\TY hDEEERDIER S Optional
MBIV FFEFREORMRICEVT, BN FESLV/ FF)Y -2 2SN SERL. &ARROA> * URL

JONREHRI L, BRENEVY - CEMDST SRR, BIRARE. SRSN06H RN BE(C
JOTES R L ORBEZARERU L RS EmTHBIL.

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.

DO7. XD/ — (AL M HE

K, HIR, RISHNDRIREICEDIED, -/ (ZEEOERPI T KES), 2OMERE. T72ROIN-/TX
HEDLSC/\N1-ZEHBL. BREALZFEUDFBIETIZI=TA(CFEEZ SRR T EOTRINER
5120

FIEEFEUR, BZEEUR, BUTHREICLDESEN, 2 IDDETELVFLFA0GHICIY M—-UTIZEW,
ATI2AOIATATREFIRNCHBIIFER/BHE /BT IHTIV—. XT47E75—,

DO7. Corporate Purpose & Social Responsibility

Purpose driven work or brand activism which address social, ethical and environmental
issues.The work should demonstrate how the brand’s purpose has created value and
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. TiEDIR
O-h)L/ s,/ 70—/ OLBRIREICSHRSL T JUIA T4 TSI ZBISUIZ T SV R, HEEADERZRUE
W5, I35 ReRRIT2HLLSEZEDANTWS L,

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.

DO09. X{EADI VS —I AV Mk

AL RICREULIZ1 =T OEAERICEDNT, BB Y1 -2 BRI ERmEe EBUET . 717
F174 (il BBERV TD12H— AR, HHER, FERE) OREEHKRIDEIE. T8 RO
1TV AERBRUGHECED THBE . IOUA TP NMLED ZARBA—T A IO RNT 5> RXT 1 TIRERZ IR
IRIBTTEZRSMNCL. BRREFZE N EHEET ZOZASINCTBE.

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.

Digital Supporting
Content

Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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E.IOEVIR A2 AF47
T3 KAy - SOIRE, FRHED. BEEOT 55 AR T RSO PEERULAIET
RESHULITTIRY SV TERTIER,

AEI2AVOERIE IRIZFRATAT IS0~ FREAT ATy NI JEKFIRILRAT A TRy NI =1
FIEI2EOMHRHTE, SHAVERIIZ (R ZehTtExd. AUEREG. AI2av0&h7IY-(0
ElIOHEHETEET .

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.

Materials

EOL AFAPAY YA NRANSTTI—
T3V REBOESRZABE, I-TT1> T BIR. T3> RERORS A I E R eHICHRIRAXENAT
{7EBRERFE T BIDC. SHBEBETE P -XZIBRL. (VYA MIERT32ETY.

EO1. Media Insights & Strategy

The use of unlocked insights and understanding of consumer behaviour / needs in order to
develop a customised media strategy to meet a brands specific business objectives,
marketing goals and overall positioning.

E02. AFA7TS5>=>)

BNA—TAIDR A THA NATAT - FrRIDIVIA T IIHERCETE, TS5V ROAE—SHIEZBAT(
7TV NTA—LDY—-3 ) EEIR, B 2RISR EHETHIC, Xvtr—SORERE . ZEE. SAECDW
Tk 93,

EO2. 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.

E03. A7« 7 DN

ATATVICIFTBEZGO ATATA—=F =, DIIHRITEN . BIRUIEF v RIVCHIFDFv >R — VBB DT
ESRZBEDERICEDLICERRUNE RS VER THDTE . T2 RAN-U-FU T D—IRELTDOAT (T F
PRIVORIVFERE. VVIAT1TBTUN-NEEINET,

E03. Media Execution

The work should demonstrate how media thinking and skilful negotiations with media
owners contributed to the execution of a campaign strategy across selected channels
and achieved business goals. Consideration will be given to effective use of media
channels as part of the brand storytelling and to the creative delivery.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

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

E04. FrRIVIREDTER

BEDOT SR AyFIRA> MefEUD BIRUAT AT - Fr o RV DIR SRR EBRC I B EICRINL. BARE
BT RERICUIDAH, FEREHITHIC, BBBAT(THEDLICHHTELE, HBELEITVSHERIEL
TefF@.

COHTIV-OVER(E, FroR—UCBVWTEEOIA TOATATMERSN L ZR I MENDDFT (fl
2= I=3v)b TIRRT TUDN Z21-UT7V54-13E)

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,
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EO4. Use of Channel Integration Optional
Work which connects multiple brand touch-points, successfully blurring the line between ¢ UBL_ )
chosen media channels and demonstrating how the different mediums complement *  Digital Supporting
and build on each other to cut through and deliver results on clear brand objectives. Content
« Digital Supporting
Images JPG

The work in this category must show that multiple types of media were used in the
campaign (e.g. Screens, Social, Outdoor, Print, New Realities).

EO5. 7—4¢ 3R DIER

AT TEBEOEBEIARL . A—TY b T3 R E—SPF v ORIV e EE T DO DM YA M ST
DT —FEDITEERY 3. COMERE. VT —FO/ 81/ b ENBE M, BERORBOIHLZIRRT S
HENHD,

EO5. Use of Data & Analytics

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.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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AIADRE DVIATATREZEITRL —2 AT 5271y RI1- DI 7 oYU TEE RS UET,

RIS, T3V ROIDOAVSFIL-TOHI23> . TOE-23> . FEFRERIETHCTUIBVER A HBBEEOIZTIZ 3 2RI eIl LI-T1>
T =F4 ATy b IA— L% JUIAT1ISERUAFR THBIL .
o BATRUTOLCEHEENFT : EKEREA YA 20%., JIIATATRTAT730%. i ITE+1-33> 30%. #&R20%.
o TIUREB LI T=FAAN JUIAH— AZTNI Y~ B AR~ TI39RTA— L AT TFEE. EFPEE. FrEEEs
FUBHET RGO TOVEFIE- B I 2550 2FHMADIETT,
o FAUERD, EENHTIU-HESEEDHZEDTHIE /I ADMusic (BF) ZBPIADEEEEICHIREHDFERA.

. ETOT—ABYE. Bl TERER, AUSFIIDTVICRFREDIBEEEMUET.,

The Music Spikes celebrate creative musical collaborations and branded music content.
The work will need to demonstrate original production, promotion or distribution of music for brands. Work that creatively
leverage a recording artist or platform to communicate with consumers.

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

e Thereis 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.

ATZVT4ay RFEIaAVTVY Materials
A. Branded Content for Music

A0l 21—-399-EF ACHIF BN
AUVSFIOZ1—-SVIET AL HT)TATRI1-SVIETADS U R RI L,

Compulsory
e  Original content

. - Optional
AO1. ExcellenceinMusic Video e URL
Exceptional examples of original music videos and interactive music videos. _ .
«  Digital Supporting
Content
« Digital Supporting
Images JPG

Compulsory
e  Original content

A02. BXEIVTYYADT 5 RERIIFROBS
I1-DYIETAPZOMOBT RIS TV, BENOHD. HENRT T RORIE.
Highly Recommended
(optional)

e CaseFilm

A02. Brand or Product Integration into Music Content
Relevant and symbiotic brand integration into music videos or other music content.

Optional
. URL
e Digital Supporting
Content

e Digital Supporting

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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Images JPG

A03. AU TV DIER
T3> RMER I B HERICIUIA FENAUS FINEEOIFRIDRZE AT, 2D MY B AEOZIMTEIR
ERERRIN. BFICT STy MY T Y TOERN RN Z NS L EEE TEBENET,

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.

A04. SAEYAI7HTT4TZ1—-IvIDER
TS5 ROEDIERCEWESNIEDTRBUVN, T3 RISV RERETITTAT L= 20TV R
OIZ1=H—33VELTERT 3L, TS50 RETIDTFIYDOIDOZEORELEA N ZREINET,

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 and content will be considered.

Compulsory

Highly Recommended
(optional)

Optional
L]

Original content

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

B. EXXEDISYRIJARUIVA
B. Music-Led Brand Experience

Materials

BOL. 51048
BEELEUTARBRDTIA D EHIE, D9 — N RFV N AV R —33>, YIBMZERI T, EHRAEZERIT
SEEINZTITAR—IAVRENEENZN, TNBICREENEFE A

BOl. Live Music Experience

The design and production of experiences with music at the core. This may include butis
not limited to, concerts, stunts, installations, and activations held physically or within
virtual worlds.

Compulsory

Highly Recommended
(optional)

Optional
L]
L]

Digital Presentation
Image JPG

Case Film

URL

AR/VR Files

Digital Supporting
Content

Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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C.J=1=5+41
C. Community

Materials

COL I7UEDIVHF—IAY DN/ IAZ1=F 185
T—T4 ANDI7 =R KL, BABHICT YA VSNSRI T, JZ1=FFBN0 T 5> REDFRIN MR
5 5H3HEEHRERDFEH

CO1. Fan Engagement | Community Building
Strategic initiatives designed to build and engage an artist’s fanbase, enhancing
community activity and brand affinity.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
CO2. 1YINIVY—¢T-IUI-23> (Al e URL
IDFIYIII-H— AN =X~ 42N I Y 2RISR TEHNCERL, FE2BUTISYRAvE-2% e Digital Supporting
BRFEOA—TAIIRAEBENDEAEES B, NI TR —33> ZIRY—DED> 7Y, I-H—4ERkd Content
STIOVESDIENTEEIN, CTFNEUEEDIRDER Ao »  Digital Supporting
Images JPG
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.
C03. ISV RIN—=MF=29T ZRVY—-2yT SR —>3>
FELRESRZABEZERI DD, B £ BMEEFIRZ/SND T, 527y Y7oy, LTI
H—TA A NETERUIEEEH)(— M~y T DR —2a>
C03. Brand Partnerships, Sponsorships & Collaborations
Strategic brand partnerships and collaborations that leverage music, branded content
and entertainment to meet specific business goals and mutually benefit everyone
involved.
Materials

D.&RICHITIEMNE
D.Innovation in Music

DO1. HEICHFTFEHTE

T3> ROV T4 ANDIH DI~ DI TS5y N IA— hER A EFTERT . INCEAN-Z2T 0TSy b
TA—I. EFARZTA T Y —ER, AREZER TUAUANEES, 7, B 0IRERT (A 2R2EHEIN 5
[CBREENFELA. TZVROIZTIY, ZORGE. FehY—EX2BMNTBHDIUIA T4 T REMISAN DS

DOl Innovation in Music

The innovative use of music platforms and technology for a brand or artist. This could
include, but not be limited to, streaming platforms, video hosting services, virtual worlds,
playlist strategies, apps and wearables. Focus will be placed on the creative application
of technology to enrich a brand’s content and its product or service. Does not include
prototypes of early-stage technology.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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AADRE DVIATA T RBINLSCEZRSUET.

NHAR-ZZFRALTOWE—SRERLD. HEEET T MRRICEASERDTRLIR, RIBICHIBI S —IAY MeRI AT P(COWTHARLT

Tau.

BATE. ETI1T7E2OETHIHEEINET .

BENAFIV-MNEYI THBRD. A EREAETEFIMTICEEIBIENTEET, 2L, TAEI5—ITBEILR-RIIDOVTIE,
BICEmZIEOHEEITHIENTEFT . EILR—RITB. BBFY.

RRI—EI323> ABLUBTIE BEREFIDOIY M—-ERD, INTOERFICEERIBREIRNICHIEENZEO TRINERDER Ao
©723>C. D. E\ FTIE EEOIEREIDOERELTUGEITBIEN TEF TN INTORIMERIIISEERIABAICHIEENLEDOT
RONEBOFERA,.

ETOT—ABYER, Bl TERER. AUSFIIDTVCRFREDIBEERZMLET.,

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.

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

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. Billboards:
Sectors’ ond/or ‘B. Posters: Sectors’.

In sections A and B each execution constitutes one entry and all executions must have run within the eligibility
period.

In Sections C, D and E multiple executions may 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. EJViR— REBPY Materials
ER. EREES. OB L ORISR~ AN, 255y R RELESLUR
53— MRILEYA NCRBEN R EERR L F S AIIAES . COtS T OIERICE. TSk NRIENS
EIAVAE., BRERTUTCENRIO2S5HINENSICRESNRL,

A. Billboards: Sectors

Classic two dimensional sheet and static digital billboards made for standard
billboard spaces. This may include, but is not limited to, roadsides, highways and
transit sides.

AOL. HE Compulsory
B MUAU-RGE, JU-Z0T /G TOMORERSR. TOMOFMCG, 48 77tH)— RE,
RERM, BEE. BPHEERR - J-EARE, SRBH - MAOEEROINT,

T7—=ANI=ROIY N)—([FETAOIICHEFEVWLE T . I’kfT. LoV —. NG, LARSY J7—ARI—RFI->6
BUTY,

AO1. Consumer Goods

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

All fast food entries should go in AO3. Travel, Leisure, Retail, Restaurants & Fast Food
Chains.

e Digital Proof JPG

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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AO02. AJVARTT
B —RERR. JILER

FrUTOIFEFEUR, HEEREDLDICHIWESNIARRIZA06. NS M)—-UTIZEL

A02. Healthcare
Pharma, OTC drugs, wellness.

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

AO03. [®{T. LIv—, IIsG. LANSONBEE & T7—AMI—RFI—->

NHZIBEEATE LS. £2TORIE- MITEEY -EX, 888, J1AT/UL. ZR-YSLIRE, IN
TOIVA-FARXNBLUL Sy —BhEY —ER, A2 51 /\F5%E, IRIFIE. X8R, FSEBRZS0. IN
T3S, hIIPN-%ED. INTOLANTIDOTF—ANT—RF1—->,

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

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

A0 AFAT [ IVH—-FAIAYN
B BRE, FLE, BAR-YAIZ B Z1-X TIINTIYRTA— L EOMAT (T,

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

A05.1YY1—-V—Y—E2 [ BERIES|
FRTOREENHEY LR, EEE, 271, B2B77./05—, IV & TOT1vIatIH—ER, 20O
ZZH—EZ, #3145 -33> & I-RL—RIZ1=5 -3,

AO05. Consumer Services [ Business to Business
All commercial public services, Legal, financial, B2B technology, consultancies &
professional services, other business services, internal & corporate communications.

A06. IEEF[FrUT 1 [BRF
BT, A HEIE#HR. NGO, B, FvU7 4. IEEFHEREIA

FARTD CSR EBNE. BETZTI9-BLU/ &S E07. UL - EE 10230 BN - HamETh
FIU-(CEBATBIE,

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

Compulsory
« Digital Proof JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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B. RAH— 545 —(&BPI)

2= I=R=tryh SaEIIE-Il. ZBRE, AN EENERERN 5B, BEURIETS
SRS,

B. Posters: Sectors

Classic sheet and static digital posters made for public spaces. e.g. supermarkets,
shopping malls, airports.

Materials

BO1.;HEAF
- MUA-EE, JU-Z0T -G TOMORERR. TOMOFMCG, 48 77tH)— RE,
RER M, BFE. BHHEERR - Y-ERRE INTOBEEES M MAEEM .

I7=ANI=ROI>YM—(FETBO3ICHFAVNLET, hiefT. LoV —. NS5, LAY J7—ZANI—RFI->%
BUTY,

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

BO2AIATT
E, —AREmR. TR

FrUT4PIFEFIEIR. BEREREDZHICHIEENIAERFA06. M5 M- T

B02.Healthcare
Pharma, OTC drugs, wellness.

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

BO3.5®4T. LIv—. IS5, VANS VA BRER K I7—ANI—RFI->

NHILBMEIPEEEE S0, B - FATRIEOY —EX2M%, 8RR, JIAT1/UL. AR—YTLRE, IN
TOIA-FTAVAI IS IVL Dr—EEY —EX, /NEEE. RIS, A7H0Y. REERREEZSE. HJ1
PN-RBE IRTORBNRESE. T7AN - RFI-2E5FNS,

BO03. 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.

BO4XAFTAT [ IVH—FTA AV
B BRE, TLE, BAR&AT(T, BEE, 1R TIINTIYNTA— Lo ZDMDAT (T

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

B05.1>Y1—v—-Y—EZ [ RERERSI
IRTOBENTEY—ER, R 270 B2BT//03—, YAV & TOT1vIat Il —ER Z0MBOES
XAP—EZ, #HNIZ1=45 -3 &I—RL—KIZ1=5 33>,

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

Compulsory
« Digital Proof JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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BO6. IFEFI/FrUT 1 [BUF
B, AHIER NGO, B, FvU7+. FFEF R

FARTOD CSR EBNE. BETZTII-BLU/E2E F07. UL - BRI 0 REBN - S lh
FIU-(CEBATBIE,

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 EQ7. Corporate Purpose
& Social Responsibility category in section E. Culture & Context

Compulsory
« Digital Proof JPG

C.7YVEXIVPMNEIHRRYAV AL
IBZER. ATTION, F SR EDRICERURN 555, ISRk, BERHLETS LA
2 EIR— R KRS8 ABNR—K : €05— FEEBARI— ; £I9-HEIYNI-LTTFRL,

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 billooards/posters please
enter A. Billboards: Sectors or B. Posters: Sectors.

Materials

COLF1ARI L1
RENMNEE(CBWT, TR M EZBIEDICT A ENcAT S0 TOE -3 A7 - NI—IRE. 7
{ZATA LODTIY, BRe. AVAIL—230 [ERTAZATVARE, NHEZR-ATEE R e ER.

COl. Displays

Content on display including objects and promotional artwork designed to make a
significant brand impact within the out of home environment. Work may be viewable
in public spaces including exhibitions, installations and in-store displays.

C02. 12959547 / H4F2YD - TS9N - ZIOU—->

FTHIOOH (DOOH) (& TSI -FyFICRINAI )= E=3a>TH7/05—, Y= AT T LIS T =
A= 3 BV TRIOBME/ D07, FETA—33>. A25—3733> BUTEIBHIRSEEELD
IS =AY MOVTNHDRETT,

CO02. Interactive [ Dynamic Digital Screens

Digital out of home (DOOH) that requires either linear motion picture/content or
animation or interaction and active consumer engagement using digital touchscreens,
motion technology, social media and mobile animation.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Demo Film

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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C03. ARIVILEILR

BMOIFY—MER. AN-RI7=Fr—, BB, KRR EIRGE, BEUINOG. INCEEROENET

HAOUTRTED, BYERITICE ARG A N RyTPvT2avT . 3DYA ~ FEZERIRD A b, Fovh5ED

18, IOV EERUATATESON. TNBIRESNR, [ BENTRUVFZROYA N Fryt7, JO7X
TATZED.

CO03. special Build

Physical constructions and adaptations of out of home sites including building
exteriors, street furniture, the environment and large scale signage. Including but not
limited to, supersize sites, pop-up shops, 3D/ non-standard shaped sites, ticket barriers
and floor media.

CO4. SATLE - AIRVP

TN AT R— L THFAR=232DI5, [REERINFA T TRIMELZITV. BENMTINIALATHETES
EDo AT NNTA—-YDR TEVAN —23>, TSURIDH— K TOE-232 AR MMIERNEENZH. C
SICREENE B A

CO04. Live Advertising & Events

Out of home activations that involve something live on the part of the advertiser and are
witnessed by an audience in real-time. The work may include, but is not limited to live
performances, demonstrations, branded concerts and promotional events.

CO5. 1295071 T 18R 5k
SHBEBEZESIATEI TOES). WRIERCIE, FEREIY -T2, AR, MRHBEESSUERZOSNN. Y
TFIWERTDAATIZAY A2H95074T T~ LAREFEENET .

CO5. 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.

CO06. F5oIyh (RBRBIICHITBRDIRR)

BB ZFIAUL. IFMFREFFD)- T4y DL S, BEIE. BE., WA 572— hwJ, BT
HRETOMER, BiE, 228, BR ((R-BH) | JIU-FDEG, B, RIATI-IRBE. BT OBED-
BFROLESEERITILEETNET .

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, stations (bus & train),

ferry ports, roads and driving tracks.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Demo Film

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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C07./Y—3T - IHANRUIVA

FPORBINC. HEEICEFNENDARUE, IRIEOZABUARER, NG ZABOZNY-FU>),| HER
BRN—T T4 EEHOEM. VRIAR, RIBIRE. 1229 -3, BUTILFRIU—> . ZIRTTHIBRER
ZEHTEBVELT AN PEREFEORAMOTO M A T EHFE A

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.

D.BALEICHIEZ1IN—-33>

T52 ROXYT—SHIGZ BT, TREEIDAT (T ZBIERIND [ETFEFHNFIBTEE,

D. Innovation in Outdoor

The creative and/or innovative use of the out of home medium to communicate the
brand's message.

Materials

DO1. Z9>45—RYA
EILR— R, RRY—, B, EBENEE., BEmEan. T4 AT A. HEELERE. MEROBINLSOEAED
BREMULTS. FEEESEEZATS. ZENREN A MaF CEESNER.

EHOERZIEEEINZIHEE. INTOERZIDOT ATV E DTS aVBUHRICFESH Ty IO— RUTLTE
AN

DO1. Standard Sites

Work created for standard out of home sites that pushes boundaries or broadens the
scope of traditional out of home mediums such as billboards, posters, transit advertising,
commuter rail, wallscapes, displays, street advertising.

If you are submitting more than one execution please upload all executions in a single
digital presentation image.

D02. EADF7UEIVAZERETSD
NHIR-Z, ATT1IM BIEZERAL, TOEHMEICBVTTRENTH S, IFRENTYVEIY MRPY M
TR—LYA Oz ERRENIIL &S,

D02. Ambient Outdoor
Work created for non-standard, ambient out of home sites which leverage public spaces,
objects andenvironments and are forward thinking in their innovation.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e Demo Film

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,
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D03.79./0Y—

RESN TORERERINY BILHOEHIIRTI /0D —DER. TNICE. REFFTOROIYFIRA > MeFDE
JAVOTER. ROT 5018k, KO—>. AR, CGEIfk. ZILTUZA. AIRENEFNSH. ThAICIRESN
B0,

DO03. 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 artificial intelligence.

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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EX{ELEDER

XALRAREEOHUBIRE O L ERUILE 2 EUITIRE.
BHOFRELETBIHER. INTOEREIDOT STV ES T2 aViEifeL TPy TO- RUTKIZEW,

E. Culture & Context

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

If you are submitting more than one execution please upload all executions in a single
digital presentation image.

Materials

EOL. O—-HhILITSVR

FFEDHIBA TOHES ST 5> ROTHDVER . BAMECERESNLZOMIROS 5y NEEHIE T /ER T
HdE,

EOl. Local Brand

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

E02. FrL Y Iv—-TSVR
FREMAEOTL Y v—(CHHTS Bz, TURICHEEEL  ESHRRBE N RALE I ZEMEL T, TiFHS
(CBIIBBMIMEEZBIOBEEZRILL, ZEICZOVIO-FE2EELTERT IR,

EO02. Challenger Brand

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

E03. ¥ -X—=Iyb-FroR—->
H—0E /s, HiR BV TOMEIRENT, FEREENLS.
JEEORR(E, ZOLENEDLIAFEDT -4y MIBICEF TT YA aneha Rk U TSV,

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

E04. #12K)1TE
FEDOA—TAIVZAPIZ1=T4IEREBIAFR THD. LN RE R BB UlfFRm. HEEITEICRT
BERBAYA MEERTBIET, I72 REDBRVEUDEZWINCEH LN E R I TENRHENET

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.

E05.1—E7DiEHA

I3 ROIZ1ZT—2aYCBVT, - eV D=2 E I 31FM. [IOFIVZER, HERAHINVTUNT,
SNBHEINZFvoR—ATEDVONT, EUSZRMHL. BROEIRITIRDKWESIERITLOSBERNDZEH
H9ce

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.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optionail)
e CaseFilm

Optional
. URL
« Digital Supporting
Content
« Digital Supporting
Images JPG
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E06. PEHATDRERE

MIBBLS/ FFEREOBMRCBNT, BRENLEFESIV/ FFVY-2ZRENISERL. AR
KO EHET L BRENFVY—-RCEMNET | FFRERD. BRI, SEH0HIHERHNEE(C
$OTESRX L ORIRBZARBRUIL L RIERTHD L.

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.

E07. BN -1 HRE
2, RN, RIBORIBCEDED., N—/(ZEBEOMLE TV REE). T52 RO/ =) TZREDLS(C
MEZEHHL BB OBV BIETIZII= T/ IR EE SR E R IFRTHB L.

FEEFIEIA, BEER. BUSHEOIER(E. I 2EPIBLU/ FIEFA0BICTY N —-UTHZEL,
ATIa>DIFER/FEBUTERFT. BR : BBFIEIZ(EB06, BEUZa> DIFEF  HEEFUR /TFTED
P IRRY— : &9%5-

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 B06. Not-for-profit / Charity / Government category in section B. Posters:
Sectors.

E08. V=YD -T4RFT>3Y
O-hL/ V=23, /7 0-)VUVRREIREICHU T, AER)(CEIE#EISSE, SHBEEADEEZ RUEBNS, T35
Y ROFIUVVRI SRR ST ANTWS TSR,

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. X{LemBILD AR

XAUARE UTe 21 =T QA TEARERICE DRIV 1— > > 2 Bh(CABEREN ARG, 74727474 (B ¢
BN D124— NTE, MRS, GFE) (CRIDZMEERIEE. TR, BUTEASBEDIRARIR
EERZAZRRL CERBIE. 178, EHROMMRZ17>RZRUEL. RIRULIER. IS0 YA MY, H
BEDT S NEIROAT(PARBRCEDLSICREL., BREEZENZBUNMERT L,

EQ9. 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, oge). Such insights reveal how audiences choose
brands and media experiences, driving growth and impact.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optional)
e CaseFilm

Optional
. URL
« Digital Supporting
Content
« Digital Supporting
Images JPG
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ANAD AL, PREBPIT. BBERIN DRNEM R IZ1= — 23V ICEERSLFY,

Spikes Asia

MARREBE, ZENBASYA b 7—YRAT(TIARSUEEED, VDCHEERCHEEZS R, ESRA HR UEISELEEFZEIAUIEDE RS E

G0 AN=U=FUJZATEL. #EfOT 5> ROFFHIOL SR 22 ML (RFE. sILUI/ESR,

o BETRUTOLOLEETITHESNET : 717 720%. PREEE30%, PRIVTF1—3>20%. 1) MNEEER30%,

o PREBFIICIE. AC/ESREIEETHE T BZENTEET, 220, [APR : EFIAORE—FROISSEGIEIRN TS

o  tU Y3 VEPREMIOEMIETIZ, PRARY NJ—Y HOMITRPR Xy b T—4 AFFET ZMIZRPRI— 0 ¥ —AREL A
BELSAS CEMTEET, COEIYavORATI—CE—ELFIY N —NTRETT,

. 2TOT—ABRMK, BhiE, TERER, AVSFIL DT IV RFRE I ERHILET .

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 progress and change in business, society or culture. Work that has storytelling at its core and
establishes, protects and enhances the reputation and business of an organisation or brand.

e A number of criteria will be considered during judging, weighted as follows: 20% idea; 30% PR strategy; 20% PR

execution; 30% impact and results.

¢ The same piece of work can be entered up to three times in PR. However, the same piece of work may only be

entered once in ‘A. PR: Sectors'.

e The work in section 'E: Excellence in PR Craft’ can only be submitted and paid for by independent PR agencies or
companies owned by a PR network or independent PR network. The same piece of work can be entered only once

in each category within this section.

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

B MUA-RGE, JU-20T /G TOMOFRERR. TOMOFMCG, 48 77tH)— RE,
REHM. BEE. BEHEERR - T-CARE, SRBEH  MABEROIRT,

T7—=ANI—ROI>N)—(FETAOICBFRVLE T, [’k1T. LoV —. /NG, LARNS Y & T7—ART—RF1-2%
BEUTY,

AO1. Consumer Goods

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

AO02. NVATT
BUEE —AREEGR, YDA

FrUT(PIFEFIEA, HEREDIDICHIFENIAFRFA06. 15T M- LTSN

A02. Healthcare

A.PR &R Materials
COEBPIE. B—EROEEMEDHEIEETT .

A. PR: Sectors

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

AOL. SHEER Compulsory

e Digital Presentation

Image JPG
Highly Recommended
(optional)
e CaseFilm
Optional
. URL
e Digital Supporting
Content
e Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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Pharma, OTC drugs, wellness.

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

AO03. fi®fT. L¥v—, GG, AN Y &T7—ANT—RFI—>

AHZBEEPELEZE. £ TORE- FATEED LR, @R, JT1ZT/VUL. TR-YSLRE, IR
TOIVI—TAA MBIV v —BET —ER, A2 51 \5kE, RIFE. £8k. FBEBZE0. IR
TO3ayT, HIIPN-%EE. INTOLANS Y SAEREZELT7— AN —RFI1->,

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

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

A0 AFAT [ IVH—-FAIAYN
T BREL TLE, PR VRIS, BIE. Z1-R. TIINTIYNTA— L ROMAT AT

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

A05.1>>1—-Y—H—E2R [ {ERIERE|
IRTOEENHY PR, FE. £/l B2BT/./03—. oHIIY & TOTIvaF I Y —ER, Z0MaEs
ZAY—EX, #tRIZ1=5-33> & I-RL— 3125 -33>,

AO05. Consumer Services [ Business to Business
All commercial public services, Legal, financial, B2B technology, consultancies &
professional services, other business services, internal & corporate communications.

A06. IEEF[FrUT 1 [ BT
B, AHIEERR. NGO, B, FvU74. IEEFERBEAR

FARTD CSR 5EBNS. BIET B UIF—HBLU/Eleld FO7. BB AN BEIONTI-TRAL TS
(AN

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

Compulsory

Digital Presentation
Image JPG

Highly Recommended
(optional)

Optional
L]

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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K3y an

BY=4) - IVF=IAINKAYINIIY—-I=FFT10)
TNBONFIU=TIE V=30l /FSHIN-TFYNTA—LIN, PRV A~ B EI A FITAHEET B
EOLSSERSNENT, HBEOTY NI BEERA > NBOET.,

B. Social Engagement & Influencer Marketing

In these categories, your entry will be judged on how well social / digital platforms were
leveraged to support or execute the PR campaign.

Materials

BOLY—S%)b-IV5 =TI AV B
T3 RBAIERIFER/HBILIREY — v AT AT - AN-U-FUL ) = RE, T2 RERAECREEEZRHD
DIV ATATHEDLSITEREIN DRI VERTHBIE.

BO1. Social Engagement

Celebrating Public Relations and social media storytelling that build brand awareness
and advocacy. The work should demonstrate how social media was harnessed to
increase brand awareness and relevance.

B02. JS1ZFANRI AV B

T3URUL—2a> 3y TORIFE. #iKs. BREFHIIT 328, T3V ROASFA> - 1212710 —Syhed DA~
FAIDREDQIIY =AY MY EDSST SV ROFFEIETSH. A2~ IZ1-FT AN TOSFRLIERZETIL
EWERIEDTHBIE,

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 and authority within the
online community.

BO3. U7 LLARY R
HFOHRE, NHEE, ZOMOIREEFROU LI LAPEENIL T, BIENNDOBRERLBITECRE
U, SEEICEINT 2L T2NIEIT VI AOHRITESR.

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. 107 YEHE-JDF1—-R
IA—FTAVAI N AVREL 23> BEORDICEHWEENIZIY T2V, SWFENZOY TN T2 vt
—STRMEDTHBLFTHAL WNCREFE (CEY) TN BEDOTH ORI RIEDTHDIL,

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.

Compulsory

Digital Presentation
Image JPG

URL

Highly Recommended
(optionail)
e CaseFilm
Optional
« Digital Supporting
Content
Digital Supporting
Images JPG

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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B05. Y7 YYFAANNU—-&7YITVI1T—33> (AVTIYRIELIENR)
BIENBRAOA-TAIVRN-FI2HO. A>T YOIEEEEUS (LTI BIVIAT1IR7 IO F &5
filio 7= RATAT RARXT AT . SITATAT . AV RATA T DIEHENEN T2 ROIIT —T A REFR
HEOE _ECEDLSICEIULNEZRIEmTHDIE .

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

Compulsory
« Digital Presentation
Image JPG
¢ URL

Highly Recommended
(optional)
e CaseFilm

Optional
and awareness. «  Digital Supporting
BO6. 1 >IN I>Y—[IUI—5—DEFHER Content _
AZINIH—EIIIATATDOBFHITSERL FEDA-TA IV AT T oty —SERAEERH BT *  Digital Supporting
¢ Images JPG
BO6. Innovative Use of Influencers [ Creators
The creative and innovative use of influencers to drive brand message and
awareness to a specific audience.
CAIYAPKAIVYAY M (LEZHROATE) Materials

COHFTIV-TIE YVIAFTAITRBOSHEEDZ1ZT — 33V R HEE T BT —SERONREBNLE
9, HOFEICREN R EES R R R-VEFRFEIT BT, 1291 hBIEEZ ZRBIN DBREIRC
BATBENMEROBEDRA S MCRDET, [REMSMOIZ1ZY — 3> THDMEOAREIRAVGTHIPR T —
IV —OFRREICEDIASTEEI DRI RIE S 20D THAE

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.

COLUB—F. 7F—9F7FUT1IR
UY—F, THCEDCRR, FEERANRMERT. LRIDJILCEERLEMPRERERMT 3Em. U
Y—FOREN BEIAUT BEEOFHFEREZFAIZHDTHDIL.

COl. Research, Data & Analytics

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

CO02. PRD%HR
ESRZPOSEHFEN DR EZ SRV IA T4 I B R BRET —4. BLURERZ IS 2zl ERAUE
EYV—IODSEOF MR T2 . ERMRESRAMREAT(TDBLENEEINFT,

CO02. PR Effectiveness

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.

Compulsory
* Digital Presentation
Image JPG

Highly Recommended
(optionail)
e CaseFilm

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

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the Englis
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D.PRT7I=YY) Materials
COHFTIV-TIE HRIEOLY M —ER(E U=FRILAU, FroR—>ORREZER I BZHC, PROTIZYY
ZRNEM(CEITLTORNESHNEEDIRA > NIRDET

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.

DO1. X7AFLOBIRILIE c°mPU|s;i"YitG| Presentation
Sy —FIZLEF IR ORAHRIRIIPRT, WEBOE LE5IE, MHzEs LT EE5X3te Imgoge PG

BRI, BERIVIATAETA— AT 260 REE. JAUT— X —MRE AT (T DRREDELE
M2HATEEDTHDE . COEBENEDLICHFrIR—DORREZR U FLESHEUIIE BN
ED

DO1. Media Relations

PR that puts journalism at the forefront of the campaign, with evidence of a high-degree
of innovation intended to engage, educate or influence editorial. The work should explain
the relevance of media outcomes, including depth, quality and messaging. Consideration
will be given to how this strategy achieved or supported the desired campaign outcome.

DO2. Y SUFIIEEEA N MNfEDER

I3 RPO2125-230 031 bOMIEREEHEZHBIHIC. RV~ (HITZUFIVESE) « ARTK IIR
T3>, TOE-3325 =L RYTPYTARY I AN= P =~ FUSY=TT1>7 BRI FT5 EFN
—TA— FATAN=ZITARY b, T1IRT4) LR RIA VA IREBE O—IREL TRIRUIT/ER.

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.

D03.0—->F/V0->F
HEOY-EZOII5 L F@FBEIL5 EFODICrERENIFmR.

DO03. Launch [/ Re-launch
Work created to launch or re-launch a product or service.

D04.75YRRAR (TSYRPHRICRIELE) KA N-V-FU>Y
T3> MR O EDRSPL AN -2 —BUISETIRR, 8. thE. BELORCRBNRDORNDE
FLHITTHA > ENTHRT A XHifE

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.

D05.74./035—0EH

ATARE. ARABIRE, (AR, DRy N2, o1y BFHRR. DI7STIVEG, 12939714073
&L PREVIAR-EFNMEITIBT B DT I EFORFEIRUILIFBELF E I (SR \Bf . #IHARPE
OAOITOMATFEFNER Ao

DO05.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.

Highly Recommended
(optional)
e CaseFilm

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

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,
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DO6. ERB IS —I AV #ifR

MEEBNOBRIEM. BB, BRE2ENELLIZ125 230 T0J S AFREEDEH. RIS 1-71D5E
MALERD BT — LI FZIROEEMZBIEL TS . ZOEDMHEMN, (B MEBHCRNSIEZIBHEL.
BHBREHEEL. REBOO(M VI T(EBEEOR LRI EHRNRY TO-F2RITEOTHBE,

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.

E. PR $4if[CH 1T Rt

ChbNATI) —OERE. BENZPREPIDEICH T, Bhi-RlEH & EEH A =R OET
ITESEHiEShET, COEYYa > TOIY M) —IE, PRFY NJ—4BMITEPR Ry M7
— BB AMURPRI—Y vV —HARELTMRHLIBAS SN TEET., OB/ v 3
YOZEHATI)—T—ELFIY M) —HTTRETT.

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.

Materials

EOL I-ARL—M A= (REAA-T) IZ1=5-33> (GH) LEIF—33>0-IRIAVE
TR, FEBEPEEOA—SEIBEL, MBEz LS BEDEBNAOTMEAR T IFR.

EO1. Corporate Image, Communication & Reputation Management
Work that builds the image / raises the profile and shapes the perceptions of a
corporate brand, organisation or corporation.

E02. R & OE—iEE)
OE—EBOIRAVARERRZAOVTARBERORECHEZS X, BRI 3o EHEIUILLS. $
JUBCEFRIHMERIR.

EO2. 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. U5 YA-031=F—>3> (BHEEMIT) ¢/>1—-I1xIAVS (BENESE)
BEOERPIHICREZ SX 3L BB PREIENMRE U S OTEOMIG. 512X 12127 —23>
BEROFTES LU/ FERME BIFUERNEDLICEMR NN ZIEAT 6D TH DL,

COEFIDEEMFROAT(E. FTRHERVEL, EEBNOHIER I DN TEET,

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.

Compulsory

Digital Presentation
Image JPG

Highly Recommended
(optional)

Optional
L]

Case Film

URL

Digital Supporting
Content

Digital Supporting
Images JPG

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,
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E04.#Ai@AIS1=—>3>

BEOTATITATA AT - SEREBEEUDIIBEZBIELL, FIDIRRIXS MeETHABIRIEA

JZ1=5 -2 AEE), TOIEENE BIERTEELER. EBDHERE . ESRADMRICEDELICHEUDLE

RS ENDDET .

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.

E05. ARVY—¢TSYREDI—RF—2vT

TR, #EH BEOAA—STYT O FEEORIEPESRABRZIER T B, IR —2wT0)(— b

F—3v7-T0J S LEERULES.

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.

F. DV Fvy—&IAVTFAMLSE Materials

BROULERERU, {0/ \y)) 50> R EEFTEBL TARCE SLICRISNIIA S,

F. Culture & Context

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

FOL.O-AILTSUR
FEDHMEATOHFRIEBI T 7> REFOIERTHD., BBHECEREEN MRS -4y NE(CH B2 IFURI S
(3

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

FO2. FrL>Iv—-TS5R

FREMANSOT LY v —(CHH1 S BT, TR CHEERL . EENRBE LERNBANSEZEHMEL. AT
RPEBEMBYT — AF 1 IV —LEZEHNI LT, AN TO-FBU TR RIFANTERT S
[

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. ¥ U R—5yh H—mHiETOFroR—>
H—E /s /{506 THRE T SBIRENTAE R FERMFEDS -5 MIBREIHCEDL ST T 1>
SNFEsRBRT 5L,

FO03. Single-market Campaign
Work that only aired or ran in a single country / region / market. The work should
describe how the work was designed for the specific target market.

Compulsory

Digital Presentation
Image JPG

Highly Recommended
(optional)

Optional
L]
L]

Case Film

URL

Awards Show Film
Digital Supporting
Content

Digital Supporting
Images JPG

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,
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FO4. $12M)1TE)
FBEOA-TAIZAPIZI1-T/(CEREEAERTH) HRNBBRZEEEU/FR. HEEITEHCREY
BZRRBA YA MIERIBET, T3V REDBOEFDEZVNCEHB LN ERI ZENRDENET

FO04. 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.

FO5.1—E7DiEH

Compulsory
73YROIZIZF—3avBNT, I-EF I FROEIMEEHE T 5/FfR. SOFIVZER. HEIHNT

« Digital Presentation

WT, EHBEEIZFrIR—JVICEDVONT, ZUSERML. BIEDRIBICIZZRVESIERIT LSRR Image JPG
DE&EHLIE

Highly Recommended
FO5. Use of Humour (optional)
Work that celebrates the art of humour in branded communications. Infusing wit, satire, e CaseFilm
and cleverness into campaigns that provide amusement and create memorable,
laughter-inducing connections with audiences. Optional

e URL

FO6. FENT OB "ot Supporting
MIHHEIV/ FFEREOBRCENT. BN FESLUV/ F@VY - 22_IENCERL. &ARO1> «  Digital Supporting
IO M EHFHT L, BRENZYY—RTENMNDST, FfFRRE . BIARSZH. SRS DHEIEEE(C Images JPG

JOTESRR L ORIRER ARV R IEm THDHIL .

F06. Breakthrough on a Budget

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

FO7. 588 (J(-/(R) -HENSE
R, HIRN, RIBHRBECERDIED. /(- (REBROME TS5V RES). T35 RO/ -/ (RPEDLSC
NN1-ZEHBU BEEEALZAEUDIFBIE TIZT1TAIE R SRR I FmTHHIL .

IFEFEIA, BELR. BUSHERICL DB, ZEIINEFHLV/FFA0GHICETERL TS,
A2V OIFER FHELKR / BUTHRENTIU—. PR : ©J5—

FO7. Corporate Purpose & Social Responsibility

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

All not-for-profit, charity or government work should be entered in the relevant sector
and/or A0S. Not-for-profit / Charity / Government category in section A. PR: Sectors.

FO8. HiZADIIRN 71T 17
O-H1b/)—>33)b./ 70— )VVRRIECEU., SHEEAOEEZ RUEHS. T35 ROFILW—FI5E%
ZF AN, AREN(CEEREEISE RIS R,

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.

SRR DIE] THIEED B o 15 E (%, TR B EN S,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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FOO.3LEDIVHF—I AV #ii
AL B RIAREUZIZ1 =T OEAERICE DV T, BRI YY1 - Ve BERUIARR. 7T T174

(B : BB D1>d— N, Vi, FIRRE) OREEIZMTSBIE. 178, [CHROMYRI17>R
ERRUSHECEDTHB L IOURAVBA ML BARBA—T1IVANT 5> ROAT (T IRERZ#IRT 3
TIEEIABMNCL. BREFZENEHEET B0ZASMNLTVSE.

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, oge). Such insights reveal how audiences choose
brands and media experiences, driving growth and impact.

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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AIATA (& ENRIAD & HARYIEBFI(CHVT, B—FaL—2a>DIVIATAET MU TEZIRSLET.

eI, #E-SEEMSBNETLSBTATT . —REAR - FFTENTVSAR, M5, TSI ESOHRIRAT( P ([CBIIBRIBR T RESHBUILISTIY
23T RRITEOTRIFNERDER Ao

BETERINZOE ECTFAT7EIIF1-23>, TUTEOEEIDVTTT,

WIS, HFIU—ANRENTONUE. ENRIYD & EARYIEBFIADRE —FROHGRLIECHIBREHDEE Ao

22U, BC/ESRZTAENRIYD © SBPIITIE—RIOHDILELRDET, TI2IVATE. EITEF1-330MNDOI N—ERD, IATHIY
PH1-ao N EEHBRNICIJEr1—2a 2N RANE T,

t/923>B. CEUTDTIE BEOIJEF1—230%1DDI> N—-ELTIY N -9 3TENTELIH . IARTOEIRIY) & ERIIDI I E+1—
A EEBRNICIJ 123 2Nzb0IRNEY,

2TOT— AR, Bl TEBREK, AUSHILIDTVEFREEDIIIBILEEMUET.

The Print & Publishing Spikes celebrate creativity in circulation.

The work will need to demonstrate ideas that leap off the page. Work that shows ingenuity and outstanding craftsmanship
in published media including books, magazines, covers and digital publications for public distribution.

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

There is no overall limit to how many times the same piece of work can be entered into Print & Publishing as long
as the categories chosen are relevant. However, the same piece of work may only be entered once in “A. Print:
Sectors'.

In section A each execution constitutes one entry and all executions must have run within the eligibility period.

In Sections B, C and D multiple executions can be entered as one entry however all Print & Publishing executions
must have run within the eligibility period.

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

A. EDRl - Ak @ BP9 Materials

ORI, FAEROGEHEOHBIET.
A. Print & Publishing: Sectors

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

AOl. JHER
BB MUA-RE, JU-Z0JRE TOMORERR. T0MmBEAR. 8- 77— RE,
KER M BFE. BPHEER R - I-EAREEE R - TAOHBMOINT,

T7—=ANT=ROIY N)—([FETAOIICHFRVNLET . I’kfT. LoV —. I\E, LANSY & T7—ANI—RFI->6
BUTY,

AO1. Consumer Goods

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

Compulsory
e Digital Proof JPG

S ZEHE DIE THERED & > 55 (= 14, ZEFER e En &,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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AO02. AJVARTT
. SR, DTLRZ.
FrUTAPIEEFEUA, HREREDTEDICHIVESNIZ/ERIFA06.0MB I M) —U TS

A02.Healthcare
Pharma, OTC drugs, wellness.
If the work has been created for a Charity/NFP then this should be entered into A06.

AO03. k4T, Lov—. 58, LANS Y &T7—ART—RFI->

NHILEBIPEEEE S, 2 TORIE- FRATEIEY —E R, @R, JIAT1/UL. FR—-YTLRE, TN
TOIYI—FAXISIUL v —BEY -, A2 51 NGEEE, BRIEANT . 8k, ABEEZED. IN
TO3avT, hITPN-%2E8, INTOLAN AT —ANT—RF1->,

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

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

A0 AFAT [ IVH—-FAIAYN
B BRE, FLE, BAR-YAIZ B, 21— TIINTIYRTA— L EOMAT (T,

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

A05.1YY1—-V—Y—E2 [ ERIES|
FRTOREENFEY LR, FEE, 271, B2B77./05—, IV & TOT1vIaFI Y —ER, 20O
ZZH—EZ, #3145 -33> & I-RL—RIZ1=5 -3,

AO05. Consumer Services [ Business to Business
All commercial public services, Legal, financial, B2B technology, consultancies &
professional services, other business services, internal & corporate communications.

A06. IEZF[FrUT1 [T

BUE, NHIEHR. NGO, EBE. FrU74. IEEFMEREEIA

FARTD CSR SEBNL. BhETZEIY—BLU/FR(E DO7. UL - B2 1T/ 0l BBl ($-/)(R) -
HAMEEIHFIV-CRATBIE.

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

Compulsory
e  Digital Proof JPG

Optional
« Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

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

AUVSFIOERIERFEARENAT AT ORIE, INF. A, M55 IN-KT . THLERNESDHSND
M INBIFBREBO IRHOBRICE WN-ET EHeER. EEINEN TNEEERERRONZIAEE IS
Lo

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.

Materials

BO1. R HAR
T3> ROEIRIELTOT - L ERAEZZDHDIHIC, N EIECEN TREENIATMES.

BEBRENRESNZISCEMT > TN EESTTFE,
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.

BO2. 1R BDIZH DR
FrUT— FFEFIRI. SHEDPI. ENGODHICRLEENTEAHMES

BEBBRENESNBLICEMY S TN EETTFE,
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.

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optionail)

e Demo Film

e  Physical Support

Material
Optional
. URL
« Digital Supporting
Content
« Digital Supporting
Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

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

h version shall prevail.
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C. EFDRI - BARICHTB1 INRN—-33> Materials

BHOERZILE I 3HE . INTOEREIDOT AN TLESF—3aVEHREL TPy TO— RU TS,

C.Innovation in Print & Publishing

If you are submitting more than one execution please upload all executionsina
single digital presentation image.

CO1. ENRY - HHARDEFRE - BISEIFI A

VIR P I T I BREREZFRFDLOUEEEFESEEN. IHMEHREIN DFEFBEIRIY. ZN(CE 4U>0
—RETRERY U —23>, Al AR, ZBETTRERTY R, RIBZER, &' ~Z045—23>, U2 0-RTEZT
TJUr—23>, QRI-R, 3DTUZRRE, TZHNTAUIFIT1IRBERERDHRINEFNEI . TNITR
ESNBEDTIEIHNERA.

BEENMRRTEDLS. EMY>TIV &R TR,

Compulsory
« Digital Presentation
Image JPG

Highly Recommended
(optionail)

e Demo Film

e  Physical Support

Material

COl.Innovative and Adapted Use of Print & Publishing
Non-traditional and innovative print work that has been modified or adapted to have Optional
physically active elements. This may include, but is not limited to, print work with digital e URL
and interactive elements such as Al, AR, wearable tech, virtual worlds, gamification, +  Digital Supporting
downloadable applications, QR codes and 3D printing. Content

+  Digital Supporting
Please send physical samples for the jury to experience. Images JPG
D.X{t-ATFAB Materials

BROSHULNADTBEREMISE NI 50> RCdH TEEEE UL SRR,

BEOERELE T 3BEE INTOEREDOTSINTLEST—2aVBieL TPy T0- RUTIZE,
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 executionsina
single digital presentation image.

DOl O—-HII'SVR
FEOHMEATOHRIBEY 2T 7> RORHOIERTHD., BBHECERESN MRS — 4y NEC IR ITURS
IRETHDIE.

DO1. Local Brand
Work for brands distributed solely within a specific locality. The work should resonate
with a clearly defined, local target audience.

DO2. FrL>Sv—-T5VR
REMAAOTL Y v— (T Bz, TURICHEEEL . SN RRBE LRI RRNEH2EMEL T, FF %
B2% (F-LFI>Sv—(C33) ENTEBMFEREFWEL. VVIATATICZO7TO-F2BEXTERTIUR,

DO02. Challenger Brand

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

Compulsory
« Digital
Presentation
Image JPG

Highly Recommended
(optional)

e CaseFilm

e  Case Film Subtitles

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

SR DR THIBEH B o =155 1&, ZEEER L EN 8.,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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D03. YU -Y=Fyb (H—hi5E) -FroR->
H—pE /s Ti50H THIRESRIRENTAE R FERMFEDS -5 MGZREIHIEDL ST T 1>
SNIehzsRBRg 5L,

DO03. Single-market Campaign
Work that only aired or ran in a single country / region | market. The work should
describe how the work was designed for the specific target market.

DO4. #=HI1TE
BEOA-TAIAPIZI1=T/(CEREEAERTHD . HRNBBRZREEEU/FR. HEEITEHCREY
BERBA YA MEERTBILT, TV REDBUES DEZVWNCEHBUIN R I ZENRHENET .

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.

DO05.1—E7D;ER

I35 ROIZT1=H —2aUHBVT, I-E7MEDEMIEAIE I 2/FEmm. [OFOZER, HERNZINTUVT,
ENRHEINZE T R=ICEDVN T, HUSEIRMHL. BIROEIRICRIE VRS ST ORENDZEH
Hace

DO5. 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.

D06. FEATDFEFIARR

MHBLS/ FFEREOBRCBNT, RSN FESIV/ FEVY-2ZREHISERL. AR
NI heEHHITE IRENVY-R(CEMNDES | FlEREEN. BIRRSTH. SSH0HERIBE(C
JOTESRA L ORIEEFERU LRI FRTHBL,

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.

DO7.23HK (SN—-)(R) -HAWFE
MR, HIRN, RIBHREECERDIED. /(- (REBROME TS5V RES). T35 RO/ -/ CRPEDLSC
NN1-ZEHBL BEEEALZAEUDIFBIE TIZT1TTAIRE R SRANE R I FmTHHIL .

FIFEFEUR, BEEUR, BUTHERICE BB, 2 IDFEBBLU/ FFA06(CIY ML T,
ATISaVIIFER] BEEKR/ BUTHERENTIU—. IR - £AR « 95—

DO7. Corporate Purpose & Social Responsibility

Purpose driven work | brand activism which address social, ethical and environmentall
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. Print &
Publishing: Sectors.

Compulsory

Digital
Presentation
Image JPG

Highly Recommended
(optional)

Case Film

Case Film Subtitles|

Optional
e URL

Digital Supporting

Content

Digital Supporting

Images JPG

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

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

h version shall prevail.
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D08. V=4 YbM-TAR57Y3>y (BENTAT17)
O-1L./ V=23 F),770-)OUVRRIREICH U T, AER(CEIE#EISSE, SHBEBEADBEZ RUNS, T35
> ROFFUVRESEZZ T ANTWS ISR,

DO08. Market Disruption

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

DO09. {EADIVT—I AV FH

SAGICARE Uz 121 2T O ATEARBRICE DRV 1— > > A BH(CIBERENTAR R PAT>T474 (1 :
BNV 12— ARE, ISR, Fifn) (CRNZMMBERIER. TERN. LU TE RS REDIRARIRME
(EERZAZAL CEZEE. 178, HROMMR 17> 2RV, RERUIER. NSO YA MY HEE
DT 5> REROAT A PRBRICEDLIICRIEL . REFZENZBUINERI L,

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, oge). Such insights reveal how audiences choose
brands and media experiences, driving growth and impact.

[ETEEEHR DIE] THHEES B > 15512 (%, ZEEERAELEh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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V=20l &IVI—H— R IREF NIATATRY - v)LBE LRI RA > INI Y % ERALEY -T2 V1-33 2 EBEUET.

I2T=IAT AN Y= =F Y=3vIATAPORIEER. T3V RP2INBH— JUIA9— BELAN A2TNIY—0FERN, WNOY—

S IBBRINIC DB oM BRZRL T IEE L,

Spikes Asia

o ISEMERE. IVF-IXMOF/E. Y-IvIW=F V=3I ATAT . TIVRT NG~ A2 TN I B -DINIA T4 TRERD, VN
SMRRRINCORI DTN E R I DN ENDDET . A CIE VKONDEENEREN. IROLSBEEEICHDET . 717 730%. Hlg

20%. £1720%. #&5R30%.

o Y—3v)L&IUI-H-EBPIE, BIRUIEAT T - D EEEOSHZED THBIRVE AR ZAE TOIGHE S 3L TEE T, 2L, RUFR(E

['A. Social & Creator: £44—3l |H7 ) - (X EIDHEEATEETT .
. 2TOYT— AR, BiE, TEMYR. AVSFI DTV FEEDIFZEEEFMUET.

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% Ideq; 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.Y-Sv)V&IVI-5— : &BFT

BUIYMN-EFZOtI2a> TE—EEOUNRDSNFEA.

A. Social & Creator: Sectors

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

Materials

AOLHE M
BB MUA-RE, JU-Z0TRE TOMORERR. TOMOFMCG, 48 77tH)—, RE,
RERM, BEE. BHEEERR - T-EARE INTOEEEL R - TREEM,

T7—=ANI=ROIY N)—([FETAOIICHEFEVWLE T . I’kfT. LoV —. NG, LARSY J7—ARI—RFI-26
BUTY,

AO1. Consumer Goods

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

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

Compulsory
« Digital Presentation
Image JPG
e URL

Highly Recommended
(optional)
e CaseFilm

Optional
e Digital Supporting
Content
« Digital Supporting
Images JPG

TS 55HR DL THHEED & > 155124, BFERA B Eh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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A02, NVRTTF
. —AxEm. DTLRA

FrUTAPIFEFIEIER, HEREDHICEWFENIAFRIFA06.05 T M —-UTLIZEW

A02. Healthcare
Pharma, OTC drugs, wellness.

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

AO03. k4T, Lov—. 58, LANS Y &T7—ART—RFI->

NHILEBIPEEEE S, 2 TORIE- FRATEIEY —E R, @R, JIAT1/UL. FR—-YTLRE, TN
TOIYI—FAX ISV v —BBEY -, A2 51 2/N\EEE, BRIRIE. ESF. FBEREEZSE. INT
033y hITPN-Z2EE, IANTOLART AT =AM —RFI->,

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

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

A0 AFAT [ IVH—-FAIAYN
B BRE, FLE, BAR-YAIZ B Z1-X TIINTIYRTA— L EOMAT (T,

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

A05.1YY1—-V—Y—E2 [ BERIES|
FRTOREENHEY LR, EEE, 271, B2B77./05—, IV & TOT1vIatIH—ER, 20O
ZZH—EZ, #RIZ1=5—33> & I-RL—RIZ1=5 33>

AO05. Consumer Services [ Business to Business
All commercial public services, Legal, financial, B2B technology, consultancies &
professional services, other business services, internal and corporate communications.

A06.IFEF[FrUT1— [BATRSE

BT, ANEIEIR. NGO, EBE. FrU7+. IEEFIERM - EIA

IARTOD CSR EENE., FEITBEPFIBLU/F (T E07. REBENBLUVHENEEIOHTTU-TRAL T
JZ&0,

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.

Compulsory

Digital Presentation
Image JPG
URL

Highly Recommended
(optionail)

Optional

Case Film

Digital Supporting
Content

Digital Supporting
Images JPG

TS 55HR DL THHEED & > 155124, BFERA B Eh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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B.Y=%) (AFT47) ANDAYYAPKIIF=IAY
COEBFADVEGRIE. V—VIATATHASFA> - AZ1FTAEDT IS =X NCUONTERZEN. TS5 RICEHT
IR TR R R REL T SU N BB LET.

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.

Materials

BOL JZ1=54 - Y{AIAVP
AT V=PI AZ1ZF DS, W, FzENELEY —SvIViEE. I25 - X MLAAL, 7
D747/ IOT 74T 1= (LA -5y NIZ1=5 - 230 OZ HERENEEENE T,

BO1.Community Management

Social activity that is designed to engage, build or maintain an online social
community. Engagement levels and the relevance of targeted communications
directed at active | non-active users will all be considered.

BO2. A—FALIARI =G T4V /TI =T A NEEE 3

178N, EIK, MIBIERBEDY -1 YA NCEDE, BRICERINLIZ1I=T 1. T -7 F3E
ABHTHARIRAZENY =S TITAETA—0 SRR FATATIEEDTOI SRTAYIFvIR=2,
X —SOHAIRAX, Xy —SORBL. VI TATRFRABENEFENZN, INBICREENER
hoo

B02. Audience Targeting/Engagement Strategies NEW

Social activity customised for predefined communities, 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. U791 A-LARYA

V=3 T3y NIA— VEERL. HROHRE, ANHRE Z20MOUT IV ARSEBIC. BRETIILEY

STATNDINIATATRIFTETRIEU. V=0 1T ETI T —IA Nl -y ey —Svil
(A717) FIFE.

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.

B04. Y-y T -5 &A1 YA b

V=39 Fr>oR=2F. T=IPA YA MERTRET FEDA—T(IVAPIZ1=T(EERERE®RE
BE ZOMBEZEHTVET. V—3vILT—9 [ I Ra IR ESERT 3L THANZ VY MiEES
n¥g.

B04. 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.

Compulsory

Highly Recommended
(optionail)

Optional

Digital Presentation
Image JPG
URL

Case Film

Digital Supporting
Content

Digital Supporting
Images JPG

TS 55HR DL THHEED & > 155124, BFERA B Eh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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B05.J'5>Y RAM-U-FU>Y #ii

FEOA—TA IV ALDMGEHIRI S — DA MefRtES Bieth. BT TR STHEEDA N -%ER
IRV FrIR=> DUIAH— A2 TNIY— D212F4— (TS RMIIAH- /12N 8%
WU TRHHENICA—T 1 IO RCEEDMNIBRZAR) 28U CEREEN/FaR.

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).

B06. JZ1=FLDFEMBBRIEND-IF-I A

BHEDY v T3y N TA— AOAS 542212742 IIIAT4TIHAL, ESRZBER. /\=-)(RIA Vb
252, J3UR 0312574 HBEBECOBFRERIE IR, Ee. BIHFOY—3v)L - T3 hIA— ADTHIIBEE
SNITLVMEREDER. HBELOII S —IX hOEE, Y—3v)V)—F, VI T TEREREEZENE
ER

BO6. Innovative Engagement of Community

Creative use of existing social platforms and/or online communities to impact business
objectives or enhance 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. IR R EFRERRLIT Compulsory

V=S AFATICBIBTH /05— DEFRAENITIRUL TSR ABUAER. Al. AR, VR, XR. D1757)L4% *  Digital Presentation
fil. B VRS, RS, TOvOFI- VA, 5 -0 —Say (RIBE R, X9/ -Z, ZOMIRTOH Image JPG

FS 5y NTA— LESBH,. THAICIRESNAL, DEBROT7 /05— 0T0MATHEER, © URL

Highly Recommended

BO7. New Redlities & Emerging Tech (optional)

Immersive experiences that creatively push the boundaries of technology within social e CaseFilm

media. This could include, but not limited to Al, AR, VR, XR, wearable tech and mobile
devices, voice technology, blockchain technology, gamification, virtual worlds, the

metaverse and all other emerging platforms. Does not include prototypes of early stage
technology.

Optional
e  AR/VRFiles
« Digital Supporting
Content

« Digital Supporting

B08. JUI—H—¢AYINIVY—DEEBIEYA b |mc|ges JPG

FEUVA—TAIYAPIZ1ZT(EOBMRERI—TY U, I2F—DU. FEREEEZDHOIVI-F—1
SINIY—OFENSFHIASSNET — 92 BIAT1 I (CAFIR -SRI 2.

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.

EZENR DR TEIEED & > 155 (<14, FEFEIRIEBEEh &,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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C.OUIA=H— AYINIVY—&ERALEY-IT1>) Materials

ZONFT)-TOMERIE Y= =IA>TNI Y-S FoYOIII-F-ZFERALT, WNSY —SvILFv>
R=UPBRIBEDICIINE BRI 2NENHDET .

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.

CO1. A—-HZWIU—F &ZZEH NEW

T3VREEDY -3 FvoR=2NIRE 15— DI Fr—D—EBERD, ZOFERELTER AN, Y-vIT7>)\H
A= AZITNIH—(CED_EFBN. Fr2R-2DY—FEFZB N ZESITHLAREEDED, [EEHFRTIE, E0E
BN Y=ONTING T = A2 ITNI T —DFvoR_R— %D LIFTeh2BREE 938 (A-HTyi)—FEB
RIOFER(E, FERBACH < (LRI DIL) »

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).

C02. YJUIAH—(c&BIVORFrRIV- AN=U—-FU>Y #if

TIIN Y=l ABREIXT (TS — AL AICKERT S 2 —BIE0OH A )20 7Y NI 5—-tHE
RS, i—and 52 Ry — 2RI I 2DICRINUIZT S RERBI - 12—, JUIAH-DIRBE DR
RERNOIDTIINNROTREEZN, SERBA-TA I REDDIBHIDEIBEL, U-F AL, B2 B35y
FRAYNCBEERI SRV M EH U BHIERI L,

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.

CO03. YUI(5-I5R—>3> NEW

INIAH-ETFVRICERA I MDHBRERIRITINL — 23> fER(F. JUVIA5—- DB OEET ST ROY
1T UTATAZREEER . SIS BD, A—T>F1vIT, BANBYEEEHB U IR BENHDET .
INBON— =T JUIAF-OZAN-U-FUSIZEBUTI T ROAYE—S% S~ AL ATHREL. 87
BIERRREANEMZRIEL. HECERTRIRITEIFrOR-—2ZEHBULIEEZRIRUTT AL,

C03. 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.

Compulsory
« Digital Presentation
Image JPG
e URL

Highly Recommended
(optional)
e CaseFilm

Optional
« Digital Supporting
Content
« Digital Supporting
Images JPG

TS 55HR DL THHEED & > 155124, BFERA B Eh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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C04. YUIAH—FEGRITD TV 3R

JUIAH-HDEEIZITIVERL, JUIAH-HT 52 RO T YIS 2 REBIBDARMRORRICENT
PREIBIGE B TVEE, COBBEN, A—F(I2 AT —T A MORVERR, EFMRI>S TV
Hl, LTI 7> ROBREDRFERES M ZIRU TS E.

CO04. 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.

CO5. SSMU J=BIfERRdilT ¥R

T3> RT3y N IA—-AOBRISAND D, SHL. FEFDDHIES 1 #IBERT 29I —. ZOENZRY
{EGR. 1T OYRAROENEE. b2, I7EF1—-33 % BRFINZEIRL. BIR(CEEIRITTZZAERZD
eBLTWVSEE,

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.

C06. J=1=7— B8 #i33

T2 RPFrIR-2EHNIC, SERUSEN. BRI IUBENSIEN TERVII(5-121=T1—2BKY
BEDFRH. VVIAH—-121=F(—EMRMCERRUILITE. BOITRL—23>E031 -5 —2avMegEan
753, 2UTa21= T — I SO RCE RIS T T BB IR TE S Fm.

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.

TS 55HR DL THHEED & > 155124, BFERA B Eh B,
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D.Y=3vINIAVTIYI=TFT1>D
CORPITE, 7> YISHEE DI 5y A—FA I REDT Y~ NCESERENE DO S
(&)

D. Social Content Marketing

Work in these categories will be judged on how successfully content was used to
engage with consumers and target audiences.

Materials

DOL VTV -TUAAAY b (BRE)
V=SV Fr RV ERIBURIS T YEREDEBES SURE . LOLEERY —S v+ R HEEE (S
LT BIHOEY RIS T Y OEBENECEL, T—NICE O TEDHDIE,

DO1. Content Placement

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

D02. V=% )bI1 IV h 338
A2 =3I TR TA— AEHIFFBICHIWEENIZEFRE DY 39U T4V Lo
[HEENZEZBNELTVEY, EEBIETE. BRRRBEESNIERENT S,

DO02. Social Film NEW
One-off social film specifically created for online social platforms that are intended for
widespread sharing. Results and humber of views will be taken into consideration.

D03. SU—X' @ Y—3vI IV L $iFR
ASSAVY =2 TFYRTA— AEHAFBICEWESNZY -2 vV VAN =X, [HBEN 3L 2 BEL
fFfm. EEIBETE RRARBRISENZRINET,

INTOIIZAF 13307 IARQENE T7A LTy T O~ RUTLEEV ROV ZF 1~ 23> OBAIANDN B L3(C
XIDZEANTTFEL,.

DO3. Social Film Series NEW

Social film series specifically created for online social platforms that are intended for
widespread sharing. Results and humber 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.

DO04.J5R-HUIA Y3y &1-Y—{ERI>T>Y
AZ1=F40T7UBICT T RAO BB D ZIRL. DM VUTPRII T - X MeEdedlcT U snizy
=Y TIT74ET A1,

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.Y—-3vJLINV—R
V=30 AT 4T V=29 TSR TA— L, N=F vl - JZ1=F1%e-I¥—APm-IV—-RATEAL. ESRX
DR RZ(EET BEm.

DO5. Social Commerce
Work which harnesses social media, social platforms and virtual communities for
eCommerce and mCommerce to drive business results.

Compulsory
« Digital Presentation
Image JPG
. URL

Highly Recommended
(optionail)
e CaseFilm

Optional
+ Digital Supporting
Content
+ Digital Supporting
Images JPG

TS 55HR DL THHEED & > 155124, BFERA B Eh B,
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E. Excellence in Social & Creator

Materials

EOL WILFISYRITA—A-Y=SvIFrIR—2 #iki

ASFABEV EFFATIA S DEEATAT TSI NTA— L0 FATAN Mt (SER LY —Sv)L+v
IR=2, INSORRNY —Sv I FroR—22 e fET 3. HIVNIRENCARRIRBEENZIBOTVSIL
ZRIEmMTHBIE,

EO1. Multi-Platform Social Campaign NEW

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.

E02. AR Y —SvT & ISV RIN—N—3vD $75i
AR =Sy )\ — N — 2w T %ERL. ERPY-EADRAEILA. ESRABZEDER. TUTRETS
DR, BIK, FeEBEOAA—SE E2BIEURY—SvIlFroR—2,

EO2. Sponsorship & Brand Partnership NEW

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

E03. Y—>v)b- J(—) R #iR

HEMm BN,/ HRREOERMEEEL CHEEESSADDFRICRE TNy - vl/(—)(Z/
BRkFrIR—> TV ROBOIITI7UI-HY SRREEFLDEERY -3 vV —/(RE, E5—ET BN ERL
TF2aV, CNICEFFEFIDHNEEACEDIEANEENDN. CNISREENFEA.

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.

Compulsory
e Digital Presentation
Image JPG
. URL

Highly Recommended
(optional)
e CaseFilm

Optional
«  Digital Supporting
Content
«  Digital Supporting
Images JPG

TS 55HR DL THHEED & > 155124, BFERA B Eh B,
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F.X{EEEDES. 53R
F. Culture & Context

Materials

FOL.O-HILTSR
FEOHIEA TOHRIEBET 377> REFOIERTHD., BBHECERESN MRS — 4y NE(C B R 1T
3%,

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

FO2. FrL>Jv—-TS5UR
FEHOPLYSv—(CHT T Bicd. TIRCHRERL  ESHRBE LR RRIE HZEMEL T —LF 1>
Sy —(IRBLIBIEREEHETERBL T, YI(T(IICRO7TO-F 2RI ANTERLT TR,

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. i—Thig+r>oR—>
EH—Q[E-ihig- HiGCHEVTHRIREN . FEEMENFR. REOBRICE ZOFrR—IHEDLSCHF
EQF—5y MHIGICEFTT 1> anfeh e sl U TIZE W,

FO03. single-market Campaign
Work which aired or ran in a single country / region [ market. Entries should describe how
the campaign was designed for the specific target market.

FO4. (1 &11TED
BEODA-—TALAPIZ1-F/(CEER SR THD. HafREmsERE U/fEmR. SHESTECET
BRI I NeSBER I BET, T30 REDREVEUDEFEVINCERHE UTehER I CENROBNE T,

FO04.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.

FO5.1—E7D;ER

I35 ROIZT1=H —2aUHBVT I-E7ME O =M AE I 2/ [OFVZER HERNZHNTWT,
SN ZT > R—UCEDVN T, BUSEIRMEL. IR DL IBR2E VRS ERCTIORENDEEH
H9ce

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.

FO6. FEATDRFRR

MIBBLS/ FFEREOBRCHNT, BRENLEFESIV/ FFEVY-2ZRENISERL. AR
ININEEHRI L, BRENEVY—-RTEMNDST | $EHRNEAZRS. BRI, SSH0HEEIBE(C
JOTESRI L OREEFERUILCEZ RS FR THBI L.

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.

Compulsory
« Digital Presentation
Image JPG
¢ URL

Highly Recommended
(optional)
e CaseFilm

Optional
« Digital Supporting
Content
« Digital Supporting
Images JPG

TS 55HR DL THHEED & > 155124, BFERA B Eh B,
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FO7. £5)(—)(R -t HE
H, RN, RIBORIBECEDED. N—/\ZEBEOMLE TV REE. J52RO/N=)TZNEDLS(C
NN1-ZEHHL BREXALEEUDIIBIETEDLIICIZI= T EEZ SR D e R IEmTHBL.

FIFEFEUA, BEEUR, BUTHERCE BB, ZEI2DBFSLS/ FFA06EBPIUISHELT T,
TILAVADIIRER /EE /BT IONTIU—. Y-Sy &IVI(H— : €I5—.

FO7. Corporate Purpose & Social Responsibility

Purpose driven work | brand activism which address social, ethical and environmental
issues. The work should demonstrate how the brand'’s purpose has created value and
affected 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. Y= YN-FTAR5T Y3V (SETRMEFATAT)
O—hL /=237, J0-) UL RIS U T, BESHICEIEEEBILSE . SHBEEADEREZRUBNS, T35
> ROFTUVVRIES EZEIDANTWS ISR

FO8. Market Disruption

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

F09. Z{LeDRADD iR

XAGIARE UL D21 =T DA TEAER(CE BRIV 1— S 2> BB EEEN . 71T T474 (Bl
BN D124 — NTE, MRS, GFEp) (CRIDZMEERIEE. TR, TUTERASABEDIRARR
fIMBERZ 2R CETBIE. 1780, RO =17 > 2ZRUHL. RIRUI/ER. INBDA 81 MY TH
BEDQT Y BEIROATTHRERICEDSSICHEL, REHEENERUNERI L.

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
« Digital Presentation
Image JPG
¢ URL

Highly Recommended
(optional)
e CaseFilm

Optional
« Digital Supporting
Content
« Digital Supporting
Images JPG

TS 55HR DL THHEED & > 155124, BFERA B Eh B,
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FmZits95mS
GETTING READY TO ENTER

TEM 2 WIS T 2 58 IBEEMDO XA b zBinL . EEREANTIL. Sl 2hEe W%
AL, WHEFTBEIRTOZU T T —EBIRL T30, ¥XTOD Spikes Asia O 2 Ll 4 21
We ST 27T — FREOBRERE T ALERH Y £ 3. MOy MY —ERETEDD
T, DB <,

To enter a piece of work multiple times, simply add the title of the entry, fill in the entry

Spikes Asia

information, let us know which companies and people were involved and select all the relevant
categories you wish to enter. You'll be required to submit common information that applies to
all the Spikes Asia awards and some specific information unique to the category you're
entering. Don't worry - you can still edit individual entries.

YR— MRBET T 0?
awards@spikes.asia (2 x =)L &£k -> TS0, HHIENS T OOV THAT SFEEVZLE

First Time Entering Spikes Asia?
Need help? Drop us an email at awards@spikes.asia and we'll arrange for one of our experts to

talk you through the process.

FEAR SR> T E R AD?
T a . EDMEETE 7+ —L &AL, BOTHEITRAEZRFETE X T,

Don't Have All The Details Right Away?
Don't worry, you can complete the form in any order and save your progress at any time.

HRIEVPEIET A IR TCOEMEHEHIIZI T —D P =V R T AND
Fyrman—RKT&ET

ALL THE QUESTIONS YOU NEED TO ANSWER ARE AVAILABLE TO
DOWNLOAD ON THE ENTRY SYSTEM FOR EACH INDIVIDUAL CATEGORY.

I SHEIR DI THIEES & > - IBEIC 12, iR L Eh S,
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COMMON INFORMATION

IVhI—=24 ML
Entry Title

) .
~ .' Spikes Asia

IV PMY—ZXA PVEMTD

F9. UMY KA MvEMNT T EMEINSET 2101, Spikes Asia B e AT T —#IEIRT ZHTC. KA
PLIZDWTOERPDVETT . (FMEEEO 7 7T ) —CBET 256 ANILXA MVai#ERL 23X TOG
FEMmCEH S &7,

Give Your Entry A Title

To begin, you need to give your entry a title. We need this information before you select the Spikes Asia
award and categories you'd like to enter this work into. If you're entering this work into multiple
categories, the title you give here will be applied across all of those selected entries.

BehsT) —#iER
PEfh A & J55E L 72w Spikes B 2 #INL £ +. % Spikes B2 & > TISSEHIR - MR E L0 £ 5.

Choose Award And Categories
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.

THOETC . S A CHALBBTIRINL 2Ee A7 T ) — 2B, HIBR. &3 HET I ENTEET.
Spikes Asia BB T 254l $ X T, v 27 H A PTCITRHO LT 7,
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.

EREIIIF1-33V[CDONT

Multiple Executions Information

FrOR-DOIIEF1-23V @ B—0BENRIIIATAITTAT T THREUDWe—EDOIY M -ZIELFT . WREBB(CE, F
PIR=2ADEIY N -HE—OEFZRAVTE—OREFFY -EXZELRL TV ENHDE T RIIAF1—-33V (334
SIURIYN—(ZRD, BRI CHRENFELELES JIIAT4ITISETMDONII-23>0% 2 DU HAHFEDERI-X2#ERL. +
YIR=OIIAF1-23>O—EELTHRHE T 2ENBIRET T
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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.

*—EBOEPEFITE BEER TIBRINF v oR—JELTOIRENRDOENTVE Y, FEERE. 20RO
VEDDTATATPEBRNEZEA TIHMIE T 22LE. SN-XE2WeFroR-JEU TG T3 TEFT .

*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.

135

Companies

YRR DEREAZRIZ SN T

D& IFREROT, YN AEEREAN T Z2DELD Y & ¥ REIFTBICEFERENTCEES. K2 b
V=i, baey T1xr b —¥] & 1747 7Rl RESBETT. HHC Lo T Whe s AL
PEEOLZELHY £

Which Companies Were Involved?

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.

JBEHAEE Ty MY RS EEE RS, 2y )T e AEb OO L Rash i T, &
EE AL LZVIEEFETCANL T LS, (IHECE ZOEFTERSNE T,

The Entrant Company is responsible for payment of entry fees and will be considered the sole contact
for any entry-related queries. You should enter the companies in the order you'd like them to be

published, as this is how they'll appear on your certificates.

BREOBIIE. AEATFLOVHET /LYy b T34 L TLFEn., TAPKERHERSEOEESTHMEEICH
BEELET.

When making your entry, please make sure you credit companies in the correct roles as this directly
affects the calculations for the Special Awards.

BE: BTN 2 Spikes HX#7 TV —WIHL T, COE 7y a >yl Ro ClEIMBEDORHEzRD s 2 2 &0
H0Ed Pl: 274 7T MY —F2HEE. (AT 477 v—2AY b OFEE R Lo¥EeRIET 2 5
IRk ET) .
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IMPORTANT: You may be asked to return to this section to add more companies depending on the
Spikes award and categories you select later (e.g. if you enter Media, you'll be asked to provide a
company that played a ‘Media Placement' role).

bulOEMBANL S AT T 77— FEZE LG, 7L yy bE3nkhERHAL AL 2R -7
VTOV 7 HA b EMS. br T4 —RGEHEEZBAT 2 AKX HEIRCH o & T
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.

Lo

Contacts

ERADOHELUEEFIEGTIM?
CIHHEICEALTITERSE TV EEGERHYFT T EREDFMES MO BTSN,

Who Is The Lead Contact?

We may need to contact you about your entry. Please provide details of who we should contact.

EEDDERE
NE BEPITERICEALTERMNELIGEICTIZRTA/NILAERERMAAYMTY . COERIBLEFILCELEDIE
BET. FvUR—VICTEERBESLTEY . EEHAMPEHBRBANEROTERSRNILENHYET .

Contact During Judging
This is the person the Festival will contact if any questions arise about the work during judging. This
contact person must be from the entrant company, must have been directly involved with the

campaign and must be contactable both within and outside of office hours during judging.

TOURERE: EREERBLIT VR OEREFHM, COA—IL FRLADNTSURDEBFBA—IILTHAHZLEHERT Db
ENHYES . BAAFLE—RAGEREDOHMEZ T HTEE A

BRAND CONTACT: Contact details of the brand that commissioned the work. You'll need to verify that this
email address is a brand work email. We don't accept private or general contact details.

v M) -EB0ER
Entry-Specific Info

ATATRR
TR EEANDESTARENEAICDONT, ZOBERERMVIIVENH Y ET., ISEEROBME. BFE
3% Spikes B [Ck->TERYET.
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HEE=OEENEENE SHhDLADBRNMESE. EQYR—IMR—U, TV N —BHOIEKRERBRT %812, BI&
BiIzHRT 2 L2 BEIDLET,

Media Info
Here, you need to provide information about where and when your work launched. Eligibility dates are
dependent on the Spikes Award being entered. If you're not sure whether your work is eligible, please see

our Awards Support page. We strongly recommend checking eligibility dates before you start to create

your entry submissions.

AT4THRE
ERDIVEF 21— aVICBT B51ERE TIRESEESN, AELID ., ECTEITLEIEFSHZ TSN, FRIFEARMIZE
CIZB#EINnEL=A? (l: BBC 7—ILK H—E X, Facebook, 84 LR RIITT  SavEy £o4—R)

Media Placement
Please provide information about the executions of your work. Tell us what you did and where it
happened. Where did the work appear specifically? (e.g. on BBC World Service, Facebook, Times Square,

Inside a shopping centre)

R IUM—ITHLTERDATATHBEIC OV TR TESL TLav ABYET,
Note: You'll have the option to provide multiple media placements for your entry.

DIVIAFATIITIRRADH
GYIAT4TIITTURRR, Spikes Tld. GEDEEPRBEBICHELINSAT 7 BAKIEFRIZOWVNT, BINDWHIAEIR
BOtILavE2TRATIRENHYET ., UTOEILIVHFHERL TS0,

Creative Effectiveness Only
For the Creative Effectiveness Spikes, you need to complete an extended mandatory section on media

information. Please review the following sections.

. Fro_R—UHiR DURATION OF CAMPAIGN

. P14 — GENDER

. WHERA—T IR TARGET AUDIENCE

. #HERFLNIL SOCIOECONOMIC LEVEL

. 157 [ #15D F & LOCATION/REGION BUDGET

COERICETIATA7. =z — HIFRRAICEEL, FHRIHOBRERL TS,
Please give an indication of the average total spend for this work in relation to media [ agency /

production costs.

I SHEIR DI THIEES & > - IBEIC 12, iR L Eh S,
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o4 Y7o/ 42— o4 Y7o 4—
Sector Subsector Sector Subsector

EEUES LYy —

AUTOMOTIVE LEISURE
Z OfttEENE FroTIL
Other Automotive Gambling
=<1 4 — LI
Vehicles Gaming

B2B FATARY b

B2B Live Events
B2B 74 /OY— Sa—UT7LEXYTY
B2B Technology —

Museums & Galleries

aVHILEY & A ZOfBoL s ) I—2 3
Jzy¥vati D
Consultancies & Other Recreation
Professional 2R—Y
5% Sports
Legal AF 4T [Ty R—=F 4 A b
Z OfthEs MEDIA [ ENTERTAINMENT
H—E2 Z/N
Other Business Books
Services

i AT FTORNTSY hT+—

CONSUMER DURABLES

UN
Digital Platforms

Jrvvary PEPIZN

Fashion Film

RE & BRER EE

Furniture & Lighting Music
REEFEER —a—2X

Home Appliances News

ZREEFMm ZTOMDAT 1 T
Homewares Other Media
T7/89— RS LA T 1 7
Technology Publications & Media
h—A FLE

Toys Television

SRk DI TEIEED b > LI5S 21X, ZEEIRA B EN S,
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HEH—E X FEEF FrU T4 | BAT
CONSUMER SERVICES NOT-FOR-PROFIT / CHARITY /
IRIL¥— GOVERNMENT
Energy FxUT4
P Charities
Financial BU
R Government
Insurance HE
TOMOEES ¥ —E Military
2 IFEFIER
Other Consumer Non-profits
Services
FASTH B Z Ot DIFEFIFIAR
Private Education Other Not-for-profit
A - BREALRS T DIe
Private Healthcare RETAIL
BE e av—2R
Telecommunications eCommerce
TH B J7—ANT—R
FMcS Fast Food
Ea—7 14— LAKZY
2y Restaurants
REEFm INE Y
Household Goods Retail
Rt AT
Drinks TRAVEL
J—F X - @
Food Transport
Z OEER TRAT & Bk
Other FMCG Travel & Tourism
e R e B
HEALTHCARE
e
OTC Drugs
T
Pharma
)RR
Wellness
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GVIAT4TF—4A

Creative Team

HEOBS L 20 p?

COTY FVICKELHBRL E ANWORFAME . BARL LVIEFTANL TS0, COFERE. o> Y
—ZEL 254,

SpikesAsia DV =7 H A P hHLDIT Y p)—E 4 ERENET. 7V IAT4T7F—LDIL Yy M
2026 £3 H20 H¥ CEAHTE £ 7.

JEFZEZEFL F 024045 [F5y 7 7o Poy 7] LTVRAMNATETFCBEICE &

KoLy y hETy7Tu—Ft2E, [Py b3475) ] CHHTEZEI R £,
I BB MY =L Yy b EEID Y THITRYTT,

Who Was Involved?
Enter the details of people who made a significant contribution to this entry in the order you'd like them
to appear. This information will appear alongside your entry on the Spikes Asia website if your entry wins.

Creative team credits can be altered until 20 March 2026.

Want to change the order? You can ‘drag and drop’ the names to move them up or down the list.

Once you've uploaded each credit, it will become available in your ‘Credit Library.' From here, you can

assign the credits to multiple entries to save time.

PRTFAFTEYVT 4 DIaYTHFAN (AT 3V)

COVERT. TR EHIEEMHESNEAE I NI ONT I XY FERD AN . /ESO ST R 20 B3
FIE. BB L TEDEILMEN LS NN DOVWTaAAY N T 247 avidh 7,

AdNetZero DiEN H B A NN—& L T JEEDRHFE. HME. BERCEBZI— KA >R 7 2B A Ay bE
DETCHIRT 22 e, FAbOHFEBEFE Ch2eEZTHLE T, SFHAERECHSNS.

Ad Net Zero & . Lions. 4A's. JA#1#%:. ANA. &I, Diageo. EACA. Google. Havas. IAA. IAB. IPG.
IPA. ISBA. Meta. Omnicom Group. Publicis Groupe. PubMatic. Reckitt. Sky. Unilever.
Procter & Gamble. Union des Marques. VoxComm. WFA. WPP (L & > TH R —F SN T X J.

Sustainability Context (Optional)

You'll be asked to comment on whether the carbon emissions of this piece of work were measured. You'll
also have the option to comment on what consideration was given to the sustainable development,
production and running of the work.

SRk DI TEIEED b > LI5S 21X, ZEEIRA B EN S,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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As a proud member of Ad Net Zero, we believe that it's our collective responsibility to reduce the carbon
impact of developing, producing and running advertising to real net zero. You can find more information_

here.

Ad Net Zero is supported by Lions, 4A’s, the Advertising Association, the ANA, Dentsu, Diageo, the EACA,
Google, Havas, the IAA, the IAB, IPG, the IPA, the ISBA, Meta, Omnicom Group, Publicis Groupe, PubMatic,
Reckitt, Sky, Unilever, Procter & Gamble, Union des Marques, VoxComm, the WFA and WPP.

DEl 2> 7 % 2 } (LELRESR)
MENZJSE LT, BRZDWTaAYy v 2347 avhdh) &1
o HELEF—LDOBRICOVLT., EDE I RMENSN &L f2h?
o ERIBOWTHEANBEDL ICRBHENTLIMIDOVWT, EDEI LB HNEN £ L 12 h?
o COfEMODBIFEREEEL T, DEI (DE&I?) WHT2HEZTTEED & D aF &R &L 12h?

DEI Context (If Appropriate)
You will have the option to comment on the following if appropriate:
e What consideration was given to the composition of the team(s) involved?
e What consideration was given to how individuals are represented in the work?

e What role did DEI thinking play throughout the development of the work?

F—L7L Yy b
Tovz s bbb kBN ESD ET. Bt OLFAEE=E L EEHL A

Team Credits
Include each individual who worked on the project. We won't share any details you provide with third
parties.

AT 477 y7n—N
e 7 v7a—RLTLEEL!
BECEREZ2T RN AT 4 TE MR DY T, 33 (WEAT 4T 27 v 7a—FLTLIEEL,

Upload Media
Upload your work! Each award has different digital media requirements. Please upload the ‘compulsory
media’ first.

TORNVAT 47 (WA

AT AT 7 v 70— T3&. [(AT4 754750 CHHTE2E 20k EF.
CIMBE. ATATEEBO Y by cEID BT, K2 TE 27,

AT 4 TEREN—2 3> ThY, 2OBETLIETOEMERTAL THILERH ) 7.
7 7 A OZHUL Z T T

WEHA. [MEXATAT] 7 v 7a—RFLEBTODAEFzy 277 TCEET,

SRk DI TEIEED b > LI5S 21X, ZEEIRA B EN S,
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Digital Media (Compulsory)

Once you've uploaded some mediq, it will become available in your ‘Media Library'. From here, you can
assign the media to multiple entries to save time. Your media has to be the final version, and you must
hold all applicable rights. We don't accept replacement files. You can only check out once you've

uploaded the ‘compulsory media’.

TOVRNVYR—PMAT 47 (X7 av)
TV RMY)—RZELT. UFTOEBOHR— AT RVERE 7 vy 70— P332 ERTEET. sl DL T,
(b7 77 AVEROHA K54 ] 2T S0,

Digital Supporting Media (Optional)
You may also upload the following optional supporting digital materials with your entry. See the ‘Video

File Format Guidelines' for more information.

o I —2T7 4 A o TV RNWYIHR— A A=

* T ETAINWVA T VRNV AR—baYT VY
e case films « digital supporting images
e demo films - digital supporting content

SRk DI TEIEED b > LI5S 21X, ZEEIRA B EN S,
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SUPPORTING MATERIAL GUIDELINES

HAR—FERE. T MY DR TROEELEROD
VLT, ik, FEESEERTOBCHE L. BIEEL . 5t b D TT. % Spikes Award (2 i 5% 3 FHf
WCE-oTEMRH D £, GBECE > TEMETTN, MOGETCEHERELEESEELY £7.

Ty hY—FEELLRE. BIIEROEBMPL 7 7 A VOB EHZEOOWTEEKEV— LV RH B E2HZTEL
CENHEETT. 7—AZAIWARLIPCGLEDT Y M) — AT 4 7. OhLBRNTELEFTCEEEA. B
WORFC . IR T 2EHENEEICE S TR &5 THERL S0,

TV Y =D BRI HHOEEREA TG4, 2026 4£1 30 HUFw > b —7 5 — L08R v s v a2
BN EHF R CTOZA AT S TWET,

Supporting materials are some of the most important elements of your entry. This is what the jury will
examine, watch and read during their decision-making. Each Spikes Award has different material
requirements. In some cases, they are mandatory whereas in others, they are recommended or

optional.

It's important to remember there are strict rules about adding extra information or replacing files once
you've submitted your entry. Entry media e.g. case films and JPGs, cannot be updated under any
circumstances. Please make sure you are absolutely ready to submit before you pay.

If new results are collected after the entry has been paid for, we will only accept additional written
information in the results section of the entry form before 30 January 2026.

ERB 7 2 27 4 SV FFenznnd 5. LFOHA F I A4 2 ihto TS0
In order to avoid your work being withdrawn from the Festival, please adhere to the following guidelines:

IRTDT—RITANLETLEYT—L 3 VERREEETRHAEAY EEA,
HELEHRFBTORASATOALMER (TVC, HIRIAE. BRGE) [, REZHFIFEENERTELHLSIC, &
RELIBBRENF-EEY ICHRELFIFREFITEENTEET,

TDETHERZHRT 2558, WEBAFHASAFELADTITEEL SN, RARF—N—FHRTEET
A BENLBRAE-—FRITOEEZOFEREFEL. BT FHEMTTT LY,

HR— FERICE, REEOHBATEI VI T4 TEELBEANCETEIEREEHDHNTLEEL,

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.

I SHEIR DI THIEES & > - IBEIC 12, iR L Eh S,
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Back to Awards

PAQY 2. Tc. . b (ll e
LABELLING AND DELIVERY GUIDELINES

XY MY —=FRVARO T Y N Y —FNpid s A RICHER AL e E bR SR & . Tvci s JESEE
FICEAOMEBO T MY —FSHMToNTE) . FEORFOBRMETRERCIRM SN 2 120 FIERICYH
M Bk 2T 22D AATRTT, Y b)) —Fvid, BEECRHE THA— PERCHMT 2 LERH Y &
K

« 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

DTS RVIER A=V LDy r =YD 220Dy 7=V 7 FL AFZRXUVHBEENT
WET ZNSEEWLXEDE DRIV 2T BHERE HRA—VICRHBSATHEST. A4 7
AT b mEXTYya— RT3 TEET. ELSINUABRISATOAVEHEMNEZETE A

- 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.

« REBEHEN 24 £ — P ERAKE T & 25804 TR BE L4 . awards@spikes.asia 2 23
B s,

« LARGE ITEMS: If your physical support materials are oversized or require assembly instructions please
contact awards@spikes.asia.

RHEETTL Tos 7 HUW ., WM AEE 2 EFL TS,
* Please send us your physical materials within seven days of completing your submission.

« VIR 2 Bk 2026 22 H27 HE e L0y v A A —VOMEFICEIFET 2 £ 5L TL LS L,
« Please ensure your physical materials arrive at the Singapore address above before 27 February 2026.

CEIR S N /AERR R — P2 AT 2 C LR EBAVLLREETLOBHVALET &, chsdyR—rERE
LTRUMITEY €A,

« We kindly ask you to refrain from sending us any printed proofs or boards as we are no longer
accepting these as supporting materials.

c FMOMIE AR T 201, TNTOERMES & CHERAM+ HATC AT 2BEA DV &T. 72 AT 4 A
VEMEFE ROV AL BB T MY T 2EMEE A E A WEEMBHAL 20 BIBTEL
E» sz, BIERO I OAREC >0 LG, MRELEEEFOBEME L 2D £ 5.

« 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.

I SHEIR DI THIEES & > - IBEIC 12, iR L Eh S,
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B ROWFEERLEL 2BBEREEED TFSW [ 7 2 27 4 72OVEM - FEMNMEZL L] BEET
T. ZHEHE Bl MEED 0 SGD $160) iy 2L b TEET,

« 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.

cHMEEEP &2k 7 2 AT 4 AV RGATOREGOHRICTL TREEZ 2T TESRLERD Y &7,
Mg, FAEL R BE BHC DT YI0BTEAV I E A

« 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.

cIER A — PERNE . WK, BB T 2 AT A SVOFIEME LD £ . BEBOGEEHOREE TE
FtA. PIMIZRIMCB VT, D7 2 A7 4 NVOFHEBT., KEaWeEELMERNT 2 ECHAET 2
ERHY ET. L. CNE 2026 FE2 A4 HETE 7= AT7 4 ANV EHATHENCART 2LERH ), 7
NTCOHIEERHE T Y M) —FHAEEL 20T L0 £HA. HIIC DL TIE. awards@spikes.asia (2 x —)v
LT En,

« 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.asiafor more info.

SRk DI TEIEED b > LI5S 21X, ZEEIRA B EN S,
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ES7 714 MR DHA
ke

IMAGE FILE

FORMAT GUIDELINES

FOALTLEBYT—Y 3 VEIE
DIGITAL PRESENTATION IMAGE

EROES Aa7LTLEYT—Ya VT, BEREHE
BOTHFAMEEH, TV—7. F7. BLUER
EERCEYILEY.

A visual presentation of your work, including
images and English text, concisely
summarizing the brief, execution and results.

f1ix:

Specifications:

7063 px

JPG

- JPG
- 7063 x 5008 pixels
- 5-15MB

TORIMNTIL—T

DIGITAL PROOF
FVCFLREFLEFIVEXFa—Ya v LETY
BIIERT. ERRICHIR - BESh=BY D0,

The digital version of the original
advertisement or execution, exactly as it ran.

f1Ex:

Specifications:

7063 px

JPG

- JPG

- 7063 x 5008 pixels
- 5-15MB

I SHEIR DI THIEES & > - IBEIC 12, iR L Eh S,
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DENTSU DIGITAL, TOKYO GOLD, GLASS: THE AWARD FOR CHANGE SPIKES ASIA

BEYOND THE STORM CLOUDS | SPACES

DENTSU INC., TOKYO SHORTLISTED, INDUSTRY CRAFT SPIKES ASIA
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YAR— MER
SUPPORTING IMAGES

FATOIY M) —%HR—FF20IRIUIDT Y 2 ILEL,

BA2EG, (FmCUEN DEEMNSH IBENHZHTE
=0,

Digital images that may help support your entry in the

jury room. Maximum 2. Only to be included if necessary

and relevant.

%

Specifications:
7063 px
- JPG
- 7063 x 5008 pixels [N €]
- 5-15MB

CERTIFIED TOASTERS | GOODMAN FIELDER BAKING

o W s WD e MO o RS s M e S -

wnnﬂqnaQ------

B em @ o om @ S M e @ @ M a

DDB NEW ZEALAND, AUCKLAND GRAND PRIX, CREATIVE COMMERCE SPIKES ASIA

I SHEIR DI THIEES & > - IBEIC 12, iR L Eh S,
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1824

VIDEO FILE FORMAT
GUIDELINES

SERBOEFAE MOV £k MPAFRK T
RBHLTLLCEESL, BRI 714 A (&
350MB ©%

Please supply a high quality video as .MOV
or .MP4. The maximum file size is 350MB.

T—R7 14 VA (RK120)
CASE FILM
(120 SECONDS MAXIMUM)

EREHET B8R 1 L L. ABICEHE. T
JtFa—ar BRABATIESN, Ch
FEEICERASh. 2FhET.

A short film explaining your work. Content
includes the brief, execution and results. This
will be used in judging and displayed
publicly.

Back to Awards

FARZ b —y —7
oy 7% e Y A—=F4
ASPECT RESOLUTION —Fv +
RATIO FORMAT/CODEC | AUDIO
AAC. Z
FLA
7 v HD1080p 48kHz
1920x1080 MOV/H.264
# Full HD 1080p / AAC,
PREFERRED Stereo,
48kHz
Y
T 702 1280x720
HD 720p
AAC. %
FUA
4:3 £ 7213 16:9
3 o 169 1024x576 MP4/[H.264 48kHz
K5 : : AAC,
ACCEPTED Stereo,
48kHz
720x576
854x480
640x480
1Hx:
Specifications:

- MoV
- MP4
- 350MB

FHIRK

Example Case Film

I SHEIR DI THIEES & > - IBEIC 12, iR L Eh S,
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PAP FN
FILM

FVSFILOMBEASELEaYTUY T, BiE
ENEBYDEDTY, ROBAL — ORI
AETY., FGRELIMNOSE THES h=ER(.
EECHRTED LS ICFREMN T 2VEADH Y
F9. AHFLEAHESALBY ORBTY. K
EFEZAFZHTHELASTELESL, RA R
F—N—(FFRTEEIN, RENERE—FE
TTOERBOFFFRFL., FREMTATAERY
T A,

The original film advertisement or content,
exactly as it aired. No extra slates or
information. Work which is not in English
should be subtitled, so that it can be
understood in English, exactly as it was
published or aired. Please note that dubbing
is not allowed. Voiceovers can be translated
but visible speech must be kept in the
original language and subtitled.

TET 14 NVL (RK1207)
DEMO FILM (120 SECONDS
MAXIMUM)

7—2R7 4 VLAOFERER. RESNEZED, Th
F7 77— RTEREhFT,

ERPEEEZREL LBSICRRENETY. BE
BICEFRRchFEA. REXNT 1 LARLTET
ER Y D RENRDHY LT,

A shorter, edited version of your case film.
This will be shown at the Awards

Show, should your work win Gold. It will not
be shown to the jury. Award Show Films
should be in English.

Back to Awards

f1ix:

Specifications:

- Mov
- MP4
- 2,000MB

Z 1 VAERTY b Y —f)
Example Film Entry

f1ix:

Specifications:

MOV
MP4
350MB

Bl: ‘vA—LAN—" TET4NL
Example ‘Walk through’ Demo Film

Bl: ‘ALFx25 TET4ILA
Example ‘Making of’ Demo Film

I SHEIR DI THIEES & > - IBEIC 12, iR L Eh S,
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https://vimeo.com/1107069853?share=copy#t=0
https://vimeo.com/1107069229?share=copy#t=0
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URLS

URL (&, 559 % Spikes BIZf5 L THET =
FATLavIzhYFRT,

URLs may be compulsory or optional
depending on the Spikes award being
entered.

TERMT 2 2T 1« NABREEEhRNELS (S
9 BI(Z(E, URL 22026 &£5 B 31 HETAY
T4 VTT Y RAARETE TR Y FH A,
In order to avoid your work being
withdrawn from the Festival, your URL must
be accessible online. until 31st May 2026.

[77)® URL] ZA73LTKL
e A
ENTERING ‘APP URL'

7T I)NHRAPTRRTE RGBS, LI
FEERHL T RS,
ShoOF@ETEE BT ENT, EEFOY
TVTFRNOHRIFEREIET,

If your app is not available globally, please
provide the following details.

These details will not be shared with
anyone and are solely for app testing
during judging.

a7 >Y URL
CONTENT URL

TYRIER~OER) VI T2 THA
b 4288 4A4 b 7TUAIA—RKR—
V. FERY—VRILATATR=D,

Direct link to your digital execution e.g.
website, microsite, app download page or
social media page.

I SHEIR DI THIEES & > - IBEIC 12, iR L Eh S,
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URL (% [http://] F=1& [https://] THaE3
MEMNRHY, TZHLEFATAPNRRT—R
BLTTYLATRETHDZEMNEFELLY,
URLs must start with ‘http:// " or ‘https://
and preferably be accessible without a
login or password.

TTIE
App Store/Google Play 1 —#—%

App Store/Google Play /S X7 — R
App name

App Store/Google Play Username
App Store/Google Play Password

Y T4 M4 o894 bIY MY OF
Example of a website [ microsite entry

TFZV0XIA— RR—S Dl
Example of an app download page

V=Y VAT 1« FHEBOH
Example social media post



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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ET77 URL
VIDEO URL

T 74 Y ETADBIRE NG~ D
BEUVY,

Direct link to where the online video
aired.

EhiE URL 0
Example Video URL

FLEYTF—aruxT
R—Y M URL
PRESENTATION WEB
PAGE URL

b LERY VI NRETRWMBERE, {F FLEYF—¥ 3~ Web X— 0 URL Ofl

REFGETHET 2 R—IU~D URL ZiE Example Presentation Web Page URL
I LnTEET,

If your direct link is not in English, you

may provide a URL which leads to a

page which explains your work in

English.

I SHEIR DI THIEES & > - IBEIC 12, iR L Eh S,
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ZTOMDT 71 I
OTHER FILE FORMATS

A—T14FT774)
AUDIO FILE

BEEShEA ) OFTILOER|ZVFTAED MP3 #
—T4F Tr A,

MP3 audio file of original audio/radio
advertisement, as it aired.

AYSFAAYTIY
ORIGINAL CONTENT

BEEhzEBYVOFTISFILOT IV RavTYy
V., (EEOEBECANNENBIRFENHAT I I2L-
T, ShET 1A BEI 7ML, FEEERO
WFhnzh Y FET,

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.

TOAMNYR—bOVTIY
DIGITAL SUPPORTING
CONTENT

WERECHEY 2MENE. ET4. FrEd—
TAFT7A0L,

Any supporting documents, videos, or audio
files which are relevant to your entry.

Back to Awards

f1ix:

Specifications:

258 kbps %#E2ZL . 128 kbps NRRR T,

258 kbps preferred, 128 kbps = minimum
accepted

ZIANNEREL 7 7 4 VIBER:
FILE TYPES ACCEPTED:

.MOV. MP4. MP3. .JPG. .JPEG

ZUANTREL 7 7 4 VIER:
FILE TYPES ACCEPTED:

.JPG, MP3, MP4, MOV, .DOC, .DOCX,

PDF, .XLS, .XLSX, .PPT, .PPTX.

I SHEIR DI THIEES & > - IBEIC 12, iR L Eh S,
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AR[VRZ 74 )L
AR/VR FILES

BEEMBT 2HEOATIVICIV M) —Eh
={ER® AR/VR BEESE zip 7 7A )LDl s
vaz,

A collection of .zip files containing the AR/VR

element of the work entered into certain
specific categories for the jury to experience.

Iz
APPENDIX

EMREHEYR— N2 =00BEEERNOET, =
hizix, 727 8. LRI UvEYST. A5
—V027, FETODY —AT—42%
B—@OPDF 774 ILELTRET RS ENETN
7.

A collection of supplementary material to
support the written submission. This could
include graphs, diagrams, press clippings,
screen grabs or the original source data
submitted as a single PDF file.

TLEYT—Y a3 EH
INFORMATION DECK

EROITRTORAEEECTLEYT—Y a V&R
(PDF), Chizix, TTOERY. KL HE. (FRA
ED LS ICEFFEhERS A=A, FERSIE=T—
B Y —REFMH. ELTEYRR, TIV R, HE
BT EREFEDRRBE EAZTENETT,
An information deck (PDF) containing all
aspects of the work. This could include
original objectives; the strategy and planning;
how the work was designed and
implemented; data sources and technology
used; and a breakdown of the results and
impact for business, brand and customer.

ISRENR DI TEIEED b > LI5S (2 1%, 2Bk Bt EN S,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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EmIc &k IREY
WRITTEN SUBMISSION

IVRM)=—R=-FLOTEREEI Y aYVICHE—ED
B, CO7+—LAlk, EROBINCET 2T XTHE
BRAVTHFRAMEREAZ. FHEILIY N -02AE&
ERTHEERMHL TR,

A series of questions on the entry portal under the
written submission section. This form captures all
the essential context surrounding the success of the
work and provides jurors with a comprehensive
overview of the entry.

YIRAYHY R — M EE
PHYSICAL SUPPORT MATERIAL

F v UR—VOEROPOIE > BN ER . B
BEMBRTED LS ICRET A ENTELY. Ch
b OERHFBEENEFRE TEERIC SN ETFET
FTOTITESILEEL,

Any physical material central to the campaign's
focus can be submitted for the jury to experience.

Please note that these materials will be made
available to the jury in the latter stages of judging.

ISRENR DI TEIEED b > LI5S (2 1%, 2Bk Bt EN S,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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3ZHh L
PAYMENTS

F vy 777 MBI TEE TIERL 128 0,
At the checkout, please choose a payment method.

A= NRFEOHEE. A= FOFMEANL TTCECBLH 0 LEEET. 0K, R A—VAREFES R &
R

Card payment will direct you to put in your card details and pay immediately. You'll then be sent a
confirmation email.

RITIRADZ G . REFERE L email TREEN LT,
Bank transfer will generate a proforma invoice to your email.

o YHOUEHHBLIATOLENDY £9. OrderD LI WSHBTH 2 L& THERL TS L,

o (& A— WV THBEEVL £9, awards@spikes.asia FEIC RS VFEREO cE—L & b2, T
WOXRE R BEXLID ZE2TRRL T,

° ZORZ. M2HEHUNIHEDFHRENET A~V TEFEIN & T,

e Payment must be raised immediately - ensure the OrderlID is the payment reference.

e 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.

e Ataxinvoice will then be emailed to you within approximately two weeks.

SRk DI TEIEED b > LI5S 21X, ZEEIRA B EN S,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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I> N —-DFERRT3E
HOW TO CRAFT YOUR ENTRY

ST, 7REREEF?
SO, WHAT IS THE PROCESS?

e
o
o

BEOEFEEEGT D
Appoint an award manager

HANTTY Y —iF#E 2 —7 4 *— L. Hi L ORYIOEKEN & 4 2HLF 2B AL
TLIEZ S0,

Choose someone within your company to coordinate your entry activities and
act as the first point of communication with us.

MN—L%&ERTS
Check the Rules

HEtzDEMB7 2 A7 4 NWVZILHTEBREEBDH 208 5 T HERL T &0,
HAT IR, 2 0MhoBEEL 7 747 VT %

MRSV T bY—v—WBEIE b enbEHZ,

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.

Ivh)—FybEXYIVO-K

Download our Entry Kits

I MY =7 R AR TBHTELZI M) —Fy POIE—EFFo T2 L &R
LTS n,

Ensure you have a copy of our Entry Kits that you can refer to throughout the
entry process.

BIzDOU\THB
Know the Awards

S, BN oG Snlen7 TV —T77—FEHEHL &L 7.

Elo. BEESNDEBREECEMEM LD &9, BAOERE & <Mz ldic, DL
K EHTTLESH, 702 ADEDEETE 7 KA AnDELGEE . HBE2I2
HHOT7 7= FEMENBATETFZOLLEL ETOT, KALIBEVWWZLET,
This year, we've updated our Awards with additional or revised categories. There
are also judging criteria and material requirements to consider. Take some time
to get to know your options. Remember, if you need advice at any point in the
process, just get in touch and one of our Awards experts will be happy to help.

TS 55HR DL THHEED & > 155124, BFERA B Eh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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LOg in or create an account

IV MN)—%{ERkT D
Create your entries
HighwniX, LDELGSCENOY R— 2T 2BHAEL 20 £ 1.

The sooner you start, the longer we'll be able to offer you extra help if you need it.

#eih & 32EA LY
Submit and pay

RO TR E 2025 F12 I8 HUAFF I SN 3 Z b ic TR E S b,
Remember the first late fee applies after 18 December 2025.

REL LEIE

Review and revise

Ty b)) —OFIRCOMMAEMEACF = 7L £FTDT. bo LWFEICL TR LWEGS
REFE BT 20 THET 28D £7.

We check all aspects of entries thoroughly, so we may be in touch to ask for
clarification or changes.

=

Judging

FHBG TN TONEFEMEHECHFEL . FEL TEBEZIREL £ 7.
FEMEHEH TN TE 2L I LT LSO, EHEEND & OEMC OO THEM S
AR DD 7.

Juries carefully review all the entries and determine winners during judging.
Make sure you're available throughout this period, as the Jury may have
questions about your work.

SR

Results

v a— MY R bEZHEEIT www.lovethework.com THES N 7.
The shortlists and winner will be announced on www.lovethework.com.

bOZ 44—

Trophies

B AED S VRKIEZ KRS LIEERECE br 7 4 —¢

AEENELs N T, BBl BRAF—LOBTHEILEM>THWEDT, t o
7A—XRREHEE IS P LYy PENERTOFNELTEET .

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.

TS 55HR DL THHEED & > 155124, BFERA B Eh B,

If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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F—22T7 4 IWALIZDOVTDO byTEV M
TOP TIPS FOR YOUR

CASE FILM

@iRI= SUTNTHBE

BE CONCISE SIMPLICITY

Hafold BBET—EHLLBHCEINT, 7oy’ LA A4 XET (Lessis more)

MAEME 2 8 2 & D & EBECEIR T & 2 IR L % L ZL DT —AT AN L. WA T AT T &k
DY LET, HI LG 552 2 2 E N TEPICHRE L TR

ALL Tw & ¥ . frh)) & Wi s 00k 2 /NG
You're dealing with professionals who are perfectly fliTdleldTc&Eth.
capable of grasping whether a project has merit
based on a concise, coherent explanation. Less is always more. So many case films fail
to communicate a clear idea and a

compelling strategy that isn't cluttered and
confusing. The need for focus and clarity
cannot be underestimated.

EHTHD L ALFr—EAVTHIRBE
BE UPFRONT CULTURE AND CONTEXT
TAT 7 ERANCBHECHHL T FEENF v X — b DBEEEEA X —FvaFrThh.,
YO E Z0EREBRYIMSFATE 2L 1L TK PR L b RFEGE S IIRY A S DBEEME
PE&O, NEZEY FIFRAKA VD7 4 5—%fH+ FHEL TS0, UG =27 v 2083
ZORBET TSV, ¥—RAT7 4 )V LA EHETLHDO— ADE WA RCKGET 2T MY —2 ik

WO E W T &V, ROEBETIRTOREREL BINERENBET2LERDL D 1,
TBRENTL. Z20BETAT 7 2WHEL TFEV,

Our Juries are international, and English is not

Explain the idea upfront and quickly so the Jury always their first language. Respect this

can understand the dimensions of the campaign diversity. Entries that rely on a cultural

and its results from the very beginning. Avoid using nuance or unfamiliar cultural context should
unnecessary buildup or stylistic filler. Treat your come with additional information.

case film like a piece of editorial. All the key
information early on - expansion of the idea to
follow.

EZENR DR TEIEED & > 155 (<14, FEFEIRIEBEEh &,
If there is any inconsistency or ambiguity between the English and Japanese version, the English version shall prevail.
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R TERERSD
TAKE A FRESH PERSPECTIVE

brlEZ0FEMCERLSEbo &b L ETA
N, BHEEEFIZOTEDY FvA. TRl EST747
THERBEL. RERLABEED DI ZDORLENRL T
1P E 0,

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.

EERD&. G - FHiRIC
MAKE IT EASY FOR THEM

TATTIEEHTEHBSCHEEZRNE T, AL CHEMEZH
TEffifEW & > CHEEEE/ESs 20 E DL 3. B L
TLIEE L,

The idea should speak for itself. Avoid creating
barriers with unnecessary and elaborate
production values. Keep it straightforward.

FAHE
INDUSTRY JARGON

ERHFEY~>— 774 7RG #T TS0,

T ZLOTE A< EmBEREHMIL TS0, B
RaBROTELFEEZTCr—2A 71 v 0. FEA
(ZJREH) 2 FFONA 8O 1 A,

Avoid industry jargon and marketing speak.

Don't sell - explain your work. A case film with
excessive hype and empty statements will not
impress the Jury.

Back to Awards
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A b= —%:E3
TELL A STORY

7T L BB A WIRE & O R 2 S
BlLEs. Ab—V—FY VI NETT.,

Structure your explanation around a simple,
powerful and succinct narrative. Storytelling
is key.

ATV &R
CATEGORY SELECTION

JGFERC BB L 7 7 T ) — R HEECHR L. X
FHE & o TR EARMMRRITHD Z &0
FeERTEICLTLES O, BAOERNE S
ke drbnrszuiid. 7 8L 2 &R
T DHREDT 7 FOEMETH L YH I
FRTLLZS 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.

KEER
RESULTS

DBERERERMBEL . 2o piEEE L, AEEH»
DHEWRETH 2 2 & #MERL TS L. 1R
DFERIZHF LTIEETH S Z &, BRI, AT
WRE R E R 2 BT HiEt 2 TREtL TS
Vo —HD AT TY =TIk, SR EHD 30% %
LN S

R E LU0 HEE. Heg. B PR ES OO
TF&W,

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.

TS 55HR DL THHEED & > 155124, BFERA B Eh B,

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