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SPIKES ASIA

BRAND EXPERIENCE & ACTIVATION
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A. Brand Experience & Activation: Sectors
In these categories, the jury will reward the best Brand Experience & Activation campaigns
for the sector selected. The same work can be submitted only once in this section.

Materials

AO1. Food & Drink
All food and drinks.

A02. Other FMCG
Beauty, cleaning products, other household goods, other FMCG.

AO03. Healthcare
BPharma, OTC drugs, wellness.

AO04. Consumer Durables
Technology, homewares, furniture and lighting, toys, fashion, home appliances,
other durables.

AO05. Automotive
Vehicles, other automotive.

AO0G6. Retail
Retail, eCommerce, restaurants, fast food.

AO07. Travel
Travel, tourism, transport.

AO08. Leisure
Live events, museums & galleries, gambling, sports, gaming, other recreation.

AO09. Media / Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

A10. B2B
Legal, financial, B2B technology, consultancies & professional services, other business
services, internal & corporate comms.

A11. Consumer Services
Financial & insurance, telecommunications, private education, veterinary, energy, other
consumer services.

A12. Corporate Social Responsibility (CSR) / Corporate Image

Non-product based social responsibility campaigns aimed to address social, ethical and
environmental issues. Corporate Image campaigns including event sponsorship to build the
image/ raise the profile/ shape the perceptions of a brand.

A13. Not-for-profit / Charity / Government
Government, public information, other not-for-profit, military, charities, non-profit.
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B. Channels

Work in these categories will be judged specifically on how the medium was used within a
Brand Experience or Activation.

Materials

BO1. Use of Ambient Media: Small Scale
Including items in bars & restaurants and all other hand-held (or equivalent in size) items.

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

B02. Use of Ambient Media: Large Scale

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

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

R
- Digital Presentation Image
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. Case Film
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BO3. Use of Broadcast + URL
Brand experience or activations using Cinema, TV or Radio. Entries should demonstrate

how the chosen medium supported the other activation elements in the campaign.

B04. Use of Print or Outdoor

Brand experience or activations using Print or Outdoor. Entries should demonstrate how the

chosen medium supported the other activation elements in the campaign. Including, but not

limited to, newspapers, magazines, inserts, trade journals, traditional bi

BO5. Use of Technology

Use of existing or new technology to execute or support a Brand experience or activation

including, but not limited to, digital installations (POS & Outdoor), interactive screens,

augmented reality, virtual worlds, 3D printing and wearable technology.

C. Use of Brand Experience & Activation Materials

Work in these categories will be judged specifically on how the brand experience or
activation succeeded in creating a closer bond between the consumer and the brand by
immersing them in an engaging and memorable experience.

CO1. Guerrilla Marketing & Stunts
Any brand experience or activation using guerrilla marketing, short/one-off live pop up events
and executions, street teams, publicity stunts and street stunts to drive customers’ engagement.

CO02. Live Shows / Concerts / Festivals
Any brand experience or activation using big-scale events such as sport events, festivals,
concerts, corporate entertainment, built stages, etc. to engage with customers.

CO03. Exhibitions / Installations

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

C04. Competitions & Promotional Games
Competitions or promotional incentives used to drive customer engagement with a brand.

CO5. Customer Retail / In-Store Experience

In-store and retail location activities including product launches/activations, demonstrations,
sampling activities and pop-ups that engage and guide shoppers on all channels of their path
to purchase.

CO06. 360° Customer Journey new

Celebrating the successful strategic planning of the entire customer journey; following the
consumer from initial awareness of a product/service through to post-purchase customer
service & communications.

R
- Digital Presentation Image
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D. Touchpoints & Technology
In these categories work will be judged on the use of technology and multiple touchpoints
across a Brand Experience & Activation.

Materials

DO1. Touchpoint Technology & Tech-led Brand Experience new

Any brand experience or activation using touchpoint technology to drive customer
engagement. Including website, app or any other digital application. Entries in this category
should demonstrate how the use of new tech or existing tech, used in a new way, enhanced
a brand experience or activation.

Compulsory
- Digital Presentation Image

Highly Recommended

(Optional)
DO02. Use of Mobile & Devices new . Case Film
Entries in this category must describe how a mobile app, portable device or mobile
technology created or enhanced the interaction with customers at a brand experience or
activation. Optional
- URL
DO03. Use of Social & Digital Platforms new
Entries into this category should demonstrate how the use of social and digital platforms
enhanced a brand experience or activation.
DO03. Tech-led Brand Experience
Entries in this category should demonstrate how the use of new tech or existing tech, used
in a new way, enhanced a brand experience or activation.
DO04. Digital Installations new
Immersive large or small scale digital experiences and events which are set up to engage
and strengthen relationships with consumers. This can include, but is not limited to VR/AR
installations, motion chairs, multi-screen and multi-dimensional experience.
E. Strategy Materials

EO1. Launch / Re-launch
These categories focus on strategic planning and execution of Brand Experience
campaigns.

EO2. Sponsorship & Brand Partnership

Compulsory
- Digital Presentation Image

Highly Recommended

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

FO2. Low Budget / High Impact Campaign

This category celebrates the success of a brand experience or activation campaign within a
limited budget. Entrants must detail the total budget as well as providing information about
any brand experience tactics used to deliver the campaign.

Entrants must provide details of the total budget.

This category recognises partnerships/sponsorships that create immediate and long term (Optional)
brand experiences or activations. Entries will be judged on how effective the partnership/ . Case Film
sponsorship was.

Optional

- URL
F. Campaign Materials
FO1. Integrated Campaign led by Brand Experience & Activation Compulsory

- Digital Presentation Image

Highly Recommended
(Optional)
-« Case Film

Optional
- URL
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CREATIVE EFFECTIVENESS
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A. Creative Effectiveness Materials

The Creative Effectiveness Spikes celebrate the measurable impact of creativity. Entries will
need to demonstrate hard results over the long term; that is how the work drove tangible
business effects, was instrumental to cultural change or integral in the achievement of brand
purpose.

AO1. Creative Effectiveness

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

AO02. Creative Effectiveness for Good new

Celebrating the measurable impact of creativity with social purpose at the heart. Entrants
should be a charity, non-profit organisation or government body. Entries must illustrate how
charitable and non-for-profit work or a government led initiative drove tangible results and
was instrumental to cultural change or integral to the achievement of brand purpose. Brands
may also enter, if they can demonstrate how they worked in partnership with a charity or
non-profit cause or organisation.

A03. Long-Term Creative Effectiveness new

Celebrating the measurable, long-term impact of creativity. Entries will need to demonstrate
how sustained brand effectiveness was achieved as part of a longer term programme or
campaign. They should also highlight how the idea drove tangible business results and was
instrumental to cultural change or integral to the achievement of brand purpose.

ek

+ Entry Document - Initial
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A. Comprehensive Branding Programmes Materials
These categories are for developed identity solutions across multiple brand touchpoints
and media platforms. Entries in these categories should demonstrate the brand experience
across a variety of the following media. Please supply a copy of the actual piece. If this is not
possible or practical, please supply images (i.e. photo of the actual sample) in JPG format.

AO1. Creation of a new Brand Identity LA &2
Creation of a new brand or corporate identity for any product, service or organisation. . Digital Presentation Image
AO02. Rebrand / Refresh of an existing Brand » Mounted Presentation Image
Rebrand/refresh of an existing brand identity for any product, service or organisation. (Physical)

HY AHEE

(A=)

« Case Film

ME A==

- URL
B. Communication Design Materials
Please supply a copy of the actual piece. If this is not possible or practical, please supply
images (i.e. photo of the actual sample) in JPG format.
BO1. Publications & Brand Collateral Compulsory
Including but not limited to magazines, newspapers, brochures, articles, etc. Collection of . Digital Presentation Image

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

- Mounted Presentation Image
(Physical)

B02. Promotional Iltem Design

Highly Recommended
Focus should be placed on the use of an item to promote and further a brand's

communication, demonstrating a clear understanding of the brand's target audience. (Optlona!)
Including but not limited to clothing, promotional gifts and samples, guerrilla marketing + Case Film
accessories, promotional items and brand merchandise.

Optional
BO3. Self-promotion P

« URL

Any type of media format designed by agencies to promote themselves.

BO4. Posters

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

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

BO5. Books
Including editorial and cover design for printed books. Please indicate in your submission
whether you would like the cover or the whole book to be considered/judged.

E-books should be entered in CO1. Digital Design

7
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C. Digital & Interactive Design

Materials

CO1. Digital & Interactive Design

Focus will be placed on the execution of design to aid the function and use of the digital
product. Including but not limited to websites, microsites, online publications, digital
installations, apps, data visualisation etc.

Compulsory

- Digital Presentation Image

« Mounted Presentation Image
(Physical)

« URL

Highly Recommended
(Optional)
- Case Film

D. Brand Environment & Experience Design

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

Please supply 3-5 images in JPG format showing different views of the interior or exhibition,
including a floor plan or layout if possible. The same entry can be submitted up to 3 times in
this section.

Materials

DO1. Retail Environment & Experience Design

Demonstrating a new or developed design and construction of the retail space.
Consideration will be placed on the functionality in relation to the product or service being
sold, presentation of the clients brand values and ease of sale. Entries in this category may
include any type of permanent retail space e.g. department and specialist stores, banks,
salons etc.

DO02. Point of Sales, Consumer Touchpoints & In-store Collateral

In-store communications in order to drive immediate sales including: posters, on-shelf
communication, digitally integrated POS, cardboard POS, visual merchandising, product
displays, retail fixtures, shopping bags, gift wrapping, catalogues and other post-purchase
collateral.

Entries musts show the work within the sales environment.

DO3. Live Events

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

DO04. Spatial Brand Installation & Experience

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

DO5. Multi-channel Experience

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

For entries in this category we highly recommend supplying a Case Film and visualised customer journey maps/
diagrams to demonstrate the user journey.

Compulsory

- Digital Presentation Image

- Mounted Presentation Image
(Physical)

Highly Recommended
(Optional)
» Case Film

Optional
- URL
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DO6. Trade Stands / Exhibitions

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

DO7. Wayfinding & Signage

The design of digital/non-digital wayfinding & signage systems for the enhancement

of environmental and brand experience. Focus will be placed on the seamless brand
experience, crowd direction and navigation. Including public signs, residential, smart maps,
use of geo & iBeacons, office, exhibition, event and festival signage.

E. Packaging

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

Materials

EO1. Food

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

EO2. Drinks

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

EO3. Beauty & Healthcare
All types of packaging for beauty products & cosmetics. All types of packaging for health
products and over-the-counter pharmaceutical products.

EO04. Consumer Electronics & Technology
Televisions, gaming consoles, cameras, home computers, music devices, mobile phones.

EO5. Other Packaging
All other types of packaging not covered by EO1-EO4.

Compulsory

- Digital Presentation Image

- Mounted Presentation Image
(Physical)

Highly Recommended
(Optional)
» Case Film

Optional
- URL

F. Product Design

Product Design celebrates creativity that fuses form and function. Entries will need to
demonstrate aesthetics that are inseparable from application; that is work that blurs the line
between a product’s beauty and utility by achieving both.

Materials

FO1. Consumer Products

Focus will be placed on its visual impact as well as the use and experience of the brands
values through design. The jury will consider; form, function, problem solving, innovation,
production and research. Please note that the products must be sold with the festival’'s
eligibility dates.

FO02. Environmental / Social Impact

The use of product design in positive environmental / social impact, e.g. positive impact on

society, products within education, health, medical, positive attitude change, solving global

social challenges. Entries should demonstrate the results and the scale of the social impact.

FO3. Brand Communication
Products which embody the brand, enhance the brand recognition and desirability and
supports the intended message.

Compulsory

- Digital Presentation Image

- Mounted Presentation Image
(Physical)

Highly Recommended
(Optional)
- Case Film

Optional
- URL
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FO4. Innovation & Solution

Innovation refers to the use of new technologies, depth of development, techniques,
methods and materials to create a truly innovative product. The jury will be looking for
ground-breaking developments as well as products that push boundaries within product
design.

Solution refers to product design solutions that enhance the quality of life through their
functionality. Including problem solving, ease of use, ergonomics and product compliance
with appropriate standards. Entries should clearly describe the problem that the product

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

G. Design Craft

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

Materials

GO1. Typography
Best use of type as an aid to communicate the brand or its intended message.

GO2. lllustration
Best use of illustration as an to aid to communicate the brand or its intended message.

GO03. Logo Design

Focus will be placed on the simple application of the logo or trademark to help create
or refresh a company’s brand or corporate identity and foster their immediate customer
recognition.

GO04. Sound Design

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

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

GO5. Motion Graphics Design & Animation

Focus will be placed on the use of animation, motion graphics to communicate the brand or
its intended message. Including but not limited to channel branding, brand film, ads, product
video, programme branding, graphic overlays, title sequences, projectios, other video
content, corporate image film, etc.

GO06. Photography / Curation of Images
Creative application of photography, artwork, or other images. Entries in this category may
include but are not limited to album artwork, editorial, packaging, publications and posters.

GO7. Copywriting

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

Compulsory

- Digital Presentation Image

- Mounted Presentation Image
(Physical)

Highly Recommended
(Optional)
» Case Film

Optional
- URL

10
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DIGITAL
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A. Digital: Sectors Materials

Online-only campaigns that consist of at least 2 web executions i.e. 1 website, 1 online video,

1social post, etc. If you would like to submit a single website/microsite, please see B. Web

Platforms.

AO1. Food & Drink S

All food and drinks.

A02. Other FMCG
Beauty, cleaning products, other household goods, other FMCG.

AO03. Healthcare
Pharma, OTC drugs, wellness.

AO04. Consumer Durables
Technology, homewares, furniture and lighting, toys, fashion, home appliances, other
durables.

AO05. Automotive
Vehicles, other automotive.

AO0G6. Retail
Retail, eCommerce, restaurants, fast food.

AOQ7. Travel
Travel, tourism, transport.

AO08. Leisure
Live events, museums & galleries, gambling, sports, gaming, other recreation.

AO09. Media / Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

A10. B2B
Legal, financial, B2B technology, consultancies & professional services, other business
services, internal & corporate comms.

A11. Consumer Services
Financial & insurance, telecommunications, private education, veterinary, energy, other
consumer services.

A12. Corporate Social Responsibility (CSR) / Corporate Image

Non-product based social responsibility campaigns aimed to address social, ethical and
environmental issues. Corporate Image campaigns including event sponsorship to build the
image/ raise the profile/ shape the perceptions of a brand.

A13. Not-for-profit / Charity / Government
Government, public information, other not-for-profit, military, charities, non-profit.

. Case Film

1"
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B. Web Platform

Single executions including microsites.

Materials

BO1. Websites
Long-term site destinations for a brand, product or service (i.e. AudiUSA.com, CNN.com,
etc.).

BO2. Microsites
Creative, short-term campaign sites made specifically to support a branded campaign.

Compulsory
- Digital Presentation Image
- URL

Highly Recommended

BO3. Web Service / Web App (Optional)
Client-server software applications and services provided to a target audience to improve - Case Film
their experience and engagement with a brand.

Mobile Apps should be entered into the Mobile BO2.

C. Online Ad Materials
Single executions of paid online desktop display advertising.

CO1. Online Ad Compulsory

Single executions of paid online desktop display advertising, including web banners and
native advertising.

A campaign of banners should be submitted under A. Digital: Sectors.

- Digital Presentation Image
+ URL

Highly Recommended

(Optional)

» Case Film
D. Online Video Materials
The online context and audience engagement strategy will specifically be considered by
the jury. Entries in this section must have been commissioned and exclusively created for
online execution.
DO1. Social Video Compulsory

Online videos specifically created for online social platforms that are intended for
widespread sharing. Results and number of views will be taken into consideration during the
judging process.

Each video in a series must be submitted and paid for individually.

DO2. Interactive Video
Online videos in which interactivity is at core of the idea: conversational, customisable,
narrative, or explorative.

Each video in a series must be submitted and paid for individually.

DO03. Webisodes / Series
A series of online videos.

Each episode must be submitted and paid for individually, and a minimum of 2 episodes must be entered.

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

- Digital Presentation Image
- URL
« Film

12
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E. Social & Influencer

Work with social thinking at its core, where levels of engagement, social reach and the
creative use of social networks result in a successful commercial effect. Creative solutions
that utilise social components / activity as a secondary element should not be entered. The
same entry can be submitted up to 3 times in this section.

Materials

EO1. Social Business & Commerce

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

EO2. Social Purpose

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

EO03. Innovative Use of Social or Community

Creative utilisation or interpretation of existing social platforms and/or online communities
to impact business objectives and/or to enhance relationships with a brand, community
or consumers. Levels of engagement, social reach and the creative strategy will all be
considered.

EO4. Real-time Response

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

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

EO06. Co-Creation & User Generated Content

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

EO7. 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.

EO08. Community Building & Management

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

E09. Social Data & Insight

Social campaigns elevated through their use of data or data-driven methods to engage or
develop a meaningful relationship with a specific audience or community. Insights gained
through the strategic application of social data/analytics will be considered.

E10. Emerging Platforms new

The creation or creative utilisation of emerging social platform(s) and/or social activity
to impact business objectives and/or to enhance relationships with a brand, community
or consumers. Levels of engagement, social reach and the creative strategy will all be
considered.

Compulsory
- Digital Presentation Image
+ URL

Highly Recommended
(Optional)
. Case Film

13
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F. Branded Games

Materials

FO1. Branded Games
Games specifically created for a brand (games that have not been specifically made for a
brand will not be accepted.)

Compulsory
- Digital Presentation Image
+ URL

Highly Recommended

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

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

(Optional)

. Case Film
G. Branded Tech Materials
Branded technology or digital solutions that have been utilised or harnessed as part of a
brand’s creative strategy. Please note: if your submission is a Mobile/Tablet app, please see
Mobile categories.
GO1. Tangible Tech Compulsory

- Digital Presentation Image
- URL

Highly Recommended

Multiple online and offline executions. One of the elements can be offline provided that it
either drives or is inherently necessary to the overall execution of the campaign.

(Optional)
screens, etc. . Case Film
GO03. Digital Billboard
Outdoor or offline digital advertising.

H. Campaign Materials
HO1. Integrated Multi-Platform Campaign (Online & Offline) Compulsory

- Digital Presentation Image
- URL

Highly Recommended
(Optional)
» Case Film

14




SPIKES ASIA

DIGITAL CRAFT
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A. Form Materials

All digital entries including mobile can be entered multiple times in this section: The jury will
consider the overall creative aesthetic value of the work entered in both sound and visuals.

AO01. Ul

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

AO02. Digital lllustration
Creative application of illustration within a digital context, including 3D modeling.

AO03. Video / Moving Image
Creative use of online video and digital footage (hologram, AR, VR, etc.) within a digital
product.

AO04. Digital Image Design
Creative use of still images including photography, artwork, image manipulation.

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

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

2 A2
- Digital Presentation Image
- URL

r
N
-

A=
=)

. Case Film

o~
am o
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B. Function

All digital entries including mobile can be entered multiple times in this section: The
Jjury will consider the practical use and/or purpose in the creative design, operation and
performance.

Materials

BO1. UX & Journey Design

Design practice focused on the emotional and behavioural response to a digital product or
service. The result of relevant, seamless and consistent user experience at every point of
interaction, with particular focus on the overall support, structure and usability.

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

BO3. Experience Design: Multi Platform

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

BO4. Overall Functional Design
The overall excellence in performance of all user functions of a digital product or service.

Compulsory
- Digital Presentation Image
+ URL

Highly Recommended
(Optional)
+ Demo Film

C. Content

Materials

CO1. Rich Media
Creative use of interactive digital advertising that utilise advanced technology to enhance
engagement.

CO02. Cross-channel Storytelling

Creation of cross-platform digital content that develops or embodies a brand identity.
Successful ideas/stories will utilise various digital platforms and devices to continue and
amplify meaningful consumer engagement. This can include, but is not limited to desktop,
mobile, wearable technology, outdoor installations, billboards, retail experiences etc.

Compulsory
- Digital Presentation Image
- URL

Highly Recommended
(Optional)
+ Demo Film

D. Data

All digital entries including mobile can be entered multiple times in this section: The jury will
consider how data is presented or utilised to enhance brand experience.

Materials

DO1. Curation of Data

The creative tracking and/or collection of personal and big data to enhance user
experience, design and content in a significant way. Including, but not limited to, non-
traditional interface, transactional/non-transactional, active/passive user data capture, social
listening/analytics, GPS, internet of things, biometrics etc.

DO02. Data Storytelling
The creative use of curated online or mobile data/insight in order to target, engage or
develop a meaningful relationship with a specific audience or community.

DO03. Data Visualisation
Creative visual representation and presentation of digital data and insights.

Compulsory
- Digital Presentation Image
+ URL

Highly Recommended
(Optional)
+ Demo Film
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E. Technology

All digital entries including mobile can be entered multiple times in this section: The jury will
consider the value of the applied technology as a platform for creative digital content and
how it is executed to enhance the user experience.

Materials

EO1. AR, VR & Mixed Reality

Creative application of Augmented Reality, Virtual Reality & Mixed Reality. Including but
not limited to immersive systems, video mapping, window on world systems (WoW) and
telepresence.

EO2. Innovative Use of Technology
The inventive use of an existing or new digital technology in order to enhance the user
experience and/or brand communication.

EO3. Technological Achievement in Digital Craft
Digital creative works that use existing or new technology to achieve unprecedented levels
of accomplishment which contributes to the progress of digital communications.

EO4. 360° Videos new
The creative use and application of 360° video. Including but not limited to, 360° live action
photography or explorable digital simulations.

EO5. Advanced Learning Technologies new
Creative applications and intelligent technology. This can include, but is not limited to
artificial intelligence, bots, personal voice assistant etc.

Compulsory
- Digital Presentation Image
+ URL

Highly Recommended
(Optional)
+ Demo Film

17




SPIKES ASIA

DIRECT

CIO|2E 22014 & 22 O| ZO|L| T 2A| B HAsHE T2|0[o|EjH|E| S AARILCH $242 oj0| Qs ZDHE 27510 3
2 3 20|00 LI = WEEFLE £ 7H5FH 32 SIS U LSS S5 A4 AH|Z HEO| AYHOR FokS

0|21 2Z0|0fof FLCt

7} 7| Z: 00| Cjof 30%, M2 20%, X 20%, &1t U ZTF 30%
. CIO|ME B2 o|AE 2|1 3R] S8 22 4+ YZUCE T A Direct: Sectors’ 18 12| LjoflA{ 4= T 5 MA4TF 4
sff 22 sfof &ryct

A. Direct: Sectors Materials
In these categories, the jury will reward the best direct campaigns for the sector selected.
AO1. Food & Drink LA Y=
All food and drinks. . Digital Presentation Image
AO2. Other FMCG - Mounted Presentation Image
Beauty, cleaning products, other household goods, other FMCG. (Physical)

« URL

AO03. Healthcare
Pharma, OTC drugs, wellness.

A04. Consumer Durables (MEH)
Technology, homewares, furniture and lighting, toys, fashion, home appliances, other = )
durables + Case Film

AO05. Automotive
Vehicles, other automotive.

AO06. Retail
Retail, eCommerce, restaurants, fast food.

AO07. Travel
Travel, tourism, transport.

AO08. Leisure
Live events, museums & galleries, gambling, sports, gaming, other recreation.

AO09. Media / Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

A10. B2B
Legal, financial, B2B technology, consultancies & professional services, other business
services, internal & corporate comms.

A11. Consumer Services
Financial & insurance, telecommunications, private education, veterinary, energy, other
consumer services.

A12. Corporate Social Responsibility (CSR) / Corporate Image

Non-product based social responsibility campaigns aimed to address social, ethical and
environmental issues. Corporate Image campaigns including event sponsorship to build the
image/ raise the profile/ shape the perceptions of a brand.

A13. Not-for-profit / Charity / Government
Government, public information, other not-for-profit, military, charities, non-profit.
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B. Use of Direct
Work in these categories will be judged specifically on how the medium was used as a
piece of direct communication for a brand.

Materials

BO1. Mailing
One dimensional and multi-dimensional mailings. This may include greeting cards,
invitations, samples, pop ups and all other types of mailed collateral.

Please send physical samples for the jury to experience.

B0O2. Use of Ambient Media: Small Scale
Non-mail and print collateral, including items in bars & restaurants and all other hand-held
(or equivalent in size) items.

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

B03. Use of Ambient Media: Large Scale

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

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

BOA4. Use of Broadcast
Direct campaigns using Cinema, TV or Radio. Entries should demonstrate how the chosen
medium supported the other direct elements in the campaign.

BO5. Use of Print or Outdoor

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

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

B06. Use of Technology

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

Compulsory

- Digital Presentation Image

- Mounted Presentation Image
(Physical)

Highly Recommended
(Optional)
- Case Film

Optional
. URL
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C. Digital & Social

Work in these categories will be judged on how well the digital and social mediums and
techniques were used as a piece of direct communication for a brand.

Materials

CO1. Use of Digital Platforms

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

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

CO02. Use of Mobile
Entries in this category must feature targeted communication with a clearly identifiable
call-to-action or response mechanism delivered through mobile/portable devices such as

Compulsory

- Digital Presentation Image

« Mounted Presentation Image
(Physical)

« URL

Highly Recommended

mobile phones and mobile technology. (Optional)
- Case Film
CO03. Use of Social Platforms
Direct Marketing campaigns that use social networking sites, blogs, wikis, video-sharing
sites, hosted services, etc. to create and/or enhance relationships with community/
consumers.
CO04. Real-Time Response
Targeted social activity that utilizes social platforms in order to respond to world events,
public affairs and other real-world, real-time activity in an immediate and meaningful way,
which prompts social sharing and elicits a measurable response.
CO5. Co-Creation & User Generated Content
Social activity designed to encourage a community/fans to contribute or collaborate with
a brand initiative through a clear call to action. Engagement may be intended to drive long
term value through collaborative interaction.
D. Data Materials

Work in these categories should demonstrate how a direct campaign was enhanced or
driven by the creative use of data which enhanced the customer experience and led to
measurable business results.

DO1. Data Strategy new

Entries in this category should show how the application of data significantly formed the
basis of the direct campaign’s strategy. Entrants should also provide evidence of how
their data-driven strategy helped to profile customer’s behaviour and segmentation, which
ultimately led to successful direct marketing activities.

DO02. Data-driven Targeting new

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

DO03. Use of Real-time Data new

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

Compulsory

- Digital Presentation Image

« Mounted Presentation Image
(Physical)

Highly Recommended
(Optional)
- Case Film

Optional
. URL
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Direct marketing used to maintain, drive new and reinvigorate lapsed relationships with B2B
and B2C audiences.

EO2. Launch / Re-launch
Direct Marketing campaigns created to launch or re-launch a product or service on the
market.

E. Strategy Materials
Work that generated significant consumer response by following a specific direct strategy.
EO1. Acquisitions & Retention Compulsory

- Digital Presentation Image
« Mounted Presentation Image
(Physical)

Highly Recommended

A campaign or individual communication showcasing outstanding copywriting skill that has
led to a successful and measured response.

FO2. Art Direction / Design
A campaign or individual communication showcasing outstanding art direction that has led
to a successful and measured response.

(Optional)
- Case Film
Optional
- URL
F. Craft Materials
In these categories, the jury will consider whether the craft of the work adds something to
the idea and pushes the execution.
FO1. Copywriting Compulsory

- Digital Presentation Image
- Mounted Presentation Image
(Physical)

Highly Recommended

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

GO02. Low Budget / High Impact Campaign

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

Entrants must provide details of the total budget.

FO3. Experience Design (Optional)
A campaign or individual communication showcasing outstanding design in the customer . Case Film
experience that has led to a succesful and measured response.

Optional

- URL
G. Campaign Materials
GO1. Integrated Campaign led by Direct Compulsory

- Digital Presentation Image
- Mounted Presentation Image
(Physical)

Highly Recommended
(Optional)
« Case Film

Optional
- URL
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A. Entertainment

Materials

AO01. Cinema & Theatrical: Fiction & Non-Fiction
Single scripted or unscripted films created for theatrical release or cinema distribution.

A02. TV & VOD: Fiction & Non-Fiction
ingle scripted or unscripted films created for television or video on demand platforms.

HErAES
- Film

ME A EE

Content created for radio, podcasts or other audio platforms.

If you are submitting a series please upload all episodes in a single video file with slates denoting the start of the next - URL
episode.

AO03. Online: Fiction Compulsory
Single fiction films created for online platforms such as company websites and social media. . Film

A04. Online: Non-fiction + URL
Single documentaries under 15 minutes in length created for online platforms such as company

websites and social media.

AO05. Audio Content Compulsory

« MP3 Original Version

Optional
- URL
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AO06. Co-Creation & User Generated Content
Initiatives that use content created by an audience in order to provide message amplification.

AO07. Use of Talent

In this category, the jury will consider the immediate and longer term collaboration between a brand
and talents (i.e. influencers, celebrities, personalities, etc.) to co-create and develop entertaining and
engaging content to further brand’s reach, increase awareness and drive business.

AO08. Live Brand Experience

Original live entertainment with brand experience at the core that enables a brand to provide
message amplification and engage with a public/audience. Including original events and shows,
festivals, flash mobs, etc.

A09. Branded Games
Games and gaming initiatives that communicates a brand, product or artist through the creative
production, promotion and distribution of content with gaming at the core.

A10. Use of Digital & Social
Branded websites or social initiatives, including mobile, that enable a brand to provide message
amplification and engage with a public/audience.

A11. Sports Entertainment
In this category, the jury will be looking for entries which successfully implemented and executed
branded content with sport at its core. This includes films, brand experiences, digital executions, etc.

A12. Excellence in Brand or Product Integration into Existing Content
The integration of a brand/product as an element of existing content, including films, TV shows and
online series.

A13. Excellence in Audience Engagement & Distribution Strategy
Focus will be placed on content creation, scheduling, releasing and adjusting to market trends to
reach audiences in effective ways.

A14. Excellence in Partnerships

Focus will be placed on how the producer and the brand/product/talent each benefitted from the
partnership and how audiences were involved in compelling ways (incl. content quality and page/
view performance).

A15. Innovation in Entertainment
Ground-breaking and unparalleled branded entertainment.

Compulsory
- Digital Presentation
Image

Highly Recommended
(Optional)
» Case Film

Optional
- URL
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A. TV & Cinema Film

Films designed and aired on TV or in cinemas.

Materials

AO01. Food & Drink
All food and drinks.

A02. Other FMCG
Beauty, cleaning products, other household goods, other FMCG.

AO03. Healthcare
Pharma, OTC drugs, wellness.

A04. Consumer Durables
Technology, homewares, furniture and lighting, toys, fashion, home appliances, other durables.

AO05. Automotive
Vehicles, other automotive.

AO06. Retail
Retail, eCommerce, restaurants, fast food.

AO7. Travel
Travel, tourism, transport.

AO08. Leisure
Live events, museums & galleries, gambling, sports, gaming, other recreation.

AO09. Media / Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

A10. B2B
Legal, financial, B2B technology, consultancies & professional services, other business services,
internal & corporate commes.

A11. Consumer Services
Financial & insurance, telecommunications, private education, veterinary, energy, other consumer
services.

A12. Corporate Social Responsibility (CSR) / Corporate Image

Non-product based social responsibility campaigns aimed to address social, ethical and
environmental issues. Corporate Image campaigns including event sponsorship to build the image/
raise the profile/ shape the perceptions of a brand.

A13. Not-for-profit / Charity / Government
Government, public information, other not-for-profit, military, charities, non-profit.

B AES
« Film (3 minute limit)

e A==
- URL
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B. Online Film Materials
Standard format advertising films which aired only online including pre-roll adverts.

BO1. Food & Drink Compulsory:
All food and drinks. . Film

BO2. Other FMCG - URL

Beauty, cleaning products, other household goods, other FMCG.

B03. Healthcare
Pharma, OTC drugs, wellness.

B0O4. Consumer Durables
Technology, homewares, furniture and lighting, toys, fashion, home appliances, other
durables.

BO5. Automotive
Vehicles, other automotive.

BO06. Retail
Retail, eCommerce, restaurants, fast food.

BO7. Travel
Travel, tourism, transport.

BO8. Leisure
Live events, museums & galleries, gambling, sports, gaming, other recreation.

B09. Media / Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

B10. B2B
Legal, financial, B2B technology, consultancies & professional services, other business
services, internal & corporate comms.

B11. Consumer Services
Financial & insurance, telecommunications, private education, veterinary, energy, other
consumer services.

B12. Corporate Social Responsibility (CSR) / Corporate Image

Non-product based social responsibility campaigns aimed to address social, ethical and
environmental issues. Corporate Image campaigns including event sponsorship to build the
image/ raise the profile/ shape the perceptions of a brand.

B13. Not-for-profit / Charity / Government
Government, public information, other not-for-profit, military, charities, non-profit.
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and reinvigorates the consumers’ experience.

C. Other Film Content Materials
CO1. Viral Film Compulsory
Films created with the primary intention of being shared and/or user-distributed online. . Film
- URL
CO02. Branded Content & Entertainment Film Compulsory
Films created by or with a brand which aired on the internet, TV or in cinema; usually in . Film
the form of documentary/non-fiction or fiction films or music videos. The brand does not
necessarily have to be revealed in the film. X
Optional
CO03. Screens & Events . URL
Films aired on screens other than TV, cinema or the internet.
CO04. Micro-film
Short-form films including those made for online platforms such as Facebook, Snapchat,
Instagram etc.
All films must be 60 seconds or less.
CO05. 360° & VR Film
Video and computer generated content created for immersion and/or interaction. Entries
can include 360° live action photography or explorable digital simulations.
D. Use of Film Materials
Innovative use of the film medium to communicate a brand’s message. Work that enhances
and reinvigorates the consumers’ experience.
DO1. Use of Film Compulsory
Innovative use of the film medium to communicate a brand’s message. Work that enhances . Film

Highly Recommended
(Optional)
+ Demo Film

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

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

A03. Casting

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

It is Highly Recommended (Optional) to provide a two minute DEMO FILM showcasing the casting process in

addition to the film as it aired.

A04. Production Design / Art Direction

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

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

AO06. Editing

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

AO07. Use of Original Music

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

A08. Use of Licensed / Adapted Music

The selection of licensed or adapted music within film advertising.

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

A. Film Craft Materials
AO1. Direction L HEE
The vision and achievement of the direction. The jury will think about the translation of the . Film
creative brief through a director’s vision and how well that vision has been achieved. This
will include the way that production elements (including casting, set design, sound design
and cinematography) have been used to bring that vision to life.

HEAH=E
AO02. Script (MEH)

[ M- |

. Demo Film
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A09. Sound Design

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

A10. Animation

The use and aesthetic of animation in film advertising. All types of animation, including cel,
stop-motion, graphic, silhouette and computer animation in 2D or 3D will be accepted.

You are required to provide supporting information to give the jury a clear understanding of animation methods

used in the production process. It is Highly Recommended (Optional) to provide a two minute DEMO FILM
showcasing the animation process in addition to the film as it aired.

A11. Visual Effects

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

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

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

A12. Innovation in Production new

Recognising innovation and advancements in the Production of film advertising. The jury
will consider the inventive use of new or existing technology/methods to enhance the final
execution. You are required to include a detailed description of the production process,
including how the production team utilised these approaches to achieve unprecedented
levels of accomplishment in production.

It is Highly Recommended (Optional) 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.
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A. Glass: The Award for Change Materials
AO1. Glass new U425

Entries can be for any product or service and designed for any medium, but will in some way | . Digital Presentation Image
represent a shift towards more positive, progressive and gender-aware communication. We
recognise the power of creativity to positively impact not only businesses and brands, but _
also the world at large. This Spike rewards creative work which rejects gender stereotypes AE 2=
and confronts prejudice and inequality by representing the gendering of individuals people (MES)

in a progressive or socially conscious way. - Case Film

e A==
- URL
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A. Health & Wellness: Consumer Products Promotion
Campaigns that are aimed at consumers for products that do not require prescriptions but provide a meaningful health benefit.

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

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

AO03. OTC Products/Devices

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

AO0A4. Nutraceuticals
Vitamins, minerals, herbal remedies, supplements, functional food, micronutrients, omega3s, antioxidants, probiotics, effervescent
vitamin drinks.

AO05. Health & Wellness Tech new
Digital products, apps, wearables and gadgets that aid a healthy lifestyle, including but not limited to fitness, diet, stress and sleep.
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B. Health & Wellness: Awareness & Advocacy
Work created for the public to promote general health awareness, encourage proactive personal care or inspire advocacy and
donations for legitimate health related causes.

BO1. Brand-led Education & Awareness

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

B02. Non-profit / Foundation-led Education & Awareness

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

B03. Fundraising & Advocacy
Health and Wellness charity and institutions fundraising, patient advocacy (to general public), disease and condition advocacy,
treatment literature, blood and organ donations, volunteers. It must be shown clearly that this is for the attention of consumers.

C. Health & Wellness: Health Services & Corporate Communications
Work created to communicate a health brand/client ethos through public facing corporate image campaigns; or directly promote
public health services and facilities, medical insurance and financial plans.

CO1. Corporate Image & Communication
Corporate image campaigns for health & wellness products, companies, producers, clinics, hospitals, retail and facilities.

CO02. Health Services & Facilities

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

CO03. Insurance
Medical insurance and financial plans.

D. Health & Wellness: Animal Health

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.
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E. Pharma: Product or Service Promo
Work created to drive choice for a specific branded product, service or therapy intended for management of a disease or medical
condition.

EO1. Regulated: Direct to Patient new
Work targeted direct to patient and created to launch and/or promote a regulated product or service through traditional media
channels — Please see medium list for relevance.

EO2. Regulated: Healthcare Professional new
Work targeted direct to healthcare professionals and created to launch and/or promote a regulated product or service through
traditional media channels —Please see medium list for relevance.

EO3. Non-regulated: Direct to Patient new
Work targeted direct to healthcare professionals and created to launch and/or promote a non-regulated product or service
through traditional media channels —Please see medium list for relevance.

Entries here must be in relation to the management of a disease or medical condition diagnosed and treated by a healthcare professional. If you wish to enter
an OTC or general wellbeing product and service, please see Health & Wellness.

EO4. Non-regulated: Healthcare Professional new
Work targeted direct to healthcare professionals and created to launch and/or promote a non-regulated product or service
through traditional media channels —Please see medium list for relevance.

Entries here must be in relation to the management of a disease or medical condition diagnosed and treated by a healthcare professional. If you wish to enter
an OTC or general wellbeing product and service, please see Health & Wellness.

F. Pharma: Disease Awareness & Understanding

Work created to raise awareness and understanding of a disease or medical condition, change perceptions or overcome social
stigma. Approaches may include, but are not limited to: redefining the way we think about disease and its treatment through
the reframing of science; providing education on the signs and symptoms of various diseases, disorders and conditions; and
encouraging responsible, proactive action and initiative. To include branded and unbranded communications.

FO1. Regulated new
Work that is regulated due to mention of a specific branded product, service or therapy.

FO2. Non-Regulated new
Work that is not regulated regardless of mention of a specific branded product, service, therapy or company.
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G. Pharma: Healthcare Professional Engagement
Work created with the intent of driving healthcare advancement, supporting management of a disease or medical condition,
motivating treatment, supporting adherence, or aiding patient independence.

Communications aimed at healthcare professionals, influencers, researchers and key opinion leaders to establish and continue
scientific education, drive industry advancement and adopt technologies and programs associated to the development and
distribution of research and treatment options. Approaches may include, but are not limited to, communication tools and devices
to assist healthcare professionals with patient adherence, monitoring, data collection, analysis and reporting. It would be expected
that entries here would convey a brand ethos as well as result in better patient outcomes.

GO1. Regulated new
Work that is regulated due to mention of a specific branded product, service or therapy.

GO02. Non-Regulated new
Work that is not regulated regardless of mention of a specific branded product, service, therapy or company.

H. Pharma: Patient Engagement
Work created with the intent of driving healthcare advancement, supporting management of a disease or medical condition,
motivating treatment, supporting adherence, or aiding patient independence.

Communications aimed at patients intended to support adherence; drive proper, responsible usage of treatment; improve patient
experience; and drive 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.

HO1. Regulated
Work that is regulated due to mention of a specific branded product, service or therapy.

HO2. Non-Regulated
Work that is not regulated regardless of mention of a specific branded product, service, therapy or company.
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HEALTHCARE MEDIUMS

Brand Experience & Activation

Materials

Brand Experience & Activation

Physical, interactive and immersive events and experiences intended to prompt participant
action, emotional engagement and response toward a brand, product or service. Entries
may include promotional stunts and live advertising; interactive displays and kiosks;
exhibitions, conference/ symposium and trade shows; corporate entertainment.

Compulsory
- Digital Presentation Image

Highly Recommended
(Optional)
« Case Film

Optional
- URL

Branded Content & Entertainment

Materials

Branded Content & Entertainment: Digital & Social

Digital content that communicates a health brand or product through the creation of
engaging digital or social entertainment. To include digital game/gaming, branded social
media, websites, microsites, mobile apps, native advertising.

Compulsory
- Digital Presentation Image
- URL

Highly Recommended
(Optional)
« Case Film

Branded Content & Entertainment: Film, TV and Online Film Content

Film content created for entertainment purposes which promotes a health brands values
and has aired on the internet, TV or in cinema; usually in the form of documentary/non-
fiction or fiction films. Entries can include original content or natural integration of a brand
into existing formats. Please note — we do not accept TV spots / commercials as Branded
Content. This type of work should be entered into the Film medium.

Compulsory
« Film

Optional
« URL

Branded Content & Entertainment: Live Experience
Original live entertainment content where the health brand is creatively positioned. Entries
can include original events and shows, installations, festivals.

Compulsory
- Digital Presentation Image

Highly Recommended
(Optional)
- Case Film

Optional
- URL

Digital

Materials

Digital
Creative work which encompasses branded online, digital, and technological
communication. Content to include, but not restricted to websites, microsites and banners,

social media (including video sharing sites and apps), games, interactive learning platforms,

email advertising, digital stunts, e-detailing, interactive sales aids.

Compulsory
- Digital Presentation Image
- URL

Highly Recommended
(Optional)
- Case Film
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Digital Craft

Materials

Digital Craft: Interface & Navigation (Ul)

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

Compulsory
- Digital Presentation Image
- URL

Highly Recommended
(Optional)
« Demo Film

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

Compulsory
- Digital Presentation Image
- URL

Highly Recommended
(Optional)
« Demo Film

Direct

Materials

Direct

Targeted direct or promotional communication, designed with the intention of entering into a
dialogue with the respondent and to generate a response or specific action, whilst building
and prolonging relationships.

Compulsory

- Digital Presentation Image

- Mounted Presentation Image
(Physical)

Highly Recommended
(Optional)
» Case Film

Optional
« URL

Film

Materials

Film: Cinema, TV and Digital Film Content
Product/brand commercials and other content intended for transmissions aired on television
or cinema, online, mobile, point of sale and other digital screens.

Compulsory
- Film

Optional
« URL
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Film Craft Materials
Film Craft: Production Design / Art Direction Compulsory
The aesthetic of the Production Design/Art Direction. This includes set design and location . Film

builds, as well as the overall look, feel and atmosphere of the piece. The jury will consider
how the narrative has been enhanced by the artful management of the visual components.

Highly Recommended
Film Craft: Direction (Optional)

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

« Demo Film

Optional
« URL

Film Craft: Script

The film’s script, as written. Analysis of the script will include dialogue, voice-overs, scene-
setting, movement, actions and expressions. The jury will consider how successfully the
script delivers on the creative idea, while also considering the effectiveness in conveying
important health related information.

Film Craft: Use of Music / Sound Design
The impact and success of original/licensed music and/or the creative use of sound design
within film advertising.

Film Craft: Animation / Visual Effects

The use and aesthetic of animation and the creation of film environments and other visual
effects. All types of animation, including cell, stop-motion, graphic, and silhouette and
computer animation in 2D or 3D will be accepted. The jury will consider the aesthetic and
technical excellence of the effects themselves, along with the success of its ability to convey
health information in @ meaningful way.

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.

Integrated Materials

Integrated Campaign Compulsory

Creative work spread across three or more different mediums. All entries must relate to one | . Digjtal Presentation Image
single campaign. Entries relating to more than one campaign (even if promoting the same . URL

product/service) must be entered separately.

Highly Recommended

(Optional)
« Case Film
Mobile Materials
Mobile Compulsory
Creative work which lives on, or is activated by, mobile digital devices. Content to include, . Digital Presentation Image
but not restricted to, mobile apps, mobile only social media (including video sharing and . URL
apps), games, interactive learning platforms, branded utilities, digital stunts, e-detailing,
interactive sales aids. The work entered in this medium would be expected to have been
made specifically for a mobile device. Highly Recommended
(Optional)
« Case Film
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Outdoor

Materials

Ambient Outdoor

objects and environments in an unconventional manner. Including, but not restricted to:
small scale solutions, special build, installations, guerrilla etc.

Non-standard and free-format outdoor advertising that leverages the use of public spaces,

Compulsory

- Digital Presentation Image

- Mounted Presentation Image
(Physical)

Highly Recommended
(Optional)
- Demo Film

Optional
« URL

Outdoor
Content intended for billboards, posters, bus stops, in store posters, point of sale. Digital
outdoor solutions, signage, transit solutions, banners.

Compulsory
- Digital Proof
- Mounted Proof (Physical)

Creative work which successfully builds trust and cultivates relationships with credible
third-parties, utilising mainly earned media tactics or channels to influence public dialogue
and ultimately change perceptions and behaviours in ways that protect and enhance the
reputation and business of an organisation or brand with its target audiences.

Optional

- URL
PR Materials
PR Compulsory

- Digital Presentation Image
- Mounted Presentation Image
(Physical)

Highly Recommended
(Optional)
« Case Film

Optional
- URL

Print & Publishing

Materials

Print Collateral
Brochures, booklets, leave behinds, custom sales materials, detail aids, promotional items,
brand reminders, calendars, newsletters, annual reports and press releases.

Compulsory

- Digital Presentation Image

- Mounted Presentation Image
(Physical)

Highly Recommended
(Optional)
« Demo Film

Optional
- URL

Print & Publishing
Content intended for published printed media including, but not restricted to; newspaper,
magazines, medical journals and inserts.

Compulsory
- Digital Proof
« Mounted Proof (Physical)

Optional
« URL
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Print & Outdoor Craft

Materials

Print & Outdoor Craft: Art Direction

Print & Outdoor Craft: Copywriting

Print & Outdoor Craft: lllustration

Print & Outdoor Craft: Photography

Compulsory
- Digital Proof
- Mounted Proof (Physical)

Highly Recommended
(Optional)
« Demo Film

Print & Outdoor Craft: Typography Optional

- URL
Radio & Audio Materials
Radio & Audio Compulsory

Content intended for radio, streaming audio content and downloadable audio content.
Entries will be judged on the overall creative approach to transforming a brand idea or
message into an audio context, which enhances the experience of the listener and meets

« MP3 Original Language

the confines of the brief and regional regulations. All aspects of script and audio will be Optional
considered. + URL
Radio Craft Materials

Radio Craft: Script

Recognises the ability of script to creatively transform a brand idea or message into an
audio context, which enhances the experience of the listener and meets the confines of the
brief and regional regulations. Scripts should be specific to the Radio medium (i.e. nota TV
script).

Radio Craft: Use of Music / Sound Design
Content judged on the quality and aesthetic of the audio making process.

Compulsory
- MP3 Original Language

Highly Recommended
(Optional)
- Demo Film

Optional

- URL
Use of Technology Materials
Use of Technology Compulsory

Celebrating the creative use of new or existing technology that has been developed
or harnessed to enhance a brand message or service. This may include branded tech,
wearable hardware and software, digital demonstrations, digital services or tools that
enhance the user’s lifestyle or behaviour. Please note entries will not be judged on the

- Digital Presentation Image

Highly Recommended

technology itself but on how the technology is used to create a positive impact on the (Optional)
brand, product or service. . Case Film
Optional
- URL
Product Innovation Materials

Product Innovation

Products, devices and services introduced by brands and built with the intention to solve a
communication need. Typical entries may be concerned with, but not limited to, innovations
that have helped solve a business or patient issue for a health brand, or have been
produced/developed in order to propel a brand forward.
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- Digital Presentation Image

Highly Recommended
(Optional)
« Case Film

Optional
- URL
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INNOVATION

O|.H|O|H BE0M = &7|1HYU 7|, 24 52 ¥H S HAEHH. & HF
&2t I2{oo|E K AWl # ofL2t of2{3t 17| &8 HE2RE 25 + UsHH.

- 7|2 ZREEQU/AHZ Y HAO| AO{OF SHAL of2f ZHEO| E|A| 9f2 Of0|Hof/E4Y TAIY 7|e2 25 &+ YsHH
- EFAAME2 7S S| FA6 £ & 4 Ao{oF =Y

- SLYAF2 Ol HOlE B Uof ot T 25 TS HE

- U0 22 F2 T AA0M HAFE S FAOIA Z2fHE| O] H3HOF LT

A. Innovation

Materials

AO01. Innovative Technology

Standalone, technological solutions not in association with a brand or creative campaign.
The definition of ‘Innovation’ for the purpose of this section is non-brand-aligned,
breakthrough technology or solutions that advance, enrich or improve. The Innovative
Technology category will also recognise, but is not limited to, data-led technologies,
innovative platforms, tools, models, programmes, hardware, software, bespoke products
and solutions.

AO02. Applied Innovation

Innovative solutions in association with a brand or creative campaign. The definition

of ‘Innovation’ for the purpose of this category is brand-aligned, breakthrough and
revolutionary ideas, and forward-thinking methods that are rooted in finding solutions to
brand problems. Typical entries may be concerned with, but not limited to, innovations that
have helped solve a business issue for a brand or have been produced/developed in order
to propel a brand forward.

A03. Technological Development

Entries into this category will focus on how the technology/ innovation has overcome
challenges and improved within the eligibility dates. They may also focus on the scaling
out of an innovation or creative campaign enhanced by new tech or forward thinking ideas,
showing how the innovation has moved beyond its original objectives and goals to reach
new heights.

AO04. Early-stage Technology

Entries into this category are still in the testing, prototype and beta stages of their creation.
They may still be attracting funding or only operating at a fraction of their projected scale.
Entries must still be demonstrable at presentation stage. Concepts alone will not be
permitted.

AO05. Business Transformation new

Innovative solutions to business challenges. Entries will need to demonstrate a
comprehensive change in business process or structure through technological and/or
strategic transformation. The jury will reward scalable solutions that have a tangible impac
There is an increased eligibility period for this subcategory of 3 years.

There is an increased eligibility period for this subcategory of 3 years.

2 AEE
- Digital Presentation Image
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« Case Film

HE A==
- URL
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INTEGRATED
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A. Integrated Materials

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

AO1. Integrated LA HE2
The definition of Integrated for the purpose of Spikes Asia is fully integrated campaign . Digital Presentation Image
executed across multiple platforms.

HAEAE=

(A=)

- Case Film

M A=2
- URL
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MEDIA
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A. Media: Sectors
In these categories, the jury will reward the best media campaign for the product and
service selected. The same entry can be submitted only once in this section.

Materials

AO1. Food & Drink
All food and drinks.

A02. Other FMCG
Beauty, cleaning products, other household goods, other FMCG.

AO03. Healthcare
Pharma, OTC drugs, wellness.

AO04. Consumer Durables
Technology, homewares, furniture and lighting, toys, fashion, home appliances, other
durables.

AO05. Automotive
Vehicles, other automotive.

AO06. Retail
Retail, eCommerce, restaurants, fast food.

AO07. Travel
Travel, tourism, transport.

AO08. Leisure
Live events, museums & galleries, gambling, sports, gaming, other recreation.

A09. Media / Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

A10. B2B
Legal, financial, B2B technology, consultancies & professional services, other business
services, internal & corporate comms.

A11. Consumer Services
Financial & insurance, telecommunications, private education, veterinary, energy, other
consumer services.

A12. Corporate Social Responsibility (CSR) / Corporate Image

Non-product based social responsibility campaigns aimed to address social, ethical and
environmental issues. Corporate Image campaigns including event sponsorship to build the
image/ raise the profile/ shape the perceptions of a brand.

A13. Not-for-profit / Charity / Government
Government, public information, other not-for-profit, military, charities, non-profit.

2 AEE

- Digital Presentation Image

« Mounted Presentation Image
(Physical)
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B. Channels

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

E.g. - a campaign entered into Use of Print will be judged on its specific use of the print as a
medium, regardless of the product/service advertised.

Materials

BO1. TV & Other Screens

Including TV, video-on-demand platforms (VOD) and other online service providers. Screens
other than TV might include, but are not limited to, screens that require interaction with the
consumer e.g. touch screens and responsive displays.

B02. Use of Audio Platforms
Including radio, podcasts and other audio technology.

B0O3. Use of Print / Outdoor

Including, but not limited to, newspapers, magazines, inserts and trade journals. Outdoor
channels include traditional billboard or poster sites, bus shelters and transit advertising
using standard advertising space.

B04 Use of Ambient Media: Small Scale
Including items in bars & restaurants all other hand-held (or equivalent in size) items.

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

BO5. Use of Ambient Media: Large Scale

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

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

BO06. Use of Events
Including live shows, festivals, concerts, sporting events, event sponsorship etc.

BO7. Use of Stunts
Including guerrilla marketing, large and small scale stunts, one off experiential events, etc.

B08. Use of Digital Platforms

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

Social media-led campaigns should be entered in B10. Use of Social Platforms.

B09. Use of Mobile
Mobile technology including smartphones, tablets, Bluetooth, SMS, MMS, WAP, GPS, mobile
games and applications, QR codes, etc.

B10. Use of Social Platforms
Media campaigns that use social networking sites, blogs, wikis, video-sharing sites, hosted
services, etc. to create and/or enhance relationships with consumers.

Work entered in this category should be planned and executed on social platforms as opposed to campaigns that
went social.

B11. Use of Technology

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

Compulsory

- Digital Presentation Image

« Mounted Presentation Image
(Physical)

- URL (BO8. B10. only)

Highly Recommended
(Optional)
-« Case Film

Optional
- URL
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C. Data

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

Materials

CO1. Use of Data Driven Insight
Entries in this category should demonstrate how data was used to uncover or generate
insights that contributed to the effectiveness of a media campaign.

CO02. Use of Real-Time Data
Entries in this category should demonstrate how data, created or used in real-time, provided
dynamic content or enabled an on-going consumer relationship.

Compulsory

- Digital Presentation Image

- Mounted Presentation Image
(Physical)

Highly Recommended

Including film, TV, mini-series, web series, music video, online/digital, sponsorship, etc.

DO02. Use of Branded Content created for Digital or Social
Including branded social media, websites, microsites, mobile applications, games, native
advertising, etc.

CO03. Data Driven Targeting (Optional)
Entries in this category should demonstrate how the creative use or interpretation of . Case Film
data delivered effective targeting. Entrants should show how data contributed either to
programmatic targeting, or provided a key quantitative insight that helped define the target, Optional
brand message or channel.

- URL
D. Branded Content & Entertainment Materials
Work in these categories will be judged on how successfully the content (TV sponsorship,
video, native advertising, digital content, etc.) was used to engage with the consumers and
deliver measurable results (i.e. incremental reach, viral effect, earned media). Please note
that the entries in these categories will not be judged on the content itself, but the role of
media in creating, leveraging, and amplifying the content.
DO1. Use of Brand or Product Integration into a Programme or Platform Compulsory

- Digital Presentation Image

- Mounted Presentation Image
(Physical)

- URL (DO2. only)

Highly Recommended
(Optional)
» Case Film

E. Campaign

Materials

EO1. Use of Integrated Media

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

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

Compulsory

- Digital Presentation Image

» Mounted Presentation Image
(Physical)

Highly Recommended
(Optional)
- Case Film

Optional
- URL
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F. Excellence in Media
Entries in these categories must demonstrate how a media execution was enhanced or
driven by data.

Materials

FO1. Excellence in Media Insights & Strategy new

Entries in this category will be judged on how a media campaign succeeded in unlocking
insights and understanding consumer behaviour/needs in order to develop a customised
media strategy that is in line with a client’s specific business objectives, market

FO2. Excellence in Media Planning new

Entries in this category will be judged on how a media campaign succeeded in unlocking
insights and understanding consumer behaviour/needs in order to develop a customised
media strategy that is in line with a client’s specific business objectives, marketing goals and
overall brand’s positioning.

FO3. Excellence in Media Execution new

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

Compulsory

- Digital Presentation Image

- Mounted Presentation Image
(Physical)

Highly Recommended
(Optional)
- Case Film

Optional
. URL
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MOBILE
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A. Technology Materials

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

AO01. Activation by Location

Use of geolocation and/or proximity technologies to activate a mobile campaign or
experience. This can include, but is not limited to: GPS and other macro-scale technologies,
Bluetooth 4 - 30ft, NFC, RFID, m-Commerce payment solutions, Bluetooth, notifications (e.g.
iBeacon) etc.

A02. AR
Use of AR, visual search and image recognition, including image and object recognition
technology and trigger markers such as QR codes, barcodes, etc.

A03. VR
Use of mobile based virtual reality technology to immerse a user within an experience.

A04. 360° Videos

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

AO05. Networked / Connected Mobile Technology

Cross-device work that uses at least one other device connected to a mobile phone
including, but not limited to, wearables, drivables, sports devices, smart watches, flyables,
household objects, screens; including cinema screens, smart TV's & digital billboards.

AO06. Wearable Technology
Native applications for wearable platforms that leverage the unique attributes of the platform
they are on. The software (e.g. the app or platform) will be judged here.

AO07. Data / Insight
The creative use of personal data to arrive at creative mobile solutions in order to target,
engage or develop a meaningful relationship with a specific audience or community.

AO08. Innovative Technology

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

AO09. Use of Advanced Learning Technologies new
Creative applications of mobile based intelligent technology, this can include, but is not
limited to, artificial intelligence, bots, Personal Voice Assistant etc.

Compulsory
- Digital Presentation Image
- URL

Highly Recommended
(Optional)
« Case Film
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B. Use of Mobile Materials
BO1. Mobile Websites Compulsory
All mobile websites including single execution websites and websites created as part of a . Digital Presentation Image
wider campaign. . URL
B02. Mobile Apps
Any application (native, hybrid, web-based or pre-installed) for a mobile device or Smart Highly Recommended
TV that can be accessed via the web or downloaded from app stores and other mobile (Optional)
software distribution platforms. )
» Case Film

B03. Social for Mobile
Mobile first executions or campaigns with people and social thinking at the core. The jury
will consider levels of engagement, social reach, activation/attribution, demand generation
and the creative use of social networks / activity in meeting set objectives.
BO4. Mobile Games
Brand related games designed for and played on a mobile phone, smart phone, tablet,
Smart TV or any other mobile device.
BO5. Mobile Advertising
Mobile banners, interstitials and other rich media designed for and played on a mobile
phone, smart phone, tablet or any other mobile device. You will be required to show how
the ad was originally displayed on the mobile device.
C. Campaign Materials
Mobile first campaigns and communication (not one-off executions) to enrich a brand,
product or service.
CO1. Integrated Mobile Campaign Compulsory
Campaigns that utilise mobile technology alongside other mediums. Entries in this category | . Digital Presentation Image
should demonstrate how the mobile component of the campaign interacted with the other . URL
channels (such as TV, in-store omni-channel experiences, press, outdoor, web, etc.).
CO02. Cross Device Campaign Highly Recommended
Campaigns that utilise connected/ networked mobile devices e.g. communication which (Optional)
follows the user from one screen to another, campaigns which link various mobile devices )

. : « Case Film
etc. Minimum of 2 devices.
CO03. Messaging Campaign
Campaigns that employ messaging platforms including, but not limited to, instant messaging,
push notifications (including iBeacon and similar technology), video messaging, photo
sharing, SMS etc.
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A. Music & Brands Materials

AO1. Artist in Partnership with a Brand or a Cause UL HEE

Collaboration between a brand and a music artist to co-create entertaining and engaging . Digital Presentation Image
live content to increase brand's reach and awareness and drive business. Including but . URL (A02. and AO6. only)

not limited to concerts, tours, festivals, sports events, exhibitions, publicity stunts and other
brand activations.

Y A2
A02. Use of Social / Digital Platform (MEH)
Existing or emerging social/digital platforms that utilize a music artist in order to engage Case Film

with a specific audience. Levels of engagement, social reach and the overall digital/social
branded strategy will be considered.

M A 2E
A03. Fan Engagement/Community Building . URL
Digital and social initiatives designed to engage, build and/or maintain an artist’s online
social fan base/community that may result in an enhanced brand affinity. Community activity
(passive fans versus active fans), engagement levels and the appropriateness of targeted
conversation/communication directed at active/non-non active users will all be considered.

AO04. Use of Licensed or Adapted Music

Placement of a track in branded communication that has been adapted or licensed by, but
not specifically created for, a brand or campaign. May take into consideration the sourcing,
procurement and suitability of the music for the brand. Includes remixed, remastered, edited
or re-recorded music.

AO05. 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 communications.

AO06. Use of Music Streaming Platform / Video Hosting Service / App
Creative use of music streaming platforms or video hosting services, including playlist
strategies, to promote a brand or an artist.

AO07. Use of Music Technology or Innovation
Creation or use of new technology in the promotion of a brand or an artist.

AO08. Music Live Experience
The design and production of experiences with music at its core. This might include
concerts, stunts, installations, and activations.
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Creative distribution of music content as part of an artist’'s branding to reach audiences in
effective ways.

AO09. Excellence in Music Video Compulsory
The jury will consider exceptional examples of original music videos. . Film
Optional
- URL
A10. Excellence in Audience Engagement & Distribution Strategy Compulsory

- Digital Presentation Image

A11. Excellence in Brand / Music Sponsorship or Partnership
Exceptional partnerships between brands and music artists that mutually benefit everyone
involved.

Highly Recommended
(Optional)
« Case Film

Optional
- URL
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A. Billboards: Sectors

Classic sheet posters made for outdoor and standard transit spaces. The same entry can be
submitted only once in this section.

Materials

AO01. Food & Drink
All food and drinks.

A02. Other FMCG
Beauty, cleaning products, other household goods, other FMCG.

AO03. Healthcare
Pharma, OTC drugs, wellness.

A04. Consumer Durables
Technology, homewares, furniture and lighting, toys, fashion, home appliances, other
durables.

AO05. Automotive
Vehicles, other automotive.

AO6. Retail
Retail, eCommerce, restaurants, fast food.

AO7. Travel
Travel, tourism, transport.

AO08. Leisure
Live events, museums & galleries, gambling, sports, gaming, other recreation.

AO09. Media / Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

A10. B2B
Legal, financial, B2B technology, consultancies & professional services, other business
services, internal & corporate comms.

A11. Consumer Services
Financial & insurance, telecommunications, private education, veterinary, energy, other
consumer services.

A12. Corporate Social Responsibility (CSR) / Corporate Image

Non-product based social responsibility campaigns aimed to address social, ethical and
environmental issues. Corporate Image campaigns including event sponsorship to build the
image/ raise the profile/ shape the perceptions of a brand.

A13. Not-for-profit / Charity / Government
Government, public information, other not-for-profit, military, charities, non-profit.

Compulsory

- Digital Mounted Proof Image

- Unmounted Proof Image
(Physical)

- Mounted Proof (Physical)

Optional
« Demo Film
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B. Posters: Sectors
Classic sheet posters made for indoor public spaces i.e. supermarkets. The same entry can
be submitted only once in this section.

Materials

BO1. Food & Drink
All food and drinks.

B02. Other FMCG
Beauty, cleaning products, other household goods, other FMCG.

B03. Healthcare
Pharma, OTC drugs, wellness.

B0O4. Consumer Durables
Technology, homewares, furniture and lighting, toys, fashion, home appliances, other
durables.

BO5. Automotive
Vehicles, other automotive.

BO06. Retail
Retail, eCommerce, restaurants, fast food.

BO7. Travel
Travel, tourism, transport.

BO8. Leisure
Live events, museums & galleries, gambling, sports, gaming, other recreation.

B09. Media / Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

B10. B2B
Legal, financial, B2B technology, consultancies & professional services, other business
services, internal & corporate comms.

B11. Consumer Services
Financial & insurance, telecommunications, private education, veterinary, energy, other
consumer services.

B12. Corporate Social Responsibility (CSR) / Corporate Image

Non-product based social responsibility campaigns aimed to address social, ethical and
environmental issues. Corporate Image campaigns including event sponsorship to build the
image/ raise the profile/ shape the perceptions of a brand.

B13. Not-for-profit / Charity
Government, public information, other not-for-profit, military, charities, non-profit.

Compulsory

- Digital Proof Image

» Unmounted Proof Image
(Physical)

» Mounted Proof (Physical)

Optional
« Demo Film
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C. Digital Outdoor

All digital 'out of home' work including all digital screens and ambient use of digital. The
same entry can be submitted only once in this section.

Materials

CO1. Static Digital Billboards / Posters
Awarding excellence and interesting use of non-motion, static digital billboards and posters.
Ads may have been created to be exhibited in loop with other digital posters.

Compulsory

- Digital Proof Image

- Digital Proof Image

» Mounted Proof Image

Highly Recommended
(Optional)
+ Demo Film

Optional
. URL

CO02. Interactive & Dynamic Billboards / Posters

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

CO03. Ambient Use of Digital Technology

All uses of digital outdoor and ambient digital that elicits physical interaction, engagement
and experiences for consumers. Examples include (but are not limited to) use of mobile with
a strong outdoor touch-point, interactive installations and special build, holographic images
etc.

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

Compulsory

- Digital Presentation Image

- Unmounted presentation Image
(Physical)

- Mounted Presentation Image
(Physical)

Highly Recommended
(Optional)
« Demo Film

In these categories, the jury will reward the creative and/or innovative use of the Outdoor
medium to communicate the brand’s message. The jury will consider how well brands are
finding new ways to enhance and reinvigorate the consumers’ experience by allowing them
to engage with and respond to Outdoor content.

Optional
C04. Ambient Experiential & Immersive Digital - URL
Ambient digital that elicits physical interaction, engagement and experiences for consumer.
Entries may include (but are not limited to) use of augmented reality, interactive ambient
experiences, immersive special builds and installation with digital elements or any digital
adaptation/site specific use of existing environments.
D. Use of Outdoor Materials

DO1. Standard Sites new

Work that pushes the boundary or broadens the scope of traditional outdoor mediums
including: Billboards, posters, transit advertising, commuter rail, wallscapes, displays, street
advertising. Entries may include, but are not limited to outdoor advertising designed for
standard advertising sites or mediums, but with 3-dimensional, active, interactive or multiple
elements.

D02. Ambient Outdoor new

Entries that look towards the future of non-standard outdoor advertising. Entries considered
will be forward thinking, never-before-seen and industry-shaping experiences that leverage
public spaces and are ground-breaking in their innovation.

DO03. Technology new

Innovative use of technology to create outdoor experiences for consumers.

Examples include, but are not limited to use of mobile with a strong outdoor touch-point,
holographic images, drones, augmented reality, computer-generated imagery, algorithms
and artificial intelligence.

2 A2

- Digital Presentation Image

- Unmounted Presentation Image
(Physical)

- Mounted Presentation Image
(Physical)

r

& A== (Optional)
« Demo Film

M A E=
- URL
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E. Ambient

Non-standard and free-format outdoor advertising that leverages the use of public spaces,
objects and environments in an unconventional manner. Work designed for traditional
advertising sites E.g. billboards/posters are not accepted in this category.

Materials

EO1. Non-Standard Indoor Advertising
All non-standard, format-free in-store and indoor advertising.

EO02. Small Scale Special Solutions

Small items that are distributed in the out of home environment for promotional purposes.
Includes stickers, flyers, ambient signage, key-rings, balloons, balls, stationery and other
branded items, petrol pumps, miniature models and builds, small attachments to existing
items or areas and promotional giveaways.

EO03. Special Build

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

EOA4. Live Advertising and Events

2 AEE

- Digital Presentation Image

- Unmounted Presentation Image
(Physical)

« Mounted Presentation Image
(Physical)

H¥ A& (Optional)
. Demo Film

HE A==

- URL
Outdoor activations that involve something live on the part of the advertiser and
are witnessed by an audience in real-time. Entries may include live performances,
demonstrations, branded concerts and promotional events.
EO5. Interactive Outdoor Experiences
Outdoor activations that involve something live on the part of the consumer. Entries may
include experiential marketing, consumer and audience participation, physical interaction
and interactive games.
EO6. Transit
Non-standard or free-format advertising using vehicles or transit sites/locations. Entries
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.
F. Integrated Campaign Materials

FO1. Integrated Campaign led by Outdoor

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

2 A2

- Digital Presentation Image

- Unmounted Presentation Image
(Physical)

- Mounted Presentation Image
(Physical)

H% A &E (Optional)
« Demo Film

M A E=
- URL
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A. PR: Sectors Materials

In these categories, the jury will reward the best PR campaign for the Sector selected. The
same entry can be submitted only once in this section.

AO1. Food & Drink
All food and drinks.

AO02. Other FMCG
Beauty, cleaning products, other household goods, other FMCG.

AO03. Healthcare
Pharma, OTC drugs, wellness.

A04. Consumer Durables
Technology, homewares, furniture and lighting, toys, fashion, home appliances, other
durables.

AO05. Automotive
Vehicles, other automotive.

AO0B6. Retail
Retail, eCommerce, restaurants, fast food.

AO7. Travel
Travel, tourism, transport.

AO08. Leisure
Live events, museums & galleries, gambling, sports, gaming, other recreation.

AO09. Media / Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

A10. B2B
Legal, financial, B2B technology, consultancies & professional services, other business
services, internal & corporate comms.

A11. Consumer Services
Financial & insurance, telecommunications, private education, veterinary, energy, other
consumer services.

A12. Not-for-profit / Charity
Government, public information, other not-for-profit, military, charities, non-profit.

L4 HEE

- Digital Presentation Image

- Mounted Presentation Image
(Physical)

« URL

HY =22

M E)

. Case Film
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—
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B. Practices & Specialisms
In these categories, your entry will be judged specifically on the PR practice & specialism
selected.

Materials

BO1. Corporate Image, Communication & Reputation Management
Campaigns to build the image/raise the profile and shape the perceptions of a corporate
brand, organisation or corporation.

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

B03. Crisis Communication & Issue Management

Campaigns to plan and/or handle the consequences of a crisis or an issue that may affect a
company’s credibility and reputation. Entries should demonstrate evidence of the planning
and/or implementation of a crisis communication strategy and how the desired outcome was
achieved.

BOA4. Business Citizenship / Corporate Responsibility & Environmental
Corporations addressing social and ethical issues.

BO5. Internal Communications & Employee Engagement
Business to employee communications and engagement, including change management.

BO6. Media Relations

PR that puts journalism at the heart of the campaign, with evidence of a high-degree of
innovation intended to engage, educate or influence editorial. Entries 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.

BO7. Use of Events & Stunts

Campaigns that use 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.

BO8. Live Shows / Concerts / Festivals

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

B09. Use of Celebrity, Influencers & Key Opinion Leaders

Campaigns that associate a personality or expert of great influence with a product/service
in order to reach specific awareness/business goals and/or to help establish trust with the
target audience.

B10. Sponsorship & Brand Partnership

Campaigns that utilise 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.

B11. Launch / Re-launch
Campaigns created to launch or re-launch a product or service.

B12. Brand Voice & Strategic Storytelling

Customised strategy designed to communicate it's 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.

B13. Content-led Engagement & Marketing

Creation and distribution of brand or company owned media assets in order to drive
engagement, earn attention and tell a story to promote or protect a company or brand.
Includes thought leadership, surveys, reports, blogs, newsletters etc.

2 eSS

- Digital Presentation Image

« Mounted Presentation Image
(Physical)

r

% 4= (Optional)
. Case Film

R s
- URL
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C. Digital & Social

In these categories, your entry will be judged specifically on how well the digital medium/
social platform was used to execute the PR campaign.

Materials

CO1. Use of Digital in a PR campaign
Digital communications desktop including: websites, microsites, search engine marketing,
native advertising, banner ads, email marketing, etc.

CO02. Use of Social in a PR campaign
PR campaigns that use social networking sites, blogs, wikis, video-sharing sites, hosted
services, etc. to create and/or enhance relationships with community/consumers.

CO03. Social Community Building & Management

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

CO04. Real-time Response

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

CO05. Co-Creation & User Generated Content

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

CO06. Innovative Use of Social Media
Creative utilisation of existing or emerging social platform(s). Evidence of innovative use of
the social medium, levels of engagement, social reach and strategy will all be considered.

CO07. Use of Technology

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

L4 A EE

- Digital Presentation Image

« Mounted Presentation Image
(Physical)

- URL

A7 A &5 (Optional)

. Case Film

D. Data & Measurement

Materials

DO1. PR Excellence in Effectiveness

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

DO02. Research, Data Analytics & Insight Generation

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

L4 EE

- Digital Presentation Image

« Mounted presentation Image
(Physical)

HZ A £& (Optional)
. Case Film

e 2=
- URL
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BACK TO SUPPORTING MATERIAL
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E. Campaign Materials
EO1. Integrated Campaign led by PR U+ HEE
Programmes that use multiple media platforms in one campaign which is initiated, . Digital Presentation Image

led or driven predominantly by PR. Entrants will be judged on how successfully they
have integrated the chosen elements or channels throughout the campaign, and must
demonstrate how well the different types complement and build on each other to
communicate the brand’s message and/or change consumer awareness and attitudes.

- Mounted presentation Image
(Physical)

2 =22 i
EO02. Costs / Creative Performance PR Campaign A¥ AZE (Optional)
Entries should demonstrate how well a low budget campaign (excluding all agency fees)
met its objectives. Entrants must detail the total budget as well as providing information
about any PR tactics or initiatives used to deliver the campaign.

. Case Film

Entrants must provide details of total budget excluding agency fees. Client must not be a charity or not-for-profit tl E—“| Z‘ll %%
organisation. . URL
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A02. Copywriting

A. Print & Publishing Craft Materials
AO1. Art Direction LA 22
- Digital Proof

- Unmounted Proof (Physical)

AO03. lllustration

- Mounted Proof (Physical)

AO04. Photography

A
A
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)

—

iy

AO5. Typography

—
. Demo Film

R
- URL
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A. Print: Sectors Materials

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

section.

AO1. Food & Drink oL AEE

All food and drinks. . Digital Proof

AO02. Other EMCG - Unmounted Proof (Physical)
Beauty, cleaning products, other household goods, other FMCG. - Mounted Proof (Physical)

AO03. Healthcare

Pharma, OTC drugs, wellness. HE A EE

+ URL

A04. Consumer Durables
Technology, homewares, furniture and lighting, toys, fashion, home appliances, other
durables.

AO05. Automotive
Vehicles, other automotive.

AO0G6. Retail
Retail, eCommerce, restaurants, fast food.

AO7. Travel
Travel, tourism, transport.

AO08. Leisure
Live events, museums & galleries, gambling, sports, gaming, other recreation.

AO09. Media / Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

A10. B2B
Legal, financial, B2B technology, consultancies & professional services, other business
services, internal & corporate comms.

A11. Consumer Services
Financial & insurance, telecommunications, private education, veterinary, energy, other
consumer services.

A12. Corporate Social Responsibility (CSR) / Corporate Image

Non-product based social responsibility campaigns aimed to address social, ethical and
environmental issues. Corporate Image campaigns including event sponsorship to build the
image/ raise the profile/ shape the perceptions of a brand.

A13. Not-for-profit / Charity / Government
Government, public information, other not-for-profit, military, charities, non-profit.




BACK TO SUPPORTING MATERIAL

SPIKES ASIA ALL SPIKES

GUIDELINES

B. Use of Print and Publishing

Materials

BO1. Innovative Use of Print new

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

L4 HEE

- Digital Presentation Image

- Unmounted Presentation Image
(Physical)

- Mounted presentation Image
(Physical)

H¥ A& (Optional)
. Demo Film

HE A==

Entries in these categories should show the creation of original printed content or its
integration into published media.

- URL
C. Original Print & Publishing Materials
CO1. Original Print & Publishing LA HE2

- Digital Presentation Image

- Unmounted Presentation Image
(Physical)

- Mounted presentation Image
(Physical)

HZ A E& (Optional)
« Demo Film

M 2=
- URL
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A. Radio & Audio

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

Materials

AO1. Food & Drink
All food and drinks.

A02. Other FMCG
Beauty, cleaning products, other household goods, other FMCG.

AO03. Healthcare
Pharma, OTC drugs, wellness.

AO04. Consumer Durables
Technology, homewares, furniture and lighting, toys, fashion, home appliances, other
durables.

AO05. Automotive
Vehicles, other automotive.

AO06. Retail
Retail, eCommerce, restaurants, fast food.

AO07. Travel
Travel, tourism, transport.

AO08. Leisure
Live events, museums & galleries, gambling, sports, gaming, other recreation.

A09. Media / Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.

A10. B2B
Legal, financial, B2B technology, consultancies & professional services, other business
services, internal & corporate comms.

A11. Consumer Services
Financial & insurance, telecommunications, private education, veterinary, energy, other
consumer services.

A12. Corporate Social Responsibility (CSR) / Corporate Image
Non-product based social responsibility campaigns aimed to address social, ethical and

image/ raise the profile/ shape the perceptions of a brand.

environmental issues. Corporate Image campaigns including event sponsorship to build the

A13. Not-for-profit / Charity / Government
Government, public information, other not-for-profit, military, charities, non-profit.

Rk -
- MP3 Original Language

M 22
- URL
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B. Innovation in Radio & Audio

Innovative use of the radio medium to communicate a brand’s message. Work that
enhances and reinvigorates the consumers’ experience by allowing them to engage with
and respond to the radio content.

Materials

BO1. Use of Radio or Audio as a Medium

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

B02. Use of Audio Technology

Recognises forward thinking ideas, whose creative use has directly enhanced the
experience of the listener. The technology demonstrated should be specifically for the use
of radio. This may include use of apps or mobile/web technology, software development,

2 AsES
- MP3 Original Language

A &2 (Optional)
. Demo Film

ME A EE

and technology that demonstrates a development in the production process and distribution | « URL

of audio.

BO3. Branded Content / Programming

Recognises creative excellence in paid-for, sponsored or brand funded content/

programming on radio stations. There is a synergy between the brand and programming/

radio station and it is more than a traditional ‘spot’. This may include streaming or podcasting

or programme sponsorship. The content should exemplify the brand message/ ethos, as

well as enhance the experience of the listener.

C. Craft Materials

CO1. Use of Music
Including original composition, licensed recordings or adapted/altered versions of an
existing recording.

C02. Sound Design
The process of specifying, acquiring, manipulating or generating audio elements. Including
sound effects, location recordings, ‘atmos’, etc.

CO03. Script

Recognises the ability of script to creatively transform a brand idea or message into an
audio context, that enhances the experience of the listener and meets the confines of the
brief and regional regulations. Scripts should be specific to the Radio medium (i.e. nota TV
script).

CO04. Casting & Performance

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

22
- MP3 Original Language

HZ A =2 (Optional)
. Demo Film

e A==
- URL
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H XA == suprporTING MATERIALS 7 [O| EE2}QI

ZEAOIM 71 Z25H 2AQYUCH BRASSL AAYHES0| OJAEY Al ZABLL 245 Y= A2 Y
Ot g Re 20| CHEUC B20f Ufef WK R A S0} St FOk AEE HDote Aot A2
| A9E QBUC 271 HES AT3AL YT HEF 2B MU DAt FR0)= A3 20|
H5L7| HO| S E0| | FHFIER] VLA HOIBHAUAIL.

r

EFHE ERY 2 MER 2I7F £URE 2, 2018 98 12 Hol| 25 FHY 2L 2O MBE2Z 15| YEE 27t
& 4 AFHH. O] A2 AO|AZ FOIH JPGR &2 DA A E2=200= O 3 4

o
0= 482 GEHH.

45 250 2alE = 3RS AIYst| ffsh ofelf 70| EEfel S E4ord Al L.

« 2= A0| £ T ZEfHIE|O[H O|0|R[= GO = &

of
LB 012 R G B (AU YD AHYD. ST S5 B Y YU IUS UAS AL Aok

- 92I2|'d SFY B S HASHE YL YL 58517 YEUTE HO| A L HOF 4 9 OLE BTI0| Ho| & DAl
ZQ0IE A0S SAISIT A2 CHAlL

- H.Z ZF20] CiaAf 0| Z0|Lt #2 F2|0flo|E = |, JHRI0] FA|EH oF FLict.

1. gl 2 Hl& 70| =241 LABELLING AND DELIVERY GUIDELINES

+ BB RO ENTRYLABELS : £88| 4o & 2820l 0092 83 /i 8 210120| Hogych 2ol 8ole 251
o 1g SEHSI X5 9lo0 AA| HZ20| HEE 3 RS TRSHEH WAHYYLE 2E 0|22 BE, ZHAR
U 2 ZH 220 M| HRELT

Y 2T 2 T4 20|20 YEEY. 2S5 o[H Y Lof o] =
gl AR LR 2O006HM 22 E e += AgHMH. &0 20 1*9-*. I =

c i AdE=S 2A E2AE29 3717 AAY 2R 2HEB M7 B/ 3 R0 = awards@spikes.asiag Solf T Hsl T
AL
« ZE H{SH|LG REEE THURI TS A %'E.*EHOF U HAEE 22 H M S TAS SH=0l Ot S 4|
A GsHH ME2E 24, A Z'"'rr, i% HiSH| 20 Oieh A2 MM o= 2FA0|A AgHH.

EFS 20| = N 24740 Y EE|0{0F 5HH, 0 7|0f|= ‘FESTIVAL MATERIAL - NO COMMERCIAL VALUE'2f1L 7| 2{3H{OF &+
of 28 A &S00 1.50 SGDO| S&H|7F 212 -+ AsHH.

o 25 Al 0L F-0| tiH|sH S0l tiolf 22 S0{0F YL F-O0|L &4, H|-§ /8 A HAEE XA = HA
2Hol.2 2| 2| Or&L|Ct,
o = 1 [ =]

o MA ERAEE2 YT HISEH M AR X2 A4t0] HYL MAF 20| = EFA0|A 22 S| s
OF oAl B2, HAEIE 22| =0| 2HF0f| 2 T SF0|L 1712 E52 Sreet & AsHH. © 0] 20| = H AE|E
S AFHO| MEHC 2 SO & offoF 5t 2= 2&H|= £84F S0IM EF YL EOf Mg Af2
awards@spikes.asiaZ O|HUS EL{AA| 2,
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HZH 2 70| =2l

BACK TO
ALL SPIKES

SUPPORTING MATERIAL
GUIDELINES

ZE A HE=2 ofll FAE BEUYAL.

Asian Advertising Festival (Spikes Asia) Pte Ltd
21 Media Circle

#05-05

Infinite Studios

Singapore

138562

Our telephone number is +65 (0) 6579 0549
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H XA == suprporTING MATERIALS 7 [O| EE2}QI

0|0|Z| T Al 70| £l

3| ME|0| M 0|0|Z| PRESENTATION IMAGE

YA Z2ME0]d O|0|R| = 2FE Al AH L2 ZHME|O|d otz A= O|0|R|2t F& HAET SO L 2|0 1000
HAEZ He|X 3, Z0HE 27084

When yo ur ki
move on. Adopt a dog

CHILD REPLACEMENT
PROGRAMME

Cj%|% m2|3E0] 4 oja| —
DIGITAL PRESENTATION IMAGE -"‘" a8
O|0| 2| 2 H 2 EAETHSO{7HA|ZHH HalHEo| MEAE JPG |8
= 20} 100501, MAEZ Saim, 28, At ) o X
MIEEA - JPG, CMYK, 7063 x 5008 pixels, 5 - 15MB.
594 .
L] £0|2| 92 (UN-MOUNTED) Z2|MEfo|44 0|o]x| I e
UN-MOUNTED PRESENTATION IMAGE ‘// ?‘ ;
3 3 820 223 CA|Y ZaME|o|M 0]0||e] AX &S g |
MIELHA| : 594mm x 420mm. T ——
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H X A== supporTING MATERIALS 7O E2}9I

ZH|Z}2 0] PROOF EXAMPLE
QB|AE B YWY TY MU S A YT 102 HSTUL

OZ|& SHIZE DIGITAL PROOF

QBRI FILE ROl ORI 2RO TR #
MEHAM : JPG, CMYK, 7063 x 5008 pixels, 5 - 15MB
Example of a Digital Proof

02| & 20|A| ¥=(UN-MOUNTED) 34 Af= UNMOUNTED PROOF
HAPAL AFEY HR[E SEAEY 24 28 =. o= 300 LEEE
e A2 E FIEEE 2|0 ¥zlotA| T A.

MEEM :594mm x 420mm.
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SPIKES ASIA

H XA == suprporTiNG MATERIALS 7 [O| EE2}QI

i R
N JEN 4
. 1
T y v .
/ \
/
= ASTRO TIARA, L D) i)
Patenst Siae plolc, platc S
[ Wiite
Damarainm. sy
b — L
=
o
——— TISSAE B0 SWEAR JAR
Matarat W iteg Rl B B, bowre
oo Black, white ol Sau
Demensons 4 I ) Dmemions 4B

I SCALE DRAWING

2| E Y EHY HAZ o|0|R| 0 & S4 1 2| =5 A14E L #3222 HO{oF g o}
MELEAM: JPG, CMYK, 7063 x 5008 pixels, 5 - 15MB.

L3

H Z 0[0|X| SUPPORTING IMAGES

2B B35S 22 00|25 U YAOE, A0 5YIA JH5t0 B Wastn Y
MELEA: JPG, CMYK, 7063 x 5008 pixels, 5 - 15MB.

CELLTE

rot
ox
Ho
=2
3
2
T
il
r
il

THE VOICE OF TOKYOD

HACAGNOUNT
Tokys FU i1 ane o The biggest andl ol

THE VOILE OF ART

W oKV FM

{5 i CreAle B EAMOII0N IR COMARLITS WD 4 73003 SOIPALIAL But#hie A0S
; i EERAEALES haw Tk M DOBOLIAEE TN FRaL vaice ¢ [he Oty Baiiy.
£ " L]
L] Mg SOLUTION

& 3 Ta visaliy represens that Teayo “LaGs” I

r it e

g Dair af Ups drz a
"' o TN A TREMES Qi
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at T
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P4 42| TEY SFHO2 912G 5HIA| 2. IpUQ| AT Afo] 2= 350MBY L LY.

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

HD 720px 1280px x 720px

Accepted 4:3 or 16:9 1024px x 576px .MP4/H.264 AAC, Stereo, 48kHz
720px x 576px
854px x 480px
640px x 480px

#AHo|£& B & CASE FILM (MAXIMUM LENGTH: 120 SECONDS)

EF40| toll 7tHs| 2ot LY. B Zof /Y, 217 &2 2 SO{7f0F YL L. HArer T H I AFEE|H,
2 YAO| Eol = ZRFEU D A0l & EF2 GO & A AsHOF fHH.

HEA : . MOV/ .MP4, 350MB.

FILM

2, 448 02 | S3H0F BLTH 2712 220 EL HEE Y| OPA| L. HOR 57| O
£ J0j2 HO| ATrS 2II3Ch CiY-2 5/ 8E|%| 9420 SOI5HA| L. Kol Aok

|OLf 31B0] HO{| & Q10{Lf ZfBhe T2 SAA| L

m=
=210
=2 B
o IT
= A=

M EEA: .MOV/ .MP4, 350M

\

Example Film Entry

§l 2 5Y4 DEMO FILM (MAXIMUM LENGTH: 120 SECONDS)

=5 B0 Tt HEH|O|E J-o|L4 2F2 S8 B4F £75H= ‘'making of & A& + UgHH.
H2 5Fd2 SOI= A|2faHoF &t

M ELHA| : .MOV/ .MP4, 350MB.

Example Demo Film
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https://www2.spikes.asia/winners/2016/media/index.cfm
https://www2.spikes.asia/winners/2016/film/index.cfm
https://www2.spikes.asia/winners/2017/digitalcraft/index.cfm?award=1

SPIKES ASIA

H XA == suprporTiNG MATERIALS 7 [O| EE2}QI

AlAHAlE W2 AWARDS SHOW FILM (MAXIMUM LENGTH: 30-45 SECONDS)
HOlA HEQ 42 HHULE, 2F20| 242 &2 2 AFAMM HHSH| 3 AUULTH HAM S0 SR o
SULH A A8 ES PO 2 A|2f8ljof g o,

MEHA| : MOV/ .MP4, 350MB

Example Awards Show Film

URLS
=5 A AE5hs URL2 “http//” = "httpst//"2 A|2{5{OF 5 2191 OfO|CjLt I A E GIO| MM AT 4~ QUO{OF &
H Ok A E5t= URLOI| 2018 98 30 7FR| AM| A7 4= RLOJOF BHTE= Aol Fofsl F4Al2

Example of a website entry
Example of a microsite entry

Example of an app download page

Example social media post

Example social media post

4 URL (VIDEO URL)
2fol EQIAO| =2 B s 20| URL

— O M- A

=
[

i3
—

Example Video URL

3| E|0| M AO| E URL (PRESENTATION WEBPAGE URL)
CHO|24E 37t Foi7t b F 0| FOi 2 2rB0| HFE HO|2|9 URL 2 A E3H

Example Supporting Webpage URL

7|E} I} 34| OTHER FILE FORMATS

JISER L
22 2j0] 0 WAE 12 MP3 202 T g HEYUCt
MBS A : 258 kbps A, 128 kbps = 22 58 .

2| @ o2
2o 2riQ HTO P2 i ChE2 MAIYYES0| ALSE 0|0 YA H Haf HHS 102 SHSHoF Ty,

HX ZHE (SUPPORTING CONTENT) [OPTIONAL MATERIAL FOR ALL SPIKES AWARDS]
SN HHE M, S84 HHL U S EX AR 2 HEY 4+ AU
= I FA:jpg, mp3, mp4, mov, doc, docx, pdf, xIs, xIsx, ppt, pptx

J2|0jo|E| E &1 B& (CREATIVE EFFECTIVENESS APPENDIX)

ME A 22S EXoNFc ARE E2 AYUHH. I E, =8, B8 A E &, 23 4 28 24 HO|E 55 5t
PDF 2 | &5yl L.
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https://www2.spikes.asia/winners/2016/digital/index.cfm
http://inspacewetrust.org/en/
http://www.because-recollection.com/
https://play.google.com/store/apps/details?id=com.imagemetrics.lorealparisandroid&hl=en_GB
https://twitter.com/dominos/status/601112246916222976
https://www.instagram.com/p/ysJHTgj9mC/
https://www.youtube.com/watch?v=QrG4xikTsPw
http://casestudies.se/slow-down-gps
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