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This also includes results and claims made in information decks provided for the 
Creative Strategy and Creative Brand Lions. 











 Since 2024, 



We know that creativity can be a significant force for good in the world and that purpose-led 
work - when it sits at the heart of a company’s mission and decision-making - can be a powerful 
differentiator.  

LIONS Juries are encouraged to consider the difference between work that’s driving a client’s 
business while doing good for the world and work where a company may have attached itself to 
a social cause where it doesn’t really have permission to play (see glossary).  

We’re active champions of work that rejects stereotypes, confronts prejudice and promotes 
positive societal change. But for work in this space to have true impact, it needs to be 
embedded throughout the organisation, not just an external campaign.  

The other area that requires careful consideration is the topic of sustainability. Cannes Lions 
encourages all efforts that advance sustainability across the industry. However, to ensure that 
winning work in this space is credible and connected to long-term sustainability commitments, 
the Jury will consider three additional evaluation criteria, where relevant: 

• What are the measurable environmental outcomes?

• Are the claims credible and meaningful and do they reflect the scale of the brand?

• Is there strategic alignment and sustained commitment?
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