SPIKES ASIA

ENTRY KIT
Getting Ready to Enter

AED 7| E

=S5&HIo17|



2026 0{#{ =
2026 AWARDS

- &2} Contents

QL2 2 2tC|HAudio & Radio 3
ee ZY 9 243} Brand Experience & Activation 10
32| 0f|0|E| £ B2B Creative B2B 17
Az2|0f|o|E| 2 42l Creative Commerce 22
A2|0j|0|E| 2 §|O|Hf Creative Data 32
2|0 0|E|E 21} Creative Effectiveness 37
2|0 0|E| & M EF Creative Strategy 42
C|Xt2l Design 49
C|X| & 32} = E Digital Craft 57
CtO|3 E Direct 62
Al E{Ef| Q1™ E Entertainment 71
& Film 79
FA A2 = E Film Craft 89
AolY Gaming 94
=22 B%tof CHSE 4 Glass: The Award For Change 97
A A7 0 Healthcare 99
MY 3= E Industry Craft 119
&AMl Innovation 128
& Integrated 130
0| £|0f Media 131
=< Music 144
= 2| Outdoor 149
PR _ PR 157
Ol4f W Z=T Print & Publishing 167
24 8 2IEF M Social & Influencer 173
EEFH|5L7| Getting Ready to Enter 186
HZx Xt= 70| E2tQl Supporting Material Guidelines 195
EE% N2 %Y How to Craft your Entry 210




O{f|E E0}17}7|

1S Spikes Asia

2r|2 Sl 2tE|@ ALO|AAE ARRE & 2|0 0|EH|E|0f F0{X|= & &ILICH

EEH2 YS WO U8 2EZ0M QUR 24d, S YU E= AN 20 2E2|2YS S HHE HAIXE HESI=
52 BO0{F0{0f ZLCH
o HAZIELZE FZOtO[C|0jet T 8l O 27t A F Lo
o MEGHFIE| D27 YO A= o 2| Y L0 Y HES EFY 7 A= Ax0= MOl YELICH B, D. 202 8
BiE|e R0 2 HES o Y 25 + USHCL
o MM BOIDOIM 2t 213 E50| HTStH, 2= A2 EF 712 Wofl O|R0{Mof gLt
o MM AZCOME F2 HAS SILIC| EELZ £ #& AUSLIM H, 2= 202 % 2 e A2 =F 712 ol
0l

el @, 2 Sd, R2[X8 2H=0= XY 2 Zotshe 22 s AT

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

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

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

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

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

e Subtitles are highly recommended on all case films, films, demo films and original content.
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A. Innovation in Audio & Radio
Innovative use of the audio medium to communicate a brand’s message. Work that enhances
and reinvigorates the consumers’ experience by allowing them to engage with and respond to
the audio content.
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AO01. Use of Radio & Audio as a Medium ¢ H=SS
The innovative or creative use of audio or radio as a medium, with evidence of how it was
used in a creative and innovative way to communicate the brand’s message. ME ALY
L URL
. CXg Ex BEHX
e [C|XE X 0|O|X| -
JPG
o 2rjemy
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If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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A02. Use of Audio & Radio Technology

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

AO03. Voice Activation

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

304 0/3}9 MZ 202 WL HE FHA/L
A04. Branded Content [ Podcasts

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

Please provide a sample audio file of up to 30 minutes.
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AO05. Content Placement
The contextually relevant creation and placement of sponsored messaging within appropriate
programming.
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A06. Audio-Led Creativity
The innovative integration of multiple audio driven elements or channels that complement and

build on each other to communicate the brand’'s message and/or change consumer
awareness and attitudes.

Compulsory
e Casefim

Highly Recommended
(optional)
e  Demo film

Optional
. URL
e  Digital supporting
content
e Digital supporting
images - JPG

. Audio File

FEEZ T 2E0] YA PA] FALt ofofst F20 2= &R o‘:_'qgeg P

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

HggLir)

he English version shall prevail.




O{f|E E0}17}7|

1S Spikes Asia

B.2C|Q U BC|Q 44
B. Excellence in Audio & Radio
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BO1. Use of Music

Including,but not limited to, original composition, licensed recordings or adapted / altered
versions of an existing recording.
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B02. Sound Design
The process of specifying, acquiring, manipulating or generating audio elements, including
sound effects, location recordings, '‘Atmos’ etc.
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BO3. Script

Recognises the ability of script to creatively transform a brand idea or message into an audio
context that enhances the experience of the listener and meets the confines of the brief and
regional regulations.

Scripts should be specific to the audio medium. Scripts for film work will not be accepted here
unless the work ran as a standalone audio content.
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B04. Casting & Performance

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

TE!

A
T

. oreny

AT (M M)
. HEgy

e A

* URL

o LCIXEExZHZ

o [CX€ 2x 00| -
JPG

Compulsory
e AudioFile

Highly Recommended
(optional)
e Demo fim

Optional
. URL
e  Digital supporting
content
e  Digital supporting
images — JPG
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If there is any inconsistency or amb:gu:ty between the English and Korean version, the English version shall prevail.
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C. Culture & Context
Audio work that is brought to life through cultural insights and regional context.
If you are submitting more than one execution please upload all executions in a single file
with a gap to denote each new execution.
COLEZ HIE Eha
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COLl. Local Brand
Work for brands distributed solely within a specific locality. The work should resonate with a
clearly defined, local target audience.

%’é%*xl I%* 10 CHS3H0] S2|00JE|E2 M WA S =YD pid S Etafste BN ALt S A
A2|0O|E[H|E|ES AMEStE 27N HES U0l BHE
CO02. Challenger Brand

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

C03. THY Al E |2l

. oreny

A (M A1)
o A gy

REPG
e URL
o CXYEZXIHX
e [C|X|™ X 0|OJX| -
JPG

Compulsory
e AudioFile

Highly Recommended
(optional)
e Casefim

CH FIH/X A TOIM D LA AL YR E SER SBE 0P S BX AT 2 Optional
DOHEIQER| Ao} LT, TR .
e Digital supporting
. . content
CO03. single-market Campaign «  Digital supporting
Work that only aired or ran in a single country [ region / market. The work should describe images - JPG
how it was designed for the specific target market.
C04. 28 AT
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CO04. Social Behaviour
Work inspired by a specific audience or community, relying on identifiable social behaviour. The
work should demonstrate how leveraging insights into consumer behaviour can create a
powerful connection with a brand.
C05. S0 AtE
BHE FHFUAOIEN 0 7|&2 Botd S5 AH Qo x|, At 7|LEE S0l ¥3at
SAUE YYOHME 4B S T, 7|90 20, RS RYSts 5
CO05. Use of Humour
Work that celebrates the art of humour in branded communications. Infusing wit, satire,
and cleverness into campaigns that provide amusement and create memorable,
laughter-inducing connections with audiences.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’555 2L HEEILLL.

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

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

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

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

C08. Market Disruption

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

e A
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URL
OX| g Bx 2BEIX
C|X| & 2% o|O|X| -
JPG

Compulsory

Audio File

Highly Recommended
(optional)

Optional
L]

Case film

URL

Digital supporting
content

Digital supporting
images — JPG
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CO09. Cultural Engagement NEW

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

FREL FEE0| YA AL} YOYF 20| A= P FRES 2H HBHLIL,

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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D. Audio & Radio: Sectors

The same entry can be submitted only once in this section.
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DO1. Consumer Goods

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

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

D02. & AH0f

Hef, otc ofF, UE.
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A02. Healthcare
Pharma, OTC drugs, wellness.

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

DO3. &Y, ElI X, 201, HAEZ X YAEFE HQ
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QEEHQIHE 5l g

2 2
toet S =S 2

DO03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

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

DO4. O|C| 0 [AE{HAHE
2o, W3t Tv, EE L OIK, M, 52, CIXY BHE, 7|Ef 0jH.

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

DO5. 2 H| X} MH| A [B2B(Business to Business)
DEJYEHE 33 MEA, BE 38,B2B 7|5, HEE X HME MH|2, 7B H[ =LA MH[A, L2 2

719 AR LA O

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

TE!
+

e eIy

e A

e URL
e CXEExZFH=
e [C|XE X 0|O|X| -
JPG
Compulsory

. Audio File

Optional
. URL
e  Digital supporting
content
e  Digital supporting
images - JPG
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If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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DO06. Not-for-profit / Charity | Government
Government, public information, NGOs, military, charities, non-profit origanisations.

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

FEED F2E0 YA AL YU ££0| A= FP FEEE P4 HEHLICL

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

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

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

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

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

Hglj= ol Ol St Sl H 3
A.BRHE AS Sl 2doL 232 =
Ol MMl S FES B Bt S + USLCH Materials
o L] o
A. Brand Experience & Activation: Sectors
The same entry can be submitted only once in this section.
AO1. 2 H|Y Exg
MEZ 928 24 8E B4 8F 7|6 HEB HE, 7|EHFMCG, o1 F U AN M2, 7H, 28X 7HE, ©  HXNE=e/EHo
RS X O RS HIE O Mu|A S ESH L4t AT oL L7 28K, oloIAl - JPG
DE YAEEC FE2 03, OfF X 20f Y258 Y Y2EEC x2l0f FE0f BL/CH AZ(H= AD)
o A FY
AOl. Consumer Goods
. . . . I . MEH A}SH
All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning
products, other household goods, other FMCG, clothing and accessories, furniture, consumer ° URL
: : ; e OXYExIHX
electronics, cars and automotive products & services. = ==
e [CX|" 2x 0|OJX| -

All fast food entries should go in A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains JPG
A02. EAHOf

Compulsory
Mo oTC A&, UY. H/ g2/ AH4 LA H2. e Digital presentation

image - JPG

A} ERA) 6] G2 2|22 ThAC 2 AAE &5 -2 A06 22 FEH0f ZL/C)

FREL FEE0| YA AL} YOYF 20| A= P FRES 2H HBHLIL,

OT o= TUY 7055

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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A02. Healthcare Highly Recommended

Pharma, OTC drugs, wellness. (optional)
e Casefilm

If the work has been created for a Charity/NFP then this should be entered into A06. Not-for-
profit / Charity / Government.

Optional
= - = . URL
A03. 0|, 2| X, A0, M AER WA EZLC Kol m )
o, 2N, 20, HAEY U HASFE Ho L o supporting
e ue XSS TS ZE RS W OfF 23 MH|2 8f2 2 T AEY A2 HS 2ot B E Content
AMEIE|QIHE SLAN 22 MB[A 2210l A0y, 4, 0|84, &4 S7AE Zofel 25 0iE. »  Digital supporting
FHI|Qt 7S BES DS Y AES O IIAEZE KOl Images - JPG

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

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

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

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

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

HFLIA 0.

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

A06. H| F2|/xHd EHA| [ &
HE, 32, NGO, 2T, At EHH, HI 2] EH.

ECSR 582 28 22 Y/t MHE 22 2 YEo/F07. 72 B& U ALS/E Ml FE A 2/0f

=
=80 gL/}

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

All CSR work should be entered in the relevant sector and/or EQ7. Corporate Purpose & Social
Responsibility category in section E. Culture & Context

g2E0 T2L0] YXPA] FAL) ofofet F20| SE R FEES P HELL/LL.

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

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

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

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

YES7LL datots 5.

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

N SNEESTE N
o|0| | - JPG

AZ (MY ALE)

o A BY

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

e CIX/® =X 0jOjx -
JPG

Compulsory
e  Digital presentation
image - JPG

Highly Recommended
(optional)
e Casefilm

Optional
. URL
e AR/VRfiles
e Digital supporting

B02. ¥ AlO| E [OIO| A2 ALO| E ALR

SRUE HAO|E EE OfO|TRAOIES ALBSHO) AH|RHO| HOIE RESHD MUKl HAUC FHS

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

Content
e  Digital supporting
Images - JPG
oA
2T

e OXEz=2|HE ol
O[B[X| - JPG

e OXEExXZH=
o [CIX|™ 22X 0|O|X| -
JPG

Compulsory
e  Digital presentation
image - JPG
. URL

Highly Recommended
(optional)
e Casefilm

gEEn 2220/ YNHT YL HTE L0/ U= 2 gEES 24 YL

L/t

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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Optional
e AR/VRfiles
e Digital supporting

BO3. i+ 2| HZE| X MBS 7=

BE A o 24zt LYo M 7|=o ZAHE A2|OO|E|EE {|1 no| HOE REsts 2UE 4,
2 3 A2 25t 9l 2to| 2 O[HIE Al AR, VR, XR, M0{2l2 7|& ¥ ZHIY 7|7, 28 7|&,
SEHQ 71=, 2z, Thed MA|, HEFHA SO S0 B E AMS EHE 52 Zake 5= len 0[of
TS| K| RSLICE. R7| BHA 7|22 AIME2 =& E|X| 25Ut

B03. New Realities & Emerging Tech

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

W
o
>
)
e
Bk
|.|-|
T
e
In
ox

Ll

B04. Gaming-Led Brand Experience

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

BO5. C| X| & A X|

1242 BojS0| 1 DIl TS Yefotn D20 HOIZ REHY| ) FHIE (72 EE A7
2% CIXE ZY L O|M=. of7|0= VR/AR, TE| A2, Chel H3 50| BYE & AsLct

BOS5. Digital Installations

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

B06. Tech-led Brand Experience

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

Content
e Digital supporting
Images - JPG
e

N SNEESTE N
o|0|| - JPG

AT (M A1)
T

e Ap

e URL

e AR/VRIIY

o [C[|XY EX 2HX

e [C|X|¥ 2= 0|OJX] -
JPG

Compulsory
e Digital presentation
image - JPG

Highly Recommended
(optional)
e Casefilm

Optional
] URL
e AR/VRfiles
e Digital supporting
Content
e Digital supporting
Images - JPG

geEy F2E20/ INT YL} WP 20| = FP IRES 2H HEELLL

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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C. Retail Experience & Activation

itz

Materials

os) LKL AUHIuHxF L] A
T B2 ZE ME0|M DS FOIA|Z| 1 LS ME EAL AN, AA AlS &S R EY
OfZ LY S A0f .

oln
fjo
Hl
oo
rot

CO1. Customer Retail / In-Store Experience

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

HO0IS QEol7| 9Bt 2210l Tl Qmatel BN BRM EE M AN 0|C/0f 3R,

CO02. Retail Promotions & Competitions

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

A, 02 25 Fol, WHH A2 7HX SUE 28 2/0] 20 0jHHl Zn 2yets

C03. Customer Acquisition & Retention
Work that creates meaningful, engaging experiences and activations in order to attract or

=l

A
=T

CIX|E =285 ol

O|O|X| - JPG
HE (M AL
o At G
MEd AL
e URL

CX g Ex FH=X
CIX| & &2 0f0[X] -
JPG

Compulsory

Highly R

Digital presentation
image - JPG

ecommended

(optional)

Optiona
L]

Case film

I

URL

Digital supporting
Content

Digital supporting

maintain customers, encourage customer activity and increase overall transaction value. Images - JPG
o OA
D.HAUE HY 244 Xtz
L] o
D. Excellence in Brand Experience Materials
DO1. 20|2 Hallc Y £ = 2/ 5) ERs
AH|X} E= BB O|HIENM Y2l RE 20| HE AE e SM3L M|, HE A|Q, 29 Hhats| e [C|X|E =2|MHOIM
AT BN AEO S0| EB O[Ol x| - JPG
. . I H& 3|
DOL. Live Brand Experience or Activation AZ(L M)
o AR FY

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

AT
I
u
o
)
om
M
N
=
e
ot
0x
i2a}
o2
m\l

72| H, HE2AE AHE & ZAE

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

e A
L]
L]

URL
CIRlg 2 28X
CIX| 2 2% o|0|X] -
JPG

Compulsory

Highly R

Digital presentation
image - JPG

ecommended

(optional)

Case film

geLy F2E20] YA YA NI £L0| Yk 32 GLES 24 HEEL/L}

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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DO3. AZA A Sl BHAHE THE L4 Optional
S24H0| D H7IHel HUE FY Ex BHE BEO|E TELY/AENY. FEXL © K
_ = . e Digital supporting
DEHY/AZMAO| Ot ZIHOIQEXE 7IE 22 MAME L CH Content

e Digital supporting

DO03. Sponsorship & Brand Partnerships Images - JPG

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

DO4. EAI[THE A
CC

BAUE, HE L= MHA EA £ HEAIE I8 UHSOT 2HE Z £

il

rir
gk

‘g5t

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

D05.360 & 2 E FH
BEE HAIX], HF L= MHAE Z3t6tn 2y 2o= 220 Sl 2= el oFE K 2 29,
DO5. 360 integrated Brand Experience

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

E. 23+ 5 &

281X QA0 =9t KT WS S5 4

E. Culture & Context

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

> It
E =t

o

oA
=

rir

y i)
Materials

bu

EOL. 2EH HIE
4 XY LYo M Bt RE &= B0 of
FZ0|0{Of L L},

rot

ZE5. F=| HolE XY U Bt B0 St retE &

A

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

EX
= o
o7
=1

d

E02. MZIX HHE

EO02. Challenger Brand

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

Eh S 7H XA /Ao M S H e AL B E SEE
EEH2 8 £ BEX AT XA Dot=A=X] ZYsHoF gLt

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

M

AL
ae
o CIX|E Z2|MHO|M
O|O|X| - JPG

AZ(M A1)
. A Y

e Arg
e URL
N EEELLES

o C|X|E Bx O|OJX| -
JPG

Compulsory
¢ Digital presentation
image - JPG

Highly Recommended
(optional)
e Case film

Optional
e URL
¢ Digital supporting
Content
¢ Digital supporting
Image - JPG

FREL FEE0| YA AL} YOYF 20| A= P FRES 2H HBHLIL,

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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E04. AN HE 25
S X9 Ei X|Yo| M L2AE|E Of0|C|of, B, 7HK| U Bto|ZAELYO|M HIRE MY Ths A o CIXIZ =20l
oX 952 5 SF HE/AHRUEOM 92 we BN SERL 24X S0 T3 2AAto| ololxl - Jpe
EE 280t 2R 28T dES Y8 & A= YYS 2RO gLk
AZH(ME A
. . Ol A
EO4. Social Behaviour el 8¢
Work inspired by a specific audience or community, relying on identifiable social behaviour.
The work should demonstrate how leveraging insights into consumer behaviour can create a ME AR
powerful connection with a brand. * URL
o LIXE 2= BHZE
° o o C|X|E Bx O|OJX| -
A
5.7 AL JPG
HME AHARUA MO RO 7|&S HotdH EF5. HH QAo THA|, X, 7|22 SoiL0f Y5 SHUE
HYSIHME 72 T4, 7|90 2D, 28E REsts £
Compulsory
¢ Digital presentation
image - JPG
EO5. Use of Humour
Work that celebrates the art of humour in branded communications. Infusing wit, satire, and Highly Recommended
cleverness into campaigns that provide amusement and create memorable, laughter- (optional)
inducing connections with audiences. e Case film
E06. 0f| 4 SI7 Optional
e URL
AR Qe A QF B E DEX| Q2 o A Gl /e X122 A 2|0f|0|E|E 2 AFRSIY] A|CHo| 2 &= o .
¥ 9/=E @t | et o4t W/ RhelS S2(0fo|E| =2 ABSto] HThol it HE  Digital supporting
EEL AHE ALY = 2Pt A QIALO|E, H2|S K|, M5 s I D2 HxLA Content
ZHE OB sHAY =X 20 F0{0F BHL|Ct * Digital supporting
Image - JPG
EO06. Breakthrough on a Budget
Creative use of modest budgets and/or resources in relation to the market and/or industry to
create maximum impact. The work should demonstrate how fresh insight, smart spending and
compelling strategic thinking solved a business problem despite limited resources.
E07.7|% S5 2 AbS| ™ MY
A3l 221, 4 2H S CHRE S8 XN SEX/2UE YEF| SELS 2UCo 2H0| UG
o0 AZS =M OfEA JHAE FEotD X FAS|0 FEe FASK 20f F0{0F LTt
BE bge) XM Y FE B EEEL 5 22 Y EE YMD. 202 X B2 #2229/ D06
B Glf A} B &R FHH 2] 0f EEH TLAIL.
EO7. Corporate Purpose & Social Responsibility
Purpose-driven work/brand activism that address social, ethical and environmental issues.
Entries should demonstrate how the brand'’s purpose has created value and impacted
communities by connecting customers to culture.
All not-for-profit, charity or government work should be entered in the relevant sector and/or
DO6. Not-for-profit / Charity / Government category in section D. Audio & Radio: Sectors.
E08. Al m
HX|[XG/22Y 2ol th3stol M2 Pt a0l fEt Hi2{E 20 F& 720 2UES
Hasts ML WY +8% Has
E08. Market Disruption
Brands that have creatively adapted their strategy in response to local [ regional / global issues,
embracing new ways of delivering their brand while showing consideration for the consumer.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’555 2L HEEILLL.

If there is any inconsistency or amb:gu:ty between the English and Korean version, the English version shall prevail.
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E09. Cultural Engagement NEW

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

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

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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32|00|E|2 B2B 20| A A& THE 7|5 CiM3 0Lt A2 E 27YSt= HI=L & QAL ZYAL = 10| HEAE FR EHUILE o=
7|t M, A, M

o
MEE BAE FYE R REYLC

EEM2 0400 HZE Zolstn BME AHMYGZ JISIH 33Xz YHE HAUsts, BV|A Ml §7|H BHE 75 WE0| =35
O|F &= Al S EO{OF ghL|Ct

e AMArIFEOIM 02| 7}X| 7|EO| ME{E|H, CHS D 20| JHEX| 7} K0] &l L|C} 20% & 2| & 0}0|C|0f,30% T &, 20% &3, 30% 21}
o  MEM g = e 20l Hsto| gl LIt

o FhE| 2] 7F HBHgo| Rl ot A2|0f0|E|2 B2B AMO|AA0 SY HES EF
. 'A06.§7| Halc 1= 7| D2|e EE XA 7|7H2 2023 19 19~2026F 19 31Y QIL|C}.
. = A S, 2 Y, 22|X|E 2H= = A4S ZaAst= AE Zs| AYLLICL

The Creative B2B Spikes celebrate a business product, proposition, service, solution or experience whose primary buyer is a

business decision-maker or group of decision-makers/buyers who make purchases/transactions on behalf of another
businesses.

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

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

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

e  For'A06. Long-term Brand Building’, the eligibility dates are 01 January 2023 — 31 January 2026.
. Subtitles are highly recommended on all case films, films, demo films and original content.

A=
A.32|0j0|E| 2 B2B b
HEAHO| 7| S tilsl Foidhs M & £= M2
Materials
A. Creative B2B
Any product or service that is purchased by professionals on behalf of businesses.
EE
AOL AEZA-X| AEg|al MM o C|X|E =2 HIEO|M
SRS GAIR], HE EE AHAS ZS6I0 B4 Dok 2atol EE QA0 O MY B, OlBIA - Jpe
. W EH(MEH AFEH
AO01. Cross-Channel Storytelling NEW AP(U= AE)
Online or offline multichannel experiences made to engage and amplify a brand’s message, o Ml 3¢
product or service.

aeEy FEE0| YXGX YAL) YOF HEO Uk HP FLELS LM HLHL/C}

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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Halcolo| MAH £ Z315tD 7|0 He AES M26H7| Qo A= S2|M E= 0K E dd. 224y
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04_

A02. Brand Experience NEW

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

A03. S{AF BEIX ARG A4

o -
HIZLA EE DY @50 TS o) 2HUXS oMo Y UE I, 202 X 2R, BHUE

ol

A03. Innovative use of Content NEW
Creative use of content to increase business or customer activity. This could include, but not be
limited to, film, audio and radio, branded content, PR, etc.

A04. £X3} 3 &0 MA
S|
S

HNSHE Sof 2UHOE Al DAS KISHLE OIS 0| BO{ UL 7| E D2 BAS Lot SEX,
ClO|E{2t QIAO|ES HAT O 2 BBBH0] AT HIALIA £k N BE FTOE 0[0j7 AS £ ofo}

ELIEt

A04. Targeting & Engagement NEW

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

AO5. 21t 3 &% A
A Hato HEN G2 0|F HF 7|HS o= H0|1 fANCR st AE Erfd, Matg, A g,
HHME QX &, FEE, 13 L, 5 2o M 52 =eeta| 0|0 FoHE|X| Z&L|Ct

AO05. Effectiveness & Measurement NEW

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

Compulsory
¢ Digital presentation
image - JPG

Highly Recommended
(optional)
e Case film

Optional
e URL
¢ Digital supporting
Content
¢ Digital supporting
Image - JPG

A06. E7| HHE 33 A
BI|H mAE HEE & QESHE YA HUE EXIMY

0] I a2/ & A& 7|7hS 3HC 2 GfE|0) 2023 1812-2026 18 312 g/L/Tf BE 552
BIEA] Ere/Bt &7] 2 2/0/0f OF L/ L.

A06. Long-Term Brand Building NEW

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

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

FEED F2E0 YA AL YU ££0| A= FP FEEE P4 HEHLICL

o 5oH

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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A07. Breakthrough on a Budget NEW

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

A08. Challenger Brand NEW

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

A09.7|Y SX L ALSIH &Q AN
A2l 2], 27 BR|E ChRs 21 X|gH SEA /U WEFo| SERS v 2H0| A
2310) GBSO M O 1K S HEHD BEH 0| FEES FASK| 20| F0{0F FL|T

A09. Corporate Purpose & Social Responsibility NEW

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

A10. A|ZH X Al
WX XY/ 22E

) o on
ML 22 WHS +83 BUC,

A10. Market Disruption NEW

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

All.B2B A= E A1d
Etelot AT ES Soff £l &l Ao|X 2B OF0|C|0f, OtE C|2M, C|X| 2 I =E, Y4t X%, 7+m|2t0| E,
U AER|0|M, EtO|Za2fT|, ALYl S8 Z3stE| 0|0 2HE|X| & L|Ct.

Al Craftin B2B NEW

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

15}

AL
T
o CIX|E =gj|FEo|M
O|O|X| - JPG

AT (MY L)
o AbR Y

-~

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

e C|X|E 2Z O|0[X]| -

JPG
Compulsory
¢ Digital presentation
image - JPG

Highly Recommended
(optional)
e Case film

Optional
e URL
¢ Digital supporting
Content
¢ Digital supporting
Image - JPG

FEED F2E0 YA AL YU ££0| A= FP FEEE P4 HEHLICL
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Al2. Integrated Campaigns NEW

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

A13.B2B QI E 2 A OFAIE A
QIERAME Ho|Ho= &8s A L S22 0|Z0{LiD L0 QAAZHO| YhS O|X|0, 23 14|
Mo, HEUA S8 24, HRUE £ AHXOH 38 dES & &HE.

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

ol A
=2T
o CIX|E =gj|FEo|M
O|O|X| - JPG
HE (M AL

o AR S

ey Apg
e URL
o C|X|Y X BHIX
e CIX|® &= O|0|X| -
JPG
Compulsory
¢ Digital presentation
image - JPG

Highly Recommended
(optional)
e Case film

Optional

URL

Digital supporting
Content

Digital supporting
Image - JPG

FEED F2E0 YA AL YU ££0| A= FP FEEE P4 HEHLICL
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The Creative Commerce Spikes celebrate the innovative and creative approach to online and offline commerce, payment
solutions and transactional journeys.

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

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

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

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

L] E =
A. 3 C|0O|E|E ¥HEf: &£F -
ol MMols SUB FEES B W MY 4 AT Materials
o
A. Creative Commerce: Sectors
The same work can be submitted only once in this Section.
AO1. A H| XY B
ME Q2R 24 8E B4 8F, 7| 71HE ME, 76 FMCG, oI F 9 HKIAE], 7+, 2HIXE 71, * CIXIZ Ze/mEold
RIS A O KFSAFHIE 9 MHIAE T3 24t 2T oL L7 2|F, olBIxl - JPG
BE HAEFEC SEXC 03 O/ N £0f HLEE Y HLEEL K 0I0f EESH0F BL/CH AZ(H= M)
o A2 B4
AO01. Consumer Goods
All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning M A
products, other household goods, other FMCG, clothing and accessories, furniture, consumer * URL
electronics, cars and automotive products & services. o X EX ZHX
o CIX|E &x 0[0|X| -
All fast food entries should go in A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains JPG
A02. HAFAH0f Compulsory
RS OTC %Z 77 ¢ Digital presentation
image - JPG
A02.Healthcare Highly Recommended
Pharma, OTC drugs, wellness. (optional)
e Case film
gE£20 20| YX[SLA] Y7L} Offzt B2 0] Sl FR 8’555 R4 HEEIL/L,

If there is any inconsistency or amb:gu:ty between the English and Korean version, the English version shall prevail.
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L]
OlE{E|QIHE Sl 3f|X 22 MH|A, 22101 ADjAF LA D|2A HEA ZIPAE LSSt O = Ozt L X
,_1‘”,_,__*&”",_,_ 'I |—.|_ I'n_ H_o, (SN=P |oE,‘|‘o EH g Zgot 2 Ho . Dlgltolsupportlng
FtHet sHE 2T REYAEY A HAERE Q! content
¢ Digital supporting
AO03. Travel, Leisure, Retail, Restaurants & Fast Food Chains Images - JPG
All transport- and travel- related services, including public transport and tourism boards. All
entertainment- and leisure-related services, including museums, festivals and gyms. All
shops, including online retailers, opticians, hairdressers and estate agents. All restaurants and
fast food chains, including cafés and bars.
AO04. O|C|0f [AE{EQIHE
%ﬁ Yo, Tv, ST X O4A|, M, 7, CIX|E SE, 71EHOHA.
A04. Media [ Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.
A05, 2 H|X} AH| A /B2B(Business to Business)
HE JYH SS MH|A, BE, 88,828 7|, TS S HE MHIL, 7|EHHIZLIA ME[A LR 87| Y
AHFLAH oM
AO5. Consumer Services [ Business to Business
All commercial public services, legal, financial, B2B technology, consultancies & professional
services, other business services, internal & corporate communications.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’555 2L HEEILLL.
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B. Commerce Channels

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

BO1. 2 H[AEZAM MY g2

48 ZHZS P30 DAS BO|S0| 1 HIXLIA YIS 0| BojL = BB * CIXIE Zeps|od

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

O[O[X| - JPG

AT (M M)
o A g4

Aoy Apg
e URL
S EEEETES

e CIX|E 2% O[OfX] -

JPG
Compulsory
¢ Digital presentation
image - JPG

Highly Recommended

(optional)
e Case film
Optional

e URL

¢ Digital supporting
BO2. B HI F = A2 content

174 oY 2|3, ol Sof, 4N MBS 0|BOf W Y 472 SR 22|0j0jE|= #E. ) :Dlglwl e
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B02. Mobile-led Commerce
The creative application of mobile commerce solutions which led to the optimisation of the
customer journey, increased engagement and commercial success. This may include, but is not
limited to apps, wallets, reward programs and hyper convenience.
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B03. Entertainment Commerce
The seamless integration of transactional commerce and entertainment content through
unexpected partnerships and brand experiences. This may include, but not limited to, long-form
content, retail theatre, gaming, sports, music, virtual worlds, etc.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’5%% 2L HEEILLL.
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B04. Omnichannel Commerce
Work that effectively integrates multiple conversion touchpoints in Social, digital and/or
physical channels.
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BOS5. Innovative Use of Commerce Channel
Commerce work that demonstrates the inventive use of new or existing technology, platforms,
media or channels.
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B06. Commerce Media NEW

Celebrating work that transforms commercial media spaces into powerful brand storytelling
opportunities. This category recognises work that strategically harnesses retail media networks,
shoppable formats, and commerce platforms to create meaningful connections at the moment
of purchase decision. The work should demonstrate how media placement within the
commerce ecosystem drives both engagement and measurable business impact.
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C.Engagement
Creative commerce work in this section should focus on engaging and captivating audiences
both online and offline.
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CO1. Targeting, Insights and Personalisation
Dynamic content that enriches the user’s shopping experience and drives engagement to
achieve business results.
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C02. Conversational Commerce NEW

Work that uses messaging services, chatbots, voice assistants, customer assistance, etc. to
improve the online shopping experience through real-time, personalised customer
engagement
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This could include, but not limited to, offline retail promotions, store displays, pop-up stores P URL
(]
and events, product sompling/triol, limited edition products, etc. L .
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C04. Customer Acquisition & Retention
Online and offline work designed to attract or maintain customers, encourage customer
activity and increase overall transaction value. This may include, but is not limited to,
promotions, competitions, geofencing, app and social integration etc.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’5%5 2L HEEILLL.
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CO05. New Redlities & Emerging Tech

Immersive experiences that creatively push the boundaries of technology within commerce.
This may include but not limited to Al, AR, VR, wearable tech and mobile devices, voice
technology, blockchain technology, Web3, gamification, virtual worlds, the metaverse and all
other emerging platforms. Does not include prototypes of early-stage technology.
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CO06. Brand Strategy NEW
Innovative strategic solutions to brand challenges that have a tangible impact on customer
experience and engagement.
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D. User Experience

Commerce work in this section should focus on the customer journey, ensuring a seamless
experience at every touchpoint.
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Celebrating the entire customer journey, from initial awareness through to post-purchase. This
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D02. eCommerce Websites [ Apps
The creation of exceptional eCommerce B2B or B2C websites or apps. This may include, but is

not limited to, the seamless user experience, functionality and the conversion rate of the
website [app in order to drive sales.
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DO03. Payment Solutions

Creative use of payment solutions. This could include, but not limited to, software & apps,
blockchain technology, cryptocurrencies, NFTs, mobile wallets and reward programs
automation, delegated authority, hyper-convenience and order buttons. Does not include
prototypes of early-stage technology.
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DO04. Sustainable Commerce

This could include, but not limited to, responsible consumption and production, packaging,
economic models (ie replenishment), environmentally friendly shipping options, waste
management, commerce for good, etc.
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DO5. Inclusive Commerce NEW

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

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

EOL. Challenger Brand NEW

Brands that have creatively adapted their approach in response to competitor pressure by
challenging the status quo to create game-changing work that uses progressive thinking and
innovative creativity.
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EO02. Social Behaviour

Work inspired by a specific audience or community, relying on identifiable social behaviour. The
work should demonstrate how leveraging insights into consumer behaviour can create a
powerful connection with a brand.
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EO3. Breakthrough on a Budget NEW

Creative use of modest budgets and/or resources in relation to the market and/or industry to
create maximum impact. The work should demonstrate how fresh insight, smart spending and
compelling strategic thinking solved a business problem despite limited resources.
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EO4. Corporate Purpose & Social Responsibility

Purpose-driven work | brand activism that address social, ethical and environmental issues.
The work should demonstrate how the brand'’s purpose has created value and impacted
communities by connecting customers to culture.
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EO5. Use of Humour NEW

Work that celebrates the art of humour in branded communications, infusing wit, satire, and
cleverness into campaigns that provide amusement and create memorable, laughter-
inducing connections with audiences.
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E06. Market Disruption

Brands that have creatively adapted their strategy in response to local [ regional / global issues,
embracing new ways of delivering their brand while showing consideration for the consumer.
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EO7. Cultural Engagement NEW

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

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

* A number of criteria will be considered during judging, weighted as follows: 20% creative idea/data solution;
30% data driven strategy; 30% use of data; 20% data driven results.

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

e Subtitles are highly recommended on all case films, films, demo films and original content.
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AOl. Data-Enhanced Creativity HEH(ME AL
Creative work elevated through the use of data or data-driven methods. This may include, but o AME YA
not limited to, personalisation and interactivity. The enhancement should demonstrably
improve both the customer experience and the outcome. MEH AFE}H
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The creative use or interpretation of data to deliver effective targeting. The Work should
demonstrate how data contributed either to programmatic targeting or provided a key
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quantitative insight that helped define the target brand message or channel, allowed for ighly Recommended
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better personalisation or increased a brand'’s position in the market. (op ) )
e Case film
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A03. Data-driven Consumer Product Imgages _Fjr;G °
Physical or digital products created using data and research. Work which clearly
demonstrates how data has contributed to the development of the product and how the
product met business objectives. Sales data and ongoing data based product improvements
will be considered.
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A04. Data Storytelling
The creative use of data to convey a powerful brand narrative. The work should show how
data driven insight increased consumer engagement or how messages derived from data
were presented to provide successful brand / consumer stories.
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AO05. Data Visualisation
Bespoke visualisations of complex data that coommunicates information clearly and efficiently
to consumers in a way that led to a change in behaviour. This includes but is not limited to
online dynamic, static, interactive or real-time infographics and offline visualisations such as
visual installations and activations.
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A06. Data-technology
All forms of data driven technology, including but not limited to, models, tools, platforms, apps
and algorithms. The Work must demonstrate how the application or invention of data
technology enhanced a creative message. The work should clearly illustrate how the data
technology improved a campaign, including a breakdown of audience, message, channels
and delivery.
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AO07. Use of Real-time Data
Data created or used in real-time that provides dynamic content or enables an on-going
consumer relationship. The Work should clearly demonstrate the responsive relationship
between real-time data and the creative output, showing how the data improved the
consumer experience by making the work more relevant, timelier or personalised.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’5%5 2L HEEILLL.
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A08. Social Data & Insight o A 3E
The creative interpretation of data specifically generated from social media platforms in order
to target, engage or develop a relationship with a specific audience or community. Insights M A
gained through the strategic use of social data and associated targeting methods will be * URL
considered. o CIXE Hx ZHIX
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AO09. Creative Data Collection & Research
Data-driven research (including market research), data sourcing and/or data aggregation, Highly Recommended
carried out in order to deliver a stronger brand strategy. The Work should thoroughly outline (optional)
how the selected processes, research methodologies, technologies, channels and/or e Case film
resources influenced the overall outcome.
Optional
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A10. Data Integration

The integration of multiple data streams to provide new insights from planning through to
delivery of a creative campaign or brand strategy. This may include but is not limited to data
collection or fusion and technology-enabled integration of data from various sources and
connection of data streams.
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B. Culture & Context Materials
BOL.2Z HME AMd g
3 X9 LHo| M2 SEEE 20 ChEh Glo|Ef 7|8 AT 0L, Fs| HolEl K| L Bt HE0 o CIXIE =2Eod
ZUD g Yo7l TE0|0{0f Bt ololxl - Jpe

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

BO2. MZIX BME 42
X3 FY YOIM 7IE DME WD MEL BRYS HOIKO2 RIS HHC. HO|EO| SAT 28
S OS50 7IE YUS WD ZA YUES BSOM X,

B02. Challenger Brand NEW

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

BO3. THe A 2wl 412
chel %7r/x|°'/A|ﬂ01| 19F SEE|2LE R E Hlo|E 7|8 Aol SEXL oY W0 S B
AIZOll 93 OfE 7| LA =X D Yol Of BTt

AZ (MY ALE)
o AbR Y

rx

o AbE
o URL

o CIX|EBEX ZHX
e CIX|Y 2 O|D|X| -

JPG

Compulsory
¢ Digital presentation
image - JPG

Highly Recommended
(optional)
e Case film

Optional
BO3. Single-Market Campaign NEW e URL
Data-driven work that aired or ran in a single country [ region [ market. The work should ¢ Digital supporting
describe how the campaign was designed for the specific target market. content
¢ Digital supporting
BO4. At2|H M E MM Images — JPG
S BB/FIRUEOIN FH3| ERfLi= MEH WS HIOIHE 7|82 2 7|2l 2 F. EEE2 24Xt
YS CMOIEE 283 =S| Hot HHES JYot S HE0{oF FL T
B04. Social Behaviour NEW
Work that leverages data inspired by a specific audience or community, relying on identifiable
social behaviour. The work should demonstrate how leveraging insights into consumer
behaviour can create a powerful connection with a brand.
BO5. M AL 41
HHE FARUAOIMOM RO OadE BHOtY HFL2, WX, AL, 7|EEE S0lLo St
3UNS HHIPME 5222 0, 7|90 SO0, 88 FUsts UHQ.
BO5. Use of Humour NEW
Work that celebrates the art of humour in branded communications, infusing wit, satire, and
cleverness into campaigns that provide amusement and create memorable, laughter-
inducing connections with audiences.
BO6. 0f 4 St 41
A WfEE Ao HRE WX 22 ol R/EE XHUE Ho|Ho 2 ALgsto] Aol mat &=
SN2 MetE AMHROE 2750 KO HIOJE 2, Hilet C2AMOIE, 2B X &, €58 U=
HEY M2 H=LA 2HE o2 sHBH =R 20| F0{0F LICt
BO6. Breakthrough on a Budget NEW
Creative use of modest budgets and/or resources in relation to the market and/or industry to
create maximum impact. The work should demonstrate how the creative use of data, fresh
insight, smart spending and compelling strategic thinking solved a business problem despite
limited resources.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’555 2L HEEILLL.
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BO7. Corporate Purpose & Social Responsibility NEW

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

BO8. AT XH 44
X|%/27H 22 ol+0| (S8} M2 MolHoz N BAUS Ho|E ol HolH £E

O[S BIEfOE HAME e YAS MEA TH ARRS A5 0{0F BLCH

mjo

Sl H| R}

B08. Market Disruption NEW

Brands that have creatively adapted their strategy in response to local / regional [ global
issues. The work should demonstrate how the creative use of data helped embrace new ways
of delivering their brand while showing consideration for the consumer.

B09. 23| &of M
23}xf 7|6to| & 2SH L

2 £ ZSH| U AH ZHO| DA MY S2HS LA O J
IHE. ol2feh B WAL A0 Fol, Mg, 915, 4% X/, #)0l o 22N BYS Yuohs
g, S, WSO 0|23 XH0|S ¥ 01F fABtLICE 0|2{2 QIAfO|E & Cet BF0| B c o}
0/C|0f 2 S Melsts WIS Saflh), 450 YUES o|BojgLct,

B09. Cultural Engagement NEW

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

15}

AL
T
o CIX|E =2|HE oM
O|O|X| - JPG

AZ (MY ALE)
o AR Y

rx

E RN
e URL

o C|X|Y X BHIX
e C|X|E 22X 0|0JX]| -

JPG

Compulsory
¢ Digital presentation
image - JPG

Highly Recommended
(optional)
e Case film

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

FREL FEE0| YA AL} YOYF 20| A= P FRES 2H HBHLIL,
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o A IFYOA OfE] ZHX| 7|F0| WA E|, CH2 1t 20| 7S K| 7t £ O{ E L|CH 25% OFO|C| 0], 25% &, 50% S & A1t
OfOJE|2 2t0f= S AF2 32K £ & AGLICL CIEHA S 2|0 0|E|2 2IhR 2'0l= L 2 ES o ¢t
2 = AE LI

2{H EF2{0] 2023, 2024 FE= 2025 A0f0| A OFA|OF I AE|# & SHLIO| A X3 BAHLE 2T = =0 2T0{0F
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The Creative Effectiveness Spikes celebrates the measurable impact of creative work.

The work should demonstrate how an effective strategy rooted in creativity has met its chosen business objectives, generated
positive customer outcomes and driven sustainable business impact over time.

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

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

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

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

=
A.3E|MO[E|H T3 £ & -
Ol MMo| FEXNE S RRUN DEE 2D HY FHHO| AL SN Y = ZMUER Materials
Ol F0f Z=F = RO Lt
Ol 4i0l= 5L EFS o U HEL 5= AFLICH
o o
A. Creative Effectiveness: Sectors
Work in this section should focus on effectiveness achieved in a particular sector, and whether
the work achieved or exceeded its objectives and goals.
The same entry can be submitted only once in this section.
AO1. 2 H|xY Exg
NE QSR 84 8F ¥4 8E, 7|6 1S FE, 7IE FMCG, O F X K| A2], 717, 2HIX} IHH, ° MR 2AMT 29
AHSA A RSA M E L AMB[AE IR Lob 2| T ef LT 2H| . o U SN
HAEZC = N M Arg
BE WYAEFLE ZEXC A03. O 2K L0 HAES X HAEFLE X 0Iof ZZF 30 ZFL/LY
e URL
. 22
AO1. Consumer Goods
. . . ) I . o CIX|E &= 0[O|X| -
All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning
products, other household goods, other FMCG, clothing and accessories, furniture, consumer JPG
electronics, cars and automotive products & services. Compulsory
) ) ) ] ] * Written Explanation
All fast food entries should go in A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains. « Client approval letter
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A02. EAFH0f
H ok oTC %*E, A Optional
e URL
- ) e o e Appendix
AfM B B G Z)EE LY CZ X E St FEEO -2 A06 22 FE3YOF BIL/Ct H ZEl AfM  Digital supporting
ELAY B2 Images - JPG

A02. Healthcare
Pharma, OTC drugs, wellness.

If the work has been created for a Charity/NFP then this should be entered into A06. Not-for-
profit / Charity / Government.

A03.0{H, 2|, 20, Y2 EZ U AEZE 3l
s nE 2 TS

[N o ’ = =
AEJEQIHE Sl 2 & 23 MH| A 210l 20, 3, 0184, 234 SIHAE ZEst 2= 0E
Ftoet =0 S TYTH 2= AR S HAETE Al

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

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

A04. O|C|Of[AE{HQIHE
3|

=9, Aot Tv, ET 3L 04|, M, 72, CIX|E S3F, 7|EF OfH.

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

AO05. 2 H| X} A{H| A [B2B(Business to Business)
DEYYH 33 MHA, BE, 58,82B 7|5, 2T W HE MH|2, 7|E H|ZLA ME|A, LR 2T

AL o4,

do rin

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

A06. H| F2|[xHd EHAl [ &
HE, 3, NGO, 2T, A EHH, HI Y2l EH.

2189 MBI Yoy hpr BE SEIS B £ Y wk YU, 15 IS H29/B03. 42 B

S 2/00/E]E Bif FH 15/ = F&3OF BFL/LY

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

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

gesn F2L0| YN YLl YU HE0| Uk F2 FRES 2H HE

Lo
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O MMo| SEAS EES S¢f BMET} MeEl A|Z0|A O|RH ZEES AR 20 Fojof M :
aterials

ot

B. Market

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

achieve their objectives in a chosen market.

BOL. TH A[E g+

Ao Bt BN AIKO| Y B AN PHE SEX SZH2 BY AT 22 EZX0| ofEH| « MEIBME 2T

A2(010|E| 2 2 NOHE|QPEX|Q OfFH MEH B LA HIHS SYYEX LYo eLict ¢ A SUM

BO1. Single Market

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

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

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

B03. %-?—IEFE I [O|E| 2 = 3t

2|0f0lE|2 EEXC| £ Thsd Sl
1o €2 20l & = A= BUWEES Q[ EEXO|0OF FLCL EEH2
IS EA o]F WE=X],

HO|A=X| 20f F0{0f gL Tt

L
Jio
H
N
¢}
rir
TT=

B2
)l
'__‘

B03. Creative Effectiveness for Good

Celebrating the measurable impact of creative work with social purpose at the heart. The work
should be for a charity, non-profit or government body or for brands who can demonstrate
they worked in partnership with a not-for-profit organisation. The work should illustrate how
the campaign drove tangible results and was instrumental to cultural change or integral to
achieving a brand's purpose.

ey Apg
e URL
. 55

o CIX|Y 2 0|0|X| -
JPG

Compulsory
e Written Explanation
e Client approval letter

Optional
e URL
e Appendix
¢ Digital supporting
Images - JPG
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c.Hiic =M 8l 7|3

itz

Of 7te| 2| o] EF%2 ufofEl 2 E CHO|Lt 7I§I01|+$’é1% SFOF LI Lt EFA2 BMES| HEfY Materials
tea MEst S8 AHE X EH 1 0|/ E E Ko ghLict
og o
C. Brand Challenges & Opportunities
Work in these categories should focus on the brand challenge or opportunity identified. The
work should explain their strategic response, as well as specific channels and touchpoints
chosen and why.
COL E4A| 25
HE Ei Mul20| EAIE 98 BE SB% « ME 28
o 1 BOIN

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

co2.2|=2
HIZ, MH|2 £ ZE 0| 7|1 E FHgo 2| 2= /2| Z Al

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

e CIXZ 2 o|O|X| -
JPG

Compulsory
e Written Explanation
e Client approval letter

co3. g5
2IHOoR Mg DS RASIAHL ME2R HOIE O|20U= £ 282 MER2 HIZLHA £ optional
N =F0| FIHE B F0i0f gLk e URL
e Appendix

CO03. Acquisition * Digital supporting
Work that effectively attracts new customers or drives new engagement. The work should Images - JPG
show an increase in new business or customer activity.
C04.5%|
7|E 07 BAE SYOLL BStE EFY. EFU2 MER HIZH A EE I 250 IS 29
Z=0fOF gfL(C}.
C04. Retention
Work that enhances or strengthens existing customer relationships. The work should show an
increase in new business or customer activity.
CO5. HAZHEHS
HAT AL, B3 2H, 0 ol 28 BR 53 7158 (S8 SPsHe HAUNQ AA|ZH 250
Hgots ZaN o2 EFAYE SE5.
CO05. Real-time Response
Effective targeted work which responds to world events, public affairs and other real-world,
real-time activity prompting social sharing and a measurable response.
C06. X| = P%P_P 43
S2[00E|E EFAC F7|H 0| FOX= 4. EF2 F7| U AH| Qo] HEH AE OfEH
O|E0f HEX |, =Py Hotol Lot SRUEX| £= BHE S8 FY0| Lot Z+HO|AEX] 2o
Z=OfOF gLICt O] ZhE| 1 2|o] EF 22 0f2f sof 2% ZuhE Eof F0{0f BfL|Ch
CO06. Sustained Success
Celebrating the long-term impact of creative work. The work should demonstrate how a long
running campaign drove tangible business results, was instrumental to cultural change or
integral to achieving a brand'’s purpose. The work in this category must show results over
several years.

gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’555-2 2L HEEILLL.
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Co07.¥¢
ol A
HIZUA S8 242 3t 2 EQL 00| A| L= MHE L Of] O] A|S] B0l 2 F2|0f0E|=2 EFXte| | =T
Ay
£ Jhsth F2ol| FOoiX = . 252 YOI OfEA 2B H=H A Z1HE 0|80 JHl=X| 20 * MEE3
=o{of &tL|C} o MM SOIN
e = .
. MEH A}S
CO07. Collaboration "\ Mg
L[]
Celebrating the measurable impact of creative work that is the result of a collaboration L;R;
between brands and agencies or partner agencies to achieve a business goal. The work $ TS
should demonstrate how the collaborative effort drove tangible business results. e CIXIE 22X 0[0|X]| -
JPG
co08. o &t Sxt
A+ Olfe= A T4 | OFx| ote Ab Ol e = X2 O|E JNE=2e1 X|CHo pNE comPUIsory
SES; x/—l—t RAAH QF 2t =l BEX| 42 Of At x/—l—t IS J2|0O|E|E 2 A SHO] X[CHe| =at &E e Written EXp|0I’]0tiOI’]
EZ2 MoteEl At =75k &S QIALO E, R xl%l A5 e MM ALDZ HELA e Client qpprovcﬂ letter
ZHE HEH SHEJR=X| £0f F0{0f LTt
Optional
C08. Breakthrough on a Budget * URL
Creative use of modest budgets and/or resources in relation to the market and/or industry to * Appendix
create maximum impact. The work should demonstrate how fresh insight, smart spending and * Digital supporting
compelling strategic thinking solved a business problem despite limited resources. Images - JPG
C09. #zZIX HilE
BY YN 2 LHof thSoto I2[0f0E|22 F2 YA S P31 vl S Bttsts TEH Aot MY
2|0 OlE[H|EIE AtE8ot= 27| &ES TS0 E EHE
C09. Challenger Brand
Brands which have creatively adapted their approach in response to competitor pressure by
challenging the status quo to create game-changing work that uses progressive thinking and
innovative creativity.
CO10. A& w2t
Hx[X/22E 2Hol 83t M2 xFstn a0 thet HiHE 2o F= vt 2UES
HUsts 28 WHS +83% 2UE
C10. Market Disruption
Brands that have creatively adapted their strategy in response to local [ regional [ global issues,
embracing new ways of delivering their brand while showing consideration for the consumer.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8”555-2 2L HEEILLL.
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The Creative Strategy Spikes celebrate the idea behind the idea - how strategic planning can redefine a brand, reinvent its
business, and influence consumers or wider culture.

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

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

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

¢ The Creative Strategy Spikes Award eligibility dates are 01 January 2023 - 31 January 2026, where the strategy
being judged was first implemented within the eligibility period. For 'C04 Long-term Strategy’, the eligibility dates
are 01 January 2021 - 31 January 2026.

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

A.3c|0O|E|H HER 2 E -

O Mol 5L EF2 o HT HEE &= AL Materials
A. Creative Strategy: Sectors

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

AO1. A H| XY B

AZ 928, 24 8 Y4 85 |6 JPYE ME, 7|EHFMCG, °1F X UMM, 71, 2HIXF HE, © B=HA
AHSA A ASAHE W AMH[AE Zotoh Lo AH[ T LY AH[X.

(M AR

AO1. Consumer Goods o At FY

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

products, other household goods, other FMCG, clothing and accessories, furniture, consumer M A

electronics, cars and automotive products & services. e URL
. 22

A02. EAF|0f o CIX|Y HE BB
o C|X|E Ex O|OJX| -

H o, oTC %*E, U2
JPG

A B B B Z)EES Cf S oZ M EEES R A06. 22 FEBOf gL/} H el X
EIAY) B2 Compulsory
¢ Information deck

AO02. Healthcare

Pharma, OTC drugs, wellness. Highly Recommended

(optional)
If the work has been created for a Charity/NFP then this should be entered into AO6. Not-for- e Case film
profit / Charity / Government.
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If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
42



O{f|E E0}17}7|

1S Spikes Asia

Optional
e URL
e Appendix
¢ Digital supporting
content
¢ Digital supporting
= = = Images - JPG
A03. Oi%, B|H, A0H, YAEY W HAEFE K[Q 9
(15 25 L BaEe ZEt RS 08 9 O/ B MH|2 H2 B ALY YA2YS BEE BE
ANEHQIHE Sl 2 M 2 MH| A 220l £, otdH, 0|84, RS SHAE Zeddt 25 0fE. 7t
27 BEN RE YrEd WIAETE Kol
A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains
All transport- and travel- related services, including public transport and tourism boards. All
entertainment- and leisure-related services, including museums, festivals and gyms. All
shops, including online retailers, opticians, hairdressers and estate agents. All restaurants and
fast food chains, including cafés and bars.
. O|C|of [ E B Q1 R
%—. Yo, Tv, ST X O4A|, M, 7, CIX|E SE, 71EHOHA.
A04. Media [ Entertainment
Music, film, television, publications & media, books, news, digital platforms, other media.
A05. 2H|X} A{H| A [B2B
HE YN S MHIL, BE 58,828 7|E, UET A WE MH|L, 7|Ef HIZLIA MH| A, LR 7|
HFLIA 0.
AO5. Consumer Services [ Business to Business
All commercial public services, legal, financial, B2B technology, consultancies & professional
services, other business services, internal & corporate communications.
A06. H|H2| /Xt THA| [ &
&, &, NGO, =, At EHAf, H| S 2| EHA.
ZECSR FEX2 HE 22 Y EL MM C. &8 X E079/C05. 7/ F&# Y ALF g
FHE| 20 EZE Yok B/t
A06. Not-for-profit / Charity [ Government
Government, public information, NGOs, military, charities, non-profit organisations.
All CSR work should be entered in the relevant sector and/or C05. Corporate Purpose & Social
Responsibility category in section C. Challenges & Breakthroughs
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’5%5 2L HEEILLL.
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B. Insights & Research Materials

15}

A
T

BO1. HO|E{ & 4
GO Ef £ 443t s Aof dZhe we Mk oo|gf aret © B=HA

= = 21 S =

YEo B RLA 272 Hoilh SHY Ut 2
Slgt 017, 2atel §E 0|, §7 4, Hoj B, A8|X HAE THe| 0lo[E| S8 E8,

AZH(ME A
BO1. Data & Analytics o Atef
Strategy inspired by insightful analysis and interpretation of data, revealing a clear business

problem/opportunity. Including, but not limited to, the use of data science, commissioned M AR
research, online behavioural data, statistical analysis, sales information, consumer first party * URL
data etc. o 2X
o [|X|EH EX ZHIX
e C|X|E 22X 0|0JX]| -
JPG
B02. 8= QIAIO|E Compulsory
455 /A H|XEOf| THSH 202 Of6f 2 HI LI 20| OfEH| S AIX Ol YBFS O|M=X| Bt #S IHetS EE5H0] * Information deck
Y3 Z2Ee FE5t Wyet Ao E2t E2EX. WS G, AH|XL QIAIOIE, 24 2|Ad, 231 .
L . o . Highly Recommended
S 227X, 2 g, Mg It 52 =2 (optional)
e Case film
B02. Audience Insight
How deep understanding of the audience/consumers has created a transformative effect on Optional
the business. Work that demonstrates the application of behavioural science in relation to e URL
building and creating the audience profile. This may include but isn't limited to behavioural e Appendix
economics, consumer insight, social listening, cultural trends, ethnography, experience * Digital supporting
mapping, heuroscience, etc. content

¢ Digital supporting
Images - JPG
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C. Challenges & Breakthroughs Materials
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COl. Challenger Brand Strategy

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

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

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

Entries should identify a minimum of three countries/regions the strategy was applied to.

C04. 7| HeF
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C04.Long-term Strategy

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

There is an increased eligibility for this category of 5 years: 01 January 2021 - 31 January 2026.
All work entered here must be for a single long-running campaign.
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e URL
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o CIXE BxX 2EX
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JPG

Compulsory
¢ Information deck

Highly Recommended
(optional)
e Case film

Optional
e URL
e Appendix
¢ Digital supporting
content
¢ Digital supporting
Images - JPG
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CO5. Corporate Purpose & Social Responsibility

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

All not-for-profit, charity or government work should be entered in the relevant sector and/or
A086. Not-for-profit / Charity / Government category in section A. Creative Strategy: Sectors.
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CO06. Market Disruption

Brands that have creatively adapted their strategy in response to local / regional / global
issues, embracing new ways of delivering their brand while showing consideration for the
consumer.
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CO07. Cultural Engagement NEW

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

AT (MY L)
o AbR Y
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MEH A}

== oS

e URL
. 22

o C|X|Y X BHIX

N EEEXIE e

JPG

Compulsory
¢ Information deck

Highly Recommended
(optional)
* Case film

Optional
e URL
e Appendix
¢ Digital supporting
content
¢ Digital supporting
Images - JPG
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D. Partnerships & Perspectives Materials
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DO1. Brave Brands

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

e A

URL
gs
SEEEEES

CIX|g 2= o|0JX| -

JPG

Compulsory
¢ Information deck

Highly Recommended
(optional)
e Case film

Optional
e URL
e Appendix
¢ Digital supporting
content
¢ Digital supporting
Images - JPG
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DO02. Collaboration

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

o A S

-~

Mo A
e URL
. 2=
. AMAE P
o CIXIEEX
o CIXIEEX
JPG

Compulsory
¢ Information deck

Highly Recommended
(optional)
e Case film

Optional

e URL

e Appendix

* Awards Show Film

¢ Digital supporting
content

¢ Digital supporting
Images - JPG
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E. Excellence in Creative Strategy Materials
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EOl. Experience and Relationship Models

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

o AR S

e URL
. 22

o XY BX ZEIX

e CIXZ 2 o|O|X| -

JPG

Compulsory

E02. HFHE H=f e Information deck
SUEO| UM, HH TXINGO| (et 24 SBRL JHA| Mok ALY, MAL HHE ZXM Y 2 WS yighly Recommended
HOf F0{0F 5T, O| 40| AFHo2 M2 Y 7, O =2 2HUE Tos, 48N 4522 0|0 M ZZE| (optional)
20f Fofof g * Case film
Optional

e URL
EO2. Brand Strategy .

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

Images - JPG
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The Design Spikes celebrate visual craftsmanship.
The work should creative approaches that use visual and strategic design to build strong brand connections, engage
audiences, and leave lasting impressions through cohesive, impactful communication.

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

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

e All work entered into category 'A04. Product Design’ must be available for purchase in order to be eligible.

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

A. B E C|X}Ql =

Crdoh 23 E HEto| HAIXE 2atH o= HESH= S A4 AHFLIFH 0l & TRl Materials
L]

A. Brand Design

Excellence in visual communication and design that effectively conveys messages across

various platforms.

AOL. B[ 7] XA P
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AO1. Brand/Corporate Identity
Creation of a new brand or corporate identity for any product, service or organisation. This can

include, but not be limited to, logos, stationery, and other branded materials. * URL
o C|X|E #X ZEIX

e A

Please note this must be for a new brand or corporate identity. e C|X|Y 2 O[O|X| -
JPG

HEOo| B|Ha = [B| T A|
7|E 2ME Mol 2|2 [a| I AL

el

Compulsory
¢ Digital presentation
image - JPG
bl E PIef O|F B2 59 O Z HEH FEA/L.

Highly Recommended

A02. Rebrand/Refresh of an existing Brand (optional)
Rebrand/refresh of an existing brand identity for any product, service or organisation. e Case film

e Physical support
Please provide examples of the previous branding for comparison. material

geL 7220 YXGX| YL O HE0] U= HE 8”5’55 ou K28/}

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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A03. Packaging Design NEW
Celebrates innovative and effective packaging that enhances the brand experience.

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

A04. H|E Cixtel A4

=
AHTHSH 28 HEX, 715X /08 hd= 2 Soff SME JHXS =0 A2, €El, 715, AH8 4,
HOlE, M 2, 44 b, A, M= 7tsd & S EUEL SN XE s Fit BAtel
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T UE SEH YES B THAIL HAMFIZEO HEE + e FE/F 4E0 A2 JEE HEH
TLAIL.

A04. Product Desigh NEW

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

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

AO05. £ 3l W C|xpel M4
X, ME, B0, 7|AL S8 ZEotE] 0|0 ZetelX| ELIC.

2210 FEE2A07. LA & C/Xor 22
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AO05. Publications & Editorial Design NEW
This could include, but not be limited to, magazines, newspapers, brochures or articles.

Online publications should be entered into AO07. Digital Design.

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG
e

A

o

Compulsory

Highly Recommended
(optional)

Optional
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e URL
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JPG

¢ Digital presentation
image - JPG

e Case film

e Demo film

e Physical support
material

e URL

¢ Digital supporting
content

e Digital supporting
Images - JPG
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A06. Books
Including, but not limited to, editorial and cover design for printed books. The submission should

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

E-Books should be entered into AO7. Digital Design.

A07. C|X| & C|X}ol
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AO07. Digital Design
The execution of design to aid the function and use of the digital product. This may include - but
is not limited to - websites - online publications - digital installations - apps - data
visualisation - virtual worlds - etc. Does not include prototypes of early-stage technology
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e Ap
e URL
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JPG
Compulsory
¢ Digital presentation
image - JPG
Highly Recommended
(optional)
* Case film

e Demo film

Optional
e URL
¢ Digital supporting
content
e Digital supporting
Images - JPG
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A08. Brand Environment & Experience Design o G2 ¥A

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

meaningful and memorable. This may include, but not be limited to, retail environments,
pop-up stores, exhibition stands or branded interiors, etc.
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JPG
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Compulsory
¢ Digital presentation
image - JPG
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Highly Recommended
(optional)
e Case film
e Demo film
e Physical support
material

Optional
e URL
¢ Digital supporting
content
e Digital supporting
Images - JPG
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A09. Design-Driven Effectiveness NEW
o MEHIXXIE

Work that has produced measurable, tangible business results. The work should detail how

effectiveness was measured and evaluated and should demonstrate how the work was S AFS
=]

instrumental to cultural change or integral to achieving a brand’s purpose. HE A

e URL

o CIX|E 2x ZHIX

o C|X|E 2% 0|0|X|-

JPG

Compulsory
¢ Digital presentation
image - JPG

Highly Recommended
(optional)
e Case film
¢ Physical support
material

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images — JPG
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A10. Brand Collateral AT (M A

o AF

Collection of media used to promote the brand and support the sales and marketing of a o Ael 3

product or service. This could include - but not be limited to - press/media « H= 3¢
o MEEHXIXE

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

A AR
e URL
o CXY BX ZEIX
o C|X|& 22 O|O|X|-
JPG

Compulsory
¢ Digital presentation
image - JPG

Highly Recommended
(optional)
e Case film
e Demo film
e Physical support
material

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG
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A12. Social Media Design NEW

The execution of design with the intention of increasing engagement through social media
platforms. This may include, but is not limited to, Facebook, Instagram, X, Shapchat, TikTok and
other social media platforms.
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0|0 X|- JPG
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JPG
Compulsory
¢ Digital presentation
Image - JPG
e URL
Highly Recommended
(optional)
e Case film
Optional
¢ Digital supporting
content
¢ Digital supporting
Images — JPG
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O|0JX| - JPG
271 O]&S] ZAE HEol2 f12 EEX = HESOF gL/, LFHE A ELZ e ZAL G40z
Etz &8 ZHEE 0 ZHH| 120 E&5E + &L/, AT (M A
o A S
Al3. Posters o ME HX X2

Poster design for the use of promotion and brand communication.

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

Highly Recommended
(optional)
* Case film
¢ Physical support
material

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG
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Al4. Promotional Items/Promotional Printed Media

This could include, but not be limited to, calendars, invitations, postcards, tickets and seasonal

greeting cards, clothing, promotional gifts and samples, etc.

Z35tE| ofof ZoHElX| B
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e - ES
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JPG

Compulsory
¢ Digital presentation
image - JPG

Highly Recommended
(optional)
e Case film
e Demo film
e Physical support
material

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG
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B. Transformative Design

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

BOI. Q122 A| & C|XfQl Al

Clorst B2 o) TR AT HRHS MO 2 1ai3 CIRtel Bojol, AQE A%, Clersh Alsl 2
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BO1. Inclusive Design NEW

Design work that prioritises inclusivity, ensuring accessibility and engagement for a diverse
audience. The work should demonstrate a deep understanding of inclusive design principles,
embracing diverse perspectives and needs, including those of individuals with disabilities,
underrepresented communities, and varying socio-cultural backgrounds.

A% C|xola o
olof ce ek

BO2. Sustainability-Focused Design NEW

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

BO3. C| X}l &M M

MZ2 7|, A, o/ 8 H2HS 283 WEH CIXtol oA & gofd HMHO[AHL &g el TIXtel

B03. Innovation in Design NEW
Groundbreaking or experimental design that pushes the boundaries of traditional design work,
utilising new technologies, mediums or creative approaches
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B04. Use of Emerging Technology NEW
Recognises the integration of cutting-edge technologies, such as Al, AR/VR, etc, to create

innovative and transformative design experiences.
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BO5. Design for Behavioural Change NEW

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

o CIX|E =g HE|olM
O|O|X| - JPG

e URL

o CIXE EX ZHIX

e CJX|E B 0[0|x|-
JPG

Compulsory
¢ Digital presentation
image - JPG

Highly Recommended
(optional)
e Case film

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG
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BO6. Brand Transformation NEW
Exceptional design work that has played a pivotal role in transforming a brand’s identity. The

work should demonstrate how design-led thinking has been strategically used to revitalize or
reinvent a brand, whether through a complete rebrand, a visual refresh, or a shift in

communication style.
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The Digital Craft Spikes celebrate technological artistry.

The work should demonstrate exceptional form and function in a digital context. It should have a flawless design and masterful
execution and offer an outstanding user experience created for all digital environments that moves a brand forward.

* The main criteria considered during judging will be the execution and experience.
e There is no overall limit to how many times the same piece of work can be entered into Digital Craft.
¢ Subtitles are highly recommended on all case films, films, demo films and original content.

=
A EA Rte
AM2E R H|FHo| 223t ZS5| A&l A2[0l|0|E|E, O|3HA ZHK]. Materials
A.Form
The overall creative aesthetic value of the work entered in both sound and visuals.
AOL C|X| & Y22 ER 0] 9 o|O| x| C| X}l 2=+

o CIX|E =Z2|HH|o1M

CIXIY 22t Ljo|N L2|AE20|ME Ho|H o2 2gstn AXITF 20| TN E 0|0jXIS CIXIYE X5te
O[O|X| - JPG
AOL. Digital lllustration & Image Design e URL
Creative application of illustration within a digital context and digital manipulation of still
imagery including photography. HEH(ME AFE)
o HEZIY

A02. H|E|2I ek

7|&X 7|0 2 E 220l HC|Q X CX| 2 FG4to| 3 2|0|0|E|2 AHS. 360 H QIEME|Z HIC|QE | MEed ApEt

=3 e AR/VR It¥

o CIX|E BX ZHX

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

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

Compulsory

A ol o| al L] M AlA
A03. 2 2= c| Xl 5! ofL|of|o]d A * Digital presentation

=
CIRIE 280 =24 J2h g CApQlat of oS Folqe=z

223 At image - JPG
e URL
A03. Motion Graphics Design & Animation NEW
Creative use of motion graphics design and animation in a digital context. Highly Recommended
(optional)
FEEZ T 2E0] YA PA] FALt ofofst F20 2= &R 8’5532 2L HEEILLL.

If there is any inconsistency or amb:gu:ty between the English and Korean version, the English version shall prevail.
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A04. %‘l.*l)\f E c|xped
C|x

Q10| 3 2|0f0|E|E AME. 24 E 21 (sonic branding), 2 /E2ME

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

Demo film

Optional

AR/VR files

Digital supporting
content

Digital supporting

Images - JPG
A05. T QI 0|3 C|xtel(ul Z3) ER
CIX /0243 CIxtelo) jstx Rt Lofgto] Fets| 43 * CIXIE =2/HE ol
O[B[X| - JPG
A05. Overall Aesthetic Design (incl. UI) * URL
The overall achievement in aesthetic composition and fluidity of digital/graphic design.
TP — HE (M M)
A06.UX 3! 0% C|x}el EE=R=PY
DE oA XYM MYl A0 YBE AR ZE S S TIXIE HBOILt My 20 P H=Es
Cheh MY, dSH B30 ZF S HE TRl f7 FerH ol X3, 7= L MHEY0| 53| SHE =. MEy ApSH
) e AR/VRI}Y
A06. UX & Journey Design . CX|Y B Ex
Design practice focused on the emotional and behavioural response to a digital product or
service with relevant, seamless and consistent user experience at every point of interaction, with ¢ CIXIE =% olnix] -
particular focus on the overall support, structure and usability. JpG
Compulsory
A07. B CIXIQl: CtE EHE e Digital presentation
D7 Bo{S0| ] DIl BAH 2 LSt ol OIRE hRE £ AFE SUH CXE FY L image - JPG
O#IE. Of7|0f= VR, AR, X8, 4 BE 7|%, TE| 232/Chitel 2o, et 2, 7H 44 SO Z3e * URL
& UL 27| T 7|82 AREL Be e 2
Highly Recommended
. . . (optional)
AO07. Experience Design: Multi-platform e Demo film
Immersive large- or small-scale digital experiences and events that are set up to engage
and strengthen relationships with the consumer. This may include, but is not limited to VR, optional
AR, installations, voice-activated technologies, multiscreen/multidimensional e AR/VR files
experiences, the metaverse and virtual worlds. Does not include prototypes of early- « Digital supporting
stage technology. content
¢ Digital supporting
Images - JPG
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’5532 R4 HEEIL/L,

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

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

BOlL. AEA-KME AEZ|HAY LA

B E OfO|HIE|E|E FRldtALL ETAI7 |2 ARAZHZ LIXE 2
o
=

=
ojciof, 2HtY, Y022 71, Sl dXE, 2EE, 2HY S

0
[%
i
>
12
e
>

Al tell. Q235 21X
ZootE| O[O =otE|X| Gh& LT

BO1. Cross-Channel Storytelling NEW

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

BO2. HA|IZt ZHAE FHIX 41
SHETEMAHH Ol Atel X AL, 7|EL HA M 2 HAIZH &8 S0 F2{Ho|n ojo| A e
QUE 2 HIAHE MA|ZHEL ZAMAIZE 2EIX KA,

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

BO3.7Qlst AE MY S FH ME
|

S5 832 4o MAE SX0|D NEHo|N BXE 10|

e

g e XY 2R = £= OXE g3
BO3. Personalised Storytelling & Experience NEW

Dynamic, intuitive, targeted and highly relevant content or digital experiences created for
specific audiences.

BO4. 30| 0|X| 4% 414
250001 9L KAIZ ALBALE Sloh WS MY T 291718 TAoIH HUCS B, AYE &1

AlZ
=21H40l o|Ojx| €.

O/O)X] HHL2 L& TEF

4
Lo o7 o

210/ 0] OF gfL/Lt.

HHEEE LFOf ol B E EFE2 S8 AFE J/ZE Lo HH=E HYE

BO4. Excellence in Image Description NEW
Beautifully crafted and effective image descriptions used to convey information, establish a
mood and express a brand for people who are blind and partially sighted.

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

TE!

A
T
o CIX[E Z2 e 0]
O[O|X| - JPG
e URL

A (M A1)
. 02 gy

ME] AL
e AR/VR I}
o C|X|E Bx 2EHX

o

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

Compulsory
¢ Digital presentation
image - JPG
e URL

Highly Recommended
(optional)
e Demo film

Optional
* AR/VRfiles
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

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

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

NI

BUC AU B4A|7| 95} 2B E HOlE|2t A2 F Al Materials
C.Data &Al

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

COl. H|O|E| AE2|AY =

o
HIO|E{ o] 22[0O|E|2 AFEE Sot HME A2 MY EFX2 EY HE, = E= SSHE
BO|S0|ALE 20| e HAS LHAI7|7| /ol Fail0| S HO|E/QAAO|ETL O{EH
AMEEIUA=R 20f F0{0F &,

COl. Data Storytelling

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

C02. H|0|E{ A|Zt5}
CIX| & o|0|E{Q} QIAtO|E 2| T 2[0f0|E| =3k A|ZHE EH D} KAl

C02. Data Visualisation
Creative visual representation and presentation of digital data and insights.

o CIX|E Za|HE o] M
0|0 | - JPG
e URL

e AR/VR I}

o C|X|E BX IHX

e C|X|E BX 0|O|X| -
JPG

Compulsory
¢ Digital presentation

image - JPG
C03. 5| o] E| F2jo]d * URL
ol2| HO|El £AE Mooz +7, 5 9l AB310 MO 1 HolHoz SA b AHBX AY
i CIRRQl/ZHAES SE511 R0I0[3 HAOR HBSHE XS LLICL Bl HEHQI QlE(HO|2, Highly
AFB} CIOJE| 2, 913 XI55, Tl 2f'd, 24 2|2 W[4, GPs, ALE SIE4, UK ©14 58 EY (oo
e Demo film
CO03. Curation of Data
The creative collection, tracking and use of multiple sources of data to deliver a strategically Optional
and creatively insightful user experience or piece of design/ content in a unique and e AR/VR files
significantly way. This may include, but is not limited to, non-traditional interfaces, user data * Digital supporting
capture, artificial intelligence, machine learning, social listening/analytics, GPS, internet of content
things, biometrics, etc. * Digital supporting
Images - JPG
CO4.AIAER|HE
OIZ XSS KOO 2 ARSI
SHHE TERLEIQ Q0 Y BAS YD YA L. SELS WHB X5 TE Ol 2y 2
4HAlg B 0f F0{0F 3
CO04. Al storytelling
The creative use of artificial intelligence to engage or develop a meaningful relationship with a
specific audience or community. The work should demonstrate how true intelligence or
machine learning was utilised.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’5%% 2L HEEILLL.
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AL
D.7|= N -]
S2|0fl0lE|2 CIX|E 2HX0| ZHEC R S2E 7|£0| 7HK|Qf, AFR AL ZY EALS 9I8) 0] 7|20 M :

' aterials

Mg
D. Technology
The value of the applied technology as a platform for creative digital content and how it
is executed to enhance the user experience.
DO A HQl 7| & AtS Eay
AFE XA U/EE BUE HFLIF0|M T ALBEIE 7IE 7|& i M7|S. ADE X5, * CIXIZ =eHEold
Al OfZ 2|7 0|4, 35, OfHLEL, 7}At QIBZQIM, RS MH|A, 2HX JatQCAM/HE, OlBIAl - Jpe
S2tQE MH|A, OEIZ 0|~ 5 B3 £7| £ 7|20 AIHEL Z8E|X| @S * URL

AT (M A1)

DOl Innovative Use of Technology oo oAt

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

e C|X|E Ex 0|0|X| - JPG

e A

DO2. HO|E|E Sl W EQI 7|5 &
DHIY/HAIE £ Ft02}, 00| 3, B XA, SREA, THY MM, GPS S 7|Ef CIX|E 7|7|9
7

=
=] a =
U019 I|E Y

Compulsory
¢ Digital presentation
image - JPG
e URL

Iy

DO02. Native & Built-in Feature Integration
The creative use of built-in and existing integral features of a mobile/desktop or other digital Highly Recommended
device. This includes cameras, microphones, touchscreens, Bluetooth, mobile sensors, GPS etc. (optioncﬂ)

e Demo film

DO3.C|X| & A= EQ| 7| =X F
ol 7| ofst7| 2lsh OFSEAH M E S0t High o §

ool =
71&X olsf /40| #E S O|F & CIXE 22| 0f0|E|2 ZEX

[=} =.

Optional

* AR/VRfiles

¢ Digital supporting

content

DO03. Technological Achievement in Digital Craft e Digital supporting
Digital creative work that balances beautifully executed craft with an unparalleled level of Images - JPG
technical understanding/advancement in order to contribute to the overall progress of digital
communicotions/experiences‘

CIX| Y EAl/ZAE 0| MEIE Ol

rir
>
A

DO4. 7+ 2| €2 E| X ME 7|
CIXIE 3 ZE oM 7|22 92 A2|00lE|E2 Hol= =Y deel 32[0f0/E|2 2&. Al AR,
VR XR, ¥0{2{E 7|2 X 2HY 7|7], 88 7|&, HICI2 0§, S5H 2 7|5, A=), 7he A, HIEFH A

2 140l BE NS BAE 52 mE 27| B 7|22 AINELS BHEX ¢S,

DO04. New Realities & Emerging Tech

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

geL 7220 YXGX| YL O HE0] U= HE 8’5’55 ou K28/}

If there is any inconsistency or amb:gu:ty between the English and Korean version, the English version shall prevail.
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The Direct Spikes celebrate targeted and response-driven creativity.

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

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

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

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

dlE. H3
A.CHOME: 2 F N
Ol MMoll= SY HEZZ B DB & ASLICE Materials
L]
A. Direct: Sectors
The same work can be submitted only once in this section.
AO1. 2H| XY A
AZ Y8R 84 8F B2 8, JIEH 71U HE JIE FMCG, 217 X M2, H7, 26l I, A e
RS X O RS HIE 9 M| AS EEE L4 AT LT 28X, ololAl - Jpe
HE (M AR

PEHAEFES FEX2A03. O A 20 H2EG Y YAEFE Kl SES0F S/t . A2 oA

o o
AOl. Consumer Goods HE AL
All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning * URL
products, other household goods, other FMCG, clothing and accessories, furniture, consumer o X EX ZHX
electronics, cars and automotive products & services. e C|X|E EX 0|0]X| -

JPG

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

N ¢ Digital presentation
A02. E 270 image - JPG

Hef, oTC A*E, L.

Highly Recommended

Optional
A4 ELRY ] Y2 | BHE A2 KH B FEEY ZP 0622 FE0F BL/Ck b 2| A or . Cgse fim
ERY &4
Optional

e URL
A02. Healthcare . .

¢ Digital supporting
Pharma, OTC drugs, wellness. content

) ) ) ¢ Digital supporting

If the work has been created for a Charity/NFP then this should be entered into AO6. Not-for- Images - JPG

profit / Charity / Government.

FEED F2E0 YA AL YU ££0| A= FP FEEE P4 HEHLICL

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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AO03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

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

AO4. O|C|0f [HE{EQIHE

S, el v, T A ofH|,

JH, R DX SE,

7|EF OHA.

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

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

719 HAFJ LA O

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

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

HECSR EF&=2 #8 2

= Z3]0f gL/t

2= HHF B3 L Y2HF07. 7|8 BH A MF Mg 7220

Ho

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

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

15}

AL
T
e CIX|E =2|HE|O|M
O|O|X| - JPG
HE (M AL
o At Gt

M

(]

=2

Atg

e URL

o C|X|Y BX ZEIX

o CIXZ 83 0[0|x| -
JPG

Compulsory
¢ Digital presentation
image - JPG

Highly Recommended
(optional)
e Case film

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

FZ2=2 1

If there is any inconsistency or amb:gu:ty between the English and Korean version,
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L]
B. Use of Direct
How the medium was used as a piece of direct communication for a brand.
BOL. YR /== aojEl MY 2=
Z2BoHE Y AHOI0| oKL AL O] FHE| TE|o ZEROE ALRE 7|2 U TN A0 58, o CIXIE ZepdEold
S IFE 0L HY X, A bof T3 ZBO| A B E|0fof & o[BIl - yPG
YAZIIEIO) HEE + A 825 MES BUY FHAIL AB(HA M)
o AR A
o HD At

BO1. Mailing / Programmatic Mail

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

Please send physical samples for the jury to experience.

B02. &1 2 O|C|0f
ate 2ald 24 U 2 8te| BE BHE(EE 27|7F 20 AEstE) B2S metsh H[QH U ol

ELEES

AL UG 7D I YHAE RO B2 27/F LEILICE YN0 HEE
Ol Ba|H MZE2 HIj ZAAQ.

===

B02. Small-Scale Media
Non-mail and print collateral, including small physical objects and all other hand-held (or
equivalent in size) items.

‘Small Scale' refers to the physical size of the ambient item, not the scale of the distribution.
Please send physical samples for the jury to experience.

o
o MEEX KR

ey Apg
e URL
o OX|E BX ZEIX

(LB

o LIX|E &= 0[0|| -

JPG
Compulsory
¢ Digital presentation
image - JPG

Highly Recommended
(optional)
e Case film
e Demo film
e Physical support
material

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

o:_ I_‘L/ :?:_Dl_

If there is any inconsistency or ambiguity between the English and Korean version,
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B03. Large-Scale Media

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

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

o}, TV EEE 2LIRE ALESH0] MEiDh DiM| 7t CHE CHO|ME 242 O| M EX| E0| F= HO[HE
A

B04. Use of Broadcast
Direct led work using cinema, TV or audio. The work should demonstrate how the chosen
medium led the other direct elements within the work.

BOS5. Q12 /22| At

Olsf = 20| BNE ARSI ClO|HE A BF 21 272 AFRSH A, BX|, A1 21, AA X,
MEXM LT EE TAE S HANRY A NE ZD 52 23

S84 B EL B03. [ 0/0)0jo) EE8]0F B/t

BO5. Use of Print / Outdoor

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

Augmented billboards should be entered into BO3. Large Scale Media.

15}

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

AT (MY ALE)
o AR Y

-~

MEH A}

MEH ALY
e URL

o C|X|Y BX ZEIX

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

Compulsory
¢ Digital presentation
image - JPG

Highly Recommended
(optional)
e Case film

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

gEEL FE0| YA YL} YO HE0| Y= P FLES 2 HBY

o 5oH

Lo

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

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

experience and led to measurable business results.

CO1. H[0|Ef 7| ko] K| X ol H2f Ea

CHo|2|E Mafo| 27+2 H4foti BlO|E| X QIAO|E B8, BIO|Ef 7|8t 20| ofgH 12 #S * CIXIZ =eHEold
zZ2otge 9l N 280 YZtn 33 o2 4 HQI Cho|dE O Y #E 02 0[0{FETt R 0] F0{0f ololxl - Jpe

ok

I-.

COl. Data-Driven Direct Strategy

The application of data and insights that significantly forms the basis of the direct strategy,
demonstrating how the data-driven strategy helped to profile customer’s behaviours and
segmentation, that ultimately led to successful direct marketing activities.

& OIOE st 24, of 7|0 = stolm EtA Y, HF

SH HFZ 98 U ARUAOIN TH0| ALS
2 =

C02. Data-driven Targeting

AT (M M)
o AP Y4

e A

e URL
o CIX|Y X 28X
e CIX|E &= O|O|X| -
JPG
Compulsory
¢ Digital presentation
image - JPG

Highly Recommended

Work where the interpretation and analysis of data was used to build a targeted (optional)
communication for a specific audience. This may include but is not limited, to hyper- e Case film
targeting, precision targeting, audience mapping and targeting segmentation. .
geting, p geting pping geting seg optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG
co3. i 2|Ye|E| X MBS 7% 2=

CIRE 2HZE oM 7|z2 92 A2|00|EIE2 Hol= 2 Y deel 22[0f0|E|2 2&. Al AR,
VR, XR fl0{21& 7|& & 2HtY 717, 29 7|&, HILIR IJH g EEMY 7IE Azt 7t A, HIER 2~

Oy

LIS RENE ZUE S 2. 7| B 7|82 MRE2 ZEEX| BE.

CO03. New Realities & Emerging Tech

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

e CIXE =2|HE ol
O|O|X| - JPG

AF(HE M)
o MY

Mo Arg

e URL

e AR/VRIIY

e [CXEEx Z™=x

e L|XE Bz 0|O|X| -
JPG

Compulsory
e  Digital presentation
image - JPG

Highly Recommended
(optional)
e Casefim

Optional
U URL
e AR/VRfiles

o:_ I_‘L/ :?:_Dl_
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e Digital supporting
content
e Digital supporting
Images - JPG
Ed O M
D.CIX|& 3 &4 =
EMES 3 ATl AR LA O|MO| Lo 2 AL EE CIXIE OiH /7] =. Materials
D. Digital & Social
Digital and social mediums/techniques used as a piece of direct communication for a
brand.
DO1. 2 HI ALE =ya
S e, 26t 718 52 BHHY/RO18 71715 S8 MBS EE BEE HFLH O, * CIXZ =e/HHold
O|0[X| - JPG
DO1. Use of Mobile * URL
Targeted communication delivered through mobile/portable devices such as mobile
phones, mobile technology, etc. A (M AHD)
o A BY
D02. &2 EHE ALE
MEH AFSH
48 0[C|0f, AS2|Y BB, 221, Wiki HICI2 38 A0S, SAF M2 52 A0 HE A
OI
AARLE| /28 Kool BAE 7% U/EE oot SE » AR/VR It
o CIXE 22X 2H=
. SRTES -
D02. Use of Social Platforms s CAIE =% oo
Work that uses social media, streaming platforms, blogs, Wikis, video-sharing sites, hosted JPG
services etc. to create and/or enhance relationships with a community/consumers.
Compulsory
py ¢ Digital presentation
DO3. %AI?_I‘ EH? imqge - JPG
MAX ALY, 33 25, 2 8ol Al2ld SRt 58 75t tieS S70ts e Az e URL
230 th St #Yzte +48 23,
Highly
DO3. Real-Time Response Rec".mmr"ded
Targeted social activity that responds to world events, public affairs and other real-world, (Optlong) i
L]
real-time activity prompting social sharing and a measurable response. asetim
Optional
D04. 3-8 M S ALEX} M/ 2HIX o AR/VR files
Weeh 2 F ANES S A RLIEI/BS HHE O|LHE|E 7|0f i WS Tz S Dok * Digital supporting
AN SHE content
+—=2 =0O.
¢ Digital supporting
. Images - JPG
D04. Co-creation & User-Generated Content 9
Social activity designed to encourage a community/fanbase to contribute or collaborate
with a brand initiative through a clear call to action.
FEEZ T 2E0] YA PA] FALt ofofst F20 2= &R 0555-2 2L HEEILLL.
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il o A M
E. CIO[HE 24 A=
L] L] o
E. Excellence in Direct Materials
EOL EAI[HEA| Bl
HZO|LE MEIAE A0 SAISZLE RZAI817] 2I) @ = 0| Aol A7 02 g 9 o et o CIXIZ =20l
DU YYLS SEE SHe HYUT Y + US ololxl - Jpe
XH(AEH S
EOL. Launch [ Relaunch B (M= AR
Direct marketing campaigns created to launch or relaunch a product or service on the Al S
market. This can also include work aiming to acquire new customers, and reinvigorate
lapsed customers. Ay A
e URL
o C|X|E HX 2HIX
e C|X|E EX 0[OJX] -
JPG
Compulsory
¢ Digital presentation
image - JPG
Highly Recommended
(optional)
* Case film
Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG
FEEZ T 2E0] YA PA] FALt ofofst F20 2= &R 0555 2L HEEILLL.
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rir

F. Culture & Context

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

N3]
Materials

FOL.EZ EIC

EZ XY HOME RS = B0 Cie £ 5 Fes| FHlE XY W Bt EH0A St Hhat
2 Yo7l 2F0|0{0f gLt

FOl. Local Brand

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

BY YN 2| LHof thE5t0 F2|00|E|22 H I WA S ZFS L vy S Etotots TEH Ao A
S2|0f|O|E[H|E|E At8otE 27| X £ EF2 LSO = 2-E

F02. Challenger Brand

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

EFY IIH XA AIZOIA B S H AL HE EEAL
EEN2 OB 53 BX AIFof| ZA ot A=K HFsof ehLch

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

FO4. 28 WS

ST XY Ei KW N L] 0f0|T|Of, B, 7HK| 3 BtO|ZAELYOIM B RE Al 7HS T APl H &
52 5ol SH HB/AHRUEINN AU 22 SEX SBA2 28X YEO T3 QMO ES B83}0f
HUCO A AAS WHT 4 Uk YHS HOFOF FLITH

FO4. Social Behaviour

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

FO5. S ALE

SRS FHR U0 M0 RO 7
7|t z
20
A O

FO5. Use of Humour

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

I A
2T
o C|X|E Z2HE Ol

O[O[X| - JPG

AT (M M)
o A g4

M Apgt
e URL
S EEEETES
e CIXIZ =X 0j0jx) -
JPG

Compulsory
¢ Digital presentation
image - JPG

Highly Recommended
(optional)
* Case film

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

FREL FEE0| YA AL} YOYF 20| A= P FRES 2H HBHLIL,
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FO6. 0 & S} ERa
Al e B Bl 92 Ot 3/ E Rt 22(00|E|= 2 ALg3tO! 2iTfol Bt AE. o CIXIZ =20l
EER2 Hetel A0 2780 AT QIA0|E, 2|3t X|F, 453 Qe M AnE HxLA olmIxl - Jpe
=HE oA SHEM=X| 20 0{0F STt
AT (M M)
Ol A
FO6. Breakthrough on a Budget o A S
Creative use of modest budgets and/or resources in relation to the market and/or industry to
create maximum impact. The work should demonstrate how fresh insight, smart spending and ME AR
compelling strategic thinking solved a business problem despite limited resources. * URL
FO7. 7| 2 X 9l A}S| X xHQI o CIX|Z Ex ZHZ
AB|, 82], 27 EHE 12 25 X8 SEN/2UE WEFo| SENS BUCO SHo| 1S ° CIXIE = olnIA -
- " . - - JPG
=0 HES =M OfEA VHAIE FESIL X FAI|0| F&HE FA=K 20 F0{0F LTt
o M ERY XE B SZEXS 5t 22 A1l A = Compulsory
E C IZ X} O ALC, =} oC = E =0
4 g AL Y, FE BHE &L oS FE £ YA L0/ E 229/ Ave. « Digital presentation
B/ GElf A} B E2 FIE 2 5)0f EEF THAIL image - JPG
FO7. Corporate Purpose & Social Responsibility Highly Recommended
Purpose driven work / brand activism which address social, ethical and environmental issues. (Optional)
The work should demonstrate how the brand’s purpose has created value and impacted * Case film
communities by connecting customers to culture.
Optional
All not-for-profit, charity or government work should be entered in the relevant sector e URL
and/or A06. Not-for-profit / Charity / Government category in section A. Direct. Sectors. * Digital supporting
FO8. A| & mat content
o - N N = L olo = ¢ Digital supporting
SIXI[RIof/22Y SH o (E3t0] HaAS XD DHof Tt B2 S 2o FE T2 2HEE Images - JPG
Husts 28 WHe +83 2us
FO08. Market Disruption
Brands that have creatively adapted their strategy in response to local / regional / global
issues, embracing new ways of delivering their brand while showing consideration for the
consumer.
F09. 23} &0f 414
23 7lgto] & &M L HX ol 2Ae MAH S2HS FSHoZ 7| E ZE MG (of: Foj, ¥,
OIF, MH X|g, Ao Chot 228 B S Wiste BE, ¥E, ME2 0|23t k0| 5 st 0|5 s 4%t
5. Ol2st QAMOIEE HFO0| 2R O|Cj0f s MEsts YA S E2UN, S8 ¥HEE
O[Z0{ LIt
FO9. Cultural Engagement NEW
Work crafted around strategic solutions rooted in the lived experiences of culturally grounded
communities. Work which reflects and translates the nuances of customs, behaviours, and
traditions that shape foundational perspectives on identity (e.g. disability, gender, race|
orientation, age). Such insights reveal how audiences choose brands and media experiences,
driving growth and impact.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 87,_”5,32 2L HEEILLL.
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AEE|QAIHE AMO|T A= HHME BHEE 232 HHYY 5= 32|0f0|E[H[E[0] FO{X|= & RL|C,

SERL 71{E 4 gl O0|C|0|S B0 F0{0F FLICH 5 2 HAIKS TERQMO2 MUB| AL RS LAIO 2 AH| KLt m2s}7| {3
0§ % 0l = Z 0] 0] Of EL|Ck
o AARDFEOIA Oi2] 74X 7|Z0| 2{E|0, CHR T 20| 7HEX| 7} 501 E LICH 30% 2.2|0f 0| E] = 00| |0, 20% F 2 T QIALO|E, 30%
HE 9, 20% At
o ECLE Gojol, OlE|AE, 23[0f0|E|, ABROIM, AER|0], 2 M4, &, B, AEN, BHE, 0]C|0of 49K}, | QX EE
ANEE| QB = Aboint BRE HED ZHAS HSD s IsHs FHE TELICH
o ME{SH7bE|Da| 7 GEHO| QU A AP EN S HES FES 4 s F0E ATHo| s
o BE AR B, OE AN, 02|K|Y BHX0) S A2HS BEEE A 2y AR

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

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

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

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

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

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

A. H3C|E 28X X2
AHEHQAHEES S Z2tet 7HX|0f HBC 2N ERE QX8 o5 THE A2|00|E|2 H
s Materials
A. Branded Content
Creative content crafted to build awareness for a brand by associating it with culture
and values through entertainment.
AOL T 5! =T M G A 51 03} 2=
A3l Tv, 220 EE F2Y HICQ SHES Asf SON HUCIE UM EE =M AN, A2, ¢ SEHEE=
CHRHEz| /2| e el et MEH AFSH
e URL
ABIZ=E HEFote F2 LS O HAE AEE HASlE 26/0/E7F 2 BHE HLL It Z F5 o C|X|E 22X 2HIX
a2 EE ZZESIHAIQL HMEX FY S s BE Auf0/IX0f EZ50f BIL/Ct o C|X|E 2= 0|O|X| - PG

Compulsory

AOL. Fiction & Non-Fiction Film Up to 5 minutes o
* Original content

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

online or video on demand platforms. Optional
e URL
If you are submitting a series please upload all episodes in a single video file with slates ¢ Digital supporting
denoting the start of the next episode. Traditional film advertising should be entered into content
the Film Spikes. ¢ Digital supporting
Images - JPG

FEED F2E0 YA AL YU ££0| A= FP FEEE P4 HEHLICL

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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1]
1

A02. TN Y =T YA 5~302
%3f, TV, 2atel £k 2

o« EXH
CHRHE 2| /2| Ha|El

S
S|

2=

rh

MEH AFE

Al2|=E I//fé/f Z2 [} oI AR HA|l= 22)0/E7} U= £+ b0 IfYE 2= * URL

WDLEE PREGYAD HEX JY Fak BE ATfo|TA0 SEH0F BL/Ck © HAE s ==

o C|X|E EX 0|0|X| - JPG
A02. Fiction & Non-Fiction Film: 5-30 minutes

Branded fiction or non-fiction film, series or documentary/reality film created for cinema, TV,
online or video on demand platforms.

Compulsory
e Original content

If you are submitting a series please upload all episodes in a single video file with slates OptlonuLIJRL
L]
denoting the start of the next episode. Traditional film advertising should be entered into o .
the Film Spikes. * Digital supporting
content
— — o ¢ Digital supporting
A03. M 3l =T F4:30= 0| & Images - JPG
e, Tv, 222 = FEY HIL L SHZS ?lof USOT 2O E M = =04 Y, Al2|Z,
CHRTE2 /2Dl El G4
ABIZ=E HEfE SR OF OH~E A SIS #AISlE 20 0/E7F UL E1E H/L/L2 Bt g = 25
L2 EE gZESIHAIL MEN JY s EE Auf0/3 0] £Z3)0F BHL/Ct
AO03. Fiction & Non-Fiction Film Over 30 minutes
Branded fiction or non-fiction film, series or documentary/reality film created for cinema, TV,
online or video on demand platforms.
If you are submitting a series please upload all episodes in a single video file with slates
denoting the start of the next episode. Traditional film advertising should be entered into
the Film Spikes.
A04. 2LC|2 EHIX g2
BIC|Q, WAAE EE J|EH Q@ ZRES 98] HSO|T ZHX ¢ 2fend
. H A}S]
A04. Audio Content HE AR
e URL

Content created for radio, podcasts or other audio platforms.
o CIX|E Bx 2HIX

e

o C|X|E EZ 0|0|X| - JPG

Compulsory
e Audio File

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

geL 7220 YXGX| YL O HE0] U= HE 8’._"53" ou K28/}
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A05. EME £3 2+
=S o, CHFAUE(E], A2, 20|82 AER, TV EE 2IE|Q/20e 4 5 7|E 2H X 53, * CIXIE =Z2fde|old

O[B|X| - JPG
AO05. Brand Integration

Integration of brands into existing content such as films, documentaries, series, live streams, TV A (M= AHD)
or radio/audio shows. o A FY

A06. HEZ|M W HEYIE g3 B2 2%

N MEH A}SH
OiClof 7|Q, HIESRT, &&A e HERM SEE 9ol 0T S&N BHX/Z202(Y. S5 7 g
e URL
ZHXEDOtL 2L O{E A HE 2| M FHES THSHAHL UYTARE=XE SEY2E AL

o C|X|H 22X ZEIX

L

. . o C|X|E 2 X 0|0|X| - JPG
A06. Promotional Content for Publishers and Networks

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

Compulsory
¢ Digital presentation
image - JPG

Highly Recommended (Optiond

e Case film
Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG
= =}
B. WEHQUHE F= HIE F =
HES OIS0t TS K231 9feh ojn] U7 oAl A U B M .
aterials
L] L]
B. Entertainment-led Brand Experience
Meaningful, engaging experiences and activations created to attract or maintain an
audience.
BOl. 2}0|H AIEE|QIHE FIPS
S A SEI MBI DY SOHE BEE M EE T4 HAGN 0|ROIXI = ZAE, 2to|g * CIXIZ =20l
AEQY AHE, HAEYS T3 2H0|2 AEEQIRE, ool - Jpe

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

MEY At
e URL
o C|X|Y E#X FHIX
e CIX|E 22X O[O|X] -
JPG

Compulsory
¢ Digital presentation
image - JPG
Highly Recommended
(optional)
e Case film

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

FEEZ T 2E0] YA PA] FALt ofofst F20 2= &R oz‘?%% 2L HEEILLL.
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BO2. i 2| E2IE| A MBS 7|&
AEHEHQAHE LHOIM 7|2 BHE ﬂEIWIOIEIEE Hol= 2YY 48 ALAR VR XR, 24 7|5,
SEMA ZIE, AYet, 7Hd MA|L HE A RO o RE M ERE S ZE. 27| A 7|&2

oro
(kg =1

AFES ZL K]
B02. New Redlities & Emerging Tech

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

ol A
=T

AT (MY ALE)

x
J=

Compulsory

Highly Recommended
(optional)

Optional

o LCIXIE
o[a|x|

Zc|HEl ol
- JPG

o AR S

ALgt
e URL
e AR/VR It¥

o C|XE BHX ZEHIX

o C|X|E 2% 0|O|X] -
JPG

¢ Digital presentation
image - JPG

e Case film

e URL

e AR/VRfiles

¢ Digital supporting
content

¢ Digital supporting
Images - JPG

C. 7{RL|E]

=

HRUE £ HES &Y, /Al S8t O =HE X&E £33 Materials
°
C. Community
Work that focuses on the development, maintenance and nurturing of a community or fanbase.
coL B3 &0l £ uiF Ha B
2Hx =2 #9IS 22(010|E|=0| 1 BIHO R SalE ST ¥ Mo L g ML, * CIXIZ =20l

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

Compulsory

Highly Recommended
(optional)

O[B[X| - JPG

e URL

o CIXE EX

o C|X|E Ex 0|OJX| -
JPG

IH X

o

¢ Digital presentation
image — JPG

e Case film

FEEZ T 2E0] YA PA] FALt ofofst F20 2= &R 0555-2 P
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Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

COEHY A=

HHME A AHHQHE 7|Y Zho| 240t WEH THEH Y M H

= aterials
D. Partnership
Exceptional strategic partnerships between brands and entertainment entities.
DOL EHE MEL{M, AZNY, HY Eha
SE Rexo AEEHNES 2310 S H|XLA 2HE DD BE XIS 4B 022 o CIXIE ZeiHsold
7| o3t Ha BAE MEHY 9 el olnI%| - JPe

. . . HEH(MEH AFSH
DO1. Brand Partnerships, Sponsorships & Collaborations B 1 E:ch)m
Strategic brand partnerships and collaborations that leverage branded content and o At
entertainment to meet specific business goals and mutually benefit everyone involved.
M Apgt
e URL

DO02. ool o] mE L4 o CJX|E BX ZEHX
seHCQt oo M TEHY. EF42 TTEHMO| 20t 2H0| 1 4= 0|90 =A=XE E .

7|1EL = YAHE.

DO02. Partnerships with Talent
Strategic partnerships between a brand and a talent. The work will be judged on how
effective and mutually beneficial the partnership was.

e CIXZ 2 o|O|X| -

JPG
Compulsory
¢ Digital presentation
image - JPG

Highly Recommended
(optional)
e Case film

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

oh_#ff_wgﬂﬂﬂgﬁMWW§$5Wﬂ:§$055§ 24
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E. Challenges & Breakthroughs

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

context and progressive thinking.

EOL QE{E|QIHEO| C}QF4d Sl =8 /M B

x
AE{EI QI E HELIE| Ljo| A, M=

=

Xtoloff M= HHE Fe EFY

UE, E4=, F0 EE 7B MR IHE

EO1. Diversity & Inclusion in Entertainment

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

o CIX|E =Z2|HolM

O|O|X| - JPG

A (M A1)
o A2 G4

e A
e URL
NCIEEES-LES

o C|X|E EX 0|0|X| -

JPG

Compulsory

¢ Digital presentation

image - JPG

Highly Recommended
(optional)
e Case film

Optional
e URL

¢ Digital supporting

content

¢ Digital supporting

Images - JPG

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

oA
2T
o OIX|E

o|O|x| - JPG

AT (M A1)
oAbl @a

AEH ALE
e URL
e AR/VRI}Y

o C|X|Y BX ZHIX

2| ol

e C|X|E Ex 0|O|X| -

JPG

Compulsory

¢ Digital presentation

image - JPG

Highly Recommended
(optional)
e Case film

FEEZ T 2E0] YA PA] FALt ofofst F20 2= &R 0555-2 P
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Optional
e URL
e AR/VR files
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

=

mxQteAmAo| M 23} Ul AL S HBII0 PSS US| AZA|7|E 2|00[E|H[E]. Materials
EAEAL Lol 2E e na|of SEE 4 USLICH
F. Branded Sports
Creativity that taps into fan culture and leverages the power of sports and esports in
connecting people to brands.
Esports may be entered across all categories within Section F.
FOL B A2l Z ¥ 2C|2 Ry

ARX G £ B HAKIE SEAF|E HS SEE S ORUER| A2IX S AEXS + SEREd=
HMO R St BEH-MLCIE Pt 2L 9 20| ZHX MEH AFSH

e URL

AlE|=E HEtE ER OFF O HLE AEE #AISlE 2o O/E7F UE E1E HLL2 2 25 o CJX|E Bx 2HX

- 2o —

HH£EE G2 ESHAIL MEY J& e ZE Auf0/IA0f FZ3)0F BfL/LY.

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

o C|X|E EZ 0[0|X| -
JPG

Compulsory
e Original content

Optional
If you are submitting a series please upload all episodes in a single video file with slates e URL
denoting the start of the next episode. Traditional film advertising should be entered into the ¢ Digital supporting
Film Spikes. content
¢ Digital supporting
Images - JPG
FO2. AE X 2}0|E AH =Py

A E= 7 MAOIM JHE|Eof EHET HAIXIE 555D D nde ¢+ AZE d=
2HO|E ARX L= eAHE O|H1IE,ﬁ AHE MR 2 HMC £ AZN ET

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

FO3. i+ 2| Y| E| X ME 7|&
AEE AEHQAHE LHOIM 7|2 S F2|00EIE2 Hol= 2 YUY B, AL AR, VR, XR,
flofelE 7l & 2HIE 717, 88 71, 25MQ 7IE, Aldst 7 HA, HIEf A SO 8fe RE

[¢]

o CIRE Za|HE o] M
o|o| x| - JPG
(M ALE)
o A Qat

rx
]

Arg

e URL

e AR/VR It

o C|X|E EXx EHIX

o C|X|E 2 0|OfX]| -
JPG

Compulsory

Mg EUE S =8 27| A 7|82 AN E2 Z8tE|X| 5 * Digital presentation
image - JPG
FO3. New Realities & Emerging Tech Highly
The immersive experiences that creatively push the boundaries of technology within sport Recommended
entertainment. This could include, but not limited to Al, AR, VR, XR, wearable tech and mobile (optional)
devices, voice technology, blockchain technology, gamification, virtual worlds, the e Case film
metaverse and all other emerging platforms. Does not include prototypes of early-stage
technology.
gEEY 20| YA/3IX] ZoLt ofOfsr BEO Ut TR FEEE RN HEEHL/LF
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Optional
e URL
e AR/VR files
¢ Digital supporting
content
¢ Digital supporting
Images - JPG
FO4. T %0] &=t T 2=
AZX B WSS THGL H0S QRGO HBLE| HEN HUC SACE £0/7| Y3 HF o HIXIE Ze|HE o d
&of bz ek O|0JX| - JPG

FO4. Fan Engagement/ Distribution Strategy
Audience engagement and distribution strategies designed to build and engage a sports-
related fanbase, enhancing community activity and brand affinity.

[ Hs Hy =2
AEX BUE BHX Y AL QNES TR0 SN HIZLIA SES SHSHT BT BE A0
42092 N BoHe MH S TEHY L Y

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

AEXES AN ARX B AXX M AHFLE WO, 88 F e, Fof, Lto|, 215, BIE, &

= O
Sul L 7|E Al 20 WHE X0l SEM = B E == 32|0f0|E|2 &5,

FO6. Diversity & Inclusion in Sport

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

AT (MY ALE)
TS

ey Abg
o URL
o C|X|E HX ZEX
o C|X|E 2= O[OX| -
JPG

Compulsory
¢ Digital presentation
image - JPG
Highly
Recommended
(optional)
e Case film

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

FZ2=2 1
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25 20i0|3 A= S¢e| 22| O[E[H|E[0of FO{X|= & LI
EENS 23S vt ot 2E Aga[AY F 1V, B3, 22t A 22| (Out-Of-Home) B S 2ol &2tel Fufstel ZHXE
= 0Z=0{OF gL Ct.

o HALZIZESZE FZ ofo|C|ofet M&l & O 2t DB LT

o MESHFIE| T} GIEE0| Ut B MO SY AES EEE = A F50l= MO AL LICE CHEE MM A Tv/H3t HE: 22T}
MMB 2Etel 25 2E00= L AHES o HY 25 + ASLIT

o MM ABCDIAMZHE2 12 EF0| sHSLCE MM E FOlM= o7 Bo WAS 19 S22 E2FL & AR 2= Jg A2
=5 7|2t LHol|l O R O{XOF gL Tt

o Of2{7Ho o0 2EECR PHE HE2 AU 32 O|U2HH stLte] EE5X 2 MEY 4 ASLICL Z O0|2 =2 E2 20| [
15EE e = Yo, RE EF52 3 At 7|2 Lo 2F =2 MY E XA0[ofof gLt

o RE A Y, HE Y, 2E|XE U0 = MY Zeots NS 28| A

The Film Spikes celebrate the creativity of the moving image.

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

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

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

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

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

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

= [ ] hl n
A.TV/ESI QA BB X2
TVOIAM AL AL HotEo A A F=l A B E F4 20]= 180 0|04 0f LIt O] MMl 5L M .
aterials
=Z2 3t Mo HEY 4 sl

A.TV/Cinema Film: Sectors

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

AO1. AH|XY =
NEQSE 8M8E HA X J|E IIHE ME, 7IE FMCG, 218 U YAIM2], 74T, AH|XF 7FH, . d(38)
REX U KSA KIS L MHIAS TES UAF AH[THOF LT AT,
Compulsory
E [AEEL Z=ZXOA03. O X, A0 HAES Y YAEEL 3 0l0) EESYOF BLIC) « Film (3 mins)
AO01. Consumer Goods

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

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

geL 7220 YXGX| YL O HE0] U= HE 8”5’55 ou K28/}
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A02. EAH|Of g
M2, OTC % E, 2. . FY(32)
R E1AY B2 2IEHS MO 2 HF 3 EEFY FP A06CE FEH0F BLICE bl FE A Compulsory

A &2 e Film (3 mins)

A02. Healthcare
Pharma, OTC drugs, wellness.

If the work has been created for a Charity/NFP then this should be entered into A06. Not-for-
profit / Charity / Government.

A03. {3, 2| X, A0H, HAE
s nE % BAye =gt

AEEQIBE I 2K 2

HE S g
Ftofet =8 S =TTt 2

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

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

A04.0|C|0f[AE{HAHE

=9, g3t Tv, 8 A OjH|, M, 72, CIX|E SHE, 7|6 O4H.

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

AO05. 2 H| X} A{H| A [B2B(Business to Business)
HE MYUM 33 MH|A, HE, 38,828 7|&, Y A HE M|, 7|EF H[ =LA MH[ 2 LS 8

719 AR LA O,

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

A06. H| F2| /Rt EHHl 85
ML, B, NGO, 2T, AHM EHH, Bl 2] Er.

CSR EEX2 M 22 Y = YAF. 221 % YEo[F07. 7|2 25 U AHH Mg 75220

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

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

FEED F2E0 YA AL YU ££0| A= FP FEEE P4 HEHLICL
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nl=2. 0
2 HE B & =
Z2|E(pre-roll) 108 Zesto] 2etoloz WHE Hat o MMo| ZEE2 220l 0|C|of HiX| & M :
= aterials
HEHSHO} BHLICE O] MMofls S SHES B WDt S 4 USL|CL
L] L]
B. Online Film: Sectors
Films that aired online, including pre-roll adverts. The work in this Section should include an
online media placement. The same piece of work may only be entered once in this Section.
BO1. AH|XY ERs
MZ Y ZE 84 8E NA 8 7|6t 1Y E HE, 7|EHFMCG, O U A A2], 7H7, 2H|XE 7HY ¢ 3¢
RS A O RS A RIS U AH|AZ TESH A4 AH| K|} LI AH| K. * URL

MEH AbE
e AR/VR I}

BE YAEEC FEI2803. 0fF AT A0 HLEZ X YAEFEC K 2/0f EEHOF BIL/C

BO1. Consumer Goods
All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning

) . . Compulsor
products, other household goods, other FMCG, clothing and accessories, furniture, consumer P Y

electronics, cars and automotive products & services. * ELT
L]
All fast food entries should go in BO3. Travel, Leisure, Retail, Restaurants & Fast Food Chains .,
Optional
e AR/VRfiles

B02. @A 7|0
Mok oTc U4E, Y.

A} B ] G E] 2|22 Ao 2 KRS &S] F-2B06 Q2 FEI0F BL/C) H Fe/
[ AHS B S

B02. Healthcare
Pharma, OTC drugs, wellness.

If the work has been created for a Charity/NFP then this should be entered into BO6. Not-for-
profit/ Charity / Government.

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

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

BO4. O|C|Of [AUE{HQIHE
SO gsl, Ty, S8 % OfK, M, 52, CIX| Y S2E, 7|6 0K,

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

geL 7220 YXGX| YL O HE0] U= HE 8”5’55 ou K28/}
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BO5. 2 H| X} A{H| A /B2B(Business to Business)

HE JdYEY SS MHIA, ME, 58,828 7|5, 28 S TE M|, 7|Ef HI =LA M| LR 8

) HE, 88,
7| g AFLA O,

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

BO6. H| G 2| /Xt Thy| [H &
HE Ze NGO, 2, A THY, Q3| TH.

ZECSR EE&2 ZE 22 YT YMF

EE20F gL/t

22 % Y2/ F07. 7/8 SF L AHH M 220

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

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

ol A
=T
. QY

e URL

MEH A
e AR/VR It

Compulsory
* Film
e URL

Optional
e AR/VRfiles

C.HIO|Z2 8%

N Y-S

C. Viral Film Materials
col. Hjo|E F4 ER
220l B8 Y/EE ABI B E FEl 0| £ 2 50] HAtE Iy < 3

e URL

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

e AR/VR I}
o C|X|E BxX 2EH=X

o C|X|E Ex O|OJX| -
JPG
Compulsory
® Film
e URL

Highly Recommended
(optional)
e Case film

Optional
* AR/VRfiles
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

o:_ I_‘L/ :?:_Dl_
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D.23ZI Y O|HIE

itz

TV, @% = 2221 0ol AT BN S HE Fa Materials
D. Screens & Events
Films that aired on screens other than TV, cinema or online.
DO1. A3 U O[HIE EES
. Ay

AEX ZI|Y, HAE[E, AAE B BiEs|, AlYA, HOjL, L2 ZE|WH 0N §2 Zedts|
FL

oo =X = &S A 2IZk Ol

DOl. Screens & Events

Films shown at public and private events. This could include, but not limited to,
sporting venues, festivals, expos, trade shows, award shows, seminars and internal
presentations.

e URL

e AR/VR It¥

o C|X|E BX X

e C|X|E ©X 0|O|X| -
JPG

Compulsory
e Film

Highly Recommended
(optional)
® Demo film

Optional
e URL
e AR/VR files
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

D02.0j0|32EE

Facebook, Twitter, TikTok, Instagram, Snapchat 52| &8 ZSHE

&

o

a2 Ho| HH2 [ 32V E 18 S22 EEE + gL/t 2 0|2 2EES/ Z0/E15%

0131010k E1Lirt

DO02. Microfilm
Short-form films made for social platforms. This could include, but not limited to,
Facebook, Twitter, TikTok, Instagram, Snapchat etc.

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

Qs HSOT CHE AY

g
4

Compulsory
e Film (1 min)
e URL

Optional
* AR/VRfiles
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

oL_#ff_W%ﬂﬁﬂgﬁMWW§$5Wﬂ:§$055§
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DO3. 7+ 2| HE[E| X ME 7|& 25
Yo W BAE I200lE|E 2 o= SUY BHS ) SAE BICR M AFE Y4 BH=E ALY, - 3%
Al, AR, VR, XR, 2| &3}, 7he A, HEtH 2~ SO 8to] 2= ME ZUE S2 2o 27| B 7|22

AHES 2L X B,

DO03. New Redlities & Emerging Tech

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

AT (M AFE)

o MR 3

MEH A
e URL
e AR/VR It

o C|X|Y X BHIX

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

JPG

Compulsory
e Film

Highly Recommended

(optional)
e Demo film

Optional
e URL
e AR/VRfiles

¢ Digital supporting
content
¢ Digital supporting

Images - JPG

FREL FEE0| YA AL} YOYF 20| A= P FRES 2H HBHLIL,
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* )
E. 3¢ 8 A=
BHEQ| HAIXIE TEHBLY| ot Sy M2 HUH AL Materials
Y AMEI=E HESHE 82, e T AES BAISHE £20|E7 Qe HE HID T2 2=
T YcoAle
L] L] L]
E. Innovation in Film
Innovative use of the film medium to communicate a brand’s message.
If you are submitting a series of films please upload all executions in a single video file with
slates denoting the start of the next execution.
EO0L TV/Q3%t F4 TP
SR DAIKIZ M| 213 TV/F3t| HAK AL © 3¢
HE (M M)
EO1. TV/Cinema Film

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

o HEZ3Y

e A
NENEEE S LES
e CIX|E 2 0[0j%| -
JPG

Compulsory
* Film

Highly Recommended
(optional)
e Demo film

Optional
¢ Digital supporting
content
¢ Digital supporting
Images — JPG
E02. 220l 3l Hjo|H Y4t R
S| HAIX S MES}7| QI3 22tel Pt HAH AL .« 34
e URL

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

AF (M M)
. Ol2 gy

rx

EH A}SH

= o
e AR/VR I}
o C|X|E BX AHIX

o CIX|E 2% 0|0OJX| -
JPG

Compulsory
* Film
e URL

Highly Recommended
(optional)
e Demo film

A= R 8’,_‘:’5,22 P

geLm F2E0] YA YAHL} OISt L0/
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Optional
* AR/VRfiles
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

E03. 232 Sl O[HE

S0 S HIS AN S Yxl = HHE HAIRIE HESL7| 22 S 28

EO3. Screens & Events

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

ol A
2T

. gy
AZ(HY M)
. Oz gy

e A

N SEEE-LES

o CIX|E 2 0|0|X| -
JPG

Compulsory
® Film

Highly Recommended
(optional)
e Demo film

Optional
e URL
* AR/VRfiles
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

M ©OT S

2L F2L0] YA A ZAL} oot FE0| 2= FR FEEE 2L HEEL/L.
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(=R =]
F. =2 3! W& 1=
235 QIMO|E9t X AH Wtg S WHAS P FER M :
aterials
Y AEI=E HESHE 82, e T AES BAISHE £20|E7f Qe HE HID T2 2=
2 YR EBAIL
ulture & Context
Work that is brought to life through cultural insights and regional context.
If you are submitting a series of films please upload all executions in a single video file with
slates denoting the start of the next execution.
FOL.2Z HIE 2=
SE XY oMt FSE= 2HE0 tiet 2F5. P25 olE XY W Bt ES0l|A SZat et * 3%
= go?l 2F0|ofof °“—|Ef

AZ (M M)

FOl. Local Brand o At B
Work for brands distributed solely within a specific locality. The work should resonate with a
clearly defined, local target audience. MEY ALt

e URL
FO2. ZIX| B E o AR/VRIIY
AU 2 A0 [ 35t0] 22|00|E| 22 M YAS YLD WS EfTieHs TR ARt SAH © HX8 =X Zd=
22| 0f0|E|H|E|S AFSHE 27| X HES IS 0f L= 2, o CIXE 22 0[0[X| -

JPG

F02. Challenger Brand
Brands which have creatively adapted their approach in response to competitor pressure by Compulsory
challenging the status quo to create game-changing work that uses progressive thinking and * Film

innovative creativity.

FO3. THY A|ZH ZHH| Ol Highly Recommended
TH S/ K| S AIBOIA Bt SRR AL B E SEE wp“‘:“g'ise o
EEN2 8 58 B AFof ZH note| Q=X HYsjor gLt

. . Optional
FO03. Single-market Campaign o URL

Work that only aired or ran in a single country [ region [ market. The work should describe how o AR/VRfiles

it was designed for the specific target market. « Digital supporting

content
FO4. 22 WS 2315 QAAO|E * Digital supporting
SZ XY == XYo|AM L= OF0|C|0], 2, 74X] SI 2tO|ZAEFUO|M HIRE A 7h58h Ab Images - JPG
M HES S0 S HE/ARUEOIM LS L2 EZL EZ X2 A H|XH 500 Chet Q1AL
ES 830 2HER 2o A2 FEE = As YHS 2R OF gLt

G04. Social Behaviour

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

FO5. S ALE

FO5. Use of Humour

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

geLn 7220 YXGX YL Ot 2E0] U HE gff-f-'g ou K8/}
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FO6. O & E 7 =
AR /S iAot BHIEl BA| S oA U/ XHAIS 32|00|E| 22 AFRSHO] A Tho| it HE. . QY
SEXS NBHE AT SRHD A QIAO|E, YIS X|E, S Y MY ADR HxUA
XFH(AMEH St
SHIZ of= A S| AR=A| H0f Fo{of BL|CH AU AE)

F06. Breakthrough on a Budget

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

FO7.7|d 2= 9l AIS|H xHol

=0
A8, 22, 87 SIS O12E SN XYM SEN/SUE YEF SEN2 HUCO S| 1A
S0 AZBO M 0T JHXIS HFSHD X YALSI0f B2 FAEK| Ko Fo{of Bic

GE bge] XM A HE B SEXS o5 22 YL MM A TV FBF FE 222/ A06.
B GE[) AH B F G| 2] LM B 2810 & 2E29/'B06. H Sl A EHA FE
FIE| 2] EE TLEAIL.

FO7. Corporate Purpose & Social Responsibility

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

All not-for-profit, charity or government work should be entered in the relevant sector and/or
A06. Not-for-profit / Charity / Government category in section A. TV/Cinema Film: Sectors or
B06. Not-for-profit / Charity / Government category in section B. Online Film: Sectors.

FO8. Al m
SX|[XC /22 2HO| ChSSto] MRS TSt D0 Ch Hf2{E 20 FE V20 HHCES
<]

f
HEots M2 $HS 28

FO08. Market Disruption

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

22 7|gto] & SEH L X Zeof 2 WX £RHS SR V2 E HE FHY(o: Tol, ¥,

OIF, MA X|g, d)ol tist 228 B S Wiste #E dE, T2 0|3t xt0| & BHEstn 0|5 s 4%t

5. Ol2st QAMOIEE HFO0| HMER O|Cj0f s MEsts YA S E2UN, 8 ¥HEE
|Z 0] LTt

FO9. Cultural Engagement NEW

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

o AbR Y

MEd ALg
e URL
e AR/VR It¥
o C|X|E BX REIX
e C|X|™ ©X 0|O|X| -
JPG

Compulsory
e Film

Highly Recommended
(optional)
e Case film

Optional
e URL
e AR/VRfiles
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

gesn F2L0| YN YLl YU HE0| Uk F2 FRES 2H HE

Lo
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o YAZIZECRE F2 YYO| A2{FL L)

o SYNES SIIYZEN EFY + U= AAx0= HMTo| gE L

o ZHAS2 oLt EEA2E UFEN, BE HAS2 oY At 7| 7h Lo HF = A E X0|o{of e Tt

o OO|2ZHES 54 A2 A0 B2 12] S22 EFL & AFHCL 2 00| A2 EE 2| Z0|= 152 0|510f0F 3, 2=

EEN2 S5 7|7t Lol Al x| OfoF LTt
o LE AR AY, O Y, 22|X|E TH=0 = X2 ZHs= A 23| AY LT

The Film Craft Spikes celebrate onscreen artistry.

The work should demonstrate exceptional filmmaking. It should showcase technical skill and prowess in production/post-
production, elevates an idea or dramatically enhances its execution.

® The main criteria considered during judging will be the execution.

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

e Each execution constitutes one entry, and all executions must have run within the eligibility period.

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

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

A. X%} =
L3 o
A. Production Materials
AOL & =
YEo HTE Sot J2|0f0|E|E Ha|Z siM g Zatstof HAE| HITu G A s HITHO| dxE Y=, « 3¢
O7|0f= 7HAE, ME TR, AFRE TRl L E# S S oA 28310 8 E HIH S SF =Xl S0 MEd AR
[ |
mete 4 s . URL
. . o OZ gAH
AOLl. Direction 12 94
.. . . L . . . . e AR/VR I}
The vision and achievement of the direction including the translation of the creative brief
through a director’s vision and how well that vision has been achieved. This may include but is o CIX2 2x ZH=
not limited to, the way that casting, set design, sound design and cinematography have been
) L . Compulsory
used to bring that vision to life. .
e Film
A02.CHE
Yol m0i7 Thiz, w3 2 A0S Chi2 240 20| 22/010|E] 0f0|C|0| ot Pt
HEHom PHD 2|5 YU AWHSEX S A, 20|~ o, BT AT, 32, A 2 mHO| . Dermo film
EetEUC o AR/VR files
¢ Digital supportin
FIZCl Q82 L £ Yol WS AP Z HFHO FLIt g7 SPporing
content
AO02. Script
The film's script, as written. Analysis of the script will include dialogue, voiceovers, scene
setting, movement, actions and expressions. This analysis will also look at how successfully
the script delivers on the creative idea and supports the final execution.
You are required to provide a written English translation of the script as part of your
submission.

geL 7220 YXGX| YL O HE0] U= HE 8”5’55 ou K28/}
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A03. Casting MEH ApEH
The vision and achievement of the casting. This includes but is not limited to the pre-production e URL
selection of actors, dancers, singers, models, non-professionals, animals and other talent. e AR/VRI}IY

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

Highly Recommended
(optional)
® Demo film

Optional
e URL
e AR/VR files
* Digital supporting
content
A04. ZT2EM C|X}OI[OlE C|aM =2
T2 M C|XHQI/OLE T2 Mol 0|3t 0f7|0fl = ME CIXFITF 270|M YE QU ZHZo| Hutx{ol 2 of « 84

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

A04. Production Design/Art Direction * URL
The aesthetic of the production design/art direction. This includes set design and location e AR/VRIY
builds, as well as the overall look, feel and atmosphere of the piece and how the narrative has o 02 Y
been enhanced by the artful management of the visual components. o C|X|E BExX IHX
AO05. &d COmpuI;Try
e Film
ol SR 2k AR, o2 ME, Fto2tel 3, Yoty T, £ 78, =F X 7B =2kt
ALAFEIL| T}, Optional
e URL
* AR/VRfiles

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

e Demo film
¢ Digital supporting
content

A06. 22|X|'d §2| AL
A ZDE Q| =

KA Q| o &=

AO06. Use of Original Music

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

A07. 20| A [HZ goto| Ar
o 2

2to| A SO EE HEE S0 M8 EBO| =35 HgHSAHL, 2% 2297|E TEHLL, 7|E
A2|0f0|E|2 HE2[EE Foidts YA0] HAELICL

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

FREL FEE0| YA AL} YOYF 20| A= P FRES 2H HBHLIL,
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If there is any inconsistency or amb:gu:ty between the English and Korean version, the English version shall prevail.
90



O{f|E E0}17}7|

=y! SPikes Asia
AO08. M|} A3 =
ZEO| JHEX Ofpl it =M o WHEF LYo A HIHE FAo| MEA Ol T, MA 2, ol &t H ek 7|=X 2X, . 3¢
M= Dol Al 2HSE ObA|, K E ElO| 7HE XFRIS {EA A Cist &85t T Al FEUE=XITt ATH(MY AR
—_—o [ | o
AAPELICH . o2 oy
MIE & oo HE HEFE E0 FE528 2/0/9 HfZ FH(0f B0]Z FA L LS o A MEH AFS
A = KE8l= X0l Eg L/t e URL
e AR/VR I}

A08. Achievement in Production

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

It is highly recommended to provide a two-minute demo film showcasing the production
process e.g. a ‘'making-of’ or ‘behind the scenes’ film, in addition to the film as it aired

Compulsory
* Film

Highly Recommended
(optional)
e Demo film

Optional
e URL
* AR/VRfiles
¢ Digital supporting
content
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B. Post-Production Materials
BO1. T =
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BOl. Editing

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

e A

URL
AR/VR Tt
o= g4

CX g 2 FHIX

[

Compulsory

Film

Optional

URL

AR/VR files

Demo film

Digital supporting
content

MotE 2B WX E S| ?let

Z0/9 62 J& = HEFetE X0l &L/

B02. Colour Correction/Grading

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

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

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

TE!

A
T

g at

AZ (M M)

2 g

LR

URL
AR/VR Tt

X Bx 2EHIX

Compulsory

Film

Highly Recommended
(optional)

Demo film

Optional

URL

AR/VR files

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

HggLir)

he English version shall prevail.

92




O{f|E E0}17}7|

1S Spikes Asia

Yo F0 oMol A2 E T2l S2|00]EIE AME. =5, Yo, HE &Y, M2E 2119 7|&X
gt Hyte =3, HA| A0 0|Xl= 0| HAFELICH

B03. Sound Design

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

BO4. Of L oj|o] 4

HAO| A OfL|TfjO]M O] AR Tt OjSt M AE oM Jefm Aol 9 op £ 3p AHE 1T S 5=
Q& 0| of Lm0 40| 3| E LIt ofL| oo MT} AlAF £ o =l QAo A2, ofL|m|o|Mo]
AAME L O,

BO4. Animation
The use and aesthetic of animation in film. All types of animation, including cell, stop-motion,

ol A
=T

. QY

ey apg
e URL
e AR/VRI}Y
o M2 Ay
o LIXE 2= BHZE
Compulsory
* Film

Optional
e URL
e AR/VRfiles
e Demo film
¢ Digital supporting

L . Lo . ) . content
graphic, silhouette and computer animation in 2D or 3D will be accepted. For films that include
both animation and live action, it will be the animation that is judged.
BOS. A|ZH 21} g
a1t ANl S4HI MH StRiTte| HB HeS metsto] WY BAD 7|EHA|Z Bt HEL © 28

AlZt 20t 7f Of EH BHSOfTEA] B 0] £ 2& Z0/9) b2 &= AEdHE 20/ F& LT
BO5. Visual Effects

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

into real footage.

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

AT (MY ALE)
R

Compulsory
e Film

Highly Recommended
(optional)
e Demo film

Optional
e URL
e AR/VR files
¢ Digital supporting
content
gz20 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’5’55 2L HEEILLL.
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The Gaming Spikes celebrate creative work that connects people to brands through gameplay.

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

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

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

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

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

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

A.Al0|'8 Xtz
A. Gaming Materials

A0l 2C|Q-H|FY ZHIX e
HACO| AKX B EE M2 HYUO|Lt Ho|Y HES SEE 2N ot Ao|Ue| 0|1, o SYH M=
CHRBIE 2|, Al2|X, EAE, Q2|2 20 REHXE shAl o2 Hesh HAMC| S YA 7| OfE,
otrje/erle ZHX, MEd Ap
e URL
A AZZE HESH= ZL 12 HEY AXS EASE= £20/E7) o= £ H/0]Q 1Yz ZE * AR/VR It
HyLS gz cefiiAe o CXE 2x ZHX
o CIX|E 2% 0|0|X| -
AOl. Audio-visual Content JPG

Branded film, key art and radio & audio content including but not limited to trailers,
documentaries, series, posters and original music content with gaming at their core which aim | compulsory
to amplify a brand's message or promote a new game or gaming product. e Original content

If you are submitting a series of films please upload all executions in a single video file with

Optional
slates denoting the start of the next execution. P

e URL

e AR/VR files

¢ Digital supporting
content

¢ Digital supporting
Images - JPG
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A02. Live Gaming Experience

Any live gaming experience or activation that was held at a consumer or B2B event for product
launch or promotion. Including but not limited to installations, festivals, conventions, product
demos, pop-ups, esports competitions, virtual concerts and live performances held physically
or within virtual worlds.

15}

A
T

e A

Compulsory

Optional

L= N3
=o

)l
rH
rm

I%

URL
AR/VR I

CIX g 2x 2EH=
C|X| & &2 o|O]X| -
JPG

Original content

URL

AR/VR files

Digital supporting
content

Digital supporting
Images - JPG
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AO03. Brand Integration for Games

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

A04. HIO|U/AER|U ZSHE AL
=X z

HHUE HE L AHI2

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

AO5. ZA|[THEA|
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AO05. Launch Relaunch
Immersive gaming experiences created to launch or relaunch a game or gaming product.

A06. A HL|E| 2t2|[24 %o
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A06. Community Management [Social Engagement

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

TE!
+

AT (M A1)

Mo Arg

Compulsory

Highly Recommended

(optional)

e Case film
Optional

e URL

e AR/VRfiles

CIXIE =23 ol
o[8[ x| - JPG

At S

URL
AR/VR Tt
CIXE BHx 2EIX

CIX|g 2% o|O|X| -
JPG

Digital presentation
image - JPG

Digital supporting
content

Digital supporting
Images - JPG
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A07. Influencer & Co-Creation o AR S

The creative and innovative use of content creators, streamers and/or influencers to drive a

brand's message and engage with a specific audience within the gaming community. This may M A
include, but is not limited to, collaborations, sponsored content and user-generated content. * URL

e AR/VRIY
A08. HHE GE LM AZMM, HA o CIXE EX EHA

N EEEXIE e

HolY A, BUC|= ZeX AEEQHES SH HZLA 28 24 I RE B YAXL| 43 0[]
$83= 20/Y B} u|Ho|Y BHCo| Haps THEH NI B re
Compulsory
A08. Brand Partnerships, Sponsorships & Collaborations « Digital presentation
Strategic partnerships and collaborations between gaming brands and non-gaming brands image - JPG
that leverage gaming experiences, branded content and entertainment to meet specific
business goals and mutually benefit everyone involved. Highly Recommended
(optional)
A09. AlO|Uo| CtAe Sl =2/ e Case film
Aol HRLIE| Lo] 4, 85 g, Tof, Lto|, 9F, W%, 4=, F1 £ 7|6 M0 BE Ko]of optional
YA Ho|Y SEX, .« URL
* AR/VRfiles
A09. Diversity & Inclusion in Gaming * Digital supporting
Gaming work that tackles and confronts disparities based on sex, sexuality, disability, age, race, content
ethnicity, origin, religion or other status within the gaming community. ¢ Digital supporting
Images - JPG
Al10. H[0] Y H 4l
M71& EE7ZIE 7|8 2UE, 0M| £= M2 AU AE2 S3lf AloHO| A0 B, Hold, 45,
OHR N, HEAHS PHAITIE BUCIE HE L 2HX B

A10. Innovation in Gaming

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

geL 7220 YXGX| YL O HE0] U= HE 8”5’55 ou K28/}
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Glass: The Spikes for Change recognise creative work that addresses inequality and prejudice by consciously representing and
empowering marginalised communities. This can include, but not be limited to, disabled people, Black and Indigenous people,
refugees, asylum seekers, displaced individuals, minority religious groups, marginalised ethnic groups, LGBTQ+ communities,
underserved socioeconomic groups and people of all ages, especially those underrepresented or stigmatised in society.

Celebrating brands that use creative excellence to drive cultural shifts, create systemic change, and set new standards for
positive impact for the communities it serves.

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

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

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

¢ All case films, films, demo films and original content must be subtitled in English.

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

FEED F2E0 YA AL YU ££0| A= FP FEEE P4 HEHLICL
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AO1. Technology NEW

Technology and technological solutions that enhance, facilitate, or improve the way
individuals, groups, and ideas are represented in digital and physical spaces. The work
should demonstrate how diversity and inclusion are embedded in the technology's
design, execution, and impact, driving positive social change and innovation.

A02. H|Z[Mu|A 214
Crget B, 22, FH

’

A02. Product/Service NEW

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

A03. O|L|ME[E 414

OIE|ojet S S2F TRIOA] JHQlap FTHo| B = S S JHdst| flof 7|2 e =208,
Al 25 EH2 #IH WS 0|81, L Y1 B, 2 S S BH| sk
31 O|LIME|E T} O A A= A=X| 42 0fOF FLICE

AO03. Initiatives NEW

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

A04. Internal Practices and Values NEW

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

TE!

x>
« CIX|E Z2|HE 0|4 00| -
JPG
AZ(HY M)
o A Yy
Mo arg
e URL
N CNEEELLES

o C|X|E 22X 0|O0|X| - JPG

Compulsory
¢ Digital presentation image -
JPG
Highly Recommended (Optional)
e Casefilm
Optional
e URL
¢ Digital supporting content
¢ Digital supporting Images -
JPG
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The Healthcare Spikes celebrate creativity found in consumer healthcare as well as the more regulated pharmaceutical industry.

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

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

e Criteria considered during judging will be medium dependent.

® There is no overall limit to how many times the same piece of work may be entered into Healthcare as long as the
categories and mediums chosen are relevant. However, the same piece of work may only be entered in either Section A,
B, C & D or Section E.

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

e Subtitles are highly recommended on all case films, films, demo films and original content.
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A. Health & Wellness: Consumer Products Promotion

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

AO1.OTC Z 79

HIXY oFF, OTC A& X EH|, 23 AL,
Ot S =014 Sf& L2 0f OjA|E 4153}/ A2,

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

Choose your Healthcare mediums from the list below.

geL 7220 YXGX| YL O HE0] U= HE 8’55,32 o x28/ /)

T !

If there is any inconsistency or amb:gu:ty between the English and Korean version, the English version shall prevail.
99



O{f|E E0}17}7|

u 3 Spikes Asia

A02.0TC 28
W, IROH(HISHYE), Elie XIRA, MO KIRH, 85 M4 % X 2K, Hot, o, 6|2 37, &5 BalH|, ¥ B2|¥|, & 257,
L AN, 4B HE L2 2| N E.

Ot SZ01A] & H2H0f DA E 4153}/ A2,

A02. OTC Applications

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

Choose your Healthcare mediums from the list below.

A03.0TC N &
2E, 2HE Ux Ky ot AN, BHE D S| E TiE, T2 AR EE, HEE XIX|Tf, 52| X|X|Tf, 243 HE, M EHAE SY HA

=
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Ot SZ01A o8 H27H0f DjHE 1953/ A/ 2.

A03. OTC Products

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

Choose your Healthcare mediums from the list below.

HIEFR], OJH|E, of X QF, 25, 7|sd A&, 0|2 S2, 20713, 2HtatA|, Z2H[0| Q| Wit HIEHDI 8 &.

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

A04. Nutraceuticals

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

effervescent vitamin drinks.

Choose your Healthcare mediums from the list below.

TEL|A, CIO|OIE, AER A, = & e 2t0[ZAEL S & HAIE MF, Y, /02 S, 7N E

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

A05. Health & Wellness Tech

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

sleep.

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

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

Brand/Client funded communications to promote health awareness and encourage proactive personal care. This can include,
but not limited to, self-examination, anti-smoking, anti-drugs, health and hygiene information, AIDS awareness, alcohol abuse
awareness, sexual health awareness, dietary information, cardio-vascular care, exercise and wellbeing. This category will also
include unbranded disease awareness.

Choose your Healthcare mediums from the list below.
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B02. Non-profit/Foundation-led Education & Awareness

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

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

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

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

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

Choose your Healthcare mediums from the list below.
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CO02. Health Services & Facilities

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

Choose your Healthcare mediums from the list below.
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CO03. Insurance

Medical insurance and financial plans.

Choose your Healthcare mediums from the list below.

LI—. ° 7d7°I-

ellness: Animal Health

O
-

(1]
2
Y| 5 4o
mm'lo
S

4 0152 20 0| 2H|A S| 2 S D= 2SS E A 7|Et S Y MM M. 52 HR) A TEL, S AT B 3

Ot S =014 Sf& L2 0f OjA|E 4153}/ A2,

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

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

Work created for pharmaceutical brands to engage patients, healthcare professionals and targeted consumers through the
promotion of products, awareness and understanding of disease/medical conditions and the advancement of healthcare
through engagement.
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EO1. Direct to Patient
Direct to patient work created to launch and/or promote a specific branded regulated prescription product, service or therapy.

The work must be in relation to the management of a disease or medical condition diagnosed and treated by a healthcare
professional. Choose your Healthcare mediums from the list below.
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EO2. Direct to Healthcare Professional
Work targeted directly at healthcare professionals and created to launch and/or promote a specific branded regulated
prescription product, service or therapy.

The work must be in relation to the management of a disease or medical condition diagnosed and treated by a healthcare
professional. Choose your Healthcare mediums from the list below.
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EO03. Patient Engagement

Work aimed at patient intended to support adherence; drives proper and responsible usage of treatment; improves patient

experience; and drives better outcomes while building a positive reputation for a client and/or brand.

Approaches may include, but is not limited to, the use of data analytics and connective technology to enhance the patient
journey, compliance programmes, screening services and psychosocial support services

Choose your Healthcare mediums from the list below.
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EO4. Healthcare Professional Engagement
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Innovative uses of technology solutions for patients or healthcare professionals. Approaches may include, but not be limited to
the treatment, diagnosis and data collection of patients; technology; software and hardware; clinical trial tools; treatment
products; etc.

Choose your Healthcare mediums from the list below.
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EO5. Disease Awareness & Understanding: Direct to Patient or Healthcare Professional
Work created to raise awareness and understanding of a disease or medical condition for patients or healthcare professionals.

Choose your Healthcare mediums from the list below.
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Audio & Radio JPG
Work that communicates a brand message through audio excellence, sonic innovation or Compulsory
superior aural storytelling across the airwaves and digital streams., e Audio File
e Criteria considered during judging will predominantly be the ideq, the execution
and the impact. Optional
® Each execution constitutes one entry. e URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
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o o o o
Brand Experience & Activation Materials
BUs ZY U HY £
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Brand Experience & Activation
Creative, comprehensive brand building through the next level use of experience design,
activation, immersive, retail and 360° customer engagement. Entries should demonstrate how
the customer journey, experience of the brand and optimisation of every touch point led to
increased brand affinity and commercial success.
e A number of criteria will be considered during judging, weighted as follows: 20% Ideq;
20% strategy; 30% execution; 30% results.

o At S

e
e URL
o CIXE EX ZHIX
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JPG

Compulsory
¢ Digital presentation
image - JPG

Highly Recommended
(optional)
e Case film

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG
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Creative Data
Work enhanced or driven by the creative use, interpretation, analysis or application of data.
The creative use of data must sit at the core of the idea and the results/ impact must be
clear and robust.
e A number of criteria will be considered during judging and weighted as follows: 30%
strategy; 30% use of data; 20% idea; 20% impact and results.
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Compulsory
¢ Digital presentation
image - JPG

Highly Recommended
(optional)
e Case film

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG
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Digital Craft Materials
CIX|E 22 = E: QlE{H 0] & 3L S (ur)[AHE XE A E (UX) 2=+
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Digital Craft: Interface & Navigation (U1)/ User Experience (UX) o 02 gat

Work focused on the interactive journey and exceptional form and function within digital
healthcare. Work that demonstrates flawless design, expert execution, and outstanding user
experiences across all digital platforms to drive progress in healthcare.

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

Compulsory
¢ Digital presentation
image - JPG
e URL

Highly Recommended
(optional)
e Demo film

Optional
¢ Digital supporting
content
¢ Digital supporting
Images - JPG
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Direct
Targeted and response-driven creativity. The work should demonstrate how insights
and/or data were used as part of the strategy to engage specific target audience groups
and develop customer relationships, inspiring action and producing measurable results.
e A number of criteria will be considered during judging and weighted as follows: 30%
ideq; 20% strategy; 20% execution; 30% impact and results.
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Compulsory
¢ Digital presentation
image - JPG

Highly Recommended
(optional)
e Case film

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

FREL FEE0| YA AL} YOYF 20| A= P FRES 2H HBHLIL,

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

107



O{f|E E0}17}7|

1S Spikes Asia

QE{E|QIHE PNT-]

L] o
Entertainment Materials
AE|EHQIHE RN
A 5 90 Y, AEX Y 5o AEHANE BHES So) ALAIES BO|SOIT ZBE DIAIXIS © HxE=2dEold
HYs{L 22 WAo= 2u|xtet @YSHE Ofo|C|of. olBlxl - Jpe

o HAPIEOIM o2 ZHX| 7| F0| 2|0, L2k 20| 7bE K| 7F £ 0f & LT} 20% H = 2
ol g 71 st g AZH(ME A
2IALO|E, 30% 2|0|0|E| 2 OFO|C|0f, 30% 7|1 S E&, 20% ek 5! Zut
ol A
o HBELE 0|9l OE[AE, 220J0E], BTN, AS2D], 25 M, B, BX, AZA, © ME2S
SUEF, O|CI0f 274 HE| ERAL EE AHHAHE hint 2HE X EFN BHXE
MEH A}SH
H2ota Hig5t= FHE 2t AT
o ALl A 4 URL
o AZ|=E MESE B2, ChS olTj2E= A% S EAISHE £20/E7} e HE HIDR ote2 o [CIXY EX REX
DEUAEE HAZESIMAIR. e CXE 8 0|0jK -
=
o MEX QMBI YN OhH|o| ZBsHo} L Ct pe
. AN ZEIX
. (= e
Entertainment
Ideas that are unskippable, engaging users through entertainment platforms such as music, Compulsory
sport and gaming; communicating a brand message or connecting with consumers in a new e  Digital presentation
way. image - JPG
¢ A number of criteria will be considered during judging and weighted as follows:
20% strategy & insight; 30% creative idea; 30% craft & execution; 20% impact and Highly Recommended
results. (optional)
e Brands refers to talent, artists, creators, influencers, streamers, athletes, teams, e Case film
organisations, sponsors, platforms, media owners, rights holders or any entity that
produces and distributes products and content related to the entertainment Optional
industry. e URL
¢ |f you are submitting a series please upload all episodes in a single video file with Digital supporting
slates denoting the start of the next episode. content
e Traditional film advertising should be entered into the Film medium. Digital supporting
Images - JPG

e  Original content
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Film: Cinema, TV and Digital Film Content
Creativity of the moving image. The work should demonstrate brilliant brand
storytelling intended for a screen; filmed content created for TV, cinema, online and
out-of-home experiences.
e Criteria considered during judging will predominantly be the ideq, the execution and
the impact.
e Work that’s not in English should be subtitled, so that it can be understood in English,
exactly as it was published or aired. Please note that dubbing is not allowed.
e Each film execution constitutes one entry

JPG

Compulsory
e Film

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG
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Film Craft: Animation/Visual Effects
All forms and styles of animation and visual effects created for film.
¢ Criteria considered during judging will predominantly be the idea and the execution.
e Work that's not in English should be subtitled, so that it can be understood in English,
exactly as it was published or aired. Please note that dubbing is not allowed.
¢ Each film execution constitutes one entry
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Film Craft: Cinematography
The quality and effect of the cinematography. The style, artistic choices, camerawork,
cinematic techniques, shot composition, lighting and other effects will be considered.
e Criteria considered during judging will predominantly be the idea and the execution.
e Work that's not in English should be subtitled, so that it can be understood in English,
exactly as it was published or aired. Please note that dubbing is not allowed.
¢ Each film execution constitutes one entry
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Film Craft: Direction
The vision and achievement of the direction including the translation of the creative brief
through a director’s vision and how well that vision has been achieved. This may include, but
is not limited to, the way that casting, set design, sound design and cinematography have
been used to bring that vision to life.
e Criteria considered during judging will predominantly be the idea and the execution.
e Work that's not in English should be subtitled, so that it can be understood in English,
exactly as it was published or aired. Please note that dubbing is not allowed.
¢ Each film execution constitutes one entry
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Compulsory
e Film

Highly Recommended
(optional)
e Demo film

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG
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Film Craft: Production Design/Art Direction

The aesthetic of the production design/art direction. This includes set design and location
builds, as well as the overall look, feel and atmosphere of the piece. The Jury will consider
how the narrative has been enhanced by the artful management of the visual components.

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

e Work that's not in English should be subtitled, so that it can be understood in English,
exactly as it was published or aired. Please note that dubbing is not allowed.
¢ Each film execution constitutes one entry

AT (MY ALE)
o o= Yy

MEH A}

== =]

-~

e URL

o C|X|Y BX ZEIX

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

Compulsory
e Film

Highly Recommended
(optional)
e Demo film

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG
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Film Craft: Script

The film's script, as written. Analysis of the script will include dialogue, voiceovers, scene
setting, movement, actions and expressions. The Jury will consider how successfully the
script delivers on the creative ideq, while also considering the effectiveness in conveying
important health related information.

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

e Work that's not in English should be subtitled, so that it can be understood in English,
exactly as it was published or aired. Please note that dubbing is not allowed.
¢ Each film execution constitutes one entry
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Film Craft: Use of Music/Sound Design
The impact and success of original/licensed music and/or the creative use of sound design
within film advertising.

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

e Work that’s not in English should be subtitled, so that it can be understood in English,
exactly as it was published or aired. Please note that dubbing is not allowed.
e Each film execution constitutes one entry
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Compulsory
® Film

Highly Recommended
(optional)
e Demo film

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG
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Healthcare Product Innovation

=
Materials

g2H 0 HIF M
AY HMEO| H| =LA = AL ZH| S 20| =YL E;MES FHFLAH O L= ZS ?Ioh
HIZHHLE ®E, 7171, M| A S

o HAPIEOM o2 74K 7| =0| 2|0, T3t 20| 7FS K| 7F £ O E LI}, 40% OFo| o,

40% T, B4, 715, 20% 2.

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

15}

AL
T
o [C|XIE =2|HH|O|M
O|O|X| - JPG

AZ (MY ALE)
o AR Yy

MEd Abs
e URL
o COXYEZEEHX
e CX|ZY EX 00X -

JPG

Compulsory
e  Digital presentation
image - JPG

Highly
Recommended
(optional)

. Case film

Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG

gEL 7220 YA YHL Ot 220] U HE 2 5—5—’5 ou K28/}

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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Indu stry Craft Materials
MY = E: ot E C[H M s
HUER C|XpOl QIS A|ZHE A3, o [|X|E BYXIE - JPG
o BEEME JAHRUAOM IRl =F TRt 214y, 2, S2f
XH(AEH S|
. MATIEoRE T2 THo| 2P AR AR
- = 3 & = . S L4 E”E At
o BF QM A el EF2 Z2 4 Udo 15 50| sHITLICH =<
o Y UEUME FHFUAOME A ORI 25 F2 TH AHAS stLtel 2522 S22 0t
ey Arg
ELIEE
=] Zo of s EAIZISE A Ol A0l ®MHS oA ¢ URL
« SYNETS Y INTEC FEY 2 U= W0l H0| LI . CiX|E Bz 2Ex
S o CIX|E 22X 0|0|X| -
Industry Craft: Art Direction PG
The overall design, direction and visual execution.
¢ Brand & Communications Design, Packaging Design, Print & Publishing & Outdoor.
Compulsory

e Criteria considered during judging will predominantly be the execution.
e For Standard Print and Outdoor entries, each execution constitutes one entry.

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

There’s no overall limit to how many times the same piece of work can be entered into
Industry Craft.

MY Az E: Fn Fot
&1 20t0] 32| 0f|0[E| 2 OFO|L|0{ S oA Feidh=7t
o ZEEUMEE 5’11‘;'r'—|71|0|"q CIxtQl, 28 CIRLQl, i, ET, 22|
o HAHZIE2RE T2 HYOo| nagLth
o HE Q4 X 29 £52 ¥§%’— Zt HYol 12| EF0f sHYRLIC
o ZFY S EHME HFLH O S LKl 252 2 TH HH QS StLtel 2522 S280F
gt
o SYNES MUY AAZEN EFY & A= S0l= Meto] glEsU T

Industry Craft: Copywriting
How the copywriting brings the creative idea to life.

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

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

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

There's no overall limit to how many times the same piece of work can be entered into
Industry Craft.

¢ Digital proof - JPG

Highly Recommended
(optional)
e Demo film

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

FZ2=2 1

If there is any inconsistency or amb:gu:ty between the English and Korean version,
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he English version shall prevail.
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Industry Craft: lllustration
The creative impact of the illustration.

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

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

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

There’s no overall limit to how many times the same piece of work can be entered into
Industry Craft.

S2|00|E|E EHO| A EE ST &

HE BHE A AFLA O BRI, = CIAHY, 2, S, =2

HAZIEL2E F2 YO0 1 FHL|Ch

BE QUM A 5o £59 22 24 Y015 EF0 sk

ZY A EUE AFLA O R CIAY EF2 2 WM Hm2lS stLel EF2 = 2 of
gLc.

S HES MY IYZEN EFL + A 0= Moo &Lt

Industry Craft: Photography
Engagement through use of photography and creative expression.

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

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

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

There's no overall limit to how many times the same piece of work can be entered into
Industry Craft.

MY 2= E: Efo|Z2[n]

m
o
H
]
&
=l
_>':
ofo

HAH?

BE QM A g 259 82 24 Y012 EF0 st

ZY U EME AFLA O R CIAY EF2 B TH Hmfol S otLel EF2 = 329 0F
gL

SYHES MY IWZEN EFL + Ae A+0l= AMeto] &L

Industry Craft: Typography
Design aesthetics and storytelling conveyed through the use of typography.

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

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

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

There's no overall limit to how many times the same piece of work can be entered into
Industry Craft.

15}

A
T

o LIXIE SY XE - JPG

AT (MY L)
o o= Yy

-~

MEH A}

[ | o
e URL
o AYAE By

o
ZEX
=HI=

29
o o
o CIXIE EX
o CIXIE EX

JPG

o|O|x

Compulsory
¢ Digital proof - JPG

Highly Recommended
(optional)
® Demo film

Optional
e URL
¢ Digital supporting
content
¢ Digital supporting
Images - JPG

FREL FEE0| YA AL} YOYF 20| A= P FRES 2H HBHLIL,

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

s "

ol2{ 0|0l ZAEZ ALS T SEX. SEXS AH O Meto] 2N Mee R EE A ES SEED, e
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Integrated MeEl AFSH
Work that uses multiple media platforms. The work should demonstrate the integration of e URL
chosen elements or channels throughout the campaign and how the different media . CIX|Y 2x Z2EHX

complemented and built on each other to drive tangible business results and were
instrumental to cultural change or integral in the achievement of brand purpose.
e Criteria considered during judging will predominantly be the ideaq, strategy,
execution and results. Compulsory

e CIX|E EX 0|O|X] -
JPG

e  Digital presentation
image - JPG

Highly Recommended
(optional)
e Casefilm

Optional
U URL
e Digital supporting
content
e  Digital supporting
Images - JPG
ol
mHY it=
L] L]
Mobile Materials
SHHY RS
&K 7|gtol A2(0f0|E|H|E| EEXL HOIE EAE0MQ 58 HojFojo} o, Foif EE + HXIE ZeEEord
gloj2{2 =Zo| oo|cioje T4 @2 THE| D 0| FE HES sfof L ch. OlDIX| - JPG
o MA7IZEoRE Ofo|T|Of, B, SHE a4, w1t W 21 50| DE ULt

AZ(M A1)
T

Mobile

Device-driven creativity. The work should demonstrate performance in portable ME] AL

platforms. Includes work where a handheld or wearable environment is central to the . URL

idea and enables key aspects of the execution. . CIX| & Ex 2EHIX
e Criteria considered during judging include ideq, execution, platform relevance, . CIX| 2 2= o|O|X] -

impact and results. JPG

Compulsory
e  Digital presentation

image - JPG

Highly
Recommended
(optional)

e Casefim
Optional

. URL

e Digital supporting

content
e  Digital supporting

gELT F2£0| YXHX YAL ot 20| s H2 ILELE P4 HELLL)
If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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Images - JPG
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Outdoor Materials
SQ: HHAHE 2
T B NS BHS HTEN YOS B AQRL YAO HIEE 90| N A7 Y, © CHxE=AH0A
%#%lgﬂiméglioﬂé%% k5| 0| off 2he|X| QLT OlBIAl - yPG

o MAbZ|EORE ZZ 010|C0f, B, mutvt mAELCh AP (U™ M)
o Oz @y

Outdoor: Ambient

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

ey Apg
. URL
o [CIXYEXIHX
e ClXE=2xo00x -
JPG
Compulsory
e  Digital presentation
image - JPG

Highly Recommended
(optional)
e Demo film

Optional
L URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
29 5FE Bl
ORI YW, TAH, WA IEY, Y U ZAH, POS, AOILIX, DS £24, L S I3t + HXESYA=E-Pe
ZHI=,

Outdoor: Standard
Content intended for static and digital billboards, posters, bus stops, in store posters, point of
sale, signhage, transit solutions, banners etc.
e Criteria considered during judging will predominantly be the ideq, the execution
and the impact.
e For Standard Outdoor entries each execution constitutes one entry.

. URL

o COXEEZ:dx

N NEEE L
JPG

Compulsory
e  Digital proof - JPG

Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG

FZ2=2 1

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

20/ QAT LAL} WY 20| A= Z2 8’5’55 ou K28/}

he English version shall prevail.
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i
30% PR M2f,20% PR 218, 30% e & Zat.

PR
Strategic and creative communication that demonstrates how original thinking,
transformative insight and a strategy rooted in earned has influenced opinion and driven
business, societal, and/or cultural change. Work with storytelling at its core, which established,
protected and enhanced reputation and business of an organisation or brand.
¢ A number of criteria will be considered during judging and weighted as follows:
20% ideq; 30% PR strategy; 20% PR execution; 30% impact and results.

15}

A
T

AT (MY L)

o A FY
M b
e URL
o X2 EX ZHZX
e CIXY =X 0|0|X -
JPG
Compulsory

Highly Recommended
(optional)

Optional
L]

CIX|E =2| el o] M
O|O|X| - JPG

Digital presentation
image - JPG

Case film

URL

Digital supporting
content

Digital supporting
Images - JPG

FREL FEE0| YA AL} YOYF 20| A= P FRES 2H HBHLIL,

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

QUM A £ S

HENMN, AMXL 2|2 H3H2IE (leave behind), S MU= X2, A A ALZ (detail aid), TS 2,
B HEE 2, mooH AU BN S EERE,
o MAZ|ECRE FZ ofo|C|of, T, Z2at7F maf gL Ct,

Print & Publishing: Collateral
Brochures, booklets, leave behinds, custom sales materials, detail aids, promotional items,
brand reminders, calendars, newsletters, annual reports and press releases.
e Criteria considered during judging will predominantly be the ideq, the execution
and the impact.

15}

AL
T
o [C|XIE =2|HH|O|M
O|O|X| - JPG

AZ (MY ALE)
. = ay

EP
J URL
o AMAE Yy
o CX"EEXIHX
« Cxg=xo/0/x -

JPG

Compulsory
e  Digital presentation
image - JPG

Highly Recommended
(optional)
e Demo film

Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
QM RETHEE ER

Print & Publishing: Standard
Content intended for published printed media including, but not limited to; newspaper,
magazines, medical journals and inserts.
e Criteria considered during judging will predominantly be the ideq, the execution
and the impact.
e For Standard Print entries each execution constitutes one entry.

o [CIXE Y XE - PG

Ay Apg
. URL
o ANNE PY
NP ERE - LES
o C|X|™ BX 0|O|X| -
JPG

Compulsory
e  Digital proof - JPG

Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG

FREL FEE0| YA AL} YOYF 20| A= P FRES 2H HBHLIL,

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

U2 0f 22 ML 9o) 22401 AFLIEIS DZsHD 00| Yt B Zefeln HAS0| 5 I
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Social & Creator
Creative social thinking and strategic influencer marketing specifically created for healthcare
solutions to engage with online communities, enhance meaningful relations and deliver
measurable results for a brand.
* A number of criteria will be considered during judging and weighted as follows:
30% ideq; 20% strategy; 20% execution; 30% results.

15}

AL
T
o [C|XIE =2|HH|O|M
O|O|X| - JPG
e URL

AZ (MY ALE)
o AR Yy

Ay Abg
N EEE - TES
e CXE=xo|0|x -

JPG

Compulsory
e Digital presentation
image - JPG
. URL

Highly Recommended
(optional)
e Casefim

Optional
e Digital supporting
content
e  Digital supporting
Images - JPG
20| Al
71=2| AL =
L]
Use of Technology Materials
71&2| At =
7|E 7|% Ee TS AR S S8t BE A0l I = X9 AL AR VR, ZEE[A, THHE U MA o Clx|g =a|¥H oM
HEZ, glojale U HAEE 7|2 5 =Eh £7| O 7|20 AIHEL Zete|X| 4. OIBIA| - JPG
o MAZ|FESRE F2 Ot0|C|0jQ MW, EME, R F F MH|A0| OX|E 7|0 Zutot Az (M A1)
|
s o A Y
Use of Technology MEH AL

Use of existing or new technology to execute or support a brand campaign. Including, but
not limited to, Al, AR and VR, robotics, gadgets and electronics, wearable and interactive
technology etc. Does not include prototypes of early stage tech.
e Criteria considered will predominately be the ideq, execution and results of the
technology on the brand, product or service.

. URL

RS

N NEEEC L
JPG

Compulsory
e Digital presentation
image - JPG

Highly Recommended
(optional)
e Casefim

Optional
. URL
e  Digital supporting
content
e Digital supporting
Images - JPG

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

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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The Industry Craft Spikes celebrate the creative artistry, talent and skill required to deliver a beautifully executed solution
and bring a creative idea to life.

The work should demonstrate the highest levels of expertise and vision in the application of creative techniques.

e The main criterion considered during judging will be the execution. Digital only work should be entered into digital
craft and will not be eligible here.

e Single executions of Packaging, Print & Publishing and Outdoor should only be entered into the relevant category.
However if they form part of a wider campaign, they will be accepted into Brand & Communications Design.

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

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

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

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

A. E}O|Z 12} Xtz

EO|ZO2jI| AFE S E¢ff C|AIQI O Sl AEg| &2l MEH °

°=° 8 =ees Materials
A. Typography
Design aesthetics and storytelling conveyed through the use of typography.
AOL Efo|Zaajm|: EEHE Sl {FL|#H| 0| M C|X}Ql =
=2C MAM, 2D CIXQ, AE Z2oM 2alC 3t ORI, 2E Za|H Y, 7| H B L Ho|M, T= e C|XE Z=Z2|HHO0|M
ES UIIESYN 2 Z20y Zy, OlBIAl - Jpe
SEY EZ Oy A EE 29 BAE AL FEF2 017 HEHH O LIk MR/ AU M)
Mg e+ 2= Bo|F MES 2L FYAL ¢ H=3<

o AEZHIXZ

A0l Typography: Brand & Communications Design

Including brand identity, logo design, self-promotion, brand environment design, brand M A

collateral, corporate communications, promotional items and other comprehensive branding e URL

programmes. e [CXEEXIH=
e LCIX|™ 2X 0|0|X| -

Standalone Packaging, Print & Publishing and Outdoor poster design work should not JPG

be submitted here. Please send physical samples for the jury to experience.

FEED F2E0 YA AL YU ££0| A= FP FEEE P4 HEHLICL

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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Compulsory
e Digital presentation
image — JPG

Highly Recommended
(optional)

e Demo fiim

*  Physical support

material
Optional

* URL

e  Digital supporting
content

e  Digital supporting
Images - JPG
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A02. Typography: Outdoor

Any outdoor work, including but not limited to, traditional billboards, posters, digital outdoor

screens or ambient work.

o [CIX|E ZSYXE - JPG

A (M A1)
. H2gy

e A

. URL

N N EEEEIES

e CIXIZ &E o[Olx -
JPG

AO03. Eto|=2fmf: QI 5 &
LA | QUM L£= FE HE.

A03. Typography: Print & Publishing
Any print or published work.

Compulsory
e  Digital proof - JPG

Highly Recommended
(optional)
. Demo film

Optional
L URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
A04. EtO| =2 m|: = F C| Xl ER

N2l =Y.

AIALCIQIEIO] Xgigt ~ =

Qe 218 Y2 2L TLHAL
A04. Typography: Packaging Design

Any packaging.

Please send physical samples for the jury to experience.

e CIXE =2|HE oY
e O|OJX| JPG
HE(ME ArE)
. E1IE g
. £ 82X X2
M A
. URL
o HRIYY
o LXZExZH=
e [CIX|E EX0|OX] -
JPG
Compulsory
e  Digital Presentation
e Image JPG
Highly Recommended
(optional)
e Demo fim
e  Physical support
material

gEL 7220 YA YHL Ot 220] U HE 2 555

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

oA HLBH [T}
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he English version shall prevail.
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Optional
. URL
e Digital supporting
content
e Digital supporting
Images - JPG
B. OLE C|3| M =
Ol 7| 2|2 EF 52 THH CIX, AE R AIAH +=Ho| =H2 SFLCL H
seeT Materials
B. Art Direction
The work in these categories will focus on the overall design, direction and visual execution.
BO1. OfE C|=4/4d: HME 31 7 {FL{3]|0]d C|x}je Bl

HUE YHY, 2D CIXIQ, MT T2 oM SAE 37 CIXQ, B BHEY, 7Y HRLA Y, BE ¢ HXE =2iHEold
=@ 0l J|E S5 BAE T2 T O[O|X| - JPG
. _ ERGER)
EEY BB ol A FE 99 BAE LA FEE2 017 HE o HL/h MR/ ) Hl @ oy
Mg+ SlE 228 YE= 2L TLHAL . 2 ex a2
BO1. Art Direction: Brand & Communications Design MEd ALEH
Including brand identity, logo design, self-promotion, brand environment design, brand e URL
collateral, corporate communications, promotional items and other comprehensive branding . CIX| g Ex BEIX
programmes. e LCIX|E EXx0|OX] -
JPG
Standalone Packaging, Print & Publishing and Outdoor poster design work should not
be submitted here. Please send physical samples for the jury to experience. Compulsory
e Digital presentation
image - JPG
Highly
Recommended
(optional)
e Demo fim
e  Physical support
material
Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
BO2. OLE C|2|44: 29| N
HEM ZNE, CXY 90| A32 E& Hu|IE 2HE S8 Bett 90| SE, © HAESYA=E -6

AT (M A1)

BO2. Art Direction: Outdoor o O3 oA

Any outdoor work, including but not limited to, traditional billboards, posters, digital outdoor

screens or ambient work. AMES ALE

. URL

o [CIXEEXZH=X
BO3. OLE C|3d: olaff 3l &x e CIXYEZo0[OX -

JPG

Compulsory
BO3. Art Direction: Print & Publishing e Digital proof - JPG

Any print or published work. Highly Recommended

(optional)
. Demo film

FEEZ T 2E0] YA PA] FALt ofofst F20 2= &R oz‘?%% 2L HEEILLL.
If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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Optional
L]

URL

Digital supporting
content

Digital supporting
Images - JPG

BO4. Ot E C|&|M; = & C|X}ol

SPEE=S)
MALSIEIELO] HBIE # U 82N MBS HLY FHAL.

BO4. Art Direction: Packaging Design
Any packaging.

Please send physical samples for the jury to experience.

15}
R

Optional
.

CIX| g =2 g ol

o|O|X| JPG

A (M M)

o= gy
MEEHZ AR

URL
CIX " Bx 2Ex

CIX| € &2 O|O|X] -
JPG

Compulsory

Digital Presentation

Image JPG

Highly Recommended
(optional)

Demo film
Physical support
material

URL

Digital supporting
content

Digital supporting
Images - JPG

geEg 2EE0] YXBIA YAHL) YOj3 20| U= FL2 X

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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C. lllustration
The work in these categories will focus on the creative impact of the illustration.
COl YA ER|0|M: HRME Gl F{FL|#0]d C| X}l R
S Y, 7| HBLHOo|M, T e [C|X|E z=2|HH| oM

Ha e Xixﬂ/\-i 27 E|7:|'._,"EEEEE).§ BHalE StA |:|x|.o| Haje b2

£2 Yl Sy sug m2aY T
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=

2/5 MES BUY FHA

COL. lllustration: Brand & Communications Design

Including brand identity, logo design, self-promotion, brand environment design, brand
collateral, corporate communications, promotional items and other comprehensive branding
programmes.

Standalone Packaging, Print & Publishing and Outdoor poster design work should not
be submitted here. Please send physical samples for the jury to experience.

O|O|X| - JPG

e URL
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JPG
Compulsory
e  Digital presentation
image - JPG

Highly Recommended
(optional)

e Demo fim

e  Physical support
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CO02. lllustration: Outdoor
Any outdoor work, including but not limited to, traditional billboards, posters, digital outdoor
screens or ambient work.

CO3. YRHAEZO|M: I AU
U] ol =

CO03. lllustration: Print & Publishing
Any print or published work.

material
Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
EES

o [CIXE Y XE - PG

AZ(HE M)
. H2gy

e A

e URL

o LCIXYEX ZEX

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

Compulsory
e  Digital proof - JPG

Highly Recommended
(optional)
. Demo film

Optional
. URL
e  Digital supporting
content
e Digital supporting

Images - JPG
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If there is any inconsistency or ambiguity between the English and Korean version,
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CO04. lllustration: Packaging Design
Any packaging.

Please send physical samples for the jury to experience.
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. AE EXTXE
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e URL

. ClX| g Ex 2HIX

e [C|XE X 0|O|X| -
JPG

Compulsory
e Digital presentation
image - JPG
Highly Recommended
(optional)
e Demo fim
e  Physical support

material
Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
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D. Photography

The work in these categories will focus on engagement through creative expression.
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DO1. Photography: Brand & Communications Design

Including brand identity, logo design, self-promotion, brand environment design, brand
collateral, corporate communications, promotional items and other comprehensive branding
programmes.

Standalone Packaging, Print & Publishing and Outdoor poster design work should not
be submitted here. Please send physical samples for the jury to experience.

1]
+

o [CIX|™Y =2|MHOIN
o|O|x| - JPG
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e URL

o [CIXEEx ZH=X

e [C|X® EZ 0|O|X| -
JPG

Compulsory
e  Digital presentation
image - JPG
Highly Recommended
(optional)
e Demo fim
e  Physical support

material
Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
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If there is any inconsistency or ambiguity between the English and Korean version,
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D02. Photography: Outdoor
Any outdoor work, including but not limited to, traditional billboards, posters, digital outdoor
screens or ambient work.
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DO03. Photography: Print & Publishing
Any print or published work.

e
4

e LXESYXE-JIPG

(M M)
. o2 QA
ey Arg

e URL

o [CXEEXZHX

e [C|XE X 0|O|X| -
JPG

Compulsory
e  Digital proof - JPG

Highly Recommended
(optional)
e Demo film

Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
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SHE L

E. Copywriting

The work in these categories will focus on how the copywriting brings the creative idea to life.
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EOl. Copywriting: Brand & Communications Design

Including brand identity, logo design, self-promotion, brand environment design, brand
collateral, corporate communications, promotional items and other comprehensive branding
programmes.

Standalone Packaging, Print & Publishing and Outdoor poster design work should not be
submitted here. Please send physical samples for the jury to experience.

M
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o ClXZ z2|HE oM
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. URL
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JPG

Compulsory
e  Digital presentation
image - JPG

Highly Recommended
(optional)
e Demo fim
e  Physical support
material
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If there is any inconsistency or ambiguity between the English and Korean version,
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Optional
. URL
e Digital supporting
content
e Digital supporting
Images - JPG
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E02. Copywriting: Outdoor
Any outdoor work, including but not limited to, traditional billboards, posters, digital outdoor
screens or ambient work.

EO03. Copywriting: Print & Publishing
Any print or published work.

AT (MY ALE)
. Hzay

e A

. URL

N EEEEEES

e CXE =% ol0/x -
JPG

Compulsory
e  Digital proof - JPG

Highly Recommended
(optional)
e  Demo film

Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
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EO4. Copywriting: Packaging Design
Any packaging.

Please send physical samples for the jury to experience.

o [CIX|™Y =2|MHO|M
o|O|x| - JPG
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Mo Arg
J URL
N NEEE S TES
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JPG

Compulsory
e Digital presentation
image - JPG

Highly Recommended
(optional)

e Demo fim

e  Physical support

material
Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
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If there is any inconsistency or ambiguity between the English and Korean version,

he English version shall prevail.
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EO5. Copywriting: Excellence in Image Description NEW e URL
Beautifully crafted and effective image descriptions used to convey information, establish a . CIX| & BEx 2EHIX
mood and express a brand for people who are blind and partially sighted.
The image description should be complete, accurate, and concise and all work must have run | Compulsory
within the eligibility period. e Digital presentation
image - JPG

Highly Recommended
(optional)
e Demo fim

Optional
. URL
e  Digital supporting

content
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If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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The Innovation Spikes celebrate ground-breaking innovation, technology and problem solving ideas that turn
imagination into impactful reality.

The same piece of work may only be entered in either section A or B. Work can be entered up to two times in section
‘B. Innovation’. However, the same piece of work may only be entered once in ‘A. Early Stage Technology'.

Work entered into 'AQl. Early Stage Technology' may be at prototype/pre-production stage. However pre-
development ideas/concepts are not eligible. Entrants in all categories must be in a position to fully demonstrate

any technology entered. Concepts alone will not be permitted.
e Shortlisted entrants will be required to present their work to the jury online.
e Subtitles are highly recommended on all case films, films, demo films and original content.

A X7 A 7| =

A=

o
A. Early-Stage Technology Materials
AOL =7| THA| 71& 2+
OFX| AIHIE % HIEF B0 QU= 7|28 ME0l= SEX. ofx X3S RO & F0I7{Lt o4 720 Awpt +  HxE =e[Eeord
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AOl. Early-stage Technology (= Afoﬂ)l -
.
Work that showcases technology still in the prototype and beta stages of their creation. They e
maty still be attracting funding or only operating at a fraction of their projected scale. ME ApS
[N |
. URL
o LCXEExX ZH=X
o CIXEYEZ 00X -
JPG

Optional
°

Compulsory
Digital presentation

image - JPG

Highly Recommended
(optional)

Case film

URL

Digital supporting

content

Digital supporting

Images - JPG
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If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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B. Innovation Materials
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BOl. Brand-Led Innovation
Brand-aligned, breakthrough and revolutionary ideas, and forward-thinking methods that are
rooted in finding solutions to specific brand challenges and/or propelling a brand forward.

B02. M| & &
A-H| X DbX[off k2t e SIS K2

AH|X} 2R
s3g Ty,

H|=L|A =

(=

g
Hu
gy
N
T
el
il
b>
=
>
o)

o
N
)
=
e
0z
0=
13
sl

=
X & 75482

B02. Product Innovation

Products created and developed in response to a business or consumer challenge. This could
include, but is not limited to, solutions-driven products, consumer experience, integration of
technology into daily life and sustainability.

BO3. &4 &M

B0l YHOE Y0 HOIFE SEE Y M5 42 S0IE HAH HD WAS XD B0
IIHOR X4 53 YBS X BB

B03. Environmental Innovation
Work that demonstrates a positive environmental contribution. Innovative approaches to being
regenerative and work that creates a long-term sustainable impact on the environment.

BO4. AtZ| &M

SHTHARIH IR £ o Hots 285 S80I 27| H Y HelE F5ts MY £84. 1], 9F,
BS 28 Z8Y A=l 8o, 2ot s =

BO4. Societal Innovation

Work that addresses complex societal challenges. Innovative solutions that seek to drive
positive and transformative change. This could include, but not be limited to, education,
healthcare, equality, financial inclusion, social justice and cultural norms.

BO5. 7| &
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BO5. Technology

Breakthrough technology or solutions that aim to advance, enrich or improve a brand. This
could include, but not be limited to data-led technologies, innovative platforms, tools, models,
programmes, hardware, software, bespoke products and solutions.

BO6. TlE|3

T8 Y2 MEA HIAIZ]7] 1T LA 7|38 B0jFE EFE
b HZAS ST AUS AN F2E 9,

AH|ZHO| A Hote Bojste HAN 38 48 1Y,

AH|ZPZRFAO| 28 el WAS MEA HHRE X8 A28 EHAS =3t
BO6. Fintech

Work that demonstrates innovative opportunities that aim to reshape the financial landscape.
This could include, but not be limited to, expanding access in emerging markets by reducing
costs, pioneering financial products that empower consumers and revolutionising payments to
reshape how consumers handle their finances.
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O|O|X| - JPG
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e URL
o CXgHEZEHx
e CXIE BX0|0jX -

JPG

Compulsory
e Digital presentation
image - JPG

Highly Recommended
(optional)
e Casefilm

Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
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If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.

129




O{f|E E0}17}7|

1S Spikes Asia

Sg 20o|AA= of2] OfH EREFE A3t EFX0| FO{X= HYUC
EEN2 Wm el SO Heot a4 = W Eo SES YSOF LT chet DA 7 of A 5t &= 7|Hsto] HEH
HlZUA d0E E0W D, 23t Het = s HME =8 ZH0| L0tLE E+HO|A=X] 20| F0{0F LICt

The Integrated Spikes celebrate work that uses multiple media platforms.

The work should demonstrate the integration of chosen elements or channels throughout the campaign. It should illustrate
how the different media complemented and built on each other to drive tangible business results, while being instrumental in
driving cultural change or integral to achieving the brand’s purpose.

¢ The same piece of work can only be entered once in Integrated.
e Subtitles are highly recommended on all case films, films, demo films and original content.

|
A.s2 =
o
A.Integrated Materials
A0l £% Exg
of2| X230t HHES 22(00|E|2 2 ALBSL0f Z2BH 010|C|0f S Af2|0f SBtsln HE et MU « CIXIg Zelusol
HIZH A Z0HE o[ 20U E E&5. Ol0|X| - JPG
HE(HY AL
AOLl. Integrated AFR A
.
Work that creatively uses multiple channels and touchpoints to succesfully integrate a e
powerful idea into society, driving behavioural change tangible business results. ME ApS
. URL
e LIXZExZH=
e [CIX|E EX0|OX] -
JPG
Compulsory
e Digital presentation
image - JPG
Highly Recommended
(optional)
e Casefim
Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
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If there is any inconsistency or amb:gu:ty between the English and Korean version, the English version shall prevail.
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The Media Spikes celebrate the context of creativity.

The work should demonstrate an inspiring and innovative implementation of media ideas, enhanced and amplified
by a game-changing channel strategy that takes consumers on new journeys and unlocks new experiences.

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

¢ The same piece of work can be entered up to three times in Media, not including Section ‘E: Excellence in Media Craft'.
However, the same piece of work may only be entered once in ‘A. Media: Sectors'.

e The workin Section ‘E: Excellence in Media Craft’ can only be submitted and paid for by independent media agencies
or companies owned by a media network or independent media network. The same piece of work can be entered
only once in each category within this section.

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

A.O|C|o]: 22 NI

O] MMOl= S ZEXtS o WD HZT 4 UBLCt Materials

A. Media: Sectors

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

AO1. AH|XY g2

AZOSR HEH8E M4 BE J|EH PY. ME, 7|t FMCG, 218 2 MM M2, 7H7L, AH|XL 7HH, o CIXIE ZejuHold
RtSA U AS A HE U ME|AS Betoh Y4t AH|RIQF LT 28R, olBlxl - Jpe

AT (M A1)
. Al gy

PEYAEFL FERL 03 O/ X, 20f HAEE U YAEFE X 0l0) FE0F gL/t

A0l Consumer Goods MEd AFSH

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

products, other household goods, other FMCG, clothing and accessories, furniture, consumer o CIRE Bx ZEx
= =

electronics and cars and automotive products & services.
e CIXE E=0l0|X| -

All fast food entries should go in A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains. JPG
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If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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A02. Healthcare
Pharma, OTC drugs, wellness.

If the work has been created for a Charity/NFP then this should be entered into A06. Not-for-
profit / Charity / Government.

AMEJEHIQIHE SN 23t MH[A 2210l A0y, 3 E, 0|84, R84 S/ A8 Zafet 25 0fE
7tHet 28 S 2t RE AEY A AERE M2

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

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

A04.0|C|0f/AE{HAHE

=9, g3t Tv, 8 X OjH|, M, 72, CIX|E SHEF, 7|6 O4H.

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

AO05. 2 H| X} A{H| A [B2B(Business to Business)
DEHYE 33 MHIA, BE, 38,828 7|5, HEE R ME MH|A, 7|EFH| =LA MH| A, L2 2

719 AR LA O,

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

A06. H| F2|[xFM Tl [ 5
HE, 35, NGO, 2T, At EHH, Bl 2| EH.

ZECSR EEXL2 ZE 22 YL MMD. 22 Y YEIo/D07. /& BE X AFE XY S 12/0f

EE50F gL/}

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

All CSR work should be entered in the relevant sector and/or DO7. Corporate Purpose & Social
Responsibility category in Section D. Culture & Context.

Compulsory
e Digital presentation
image - JPG

Highly Recommended
(optional)
e Casefim

Optional
. URL
e Digital supporting
content
e Digital supporting
Images - JPG
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If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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B. Channels

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

unleash the media opportunities beyond existing formats to effectively communicate the brand

message.

BOL 232 Y QC| H[FY EHRHE AE 25

TV, £2% H|C|2 ZHE(voD), AE2|Y BHE I 7|EF 2240l AH|2 B YK Eak TV 0/9l°| ©  CXZ=E/EHold
~3 20 EfX 237, S5 CIXY 232, ABHEIE AT, ¥r8Y C|ASa 0| 52 ZEHste ofof ololxl - Jpe
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BO1. Use of Screens & Audio Visual Platforms

This includes but is not limited to TV, video-on-demand platforms (VOD), streaming
platforms and other online service providers. Screens other than TV might include, but are
not limited to, touchscreens, dynamic digital screens, interactive screens and responsive
displays.

B02. 2C|2 EHE AL
2IC| R, THIHAE, AM Q[|Q ESME J|Et QLI 7|2 T

B02. Use of Audio Platforms
This includes but is not limited to radio, podcasts, social audio platforms and other audio
technology.
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e URL
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JPG

Compulsory
e Digital presentation
image - JPG

Highly Recommended
(optional)
e Casefim

Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
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BO3. Use of Print

The work in this category may include, but is not limited to, newspapers, magazines, inserts and
trade journals, print work with digital and interactive elements such as downloadable
applications, QR codes, AR and 3D printing.

. URL

o [CXEEX

R
JPG
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Compulsory
e Digital presentation
image - JPG
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Highly Recommended
(Optional)

e Casefilm
e  Demo film
e  Physical support

material
Optional
. URL
e Digital supporting
content
e Digital supporting
Images - JPG
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B04. Use of Outdoor
Including traditional billboard or poster sites, bus shelters, wallscapes and transit advertising
using standard advertising space.
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e Digital presentation
image - JPG
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e Casefim
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. URL
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Images - JPG
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BO5. Small-Scale Media
Non-mail and print collateral, including small physical objects and all other hand-held (or
equivalent in size) items.

‘Small Scale’ refers to the physical size of the ambient item, not the scale of the
distribution. Please send physical samples for the jury to experience.

e CIXE =2|HE ol

O[BIX| - JPG
AT (M AR
o AR YY
e H=2IY

. URL

RS

N NEEE Py
JPG

Compulsory
e  Digital presentation
image - JPG

ok P gEES 2H 8

o
T ToHe

gL FEE0| YXHX LAHL Ofujst L0/

Lo

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

134




O{f|E E0}17}7|

u 3 Spikes Asia

Highly Recommended
(optional)

e Casefilm

e  Demo film

e Physical support

material
Optional

. URL

e  Digital supporting
content

e Digital supporting
Images - JPG
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BO6. Large-Scale Media

Non-traditional outdoor/billboards. This includes but is not limited to 3D and non-standard
shaped sites, ticket barriers, signage, wallscape, digital billboards, window clings, building
wrapping, helicopter banners and other executions that utilise a space or an existing
permanent feature.

‘Large Scale'refers to the physical size of the ambient item or execution, not the scale of the
distribution.
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(optional)
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. URL
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BO7. Use of Events & Stunts Digital supporting
Work which uses stunts, events, event sponsorship, competitions, promotional games, street art, Images - JPG
guerrilla marketing, launch parties, live shows, live streamed events, festivals, concerts, sporting
events, etc. within traditional, digital and new emerging environments.
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B08. Use of Digital Platforms

Online platforms or associated technologies and the harnessing of a digital environment in a
media campaign. These might include, but are not limited to, websites, search engines,
ecommerce platforms, banner ads, instant messaging, mobile apps, etc.

Social media-led campaigns should be entered in BI0. Use of Social Platforms.
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B09. Use of Mobile

Mobile technology including smartphones, tablets, Bluetooth, SMS, MMS, WAP, GPS, mobile games
and applications, etc.

JPG

Compulsory
e Digital presentation
image - JPG
. URL

Highly Recommended
(optional)
e Casefim

Optional
e AR/VRfiles
e Digital supporting

content
e  Digital supporting

Images - JPG
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B010. Use of Social Platforms

Work that uses social mediq, vlogs, blogs, wikis, content-sharing sites, hosted services, etc.
to create and/or enhance relationships with a community/consumers. Insights gained
through the strategic use of social data and associated targeting methods will also be
considered.

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

E HAX R AR =E

B11. Innovative Use of Influencers
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Compulsory

e  Digital presentation
image - JPG

° URL

Highly Recommended
(optional)
e Casefilm

) ) ) ) ) Optional
The creative and innovative use of influencers to drive brand message and awareness to a . .
. " ) . e Digital supporting
specific audience and/or to drive business results.
content
e  Digital supporting
Images - JPG
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B12. New Realities & Emerging Tech

Use of existing or new technology to execute or support a media campaign, which creatively
pushes the boundaries of existing platforms or media formats. Including but not limited to AR,
VR, Al, wearable tech and mobile devices, voice technology, blockchain technology,
gamification, virtual worlds, metaverse and all other emerging platforms. Does not include
prototypes of early-stage technology.

ola|x| - JpG
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e URL
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Compulsory
e Digital presentation
image - JPG

Highly Recommended
(optional)
e Casefilm

Optional
. URL
e AR/VRfiles
e Digital supporting

content
e  Digital supporting
Images - JPG
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B13. Retail Media NEW

Brands that strategically harness retailer-owned channels (such as websites, apps and in-store
displays) to engage consumers at crucial decision-making moments, using targeted insights to
enhance brand relevance and drive measurable business outcomes.
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. URL
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JPG
Compulsory
e  Digital presentation
image - JPG
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Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
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C. Insights & Media Strategy

Work in these categories should demonstrate how insights and data contributed to the
successful placement and media execution of content used to engage with consumers. The
work will be judged on how successfully it demonstrates target-audience-related engagement.
Please note that the work in these categories will not be judged on the content itself, but the role
of media in creating, leveraging and amplifying the content.

COl. M= QIAJO|E e

WEY OfH 2 L QI8 HF QIAIO|ES AFBSID AH|XF S EiE L= 0|3, 0] FHE|nE|Q| e CIXE Z2/dEold
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COLl. Audience Insights o A3y

The use of audience insights and understanding of consumer behaviours or needs in order

to develop a customised media strategy. The work in this category should demonstrate how M ALY

these insights contributed to the effectiveness of the media campaign and generated real e URL
impact. e LIXEEx ZH=
e CXY ®x 0|0|X| -

JPG

Compulsory
e Digital presentation
image - JPG
C02. Use of Brand or Product Integration into a Programme or Platform
Including, but not limited to, product placement and branding in film, TV, mini-series, web series, Highly Recommended
music video, streaming services, sponsorship, etc. (OPtionql)
. Case film
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C03. Data-Driven Targeting e Digital supporting
The creative use or interpretation of data-driven effective targeting. The work should Images - JPG

demonstrate how data either contributing to programmatic targeting or providing a key
quantitative insight that helped define the target, brand message or channel.
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C04. Use of Branded Content created for Digital or Social
Including branded social media, websites, microsites, mobile applications, games, native
advertising, etc.

FEEZ T 2E0] YA PA] FALt ofofst F20 2= &R oz‘?%% 2L HEEILLL.
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CO5. Data Integration

The creative interpretation of data to demonstrate how different streams were integrated to
provide new insights from planning through to delivery of a creative campaign or brand
strategy.

7otE IPE HS0 ol FHH =LA
AL &= 0]90f E[A=R| &Of F0{0f

C06. Co-creation of Branded IP

The creation of a new and shared piece of IP by a brand or product in collaboration with its
media partners to drive engagement and specific business results. The work should
demonstrate how effective and mutually beneficial the unified working relationship was.
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e Digital presentation
image - JPG
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D. Culture & Context

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

DOL. EH EHIYE
SEZ XY oM REEl= 20 et ZF5. Yool FolE XY U Ef2l §J 0| S ¢t et
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DOL1. Local Brand
Work for brands distributed solely within a specific locality. The work should resonate with a
clearly defined, local target audience.

DO2. ®ZIX Hi =
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DO02. Challenger Brand

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

DO3. THY AlE 2l
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DO03. Single-market Campaign
Work that only aired or ran in a single country / region | market. The work should describe
how it was designed for the specific target market.
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DO04. social Behaviour

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

DO5. R ALE
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DO5. Use of Humour

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

DO6. Of| &t S}
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D06. Breakthrough on a Budget

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

DO7. 7| S5 SLALRIH MY
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DO7. Corporate Purpose & Social Responsibility

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

All not-for-profit, charity or government work should be entered in the relevant sector and/or
A06. Not-for-profit / Charity / Government category in section A. Media Sectors.
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DO08. Market Disruption

Brands that have creatively adapted their strategy in response to local / regional / global
issues, embracing new ways of delivering their brand while showing consideration for the
consumer.
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DO09. Cultural Engagement NEW

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

2L F2L0] YA A ZAL} oot FE0| 2= FR FEEE 2L HEEL/L.
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E. Excellence in Media
Work that exhibits ingenuity and outstanding craftsmanship in harnessing media to deliver a
brand message, change behaviour or engage consumers at scale.
The work in this section can only be submitted and paid for by Independent Media Agencies or
companies owned by a Media Network or Independent Media Network. The same piece of
work can be entered only once in each category within this Section.
EOL Of %] QIALO| £ X M2t R
SUEO THH HXLA S8, 0 E S8, HHE BX|M LS DU XEE 0N B jLe ¢ HxZ=2fHEol
I3t QIAtO| £ BRI} 2H|XF BE/L = 0|3, ol0Ix| - Jpe

EOl1. Media Insights & Strategy

The use of unlocked insights and understanding of consumer behaviour/needs in order to
develop a customised media strategy to meet a brand's specific business objectives,
marketing goals and overall positioning.

H &St ofA|
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E02. Media Planning

Sourcing and selection of media platforms to deliver a brand’s message based on deep
audience insight and creative use of media channels. The work should detail the reach,
penetration and frequency of the message to generate the desired response.

EO3. OfX| =&Y

SEX2 0jH Aot ofH| 2R Feto] Sare w0l MeEl i ZolAlel Amel Yol ofg A Yo a
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E03. Media Execution

The work should demonstrate how media thinking and skilful negotiations with media owners
contributed to the execution of a campaign strategy across selected channels and achieved
business goals. Consideration will be given to effective use of media channels as part of the
brand storytelling and to the creative delivery.
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e Digital presentation
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EO4. Use of Channel Integration ME] AL
Work which connects multiple brand touch-points, successfully blurring the line between e URL
chosen media channels and demonstrating how the different mediums complement and o [CIXEEXZHX
build on each other to cut through and deliver results on clear brand objectives. e [C|X|E™ Ex 0|OfX| -
: ; . . . . JPG

The work in this category must show that multiple types of media were used in the campaign
(e.g. screens, social, outdoor, print, new realities). Compulsory

e  Digital presentation
E05. HIO|E| 5! &4 A& image - JPG
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S| Ch (optional)

e Casefim
EO5. Use of Data & Analytics Optional
The application of data and analytics to form the basis of a media strategy or drive insights that e URL
help define the target, brand message or channel. The work should provide evidence of . Digital supporting
research or insight, quality of thinking and the development of a strategy. content

e  Digital supporting

Images - JPG
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The Music Spikes celebrate creative musical collaborations and branded music content.

The work should demonstrate original production, promotion or distribution of music for brands. Work that creatively
leverage a recording artist or platform to communicate with consumers.

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

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

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

e Subtitles are highly recommended on all case films, films, demo films and original content.
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A.Branded Content for Music Materials
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AOl. Excellence in Music Video e URL
Exceptional examples of original music videos and interactive music videos. . ClX| & Ex 2HIX
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e  Original content
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. URL
e  Digital supporting
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e  Digital supporting
Images - JPG
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A02. Brand or Product Integration into Music Content
Relevant and symbiotic brand integration into music videos or other music content.
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A03. Use of Original Composition

The impact and success of original music compositions created specifically for a brand'’s use.
The artistic achievement of the track itself will be considered, as well as its successful use in
branded content.
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e  Original content
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. Case film
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e  Digital supporting
. . content
A04. Use of Licensed/Adapted Music +  Digital supporting
Placement of a track that has been licensed or adapted by, but not specifically created for, a Images - JPG
brand for use in its communications. The sourcing and suitability of the music for the brand will
be considered.
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BOl. Live Music Experience

The design and production of experiences with music at the core. This may include but is not
limited to concerts, stunts, installations and activations held physically or within virtual
worlds.
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e AR/VRI+Y
. CIX|g 2x 28X
e [CIXE £X 0|0OX|
-JPG
Compulsory
e Digital
presentation
image - JPG
Highly
Recommended
(optional)

. Case film
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Optional
L]
L]

URL

AR/VR files

Digital supporting
content

Digital supporting
Images - JPG
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C. Community Materials
col. # &oi/AHFLE|l 7% Eh
OE|AEQ| HES P11 H0|E KESI0] HRLIE S BAE SUEE £0/7| U3 My e
O|L|ME| &, O|O|X| - JPG
o or_ge XH(A{EH S
CO1. Fan Engagement/Community Building (U™ ArR)
Strategic initiatives designed to build and engage an artist's fanbase, enhancing community o A BY
activity and brand affinity.
MEd AFE
e URL
e LCIXYEZX ZHX
C02.AERAUM B & M= o CXEEx0|0X -
0 E|=0|1 SAIEQI A E8f Ho|Y B L|E| JPG

LA 2= = A=, d alES
SO0l =Z&E + AL

CO02. Influencer & Co-Creation

The creative and innovative use of content creators, streamers ond/or influencers to drive a
brand’s message and engage with a specific audience through music. This may include,
but is not limited to, collaborations, sponsored content and user-generated content.

CO3. HHE ME LM, AZMY, EH
29 HE FHX AEHQHES B30 E HXLA ZRE SNtD B E BRI M5
0]9g @iv| 3t Makx sale ntE LA 2 HY.

C03. Brand Partnerships, Sponsorships & Collaborations
Strategic brand partnerships and collaborations that leverage music, branded content and
entertainment to meet specific business goals and mutually benefit everyone involved.

Compulsory

Highly Recommended
(optional)

Optional
L]

Digital presentation
image - JPG

Case film

URL

Digital supporting
content

Digital supporting
Images - JPG
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D. Innovation in Music Materials

DO1. 22 &4 RS

S EL OE|AES 93 2O BUE U 7|20 HUN A AER|Y BAE, HIL|Q SAY AH|2, ©  CXZ=EHHold

That I, A 22 HE, o, YlofiS S E MAOME BHUES| 2HXt A HE EE MHAE olalx - Jpe

Zetots 71w 0l oly #20| M SUICL£7| @7 7|80 AMBL BHEX 242

DO1. Innovative in Music
The innovative use of music platforms and technology for a brand or artist. This could

include, but not be limited to, streaming platforms, video hosting services, virtual worlds,
playlist strategies, apps and wearables. Focus will be placed on the creative application of °

technology to enrich a brand’s content and its product or service. Does not include
prototypes of early-stage technology.

A (M A1)
o A gy

e A

URL
e AR/VRIIY
e LCXE 22X ZH=x

«  Cxg =z o0k
JPG

Compulsory
e Digital presentation
image - JPG

Highly Recommended
(optional)
e Casefim

Optional
. URL
*  AR/VRfiles
e  Digital supporting
content
e  Digital supporting
Images - JPG
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B.RE ZAHOE L HES T HY EFY & ABLICH

o MM AQBOIA Zt HA213 EF0M Y3, RE HA2 =F 7[2H Lo O] FO{MOF gL T,

o MM CDEMME O B YAHS 13 EELE E5Y & XY 2= S A2 =F 7[2t Lol O| R O{MOf gL Ct.

o HEAME Y, HE BY, 2E[XE 2H=0= A1 S Zotshe AS 2| AF UL

The Outdoor Spikes celebrate creativity experienced out of home.

The work should demonstrate ideas that engage in the field. Work that leverages public spaces to communicate a message
or immerse consumers in a brand experience.

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

e There is no overall limit to how many times the same piece of work can be entered into Outdoor as long as the
categories chosen are relevant. However, the same piece of work may only be entered once in ‘A. Sectors: Billboards’
and/or ‘B. Sectors: Posters’.

¢ Insections A and B each execution constitutes one entry and all executions must have run within the eligibility period.

In Sections C, D, and E multiple executions can be entered as one entry however all Outdoor executions must have

run within the eligibility period.

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

i ke & 3

A.dngh 823 A=
EERH N&CR shE 7o S EE 0T IS Qo HSOT DT oA FaE & FE el M :

' iy aterials
CIRIE o] Zee(Lt 0|0 =ot| K| & LT

L]
A. Billboards: Sectors
Classic two dimensional sheet and static digital billboards made for standard billboard
spaces. This may include, but is not limited to, roadsides, highways and transit sides.
AO1. 2H|X| Exg
AT OOz QA 2F MA QZ J|E 7HME = J|E o|= ol WA ME| JFL AH|XF 7HA o LCIXE ZTYXZ -
ME S 2R 24 85 F2 88, 7IEH 788 ME, 7IEH FMCG, 2l & & HAM A2, 7+, AH| X 7H,
RtSA U AS A HE U ME|AS Zetoh Y4t AH|RYQF LT 28R, PG
DE WASFE SESHL 03 O AT 20 HAEY U YAEFEE H2I0) SE0 L/ Compulsory

e  Digital proof - JPG

AO1. Consumer Goods

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

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

geEl FELE0| YXGX YAL} O B 2k ZP FELS M HEHL/L}

M OT o= T
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A02. A AF0f

M, oTC %E, 1.
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A02. Healthcare
Pharma, OTC drugs, wellness.

If the work has been created for a Charity/NFP then this should be entered into A06. Not-for-
profit / Charity / Government.

A03. Of%, B[], 201, Y AEY LI AEFE ¥l

s s 3 #dgs =3

-

QEEHQIHE 3 2K 2t

22
tmet 2 E S ZRdt 2

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

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

A04.0|C|0f[AE{HAHE

=9, g3t Tv, 8 A OjH|, M, 72, CIX|E SHE, 7|6 O4H.

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

AO05. 2 H| X} A{H| A [B2B(Business to Business)
DEHYE 33 MHIA, BE, 38,828 7|5, HEE R ME MH|A, 7|EFH| =LA MH| A, L2 2

719 AR LA O,

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

A06. H| F2| /Rt EHHl 85
ML, B, NGO, 2T, AHM EHH, Bl 2] Er.

CSR ZE&2 23 22 Bt YME 28 X HEo[F07. 7|2/ S5 X AF2E Mgl 7} 12/0)

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

All CSR work should be entered in the relevant sector and/or EQ7. Corporate Purpose & Social
Responsibility category in section E. Culture & Context

15}
R

. OXYBYRE-
JPG

rx
12
Rl
g

e CXIE 28X 0|0[X -
JPG

Compulsory
e Digital proof - JPG

Optional
e  Digital Supporting
Images JPG
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B. Posters: Sectors

Classic sheet and static digital posters made for public spaces. e.g. supermarkets, shopping

malls, airports.

BO1. 2 H| XY 25

HE N SR S 8F B2 8F, 7|EH 788 M E, 7IEH FMCG, 2| & 3 M M2, 7Ht, 28| X 7
Ql A

A&k SRS A HE S AMHIAE ZEeh Lo 2 Ao LT &Y.

BE HAELE FE2B03. Y AN 20 HAEY Y HAEFLE K0 EE0F S/}
BO1. Consumer Goods

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

electronics, cars and automotive products & services.

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

B02. & A0
M2k oTe S=E, 7142

A ELR B G E] Z|EE CfY 2 HAS FEEO H-R2B06 22 FEIOF BIL/Ct H F2)f A ELAY) B2

B02. Healthcare
Pharma, OTC drugs, wellness.

If the work has been created for a Charity/NFP then this should be entered into BO6. Not-for-
profit / Charity / Government.

BO3. O, 2| X, A0f, M| AEZH U DA EZE K2l
j= nE 9 zl_}zw% &5t S nE 9 of3H o
QIE H|QIH

e
_— X
tet EdS TR REYAEY U IAERE QL

BO03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

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

BO4. O|C|Of [AUE{HQIHE
2ot gl Ty, ST U O§K, M, A CIX| 2 SHE J|E} 0K,

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

BO5. 2 H| X} A{H| A /B2B(Business to Business)
DEMYH 33 MHA, BE, 58,82B7|&, EE W AE MH|2, 7B} H[ R LA MH|A, L2 2

719 AR LA O

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

. OXEEYKE-
JPG

Compulsory
e  Digital proof - JPG
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B06. Not-for-profit / Charity / Government
Government, public information, NGOs, military, charities, non-profit organisations.

All CSR work should be entered in the relevant sector and/or EQ7. Corporate Purpose & Social
Responsibility category in section E. Culture & Context

15}
»

. OXYBYRE-
JPG

Compulsory
e Digital proof - JPG

=

o - — —
TEELANE L BHES Y8 BE BE HEX Y AHR HAlo| 29| 31 AE HE C|X|d Materials
ZNE/EAEC B A ZBNEL RE £EB ZAH: £20) EFHUAIR
L3 o o

C. Ambient & Experiential

All standard, non-standard and free-format out-of-home work that leverages the use of

public spaces, objects and environments. For static digital billboards/posters please enter A.

Billboards: Sectors or B. Posters: Sectors.

CO1. C|AE[0] Bl

29| #1704 /0| Y= HEE FAE Lf7| 915 DotEl QN EQ Sw OfEYAE HDH © CE

Cj2Z20| Aol RH X HA| K|, 0f& L C|2Z20| 5 HES 33 BUo|M 2 = Ao =elHE|od
O|0[X| - JPG

COl. Displays

Content on display including objects and promotional artwork designed to make a
significant brand impact within the out of home environment. Work may be viewable in
public spaces including exhibitions, installations and in-store displays.

C02. QE{ME| B [EX C|X|E A2 e URL
CIXE S2 241 (DOOH)Z, M Jot/ZH= Ex= of L Ho]d g ZetstALL e OXEEZZHX
A3 2g U MINOl AH|X A B CIX|E HAAIY, B4M 7|Z, o CIXZ 2X0|0[X
44 0|C|0f, BBt OL|D 0| AR E8of &, - PG
CO02. Interactive/Dynamic Digital Screens Compulsory
Digital out of home (DOOH) that requires either linear motion picture/content or animation or * Digital
interaction and active consumer engagement using digital touchscreens, motion technology, presentation
social media and mobile animation. image - JPG
Highly
E2 3]
C03.S+ 54 Recommended
HE oI, 2712 77, #% U OiRE MO|UXIS BE 90| B0 Haol 82|18 #F AHE Z0E | (optional)
SX), Y Ui, 3p/HI BE HEO| £X|, & % HiE DK & =3t e Demo film
CO03. Special Build Optional
Physical constructions and adaptations of out of home sites including building exteriors, street e URL
furniture, the environment and large scale signage. This could include, but not limited to, e Digital supporting
supersize sites, pop-up shops, 3D / non-standard shaped sites, ticket barriers and floor media. content
e Digital
C04.2}0|2 1 QI O[HIE Supporting
0% 20| 20| Y1, O[MIE S HF0| MAIZIO 2 B 5l 29| BAL BB Image - JFe
2lo|= B9, A|Q, HAUC|E EME, Z2 O|WE 50| ZHE 4 AL LITH
CO04. Live Advertising & Events
Out of home activations that involve something live on the part of the advertiser and are
witnessed by an audience in real-time. The work may include, but is not limited to live
performances, demonstrations, branded concerts and promotional events.
2L F2L0] YA A ZAL} oot FE0| 2= FR FEEE 2L HEEL/L.
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OIE{UE|= A Y S mBetE| 0|0 FBHE|X| Lt Zz|dHold
O|O|X| - JPG

CO5. Interactive Experiences NEW

Out-of-home activations that involve consumers. The work may include experiential
marketing, AR, MR, consumer and audience participation, physical interaction and interactive
games.

C06.uE

KIZFO|Lt EH5 T RAE AIRSHHER FE AHY PA Z1, SEX0| & A2, AL HA B ERY,
37| 82 Ar8O|LE FAY, 3T, WA FAE, 7|AHY, oA M BOojg, 2 Y E2to|Y Eaf 22
HEE 2HE W 5|2 F10 HA0| AH0| Z23hE 4= S LI

CO06. Transit

Non-standard or free-format advertising using vehicles or transit sites/locations. The work
may include the use of cars, trains, buses, taxis, trucks, airplanes etc. or of non-standard
transit and

commuter advertising sites such as car parks, airports, bus & train stations, ferry ports, roads
and driving tracks.

c07.2%d A

3 ol BO|M AB|X FHO| HOIE RESHE SYUY (72 T 470 3Y. BYUY 2529,
A OIS, 2K, VR/AR, 7H M, A, REIAR 9 Lt 38 S8 B3 27| E 750

E
o
AME2 ZEEX Ba.

e URL

e COxERxIHX

e [CIX|E EXx 0[OfX]|
- JPG

Compulsory

e Digital
presentation
image - JPG

Highly
Recommended
(optional)

. Demo film

Optional
CO07. Immersive Experiences ° UR | .
L]
Immersive large- or small-scale experiences that surround and engage consumers within an Dlglto fupportlng
out-of- home environment. This may include but is not limited to immersive storytelling, C?rT eln
(]
experiential marketing, use of mobile, VR/AR, virtual worlds, installations and multiscreen and Elgltq i
- . . . rtin
multidimensional experiences. Does not include prototypes of early-stage technology. upporting
Image - JPG
2L F2L0] YA A ZAL} oot FE0| 2= FR FEEE 2L HEEL/L.
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L] (]
D. Innovation in Outdoor
The creative and/or innovative use of an out-of-home medium to communicate the brand's
messqge,
DOl EX &4 N
. i~ o= =2T
TN TAE, DE D, E2 R, YAHO|Z, CIAZH 0|, ZAHE| B1 5SS Esl0] HEX 29/9 e CIXE
o — . - I A
Z2ojnlol ZALL HIE ol BE 9ol BN WAE o) ¥NE FEY =20l
o|0|X| - JPG

271 0149 H¥E HESE &7 ZE HYE /119 LA E Z2/HEH|O/A O0[A]Z ZZ=E8) FHA/L,

DO1. Standard Sites

Work created for standard out-of-home sites that pushes boundaries or broadens the scope of
traditional out-of-home mediums such as billboards, posters, transit advertising, commuter
rail, wallscapes, displays, street advertising.

If you are submitting more than one execution please upload all executions in a single digital
presentation image.

DO02. YH|HE Z2|

33 3 LENE tH S &8st HAlo| o] T2 X QI HEFE HH|QE S| &1 HAE 2l
e SER

D02. Ambient Outdoor

Work created for non-standard, ambient out of home sites which leverage public spaces, objects
and environments and are forward thinking in their innovation.

O

03.7|%
2ot 29| O Ak DY, 2

=

=]
= ZR5tE olof ZRE[X| Y= 22 B
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EE AR AFE 44 o|0|X|, 12| F, S X5 At
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DO03. Technology

Innovative use of technology to create out-of-home experiences. This could include, but not be
limited to, the use of mobile with a strong out-of-home touch point, holographic images, drones,
augmented reality, computer-generated imagery, algorithms and artificial intelligence.

A (M A1)
. H2gy

e A
L URL

e [CXE Rz ZH=
e CIXE E=0[O|X|
- JPG
Compulsory
e Digital
presentation
image - JPG
Highly
Recommended
(optional)
e Demo fiim
Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
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E. Culture & Context
Work that is brought to life through cultural insights and regional context.

If you are submitting more than one execution please upload all executions in a single digital
presentation image.

N3]
Materials

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

E02. %zIX B
A7 o Y20 ChgStol 22lojolE| =2
o

—1
—
S2|0fO|E[H|E|E ArEot= 27X & ES TEOUE

N

EO02. Challenger Brand

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

EO3. THY A[F [ QI
THY R7H/RIS/AIROIMS S e B E BB SEAS SH BN A0l 2 HE

NOFHERX] B OF LT

[

fjo
<
o
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5]
-+

o [CIX|Y Z2|HHOIM
o|O|X| - JPG

AZ(M A1)
o A Yy

rx
12
=
0%

. URL

e [C|XH BxX ZEHX

e CIXZ 2 o|0jX] -
JPG

Compulsory
e  Digital presentation
image - JPG

Highly Recommended
(optional)
e Casefim

Optional
. . L URL
E03. Single-market Campaign «  Digital supporting
Work that only aired or ran in a single country [ region / market. The work should describe content
how it was designed for the specific target market. e Digital supporting
Images - JPG
E04. A H UE
S8 XY E= XS M A= Ot0[L|of, 25, 7HA| B! 2HO| ZAEFU O A HIRE M E THseh A
S S S ES/ARLEIOM S22 L2 SEX SEX2 2H| X B S0 Thet QlAto]
EE 830 BUEQ 22 HAS WA 4 Qs WYS HOjF o} gLiCt
E04. Social Behaviour
Work inspired by a specific audience or community, relying on identifiable social behaviour. The
work should demonstrate how leveraging insights into consumer behaviour can create a
powerful connection with a brand.
E05. M ALE
BHEARUAOYN RN 7|&S BHOIH S5 AH QA MX|, SA, 7|EEE 50U U SHUE
SN E EHEE T, 7|90 H2H, RS REStE EY
EO5. Use of Humour
Work that celebrates the art of humour in branded communications. Infusing wit, satire, and
cleverness into campaigns that provide amusement and create memorable, laughter-inducing
connections with audiences.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’555 2L HEEILLL.
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E06. Breakthrough on a Budget

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

E07. 7| S5 3L At X MY
Atel, 82, 88 2H S OHRE
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oo AZT =M OfEH
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EHY) &5 FHE| D2 i B, EAE 229/'B06. B2 L E B FHE/T2lof FF
FUALL.

EO7. Corporate Purpose & Social Responsibility

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

All not-for-profit, charity or government work should be entered in the relevant sector
and/or A06. Not-for-profit / Charity / Government category in section A. Billboards: Sectors
or BO6. Not-for-profit / Charity / Government category in section B. Posters: Sectors.
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E08. Market Disruption

Brands that have creatively adapted their strategy in response to local / regional / global
issues, embracing new ways of delivering their brand while showing consideration for the
consumer.
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E09. Cultural Engagement NEW

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

15}
R

o [CXIE =2|HH|O|M
O|O|X| - JPG

AT (MY ALE)
o AR Yy

e
. URL
o XY BX ZH*X
e [CX|E X 0|OJX]| -
JPG
Compulsory
e  Digital presentation
image - JPG

Highly Recommended
(optional)
e Casefilm

Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
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The PR Spikes celebrate the craft of strategic and creative communication.

The work should demonstrate how original thinking, transformative insight and a strategy rooted in earned media have
influenced opinion and driven progress and change in business, societal, or culture. Work that has storytelling at its core and
establishes, protects and enhances the reputation and business of an organisation or brand.

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

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

e The work in section 'E: Excellence in PR Craft’ can only be submitted and paid for by independent PR agencies or
companies owned by a PR network or independent PR network. The same piece of work can be entered only once in
each category within this section.

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

A.PR: & & Itz

(L
O MMOls S ZES B MO KB & Ys LT Materials
A. PR: Sectors
The same entry can be submitted only once in this section.
AO1. AH| x| 2=
AZ SR 84 8E M4 8F, 7|6 J1HE HME, 7|6 FMCG, 218 X UM M2], 7H, AH| X} 7HH, « CXIE Zeldsold
RSAH Y RHSA FIE U AHIAS TESE LA AH|TQ} LY AH| XY, Ol0IX| - PG

AT (M A1)

DE YAEFEL SE2A03. O AT 20 HAEL Y YAEEL 0] SEHOF L/ . e o

AOl. Consumer Goods MEH AFSH

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

products, other household goods, other FMCG, clothing and accessories, furniture, consumer . C)X| g Bx 2EX
electronics, cars and automotive products & services. . CIX| & 52 o|O|X| -

JPG
Compulsory
e Digital presentation
image - JPG

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

geL 7220 YXGX| YL O HE0] U= HE 8”5’552 ou K28/}

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
157



O{f|E E0}17}7|

u 3 Spikes Asia

A02. A AF0f

M, oTC %E, 1.

A EFX B G E] Z|EE CfSCZ S FEEIO H-R2A06 L2 FEYOf BIL/C) b Fl) X
ERY &4

A02. Healthcare
Pharma, OTC drugs, wellness.

If the work has been created for a Charity/NFP then this should be entered into A06. Not-for-
profit / Charity / Government.

A03. Of%, B[], 201, Y AEY LI AEFE ¥l

05 1S U BHBYS BY

o o

-

QEEHQIHE 3 2K 2t

22
tmet 2 E S ZRdt 2

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

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

A04.0|C|0f[AE{HAHE

=9, g3t Tv, 8 A OjH|, M, 72, CIX|E SHE, 7|6 O4H.

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

AO05. 2 H| X} A{H| A [B2B(Business to Business)
DEHYE 33 MHIA, BE, 38,828 7|5, HEE R ME MH|A, 7|EFH| =LA MH| A, L2 2

719 AR LA O,

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

A06. H| F2| /Rt EHHl 85
ML, B, NGO, 2T, AHM EHH, Bl 2] Er.

CSR EEF2 281 22 Y=k YHF. 23 X Y2 F07. 7|2 B U MH Y2 746 22/0]

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

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

Highly Recommended
(optional)
e Casefilm

Optional
. URL
e Digital supporting
content
e Digital supporting
Images - JPG
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Ol 7| ne|o EEA2 PR UM Ql X E= TS QIof 28/CIXE BHES YA &ER=X0 :
e w AN e Materials
B. Social Engagement & Influencer Marketing
In these categories, your entry will be judged on how social/ digital platforms were leveraged
to support or execute the PR campaign.
BOI 24 %o s

HUE QIX|E9 855 8= PR(Public Relation) 3 44 0|C|0of AE2| W20 FO|X|& 4. + HxE=2fHeol
SEXS 24 0|C|0|E OfZH 2B310) HUE QX EO BULS EREX| 20| F0fo} ur} ololx] - Jpe
. URL

BO1. Social Engagement

Celebrating public relations and social media storytelling that build brand awareness and
advocacy. The work should demonstrate how social media was harnessed to increase brand
awareness and relevance.

A (M A1)
o A gy

B02. HFL|E| &g| MEH AFSH

- . OxEexadx
BEE B T, SR, SA0| ZFOjX| S A SERS Baco| 2atol A L|E| /B HETHe| 22O
- N - C|X|l & 2 o|O|X| -
2210l HSLIE| Lo oA SAE WS 1510 Az|ot HEIS MK 20| F0{0f LT} ©  HX= =z ol
JPG

B02. Community Management

Recognising the development, maintenance and nurturing of brand relationships. The work
should demonstrate how engaging with a brand's online community/targeted audience built
its reputation and established trust and authority within the online community.

Compulsory
e Digital presentation
image - JPG
. URL

BO3. #A|ZHIHS
MAX AA, 33 -E—Iﬂ 7|EF MK Ol AA|7H EHE0f 3 Chstol 22|0f0]E| 20| Ro|0|stA ygstn | Highly Recommended
£H0J517| 95l TIOHEl AIA|ZH A M SHE. (optional)

L Case film

B03. Real-time Response

Optional
Real-time social activity designed to respond and engage in the conversation around world e Digital supporting
events, public affairs and other real-world, real-time activity in a creative and meaningful way. content
BO4. 25X =} 5 X% e Digital supporting
ANEHQAHE, JY = WIS ) S22 MEE ZHE EF52 AE 2HEIL ES0 o™ Images - JPG
ABEE XD HS2 BOS0|H 2;ME DA Fof OfEA Retdh=X 20| F0{0F gLt
B04. Content Creation & Production
Content created and produced to entertain, inspire or educate. The work should demonstrate
how the content created was audience relevant and engaging as well as in line with brand
messaging.
BO5. ZRIX AH QU FE
ool Y S0 THtrkr| /I % |= S5 SLHIS 0| CHet 32|0f0E|2 2™ FO A= &
EE42 £ 0|0, 0| = D|C|0f, 2= DJE|ofe] =0 EHE FOf 8l QX = S7tof o 7|0 &
=X 20| F0{0F LIt
BO5. Content Discovery & Amplification
Recognising a creative approach to content amplification and distribution in order to reach
the largest potential audience. The work should demonstrate how a combination of earned,
paid, shared and owned media contributed to increased brand engagement and awareness.
B06. H M QIZ R Q1M /32| 00|E| AFS
ISR AMOl A2|MOIE[E, MUK A8 S S| ST S0l et 2 E HAIX | X = ST
BO06. Innovative Use of Influencers/ Creators
The creative and innovative use of influencers/ creators to drive brand message and
awareness to a specific audience.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’555 2L HEEILLL.
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C.Insights & Measurement

These categories showcase effectiveness in using data to drive creative inspiration and
communications strategies. The work will be judged on the deliberate and thoughtful
introduction of insights and measurements to develop campaigns that have had real impact
on the performance of an organisation. The work should demonstrate the success of activities
that tackles the wide range of reputational and stakeholder challenges that non-advertising
communications have to address.

TE!
+

COl. = A}, HO[E|, &4
PRIZZI120| R0/0|3t 7|0f = M= S HFSHe ZAL H|0|Ef 7|5 i M3 IH53E QIAO|E, e OXZ =e|dEold
EERS TAFEE QIMO|EQ B, ALno| B, 20| /2 M BsH0f Bhuict o[aIAl - yPG

. EH(MEH AFS
COl. Research, Data & Analytics AT (L AR)
Research, data-led or actionable insight that provides a meaningful contribution or input to o A S
a public relations programme. The work should provide evidence of research or insight,

quality of thinking and the development of a strategy. MY AL

. URL
C02.PR 21} o [CXY EX ZEHX
HIZ L9 W] 0|7 Y350| YSE A2|00/E|S SEX SEXLS 2t Ho|E 23 WItol AR © CXEEZ oA -
5 P Q2N S| TS XS 8BS HBH0F HLICE AR HIZLIA Zatet ojHe| Zat o e
HAME L

Compulsory
. e Digital presentation
CO02. PR Effectiveness image - JPG
Recognises creative work that has a proven impact on business and reputation. The work
should provide results data, as well as details of measurement tools and analysis methods Highly Recommended
used to evaluate results. Consideration will be given to tangible business results and the (optional)
quality and quantity of media. e cCasefim
Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’5%5 2L HEEILLL.
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PR7|'Y THE THYERIE 7[EO2 MAELICH

D. PR Techniques

In these categories, your entry will be judged on the creative implementation of your chosen

PR technique in order to increase reach and achieve desired campaign outcomes.

DO1. O|Cjof 27| Bl

ATIoIo| Y Yo HE2IFS YMPD =48 Hol, IS E= P BAS 9% 52 HE0| 419
5717 9l PR EEAS 20|, B, 0IAIZS E8reto] oy gutol Bl MYSOF FLICh o]
M| Yot WOl YIS oA DY £ RAHER|T HAbELC

DO1. Media Relations

PR that puts journalism at the forefront of the campaign, with evidence of a high-degree of
innovation intended to engage, educate or influence editorial. The work should explain the
relevance of media outcomes, including depth, quality and messaging. Consideration will
be given to how this strategy achieved or supported the desired campaign outcome.

2o 2 HAMEO| X[t i E= AHRYAOE ZEZHEES
ol Z|E 0 0

57| 2/
e, Aet oY, 71 oE, &

J Al TiHE],

|l

DO02. Use of Events & Stunts

Work which uses stunts, events, competitions, promotional games, pop-up events, street art,
guerrilla marketing, corporate events, launch parties, live streamed events, festivals etc. to
build the value and reputation of a brand or communication project as part of a wider public

e [C|XE ZZ2|HH0|M
O|O|X| - JPG

A (M A1)
o A gy

e Ap

e URL

e LCIXEEX ZHX

e [CIX|E® =X O|OJX| -
JPG

Compulsory
e Digital presentation
image - JPG

Highly Recommended
(optional)
e Casefim

relations strategy. Optional
. URL
DO3. %MIIHEM e  Digital supporting
HE e MulA 24 EE HEAIS Ao H5E 2B, coment
e Digital supporting
Images - JPG
DO03. Launch/Relaunch
Work created to launch or re-launch a product or service.
D04. HFHE HO|A Sl MM AER|WY
HE /xR0 SF BH/AER S ABE MY WA R WY Y, FF, DA MY K015
F2317| 9ol DOHE WEH Mt
DO04. Brand Voice & Strategic Storytelling
Customised strategies designed to communicate a particular point of view/story of a
brand/organisation in a consistently relevant way and to build an emotional connection with
employees, shareholders and customers alike.
DO5. 7| £2| At
ASKIS, 7he B, 7k A, 228, 7HH E S HXLHIE, H0i2iE 2 AEMEIE 7|& S LIXE
MO BAE A PRAW QAU S B = X /8= 7|E 7|&0/LE MZ2R 7|&. 27| THA 71&9
AME2 2L X B,
DO5. Use of Technology
Existing or new technology that pushes the boundaries of digital innovation to execute or
support a PR campaign, including artificial intelligence, virtual reality, virtual worlds,
robotics, gadgets and electronics, wearable and interactive technology, etc. Does not
include prototypes of early-stage technology.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’5%% 2L HEEILLL.
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D06. Employee Engagement NEW

Communications programmes or initiatives designed to inform, educate or inspire employees -
engaging internal communities and cultivating strong team dynamics. The work should
demonstrate innovative approaches to engaging staff, driving organisational goals and
building employee loyalty and satisfaction.

15}
R

o [CXIE =2|HH|O|M
O|O|X| - JPG

AT (MY ALE)
o AR Yy

rx
12
Rl
g

e URL
e [C|XY BX ZEHX

e CXIE 28X 0|0[X -

JPG
Compulsory
e  Digital presentation
image - JPG

Highly Recommended
(optional)
e Casefilm

Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG

FREL FEE0| YA AL} YOYF 20| A= P FRES 2H HBHLIL,
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HOFEXE 7IE22 HALE.

O MMo| FEX2 S PR OJO|TA| EE PRUEYT EE S PRUEYI 258 FAMR

HMEStL HI S XS & AFLICL Ol Mo 2t FtE| N0 = S HES S HU EFL =

AL

E. Excellence: PR Craft

Work in these categories will be judged on the demonstration of exceptional and

creative best practice within the chosen PR specialism.

Entries in this section can only be submitted and paid for by Independent PR agencies

or companies owned by a PR network or independent PR network. The same piece of

work can be entered only once in each category within this section.

EOI. 7| ¢ 0[O|X], # R LI7|0]d, et e 25

O|0|X|E P=/9d e =00 7| Y BME, ZA £ 7|0 thet QA S Hste 22X
EO1. Corporate Image, Communication & Reputation Management

Work that builds the image/raises the profile and shapes the perceptions of a corporate
brand, organisation or corporation.

E02. 53 7 3 2H|
2H| EE E0H B B3 B W L WA EE S5 O|LINEISE ALBBI0] B3 I O/Tof

Y2 0K =5 7|2

=

*

L

E02. Public Affairs & Lobbying
Work planned to influence or inform the public policy agenda using either lobbying or wider
public affairs strategies, as well as political or ballot initiatives.

JT

rlo
=Y
N
_‘.'i
:|u
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°

0f FE| 1 EEe| BEIXL 2G| I L0| RAED YA FHOZ MEELIC)

EO03. Crisis Communications & Issue Management

The planning and/or handling of the consequences of a crisis or an issue that may affect a
company'’s credibility and reputation. The work should demonstrate evidence of the planning
and/or implementation of a crisis communication strategy and how the desired outcome was
achieved.

The content of entries in this category can be kept entirely confidential and used for
judging purposes only.

Z317| 2let Hat HE| S =S R HRUA N A 2s FHA.

EO4. Internal Communications

Engaging internal communications and activities, including change management, intended to
connect employees with a company identity or message. The work should demonstrate how
activities translated into measurable results, employee satisfaction, and business growth.

| = 23
%’%OI §’§ 7#'5?* Zi Y UFRE H=LA YYo= Of A AZE USR] 2O FO0{0F gL L.

e [C|X|E =2|HEO|M
o|O|X| - JPG

M AR
] URL
o [IXEEX ZH=X
e CIX[Z 2= 0|0|X] -
JPG
Compulsory
e  Digital presentation
image - JPG

Highly Recommended
(optional)
e Casefilm

Optional
. URL
e Digital supporting
content
e Digital supporting
Images - JPG

geL 7220 YXGX| YL O HE0] U= HE 8”5’55 ou K28/}
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THE QK|S /HXLA SES DYt HUE, B T 70| 0[0|XIS FAAIT|7| e
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EO5. Sponsorship & Brand Partnerships

Work which utilised sponsorship and/or partnership programs in order to meet specific
awareness/business goals as well as to enhance the image of a brand, organisation or
corporation.

geL 7220 YXGX| YL O HE0] U= HE gff-f-'g ou K28/}
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F. Culture & Context

N3]
Materials

FOl.2Z HEE

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

%’%‘%*XIQI 24 | LHSStof A2[O0IE|22 H o YAs ZEst 0 Ay S EtIidte TEHN Ao Sl
A2|00|E[H|E|E At 3te 27| AES USOolHs EHE
F02. Challenger Brand

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

FO3. I:}ol A' X} 9H_|',_.||O|
Ch S 7H XA [ A Ol A T H | ALt

PN
=
EEN2 OB 5 BH AIFof| ZA et A=K HFsof ehLct

TE!
+

. CXE z2HE ol
0|0 x| - JPG

AT (M A1)
. A gy

e Ap

e URL

e LOXEExZH=

e CIXE EZ=0JOjX| -
JPG

Compulsory
e Digital presentation
image - JPG

Highly Recommended
(optional)
e Casefim

. . Optional
FO03. Single-market Campaign P . URL
Work thclt.only aired or ran |r.1 .O single country / region [ market. The work should describe how «  Digital supporting
it was designed for the specific target market. content
e Digital supporting
FO4. 2 AT Images - JPG
S8 XY E= XS M A= Ot0[L|of, 25, 7HA| B! 2HO| ZAEHU O A HIRE M E THseh A
YN A2 S EY S/ARLIEIONM 22 22 EEXL SEX2 2H X B S0 thet QAto]
EE 2830 B0 LS AHS YUY £ Y WS »oiFop LT
FO4. Social Behaviour
Work inspired by a specific audience or community, relying on identifiable social behaviour. The
work should demonstrate how leveraging insights into consumer behaviour can create a
powerful connection with a brand.
FO5. R0 AtE
BHE FHFUAOINN O 7|52 BoHH S AH Ao MX|, SAt,
J|etete =ojLfof HED BUMNE HNSHUME SHSS F1, 7|20 Hoo,
282 RYBtE TEX.
FO5. Use of Humour
Work that celebrates the art of humour in branded communications. Infusing wit, satire, and
cleverness into campaigns that provide amusement and create memorable, laughter-inducing
connections with audiences.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’5%% 2L HEEILLL.
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FO6. O &t S ot

AR Qe Ao BHEE BX| 2 oAt Y/ XIS T2|0f|0|E| 22 AR SIO] A|Ho| Bt &=
EZzte HBHE A0 T 278D FAIBH OIAO|E, F2|3H K|S, M5 Qe MFH AtDE H[ =LA
SX|Z ofEA s B B 0] Zo{of L|Ct

F06. Breakthrough on a Budget

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

FO7. 712 S U Al X Ml
AZl, 22, $H SHE Ct2E 2X XY SER/2UC YEF| SERS BUCO  EXo| 1A
Ssjo] 1ZE o =M T 7HK S AESID X|QfAL2|0] YeHS FYUEK| HO| Fo{of gicH

Z b/ gE| XM B BE 3 EEXS g5t B2 QU re MM A PR 229 A06. B I/ AL
ﬂwgﬂﬂﬂﬂﬂw EE THAIL.

FO7. Corporate Purpose & Social Responsibility
Purpose driven work |/ brand activism which address social, ethical and environmental issues.
The work should demonstrate how the brand'’s purpose has created value and impacted

15}
R

o [CXIE =2|HH|O|M
O|O|X| - JPG

AT (MY ALE)
o AR Yy

rx
12
Rl
g

. URL
o XY EX IEX
e CXH =X 00X -

JPG
Compulsory
e  Digital presentation
image - JPG

Highly Recommended
(optional)
e Casefilm

communities by connecting customers to culture. Optional
. URL
All not-for-profit, charity or government work should be entered in the relevant sector e Digital supporting
and/or A06. Not-for-profit / Charity / Government category in section A. PR: Sectors. content
e Digital Supporting
FO8. A| & mat Images JPG
SX|[XIQ/22E 2H 0| th3sto] M2k RSt D0 T B2 E 20 F= 7120 EHEES
Husts 28 WHe 483 2us
FO08. Market Disruption
Brands that have creatively adapted their strategy in response to local / regional / global
issues, embracing new ways of delivering their brand while showing consideration for the
consumer.
F09. 3} &0f 414
23 7lgto] & &M L HX ol 2Ae MAH S2HS FSHoZ 7| E ZE MG (of: Foj, ¥,
oIF, 95 X, )0l Ot 22N 2 S YYste te, S, TEo 0= T X10|E grIsta 0|5 s Al
E. Ol2fS QAMOIEE HFO0| HHMES O|C0f ZdYe MHdts WA S E2UH, 480 YHES
O|Z0feL|Ct
FO9. Cultural Engagement NEW
Work crafted around strategic solutions rooted in the lived experiences of culturally grounded
communities. Work which reflects and translates the nuances of customs, behaviours, and
traditions that shape foundational perspectives on identity (e.g. disability, gender, race|
orientation, age). Such insights reveal how audiences choose brands and media experiences,
driving growth and impact.
gEEY 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’555-2 2L HEEILLL.
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OjH| ol N SE-gat Efst M E 20| F= EFE0[0foF gLCt

o HUAL7IECRE FE 0HO|CI0fot HY 8 O 2 at7t gLt
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The Print & Publishing Spikes celebrate creativity in circulation.

The work will need to demonstrate ideas that leap off the page. Entries should showcase ingenuity and outstanding
craftsmanship in published media including books, magazines, covers and digital publications for public distribution

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

There is no overall limit to how many times the same piece of work can be entered into Print & Publishing as long as
the categories chosen are relevant. However, the same piece of work may only be entered once in ‘A. Print: Sectors'.
In section A each execution constitutes one entry and all executions must have run within the eligibility period.

In Sections B, C and D multiple executions can be entered as one entry however all Print & Publishing executions must

have run within the eligibility period.
e Subtitles are highly recommended on all case films, films, demo films and original content.

al X1 H 2

A.?_Iiﬂ *IEJTT'_' xl'ﬂ

L3 L] L]
A. Print & Publishing: Sectors
The same entry can be submitted only once in this section.
AO1. AH|XY g2
NEQ Sz 24 8E ¥4 RE J|EH IR ME, 7IEHFMCG, 218 U MM M2, 7HT, AH|X} 7HH, « HXNE3YR=E-
AHEAF Y XS A K Z Y M| AS EBESH UM AH| KO} LY T AH| Y. JPG

£ HAEFL ZZFXLA03. Y 2|X, L0f H2EE Y IYAELL X 2l0) ZE0F BFHL/LH Compulsory
e  Digital proof - JPG

AOl. Consumer Goods

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

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

FEED F2E0 YA AL YU ££0| A= FP FEEE P4 HEHLICL
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A02. Healthcare
Pharma, OTC drugs, wellness.

If the work has been created for a Charity/NFP then this should be entered into A06. Not-for-
profit / Charity / Government.
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AO03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

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

A04.0|C|0f[AE{HAHE

=9, g3t Tv, 8 X OjH|, M, 72, CIX|E SHE, 7|6 O4H.

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

AO05. 2 H| X} A{H| A [B2B(Business to Business)
DEHYE 33 MH|A, BE, 38,828 7|5, HEE R ME MH|A, 7|EFH| =LA MH| A, L2 2

719 AR LA O,

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

A06. H| F2| /Rt EHHl 85
HE, 32, NGO, 2T, At EHH, Bl 2] EH.

LFECSR FE&2 HE 22 Y L MDD 238 X YE9/D07. 7|2 BE Y AL 2ol FpE| 12/0f

=Z8)0f gL}

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

All CSR work should be entered in the relevant sector and/or DO7. Corporate Purpose & Social
Responsibility category in section D. Culture & Context

TE!
+

e OXEBYXE-
JPG
ME ALE
e [C|XE X 0|O|X| -
JPG

Compulsory
e  Digital proof - JPG

Optional
e Digital Supporting
Images JPG

FEED F2E0 YA AL YU ££0| A= FP FEEE P4 HEHLICL
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B. Publications
The creation of original printed or published media. This may include, but not be limited to,
books, magazines, covers and digital publications. The submission should indicate whether
only the cover or the whole publication should be considered/judged.
BOL &% S 25
o Cix|g ma|ME oM

BO1. Commercial Publications
Books and magazines created for commercial or promotional purposes, to increase brand
visibility or profile.

Please send physical samples for the jury to experience.

B02. M= |t =
Rpad EhH), B 2| A
SA R EE.

YALRIRIEIO| HB/E # A B2H YES HLf FHAL

B02. Publications for Good

Books and magazines created on behalf of charities, non-profit organisations, public sectors or

NGOs.

Please send physical samples for the jury to experience.

o|O|X| - JPG

AZ(M A1)

e H=JIY
. AE EX X2
P
U URL
. X g Ex BHX
. CXE X oo -
JPG

Compulsory
e  Digital presentation
image - JPG

Highly Recommended
(optional)

e Demo fim

e  Physical support

material
Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG

FZ2=2 1
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C. Innovation in Print & Publishing
If you are submitting more than one execution please upload all executions in a single digital
presentation image.
CO1. Q12 ! Euto| HAFo| 1 ZHE AL g
22/8o2 55H0l R4S THHEE S L ZYE UM SN0\ T HAHQI ol SER. + HXE==iEolE
7|0l Al AR, H0121E 7|2, 7H4 MIA, A Y3, TR 2 E 7hs et 0 E2|# 0|4, QR 22 X 3D O[OIxl - JrPe
DY S OX Y Y QEMEE 9471 Y ol SEA So| metd 4 U&LCH

YASIRIEIO] HE S = o 825 4
COLl. Innovative and Adapted Use of Print & Publishing

Non-traditional and innovative print work that has been modified or adapted to have physically
active elements. This may include, but is not limited to, print work with digital and interactive
elements such as Al, AR, wearable tech, virtual worlds, gamification, downloadable applications,
QR codes and 3D printing.

Please send physical samples for the jury to experience.

AR A
s e ey

. S EXXR

e URL

o CX"EEXIHX

e CIXZ =X o|0jX] -
JPG

Compulsory
e  Digital presentation
image - JPG

Highly Recommended
(optional)

e Demo fiim

e  Physical support

material
Optional

. URL

e  Digital supporting
content

e  Digital supporting
Images - JPG
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D. Culture & Context

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

If you are submitting more than one execution please upload all executions in a single digital
presentation image.

DOIL.EZ HHE

EZ XY HOME RS El= EME0 Cie 222 F=s| HlE XY W Btz BB0lA St Hhat
2 Yo7l 2E0|0{0f gLt

DO1. Local Brand

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

D02 M2 =2l

BY YN 2| LHof thE5t0 F2|00|E|22 H I WA S ZFS L vy S Etotots TEH Ao A
S2|0fO|E[H|E|E At8otE 27| X £ EF2 LSO = 2HE

D02. Challenger Brand

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

D03. Single-market Campaign
Work that only aired or ran in a single country [ region [ market. The work should describe how
it was designed for the specific target market.

D04. A H E

E7 X% EE KMol A LE= 0[0|C|0f, B, 7hX| U 20| ZAELUO| A HIRE A8 ThHs A}
S5 HES B8 EF HE/AFLEON FLS e SER SEES AH|XH HS0| T3t QIAHO|
EZS 28310 2Tl Zs AAS HHT 4 U WS BojFof ot

DO04. Social Behaviour

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

DO5. R ALE

SHE FRUAOYN RO 7|&S BHOMH EF5. AH A XX, SAt,
Zlges SO0l 850 SHUE JPotUME EAEFS F1, 7|90 B2,
252 Lo EFH.

DO05. Use of Humour

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

15}
R

e LCIX|d Z2|HEO|M
O|0[X| - JPG

e Arg
L URL
N EEES-TIES
. CIXE =z 0[0jX -

JPG

Compulsory
e  Digital presentation
image - JPG

Highly Recommended
(optional)
e Casefim

Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
ER
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D06. Breakthrough on a Budget

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

DO07. 7| =& U ALZ|H # Q)
Mo, g2, B4 2HE R e SN XYY 25 /2ME YEFo| EEL2 Mo SHo| AAWS
230 sz M O{EAH 7HX|E EHESI D X|FAL2|of g FAEX| O FO{0F gLt
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DO7. Corporate Purpose & Social Responsibility

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

All not-for-profit, charity or government work should be entered in the relevant sector
and/or A06. Not-for-profit / Charity / Government category in section A. Print & Publishing:
Sectors.
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X [X| /22 2H 0| (jSsto Matg st n2of theh B S 20| Tt 2MES
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DO08. Market Disruption

Brands that have creatively adapted their strategy in response to local / regional /
global issues, embracing new ways of delivering their brand while showing consideration
for the consumer.
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DO09. Cultural Engagement NEW

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

driving growth and impact.

ST
o|0|%| - JPG

HEY (M ML)
o A YY

e A

e URL

. CXE Ex 2HIX

e [C|XE X 0|O|X| -
JPG

Compulsory
e Digital presentation
image - JPG

Highly Recommended
(optional)
e Casefim

Optional
. URL
e  Digital supporting
content
e  Digital supporting
Images - JPG
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The Social & Creator Spikes celebrate creative social thinking and strategic influencer marketing solutions.

The work should demonstrate how levels of engagement, social reach and the creative use of social media, brand
ambassadors and influencers led to commercial success.

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

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

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

= . H O
A.2EBIASRAM: BE A=
Ol Mio= s &2 ot HUt MES = AS L CL Materials

A. Social & Influencer: Sectors

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

AO1. 2 H|ZY =
NE U SR, 24 85 B2 8E V|6 U HE 7IEHFMCG, O F 9 M A2, 71, 2R 71, * HxE ==
RHEA U RHEA HE O MH|AS BESH U AHK o LT AH|X), ololxl - Jpe

. URL

LE HAEEL ZEXLCA03. O BF 20 G2 EE & HAEZLE X 2lof EZ8)0f gL/,

7

AO1l. Consumer Goods o AN QA
All fast moving & durable consumer goods, including food and drinks, toiletries, cleaning
products, other household goods, other FMCG, clothing and accessories, furniture, consumer MEH AFE}H
electronics, cars and automotive products & services. R CXE Bx 2Ex
All fast food entries should go in A03. Travel, Leisure, Retail, Restaurants & Fast Food Chains. e [C|X|E 2= 0[OfX| -
JPG
A02. & A7 0f
H|of OTC o &, Y. Compulsory
e  Digital presentation

A B FE| Z|BE 22 KA SESS BRA06.02 EE0F Lt b G2 A image - JPG
EH 2. * URL

Highly Recommended
A02. Healthcare (optional)
Pharma, OTC drugs, wellness. e Case film

If the work has been created for a Charity/NFP then this should be entered into A06. Not-for-
profit / Charity / Government.

FREL FEE0| YA AL} YOYF 20| A= P FRES 2H HBHLIL,
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AO03. Travel, Leisure, Retail, Restaurants & Fast Food Chains

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

A04.0|C|0{[AE{EHAHE

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

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

AO05. 2 H| X} A{H| A [B2B(Business to Business)
HE YYUM 33 MH|A, HE, 38,828 7|&, AEE A HE MH|A, 7|EF H[ =LA M| LS 8

719 HAF LA O

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

A06. H| F2|[XHM Bl 85
ML, B, NGO, 2T, AHM EHH, Bl 2] Er.

HECSR E5&2 Z#8 2

EEOF gL/t

) EE YN E 28 Y YIS p07. 7] S BE X AFZF XY FpE 12]0f

Mo

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

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

Optional

Digital supporting
content

Digital supporting
Images - JPG
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B. Social Insights & Engagement
Work in these categories will be judged on how successfully social was used to engage
with online communities and deliver measurable and meaningful results for a brand.
BO1. 7R L E| &2 e
220l 28 FQLIE| H0|, 75 £ SIS s DOHE A4 BE. S4/H|BY AL XIS 7S ELA ¢ HXZ =2idEold
ARLAO|M 2| &0l =Fut BHHO| B HAE LICE o[a|X| - JPG

. URL

BO1. Community Management

Social activity that is designed to engage, build or maintain an online social community.
Engagement levels and the relevance of targeted communications directed at active/non-
active users will all be considered.

B02. 2C|HA EF7| | [ o HEf 42
S, BHAL RIX BE S 22 AMO|EE 7|Hez EF SS4, UL W0 REste 24 25,
HiolE|E &0, AW 2 Ml A3}, AR 7§ Qs ity 2l 32|00|E|2 Hd S5 Zdte| 0[O

=oHEX| S LT

B02. Audience Targeting/Engagement Strategies NEW

Social activity customised for predefined communities, groups or individuals based on social
insights such as behaviour, interests, geolocation, etc. This may include, but is not limited to,
native advertising and programmatic campaigns, the customisation of messages, their
relevance and creative execution, etc.

BO3. &A|ZHCH S
28 BUB S AESI0] MK A, 332X

o o
20|53t Al55tH A2|0|0|E| 22 [ S5t= EF N E 248 2.

B03. Real-time Response

Targeted social activity that utilises social platforms to respond to world events, public
affairs and other real-time activity in a meaningful, time sensitive and creative way, that
prompts social sharing and engagement.

B04. 23 2|2 3L 2AO|E
GIOIE] 3 QIALOIE Q| ALG S S S8 BHOILH A RLIEIeE Roln|
o
=

SoiEl &4 AMQl 4 fojE/a|ad /24 MAH &8

BO4. Social Listening & Insight

Social campaigns that are elevated through their use of data and insights to engage or
develop a meaningful relationship with a specific audience or community. Insights gained
through the strategic application of social data / listening / analytics will be considered.

BO5. HIME AEg| IR MM

EX HZED}ol0] Qe THE HABL| Qo 2 EQ AH|XIO| 0[0F7| 2 BIIH O &3 A4 AT 0l
A2|0f0|H, AZS2AN = HELE|IZ E(Z, 2HETF 2|0)0|E /S EAME T4 2 HED 7t
AESLE HEA) WIS ALY S ZBHSL O

BO5. Brand Storytelling NEW

Social campaigns that use exceptional brand/consumer stories to drive meaningful
engagement with a specific audience. This could be through creators, influencers or
communities (where brands speak indirectly to audiences through creators/influencers).

ME] AL
e LCXEEXZH=
e C|X™ EX0|O)X] -

JPG

Compulsory
e  Digital presentation
image - JPG
. URL

Highly Recommended
(optional)
e Casefilm

Optional
e  Digital supporting
content
e  Digital supporting
Images - JPG
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BO6. Innovative Engagement of Community

Creative use of existing social platforms and/or online communities to impact business
objectives or enhance relationships with a brand, community or consumers. This may also
include the use of new functions built for existing social platforms, levels of engagement,
social reach and the creative strategy etc.

BO7. w Y| E| A MB 7=
28 0/Lo L 7|&e BAE A2M0E|E2 Hdl= 28Y 44, Al AR, VR, XR, #0f2= 7|& &
ZHY 77|, 88 71E, £ 7IE, AlYS), 7h A, HEtH A SO stel 2= ME EAUE SS

=Zoh 27| TA 71Eo AIME2 2R fELt

BO7. New Realities & Emerging Tech

Immersive experiences that creatively push the boundaries of technology within social
media. This could include, but not limited to Al, AR, VR, XR, wearable tech and mobile
devices, voice technology, blockchain technology, gamification, virtual worlds, the

metaverse and all other emerging platforms. Does not include prototypes of early-stage
technology.
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Optional
o

Compulsory

Highly Recommended
(optional)

CIX|E =2|MH[ o]
Ola|x| - JPG
URL
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AR/VR Tt
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JPG

Digital presentation
image - JPG
URL

Case film

AR/VR files

Digital supporting
content

Digital supporting
Images - JPG
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B08. Creator & Influencer Sourced Insight

The creative interpretation of data specifically generated from creator or influencer
campaigns in order to target, engage or develop a relationship with a specific audience or
community.

e
4

o [C|XIE =2|HHlO|M
O|O|X| - JPG
e URL
HE (M AL
o A By

MEH AL
e AR/VRIIY
o [C|XY EX IEHX

e [C|XE X 0|O|X| -
JPG

Compulsory
e Digital presentation
image - JPG
. URL

Highly Recommended
(optional)
e Casefilm

Optional
e  Digital supporting
content
e  Digital supporting
Images - JPG
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C. Creator & Influencer Marketing
The work in this category should demonstrate how a social campaign was enhanced
through the use of social influencers and content creators.
COLR7IH T U FIH ML 2=
SHUS FE2 ANE 28 BH0l0| hF Lol 222 XATOD, 1 20 4, 29 BuA © HAg=adEod
QISR OMO] Q3| AFLE O Z SME A2, BF Al OfT MY, 24 ABYMC, Q1SRN A OIS OIIAl - JPe
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CO1. Organic Reach & Influence NEW

Brand-led social campaigns that become part of popular culture and as a result are picked up

by a celebrity, social ambassador or influencer, further expanding the campaign’s reach and
impact. Entries must state which celebrities, social ambassadors or influencers picked up the
campaign (organic and paid results to be provided separately in the Results field).

coz_aalo."o|51 agﬁxl.ll_-l ﬁEEl Edl EI AIA-I

=8E S Ofo|EA 28X 2200l B CIFIE, 28, HE OITI0lE o9+ dasl
S2UC AEPE HBHOR E A, B2 A2|0f0/8 DR AN THY Uk BHAT}

£ BEEI0] C1ol 52 HOWTHEA, Chers WHOIA £ WFIE 8o oo e mHe
YUES HEYER M= 0{0F L

C02. Creator Cross-Channel Storytelling NEW

Brands or agencies that have successfully partnered with content creators to develop
cohesive stories that seamlessly span digital, social and traditional media, creating a unified
brand message. The work should demonstrate how creators’ unique voices and authentic
content have been effectively integrated to engage diverse audiences, amplify reach and
drive meaningful brand impact across various touchpoints.
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CO03. Creator Collaboration NEW

Impactful and creative collaborations between a creator and a brand. The work should
demonstrate a blend of the creator’s unique voice with the brand’s identity to produce
compelling, authentic, and engaging narratives. These partnerships should showcase strong
synergy, creativity and a seamless integration of the brand’s message through the creator’s
storytelling, resulting in a mutually beneficial and memorable campaign.
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C04. Creator-Led Content Strategy NEW

Content strategies driven by creators, where the creator plays a pivotal role in shaping the
overall long-term vision for a brand’s content. The strategy should demonstrate a deep
understanding of audience engagement, innovative content planning and a clear
alignment with the brand's goals.
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«  Cxg =z o0k
JPG

Compulsory
e Digital presentation
image - JPG
. URL

Highly Recommended
(optional)
e Casefim

Optional
e  Digital supporting
content
e  Digital supporting
Images - JPG
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CO05. Excellence in Craft NEW

Work which demonstrates a creator’s ability to craft a distinctive, cohesive vision that aligns
with a brand or platform’s objectives while showcasing the creator’s skill in guiding the
overall aesthetic, tone, and execution of content, resulting in a compelling and memorable
audience experience.
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C06. Community Building NEW

Work that fosters vibrant, engaged and loyal creator commmunities around a brand or
campaign. The work should demonstrate how the creator community was effectively
nurtured, how authentic collaboration and communication were encouraged and
how the community positively impacted the brand.
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e CIXE z=2[HH0lM
OlO|x| - JPG
e URL

o [C|X™EX IAHX
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JPG

Compulsory
e  Digital presentation
image - JPG
. URL

Highly
Recommended
(optional)

. Case film

Optional
e  Digital supporting
content
e Digital supporting
Images - JPG
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D. Social Content Marketing
Work in these categories will be judged on how successfully content was used to engage with
consumers and target audiences.
DO1. 25X HYX| 25
AN KYS ALSS REX 9 HE M} UK, 2O BB 28 WIS FT Ei Lo 4 Qe + HXE=siEolE
HE3 Rexo| MK HjY U 72 0|4, OI0IxI - JPG
. URL

DOl Content Placement

itori . . . AT (M M)
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 o A B
social campaign.

M Arg

ENEEEETES
CIX|E &2 0[0|X] -
JPG

Compulsory
e  Digital presentation

image - JPG
J URL
Highly
Recommended
(optional)
e Casefilm
Optional
e  Digital supporting
content
e  Digital supporting
Images - JPG
D02 A4 G4 44
2otol A4 BUEON YIS 3RS SO MBE 2 YN, 41 U £3)4 S| I Compulsory .
- e  Digital presentation
= ’ image - JPG
. Film
DO02. Social Film NEW e URL
One-off social film specifically created for online social platforms that are intended for
widespread sharing. Results and number of views will be taken into consideration. Highly
Recommended
(optional)
. Demo film
Optional
e AR/VRfiles
e  Digital supporting
content
e  Digital supporting
Images - JPG
gEED FT2E0] YR/3x Y7Lt ofojsr 20/ A &R 055,32 R4 HEEIL/L,
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. URL
SO K| &7t ALt
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A=k SpLpe) P B2 Y2 EYE] O)ILE NS REE OfS UTLE NS BABE Recommended
=20/ E(T7E 25 Z (optionat)
BrE/eA 7] HHELICY *  Demofilm
DO3. Social Film Series NEW Optional .
Social film series specifically created for online social platforms that are intended for * AB/.VR files .
widespread sharing. Results and number of views will be taken into consideration during the *  Digital supporting
judging process. content
e  Digital supporting
p ; ; : . ; ; Images - JPG
Please upload all executions in a single video file with slates denoting the start of the next
execution.
D04. &3 H|%t 3L At Y 2= 2=
SME 9 A0 SIS 9/ BUE O|L|ME|2 S Soff HRLIE|/MBC| 7|0 £& HAS Hefslz2 * CiXE Ze[us o
NOHE AN TE, OlBIAl - JPG
. URL
D04. Co-Creation & User Generated Content (MR A
Social activity designed to encourage a community/fanbase to contribute or collaborate AZ(L= M)
with a brand initiative to enhance loyalty and engagement. o A B
ME AR
o [X|g EZX FHX
e CIXE 2Z 0|O|X]| -
JPG
Compulsory
e Digital presentation
image - JPG
L URL
Highly
Recommended
(optional)
e Casefim
Optional
e  Digital supporting
content
e  Digital supporting
Images - JPG
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DO5. Social Commerce
Work which harnesses social media, social platforms and virtual communities for eCommerce
and mCommerce to drive business results.

15}
R

AT (M A1)

e A

Compulsory

CIX|g =2|HElo|M
O|O|X| - JPG
URL

Atel S

OX| g Bx 2EIX
C|X| & 2% o|O|X| -
JPG

Digital presentation

image - JPG
. URL
Highly
Recommended
(optional)
e Casefim
Optional
e  Digital supporting
content
e  Digital supporting
Images - JPG
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E. Excellence in Social & Creator
EOL. HE|ZZHE A M 7HH[ QI AlX 2
° o CIX|E ZaHE oM

220 Y/Es 20l

= fn
Ol2fst 2450 HEole] HH HAS HASHAHLL A AN 2+ IS HSS LSEHOF LIt

EO1. Multi-Platform Social Campaign NEW

Social campaigns that utilise multiple media online and/or offline platforms and live
events. The work should illustrate that these elements drive or are inherently necessary to
the overall execution of the social campaign.
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E02. Sponsorship & Brand Partnership NEW

Social campaigns that utilise sponsorship and/or partnership programmes to support a
product or service in order to meet specific awareness/business goals and to enhance the
image of a corporate brand, organisation or corporation.

E03. Al2| X 55X LA

ola|x| - JpG
o URL
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Compulsory
e Digital presentation
image - JPG
. URL

Highly Recommended
(optional)

ABIE FHEIL B9 BRIt MEY Qs AAE S 48| H0IE 0|Z0|L7| 23] 7|2 a4 * Casefim
HH| ol SERL HUE 0| WA JHX|7} ST AFSIH JHK| E& DI ofE A SX| X B )
M 010 BHLICE | F2| MBI B3 O|LIME|S 52 Easte| 0|0 FBHE(X| QLiC, optional .
e Digital supporting
. content
E03. Social Purpose NEW «  Digital supporting
Social campaigns specifically designed to engage consumers through authentic Images - JPG
alignments with a social purpose/cause. The work should demonstrate how the core
values of the brand align with the cause or wider social purpose. This may include, but is
not limited to, nonprofit social responsibility initiatives.
gz20 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’555 2L HEEILLL.
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F. Culture & Context
FOLEZH EHHE U4
EX X% YOI MOF RECIS HMCOf ChSt SEE BEs| MO|El X L EL2l HE0|H 22Tt e CIXE =2|dHold
o2 Yo7l THEZ0|0{o} ELICh olaIxl - Jpe

. URL
FOl. Local Brand AP (U™ M)
Work for brands distributed solely within a specific locality. The work should resonate with a o A BY
clearly defined, local target audience. Ay A

e XY EX ZH=X
FO2. RN HAUE  Cxg==zolox -
A eix|ol 2iof Chestol A2|0J0|ElHE HA WAIS XHSID HAS Bt FlE N ALne SHAIK PG
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Compulsory
e  Digital presentation
image - JPG
. URL

F02. Challenger Brand
Brands which have creatively adapted their approach in response to competitor pressure by
challenging the status quo to create game-changing work that uses progressive thinking and

innovative creativity. Highly Recommended

(optional)
FO3. THY Al & [ ¢l e Casefilm
B JIH/XA/AZOIMN SSE AL HHE S22 SB35 S B AT A ZH QIS ofEA
ToRHER| HBBHoF EHLC, Optional
e  Digital supporting
FO3. Single-market Campaign content
Work which aired or ran in a single country [ region / market. Entries should describe how the ¢ Digital supporting
campaign was designed for the specific target market. Images - JPG
FO4. 28 WSS E3HH QA0 E
S8 XY E= XYM A= Ot0|T|of, 2, 7HA| 81 2HO| ZAEFUOA HIRE M E THsTh A
YN UES S EF BE/ARUEOIM SZLS 22 EF5 EFL2 AH|XH AS00 Thsk QIALO]
EE g8dlo] Bl A S YU + YE WYES 2O|F 0 B/t
EO4. Social Behaviour
Work inspired by a specific audience or community, relying on identifiable social behaviour. The
work should demonstrate how leveraging insights into consumer behaviour can create a
powerful connection with a brand.
FO5. S0 AL
SAHE FHFUAOIEN O 7|e2 Botd S AH Ao x|, SAt,
Jlgete ool §30 SHYUE S YSEME EAHFE F1, 7|0 §2,
252 RYstes 2%
EO5. Use of Humour
Work that celebrates the art of humour in branded communications. Infusing wit, satire, and
cleverness into campaigns that provide amusement and create memorable, laughter-inducing
connections with audiences.
gz20 20| ZAJSLA] ZA{Lf ofofet R 0] U= FP 8’5%% 2L HEEILLL.
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F06. Breakthrough on a Budget

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

FO7.7|¢ S5 S ALR| X 2
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FO7. Corporate Purpose & Social Responsibility

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

All not-for-profit, charity or government work should be entered in the relevant sector
and/or A06. Not-for-profit / Charity / Government category in section A. Social & Creator.
Sectors.
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FO8. Market Disruption

Brands that have creatively adapted their strategy in response to local / regional / global
issues, embracing new ways of delivering their brand while showing consideration for the
consumer.
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Compulsory
e  Digital presentation
image - JPG
. URL

Highly Recommended
(optional)
e Casefilm

Optional
e  Digital supporting
content
e  Digital Supporting
Images JPG
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To enter a piece of work multiple times, simply add the title of the entry, fill in the entry
information, let us know which companies and people were involved and select all the
relevant categories you wish to enter. You'll be required to submit common
information that applies to all the Spikes Asia awards and some specific information
unique to the category you're entering. Don't worry — you can still edit individual
entries.
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FIRST TIME ENTERING SPIKES ASIA?

Need help? Drop us an email at and we'll arrange for one of our
experts to talk you through the process.
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DON’'T HAVE ALL THE DETAILS RIGHT AWAY?
Don't worry, you can complete the form in any order and save your progress at any
time.

Ll St nE|E B NER

ALL THE QUESTIONS YOU NEED TO ANSWER ARE AVAILABLE TO
DOWNLOAD ON THE ENTRY SYSTEM FOR EACH INDIVIDUAL CATEGORY.
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COMMON INFORMATION

EE—l I-IIE

Entry Title

EEHAS XE

GIVE YOUR ENTRY A TITLE

HX S M =S GoloF ZLCE O 2FS S50t = 20t0|3 2 OfA|OF &t 7HE| 2| & MEst2{H MK o] EE
HMZsioF LT o] %&FS of2f Zte|n2|of| Z2Fote 8%, 017|A Zot= M=0| Uee 2% A of & LC.

To begin, you need to give your entry a title. We need this information before you select the Spikes Asia award
and categories you'd like to enter this work into. If you're entering this work into multiple categories, the title you
give here will be applied across all of those selected entries.
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CHOOSE AWARD AND CATEGORIES
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It's time to select the Spikes awards you'd like to enter with this piece of work. Entry limits within each Spikes
award are different.

You may add, remove or edit the awards or categories selected at a later stage before payment. You can find
all the details about the Spikes Asia awards on our

2L F2L0] YXBA] ZAL} oot FE0| 2= FR FEEES 2L HEEL/L.
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MULTIPLE EXECUTIONS INFORMATION

U Ay el2 22 Yy g2l ofo|C|ojz HALD, 22 MEF E= ME|AE Z2 UM E Sof d1ote 285 18 LIC
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A campaign of executions is a group of entries that are linked by the same overarching creative idea. To be
eligible, each entry in the campaign will promote the same product or service using the same medium. Each
execution is a standalone entry and must be paid for individually. You can choose a series of 2 or more
variations of the creative concept to submit as part of a campaign of executions.

*Only certain Awards and categories allow campaigns of executions. The Jury can choose to award just a
single execution from the campaign, or they can choose to recognise the full series with a Campaign Award.

2| A
COMPANIES

oft S| At} EHOIZIE LI T
WHICH COMPANIES WERE INVOLVED?
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You are the Entrant Company and will be required to fill out your own information first. You may add as many
additional companies as you wish. Each entry requires at least one ‘Entrant Company’ and one ‘ldea Creation’
company. Sometimes it will be the same company for both.

The Entrant Company is responsible for payment of entry fees and will be considered the sole contact for any
entry-related queries. You should enter the companies in the order you'd like them to be published, as this is
how they'll appear on your certificates.

FEED F2E0 YA AL YU ££0| A= FP FEEE P4 HEHLICL
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When making your entry, please make sure you credit companies in the correct roles as this directly affects
the calculations for the Special Awards.

IMPORTANT: You may be asked to return to this section to add more companies depending on the Spikes
award and categories you select later (e.g. if you enter Media, you'll be asked to provide a company that
played a ‘Media Placement’ role).

If your entry wins a Spikes Asia Award, companies and individuals credited here will automatically be eligible to
purchase trophies and certificates on the Spikes Asia website.
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CONTACTS
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WHO IS THE LEAD CONTACT?
We may need to contact you about your entry. Please provide details of who we should contact.

T2 S0|M AEre At LI O A= HEAE EF 2/At 250[0{0F

= =]
Al ZHOl| &= 21Et0] 7Hs Sl OF & L L.

CONTACT DURING JUDGING

This is the person the Festival will contact if any questions arise about the work during judging. This contact
person must be from the entrant company, must have been directly involved with the campaign and must be
contactable both within and outside of office hours during judging.

HUE ARH: THBS 0|23 HAUC 2 G Y
0] 0| F47t HAUE HDZ 0| AOIX| SHOISOF BHLICE HQl i UBH G2t ML HEX| YLtk

BRAND CONTACT: Contact details of the brand that commissioned the work.
You'll need to verify that this email address is a brand work email. We don't accept private or general contact
details.

EEEHEE

ENTRY-SPECIFIC INFO

ojcjo] M

MEDIA INFO

07| 0fl ZHZ 0| O1F| OfClof M ZAIE| A= X|0f BB HE S KB ST EEIHS AL SESHE AT0|TA ofg =0 w2}
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AEO| ZE XA OHE BAY 4 gl AP HO|X| S MZEHAAIQ. SEES FES}7| HO| S5 7|72 BHEA
2H0I5}A| 7] BRI
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Here you need to provide information about where and when your work launched. Eligibility dates are
dependent on the Spikes Award being entered.

If you're not sure whether your work is eligible, please see our page. We strongly recommend
checking eligibility dates before you start to create your entry submissions.

ojc]of u|
At Zo| HO| Pt HEE N B FAAIL. O A HD ol 0jCIojo| N FBHEX| YHFHAQ. SER 0| AHHo=Z

- O

=
of C| of| Al =| & L7t (0fl: BBC World Service, Facebook, Times Square, £ LM E| LR 5)
Hu: =252 == 0|L|of BiX|E MSE & ASHEL
MEDIA PLACEMENT
Please provide information about the executions of your work. Tell us what you did and where it happened. Where

did the work appear specifically? (e.g. on BBC World Service, Facebook, Times Square, Inside a shopping centre)

Note: You'll have the option to provide multiple media placements for your entry.

A2|0j|o|E|E T} 2k sl 2

32|0|0|E|2 23t AMO| A0 = 7t 4 O|C|0] S MM S - Jsl{of gL CL ChE M8 S AESHUAIR.

O|C|of /o O] T Al /M Zt H| 81t B E O] 22| B B X|ES YAIGHIAIR

CREATIVE EFFECTIVENESS ONLY
For the Creative Effectiveness Spikes, you need to complete an extended mandatory section on media
information. Please review the following sections.

Please give an indication of the average total spend for this work in relation to media [ agency [ production
costs.

| §% TARGET AUDIENCE
. AtS| BA| =& SOCIOECONOMIC LEVEL
. A [X| 0] 2 0f| At LOCATION/REGION BUDGET

2L F2L0] YXBA] ZAL} oot FE0| 2= FR FEEES 2L HEEL/L.
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T TIT T T TIT
Sector Subsector Sector Subsector
XSk} ERS|
AUTOMOTIVE LEISURE
7|E} XF= R} eat
Other Automotive Gambling
xhat Aoy
Vehicles Gaming
B2B 2}0|E O|HIE
B2B Live Events
B2B 7|= gt S 0js2
B2B Technology Museums & Galleries
HYg e EEEELTIT
Consultancies & Other Recreation
Professional AZX
BH=
o= Sports
Legal O/ C|of /A EfE QI E
7|EFH| =LA MH|A MEDIA/ENTERTAINMENT
Other Business =P8
Services Books
A
=R CX Y Z2E
CONSUMER DURABLES Digital Platforms
mj 4 A
Fashion Film
el oot
[=TRaa |
Furniture & Lighting Music
I E PN
Home Appliances News
SE=E=
HEES 7|E} O|C|Of
Homewares Other Media
7l& =T 2 0/C|of
Technology Publications & Media
e 2
2 2 |
Toys Television
A A
HIXFAfE2 CEEl PNt R=R TE<ES
CONSUMER SERVICES NOT-FOR-PROFIT / CHARITY /
off | = GOVERNMENT
Energy NS
=28 Charities
Financial ME
2 Government
Insurance B
7|Bf 2-H|XF MH| A Military
Other Consumer H| 2|
Services Non-profits

gesn 7220/ YNHA YL} oy

B B0/ QI HP YRES 2H HEHLI
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A= 7|Ef H|&2|
Private Education Other Not-for-profit
nizt 0|2 20f
Private Healthcare RETAIL
Sl PNES
Telecommunications eCommerce
IAE ZEC
FMCG Fast Food
FMCG HAEZ
0| & Restaurants
Beauty Aj
Household Goods of &
o
=& TRAVEL
Drinks nE
S Al
= Transport
Food of ol o
7|Ef FMCG Travel & Tourism
Other FMCG
o=z
HEALTHCARE
OTC &4&
OTC Drugs
xl2t
Pharma
CJHES
Wellness

FEED F2E0 YA AL YU ££0| A= FP FEEE P4 HEHLICL
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3z2|of|oE[2 &
CREATIVE TEAM

A

MOIZ 3237|015 ot At S MREEEE YHGUAL E550| +d%t= 42, 0 2= 551
. = -

=AM E HHL L2 O|FS ‘£ M EFSI0 55 9| E= Ot 2 § 2 + AS LI

Y2 Lol L8 O|C|0f= ‘22 LI E 2to|22{2| 0 M =teleh 4= AELICH AlZhe 2 ofst7| 23l of 7|0 A 22 TIESE K2
=50 8 = ALt

WHO WAS INVOLVED?

Enter the details of people who made a significant contribution to this entry in the order you'd like them to
appear. This information will appear alongside your entry on the Spikes Asia website if your entry wins. Creative
team credits can be altered until 20 March 2026.

Want to change the order? You can ‘drag and drop’ the names to move them up or down the list.

Once you've uploaded each credit, it will become available in your ‘Credit Library. From here, you can assign
the credits to multiple entries to save time.

YUESHOF SFLICE 2FO| X[& 7t 7HE, M, S Il o HO|

-
inl
el
>
rot
o
HT
rr
2
x
fot
ro
met
4>
30
o>
i
iul

=
o ZEo| Melo| Yrtn Uy
Ad Net Zero« Lions, 4A’s, Advertising Association, ANA, Dentsu, Diageo, EACA, Google, Havas, IAA, IAB, IPG, IPA,
ISBA, Meta, Omnicom Group, Publicis Groupe, PubMatic, Reckitt, Sky, Unilever, Procter & Gamble, Union des
Marques, VoxComm, WFA, WPP2| X| &l S BH& L|LC,

SUSTAINABILITY CONTEXT (OPTIONAL)

You'll be asked to comment on whether the carbon emissions of this piece of work were measured. You'll also
have the option to comment on what consideration was given to the sustainable development, production and
running of the work.

As a proud member of Ad Net Zero, we believe that it's our collective responsibility to reduce the carbon impact
of developing, producing and running advertising to real net zero. You can find more information

Ad Net Zero is supported by Lions, 4A’s, the Advertising Association, the ANA, Dentsu, Diageo, the EACA, Google,
Havas, the IAA, the IAB, IPG, the IPA, the ISBA, Meta, Omnicom Group, Publicis Groupe, PubMatic, Reckitt, Sky,
Unilever, Procter & Gamble, Union des Marques, VoxComm, the WFA and WPP.

FEED F2E0 YA AL YU ££0| A= FP FEEE P4 HEHLICL
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DEI CONTEXT (IF APPROPRIATE)
You will have the option to comment on the following if appropriate:

. What consideration was given to the composition of the team(s) involved?

. What consideration was given to how individuals are represented in the work?
. What role did DEI thinking play throughout the development of the work?
EEL S

FAZ|HAI2. MEo MFZEE M3AteL SFOHA| a L.

i

ZZHMEM Folet 2t helS

TEAM CREDITS
Include each individual who worked on the project. We won’t share any details you provide with third parties.

HZESHYA| ! ¢OICE C|X| 2 D|C[0f 2 FAFO| CHELICE 8= O|C|0" S BN YZESIYAIR.

UPLOAD MEDIA
Upload your work! Each award has different digital media requirements. Please upload the ‘compulsory media’
first.

CIXI 2 oc|of (2 AL)

Y2 =S LR OIC[0= ‘O|C|Of 2to|=22{2' 0l M =HQIE = ASLICE 0]7|0|M o2 Z2F0f OIC[0|E 2ot AlZts 2ofd
= AS UL O|C0 = 2| Z20[0{0f otHH, R & 23 | S 270t QAOJO LT WA op2 BHX| gL L H30t=2
“da= 0|C|0 & YR ES 202t 7hs LT

DIGITAL MEDIA (COMPULSORY)

Once you've uploaded some mediq, it will become available in your ‘Media Library’. From here, you can assign
the media to multiple entries to save time. Your media has to be the final version, and you must hold all
applicable rights. We don't accept replacement files. You can only check out once you've uploaded the
‘compulsory media’.

CIX|% 52 0]C|of (M5 A
CHEDH 22 MEN BE 22 SEN S YEZES £ UL LICH XS Hes BT T #A Jlo|Satolg

DIGITAL SUPPORTING MEDIA (OPTIONAL)
You may also upload the following optional supporting digital materials with your entry. See the ‘Video File
Format Guidelines’ for more information.

- At BY -+ CXE 2= o[OfX|
« case films - digital supporting images
- H=3Y - CIXE 2= ZH=
« demo films - digital supporting content

2L F2L0] YXBA] ZAL} oot FE0| 2= FR FEEES 2L HEEL/L.
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SUPPORTING MATERIAL
GUIDELINES

HERARE EFHM 7S S0 22400 SLICHL JARIRE2 282 Wels 280 2=

a0, oA L ATHO[3 A YO Ab 2 2 AL O] 22t CHELITE 2 THAFE O

EEME 2 ZEE FtoAL LS WHsh= Ao 2ot FAS 40| ALt HS oot Al
EE 0lCiof(of: Atz S, uPG) = O B0 C|0|ES &= ELICH K& Hofl HZ &H|7t
2HEI| E| A=K =B A2,

SEH|2 W 0|30) M2L MI7H £TE F2, 20261 12 30 FIKIT SE Al0] A A M0f
2otz HEY 5 YLt

Supporting materials are some of the most important elements of your entry. This is what the jury
will examine, watch and read during their decision-making. Each Spikes Award has different
material requirements. In some cases, they are mandatory whereas in others, they are

recommended or optional.

It's important to remember there are strict rules about adding extra information or replacing files
once you've submitted your entry. Entry media e.g. case films and JPGs, cannot be updated under

any circumstances. Please make sure you are absolutely ready to submit before you pay.

If new results are collected after the entry has been paid for, we will only accept additional written

information in the results section of the entry form before 30 January 2026.

FREL FEE0| YA AL} YOYF 20| A= TP FRES 2H HBHLIL
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=~

In order to avoid your work being withdrawn from the Festival, please adhere to the

following guidelines:

. = HIOR &F HY Al B2 585X RELICH 20|22 = HAY 4= AKX

A|zt(visible speech)& |2 ©10{ 2 &1 X}8} & 2|sof stL|Ct.

. HEXRY 2% of0|THA| 2= 7| 0ot A2|0f O|E| 2 2 AtLt 71 210] A= E[0f M= ¢t
& LILF.
. All case films and presentation images must be in English.
. Work which was not originally published in English (TVCs, print ads, billboards etc.)

can be translated or subtitled exactly as it was published or aired, so that they
can be understood by the English-speaking jury.

. If translating the original video work, please note that dubbing is not allowed.
Voiceovers can be translated but visible speech must be kept in the original
language and subtitled.

. Supporting materials must not contain any reference to your agency or any

contributing creative companies or individuals.

FREL FEE0| YA AL} YOYF 20| A= TP FRES 2H HBHLIL
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LABELLING AND DELIVERY GUIDELINES

FEolE: A= = 2 oHLZ JNEY =5 2[0|=0| MSELICL 20|=0= EFH0| LretHE
RO HARRIRATOA MSE7| 20 =+ Al 22 AEE

Ch 28 20|22 2= XAt=of| HES| FA5oF gLt

ENTRY LABELS: The individual entry labels are provided with your confirmation email, after
payment. Labels have individual entry numbers which are specific to your entries and are
vital for us to identify your physical material(s) when they arrive, as they will be made
available to the jury in the latter stages of judging. The entry labels must be attached to the
supporting material, as appropriate.

Attention: Spikes Asia

Spikes Asia

71 Robinson Road, #14-0],
Singapore 068895

Telephone number: +65 9728 6037

S F2 0| 5: =0l O|H o= I7|X| R0 £AE & F=2 2 0]|S0] ASLICL 20|22 73
AR5 A Ee =l o|H Lof ASLICE 2242 AZM X EE HR2R2EY =&

UAgLILE 20| =0| SHZA FAEX| H2 25 At2= EA| EsUCh

&b HEEHOf| B

PACKAGE ADDRESS LABELS: On your confirmation email, there will be a package address
label for the outside of your package(s). Instructions on where and how to attach them are
in your confirmation email. You can also download them from your online account. We are
unable to accept entry materials which are not labelled correctly.

LY &5: 2 At2o 2 20| qt=otA AL =8 X|H0| 22 82 =
= 2[SHA| 7] BF L LY.

LARGE ITEMS: If your physical support materials are oversized or require assembly
instructions please contact

HNE g2 27 O|HO| M= XAZE EL FHAIL.

Please send us your physical materials within seven days of completing your submission.

FREL FEE0| YA AL} YOYF 20| A= TP FRES 2H HBHLIL
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o o AMIEE FAZ 2026 28 27 MO A E A2 7t ZES| OF BFL|LCE,
e Please ensure your physical materials arrive at the Singapore address above before 27
February 2026.

o QWMEISYXNREEEHESHO|YEZXRE PoHA| RO E HIfX| O Al 2.
e We kindly ask you to refrain from sending us any printed proofs or boards as we are no
longer accepting these as supporting materials.

o XAEILEHD| HiSE = AT HS FHE LN E Of2] X| 2o oF ghL|th HAE|E =X 9= HiE
T Ol AN = Rtz of CHe MY S X|X| 5L S350 22 E7 L S20| XA &S

I3t X|20| LRE AR, ALY M2 e =X FEXI0|A YLich

e You must cover all courier and mailing costs in advance, to secure the delivery of your
materials. The Festival Organisers cannot accept responsibility for packages at any stage of
transit. If entries are lost, held up at customs or require payment for delivery, resolution is the
sole responsibility of the entrant.

. =0f L3 20| B7[E M2t SHO0| 2| 0fOF BfLILt ‘Festival MATERIAL - NO COMMERCIAL
VALUE. 23t 42, HE2ZH (0150 A7IZ2 H2)2 X|He . AL ct

e A Customs Invoice should be included in your consignment, saying: ‘Festival MATERIAL - NO
COMMERCIAL VALUE'. A nominal amount of money, e.g. SGD $1.50 per material, can be stated
if necessary.

B>

CC

—

o HiE T L= H2EE BX0AM MEF ot E= 240 tiHet EeS SO{0F Lt 24, Tt

et B0 Tl FAE MBS XX EELICE

— 1Oo=

rk>
rir

e Products should be insured against damage or loss in transit or on Festival premises. We do
not accept any liability for any loss, damage or expense incurred.
= EX NMEe aE 20 HAEE =X (o] Ao EHULCHL HA 20= A2 E 23X

AEI
HHSHSHR] RS LI O 2/ =M HAE[E =X Zo| Ao w2t iy = St

=

=

ot 4 QI LICH Chot 20263 28 14YHA| HAE Y 2| Zato| A o7t R3sin,
HI &2 =SAt7F FEoHOF gLt XtM|5| 2ot e ® ZO|HYES EU FHAIL.

e Physical support material becomes the property of the Festival Organisers once it has been
received. We cannot return materials to entrants after judging. In exceptional
circumstances and at the Festival’s discretion, we may agree to return large or valuable
items. However, this must be pre agreed with the Festival in writing by 14 February 2026 and
all transit costs must be covered by the entrant. Please email for more
info.

geml 2220/ YNHT AL WP HE0| s F2 gEE2 24 HSEHLL)
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IMAGE FILE FORMAT
GUIDELINES

CIX| 2 =2f HE| 0]+ O]OfX|
DIGITAL PRESENTATION

“Everyone in Japan wil Be callet
5470 enless marriage law change s

o e 0.

A visual presentation of your work,
including images and English text,
concisely summarising the brief,
execution and results.

DENTSU DIGITAL, TOKYO GOLD, GLASS: THE AWARD FOR CHANGE
SPIKES ASIA

Abg:
SPECIFICATIONS:

7063 px
- JPG

- 7063x 5008 pixels N H €
- 5-15MB

gEEY F2E0| YA YHL YUY £E0| Y= F2 FRES 24 HELLILL
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CIX2 83 A=
DIGITAL PROOF

-

241 = HESHA O] R0 % BEYOND THE STORM CLOUDS | SPACE STRATEGY FUND
ddel ox|g HAE.
The digital version of the original
advertisement or execution, exactly as it
as it appeared when published/
distributed, or an in-situ image showing
where and how the content was
displayed in its intended environment.

AL
SPECIFICATIONS:

7063 pX DENTSU INC., TOKYO SHORTLISTED, |DUSTRCRAFT PlKES AlA
- JPG
- 7063 x5008 pixels NI C]
- 5-15MB

hoiet 0] Qs 32 GRS 24 NS

o T o

b English and Korean version, the English version shall prevail.
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HZ O|0fX|
SUPPORTING IMAGES

HALAl 255 Ex0| =80 2 =+ U
C|X|& o|O|X|. Z|CH 27§. ZR3&1 20|
s B0 ool =gt

Digital images that may help support
your entry in the jury room. Maximum 2.
Only to be included if necessary and
relevant.

AL

SPECIFICATIONS:

- JPG
- 7063 x 5008 pixels
- 5-15MB

CERTIFIED TOASTERS | GOODMAN FIELDER BAKING
HWU B HQHH.-

W e S e W) e MO e RS s )

l..@@

L e O e

- l @ o
ke

= A small taste of our toaster data

DDB NEW ZEALAND, AUCKLAND ‘ GRAND PRIX, CREATIVE COMMERCE SPIKES ASIA

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

CETEL
FORMAT/

MOV E= MP4 EA 0| 1otA HIL|RE M S0
FHAIL. IhE 20 37| 350MBY LTt

S}HH| e

foqu ok

; N CODEC
Please supply a high quality video as .MOV AAC
or .MP4. The maximum file size is 350MB = 5 1080 AHH L,
FEIIHHDD 10880IO 19201080 | | A8k
B . P AAC, Stereo,
PREFERRED 48KHz
HD720p 1y60x 720
HD 720p
AAC,
C 2H L,
43ES169 | Lo s MP4/H.26 A8KH
4:3 or 16:9 4 z
AAC, Stereo,
ACCEPTED 720x576
854x480
640x480
Atz B4 (=Ith120x)
CASE FILM (120 SECONDS MAXIMUM) Abg:
H= [ A FEIX HE|T SPECIFICATIONS:

o X
>

e o
0
0

- MoV
- MP4
- 350MB.

IALOI| AFE | &7l L T Ate
b

Bl

2

0d ox K oH
o0 2
o Ir
RELe)
HO
Ral
g
m|o
m
ook
_0¢
rIr
N
mjo
O\I
A

o2 nY 1A

[

A short film explaining your work. Content
includes the brief, execution and results. This
will be used in judging and displayed
publicly. It is highly recommended that case
films are subtitled in English.

Ate S4 0
Example Case film

gEL F2E0 YXGX| YL WO HEO| U= HL GELS L4 HBELIC)
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I(visible speech)& &l2f
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ApQk:
SPECIFICATIONS:

18
o oQ rlo
OF > iy

I
H 0 oz g
>
A=

m ot

18
mjo
H > > oo ko o
oo H in
Ral
62

4n 4> o o1r

-
_||:|
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™ 12 @ rE met o
)
rIr
I~

o o 2@ 19

I}

The original film advertisement or content,
exactly as it aired. No extra slates, frames or
information. Work which is not in English
should be subtitled, so that it can be
understood in English, exactly as it was
published or aired. Please note that
dubbing is not allowed. Voiceovers can be
translated but visible speech must be kept
in the original language and subtitled. For
any work that is in English, it is highly
recommended to include subtitles.

H =2 (2t 120x)
DEMO FILM (120 SECONDS MAXIMUM) ApQE:

SPECIFICATIONS:

- MoV
- MP4
- 2,000MB.

Depending on the Spikes Award being
entered, this is either a

‘making of’, a recording of the activation in
action or a walk through

showing the specific elements of your work.
Demo Films should be in

English.

g 23 42 o

Example ‘Walk through’ Demo film

‘0jo[d Ol =2 FA o
Example ‘Making of’ Demo film

gEEY F2E0| YA YHL YUY £E0| Y= F2 FRES 24 HELLILL
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URL2 ‘http:/[ =& https:/[ 2
A|ZfS{Of 5t 2901 = H| P

AEO| HAEHOM EE FALX| F=FE 2026

URLs must start with ‘http:// " or

‘https:// * and preferably be

ShL|C}, accessible without a login or
password.

2 31| 2Etle 2 H&Y 4 A= URLO|O{of

URLs may be compulsory or optional depending

on the Spikes award being entered.

In order to avoid your work being withdrawn from
the Festival, your URL must be accessible online.
until 31st May 2026.

‘HURL’ ™

B MAOM ALE 7Hsot 40| ot el B2 Lt
MNEEEE M35t FHAL

Ol MR EEE =72 SREX| ol L=X| oA
IHOM Al HAEE 2[5 A E LT

# O0|E Appname

ENTERING ‘APP URL’ App Store/Google Play At& XL 0|

If your app is not available globally, please Username

provide the following details. App Store/Google Play &%
These details will not be shared with anyone and

Password
are solely for app testing during judging.

FREL FEE0| YA AL} YOYF 20| A= TP FRES 2H HBHLIL
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X URL
CIX| & Zedol et =1 23 (0f: ZAIO|E,

OFO|2ZAO0|E, ¥ CH2 2= H|O|X| 2= £~ 4 O|C[f

0| X]). :
o Ct22 & o[ X] of

24 0[C[o AAIZE o
Example of a website /| microsite entr:

Example of an app download page
Example social media post

CONTENT URL
Direct link to your digital execution e.g. website,

microsite, app download page or social media

page.

H|C| 2 URL

2210 H|C|Q 9H Q[X|0f Lo 27 23,
H|C| 2 URL Of|

VIDEO URL Example Video URL

Direct link to where the online video aired.

I 2j| e o] M ¥ H| O] X| URL
A7t o7t Ot 42, O =
HO|X| 2 9ZZ|= URLE A|

o ME o] 10| X| URL O

Example Presentation Web Page URL
PRESENTATION WEB PAGE URL
If your direct link is not in English, you may
provide a URL which leads to a page which

explains your work in English.

FREL FEE0| YA AL} YOYF 20| A= TP FRES 2H HBHLIL

orcC =
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https://ourwork.agency/correct-the-internet/
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OTHER FILE FORMATS

Al2F SPECIFICATIONS:
Z2iC|@ & 19| MP3 2C|2 I,

- 258 kbps HZ&

AUDIOFILE

MP3 audio file of original audio/radio

- %2128 kbps 0| &

- 258 kbps preferred

advertisement, as it aired. - 128 kbps = minimum accepted
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5| 2E|= 0t dAl  FILE TYPES ACCEPTED:
ORIGINAL CONTENT

The original branded content, exactly as it aireq

.MOV, MP4, MP3, .JPG, .JPEG

Depending on the type of work and the specifig

category being entered, this can be either a fil
an audio file or an image. It is highly
recommended that original content films are
subtitled in English.

ES

ElEEBX EAM HCR EEs 2L 5| 2E|= 0t "HAl:  FILE TYPES ACCEPTED:

ohe.

JPG, MP3, MP4, MOV, DOC, DOCX, PDF, XLS,

DIGITAL SUPPORTING CONTENT

Any supporting documents, videos, or audio filg

XLSX, PPT, PPTX

which are relevant to your entry.

gEEY F2E0| YA YHL YUY £E0| Y= F2 FRES 24 HELLILL

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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ARIVR I}t FILES
EET

I

E
A collection of .zip files containing the AR/VR
element of the work entered into certain specific

categories for the jury to experience.

APPENDIX

A collection of supplementary material to
support the written submission. This could include
graphs, diagrams, press clippings, screen grabs
or the original source data submitted as a single
PDF file.

INFORMATION DECK

An information deck (PDF) containing all aspects

of the work. This could include, but not be limited
to, original objectives; the strategy and planning;
information about how the work was designed
and implemented; data sources and technology
used; and a breakdown of the results and impact

for business, brand and customer.

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

M 2HX xl.g_
PHYSICAL SUPPORT MATERIAL
Am Qo Z=F0j| HHO0| &= 2= At=EtH
HAL ATl Held = AEE HE 7SS L o2 et
A== A 2RO HARR AT A M-S E LT
Any physical material central to the campaign’s focus
can be submitted for the jury to experience. Please note

that these materials will be made available to the jury

in the latter stages of judging.

ME HIE
WRITTEN SUBMISSION

A NS
A series of questions on the entry portal under the
written explanation section. This form captures all the
essential context surrounding the success of the work
and provides jurors with a comprehensive overview of

the entry.

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

7tE X| 22 MEiSHH FtE MY E Y3 ¥ o2 0|35t HHE X[ M2|E LTt 13 O =l 0|

At the checkout, please choose a payment method.

Card payment will direct you to put in your card details and pay immediately. You'll then be

sent a confirmation email.

2% O|H S MESIH AN ST0| Y90 HL =2 HSELICL

Bank transfer will generate a proforma invoice to your email.

HE[O{OF SHL|CE T2 IDE X2 &X HZ 2 AFESHYUA| L.
A F2 D7} 7| M= &3 LIS 21t 8t awards@spikes.asia
2 HL{FA|7| HEEL|CF

of 2% O|Liof Mz AlLtAZt ol @ = ESELICEH

Payment must be raised immediately — ensure the OrderID is the payment reference.

We ask for a remittance to be emailed to awards@spikes.asia showing the full order IDs

covered by the payment with a copy of the proforma invoice.

A tax invoice will then be emailed to you within approximately two weeks.

gEL F2E0 YXGX| YL WO HEO| U= HL GELS L4 HBELIC)

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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HOW TO CRAFT YOUR ENTRY

ZEMNA~2Y
SO, WHAT IS THE PROCESS?

ORI E 2|X} X|H  Appoint an award manager

TAOIM 23 23S =201 At RUH = AESH & HIYAE UHIIHAIR.
Choose someone within your company to coordinate your entry activities and
act as the first point of commmunication with us.

1™ 292l Ccheck the Rules
AZO| HAEY EE XA S SQletLCH =2 Xt Ot 7|8t 2 7|EF =8 7|ES
AHEMAR. MY &2 182 oM ZHolgh = Q&L T

Make sure you check your work’s eligibility for the Festival. Take a look at our
key dates, deadlines and other key criteria. The full Entry Rules can be found

ANEZ| 7|E CHREE Download our Entry Kits

=E 0N HE 5= A= AEZ| 7|E A=0] A0 OF SHLILH,

Ensure you have a copy of our Entry Kits that you can refer to throughout the
entry process.

4 It Know the Awards
S0l FH L2 7F FIEE[ALE S E O 0] YH0|E
AN E D2oof SLICE A[ZhE S0 S48 Tt A| 2. AN E =010 Ead
BF O[Ot Al ALO[3 A OFA[OF ORI =2| HE 77t 770 ot E A Y LIC,
This year, we've updated our Awards with additional or revised categories.
There are also judging criteria and material requirements to consider. Take
some time to get to know your options. Remember, if you need advice at any
point in the process, just and one of our Awards experts will be
happy to help.

EASLICE AL 7|21 Atz
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=
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AE 22 E= ¥M Login or create an account

EEZ MZE Create your entries
S W37t 222 Y Be 4 AsLitt

%]
The sooner you start, the longer we'll be able to offer you extra help if you need

Mz % X|E Submit and pay
M AN ZE 2026 128 18Y 0| =0 HEELICH
Remember the first late fee applies after 18 December 2026.

HAE 91 =™ Review and revise
ALIO|3A OfA|OtE EEA0| D E HE HESID Z Hels M o

:
9ol 1ete £ 4 YL

HE

mjo

28517

rir

We check all aspects of entries thoroughly, so we may be in touch to ask for
clarification or changes.

HARI AT HAF S0 ZE S5 S50 dEStL +=¢%s 282Ut
AR RIEO S S 21 20t 2o/ & A2B 2 HAY(ZE S HEO| 7t ol of
gL Ct

Juries carefully review all the entries and determine winners during judging.
Make sure you're available throughout this period, as the Jury may have
questions about your work.

A1} Results

X T FHLp A= of ZEE L

The shortlists and winner will be announced on

S BlARel 215 T8 SIM0lE ERT|9 B M YHELICH 242 ol 2
=S A0 DR FEN AP CIE0| 22 AYES A ERWQ ASHE T
S L,

Trophies and certificates are sent out to winning and shortlisted entrant
companies. We know that winning is a team effort, so trophies and certificates
can also be for anyone credited on the entry.

gREL FEE0| YA AL} YOYF 20| A= P FRES 2H HBLIL,
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TOP TIPS FOR YOUR CASE

FILM

=

LR

BE CONCISE

MARRIRIEHS ZHHsED Felst 42 Higos
Z2ME0| K|S ol ofore 4 it

H=7h Lt

You're dealing with professionals who are
perfectly capable of grasping whether a
project has merit based on a concise,
coherent explanation.

{HCty 2ok

BE UPFRONT

AL O] | ele| EMut ANtE ZHIZ
olsfet 4 U= 2 ofo|C|ojE ZHEH YRS T
2 A SHSIMA| L S L QSHA et MAFLE
O|AtO L= AFESHA| = Z40] &L T At
YU S Bt AHYE MZABHYAIQ. B E A
HEIFHKY KM A|Z|0f0F 5tH, 1 S 0f OIO|C|{ &
2I&SE A0l £E&L L

Explain the idea upfront and quickly so the
Jury can understand the dimensions of the
campaign and its results from the very
beginning. Avoid using unnecessary
buildup or stylistic filler. Treat your case film
like a piece of editorial. All the key
information early on — expansion of the
idea to follow.

gL 220 YXHF LAHL of

Bt R20| s P FEEE PH FEEL/L

Oj9| =2 =0t717|

=y SPikes Asia

CEFA

Ch g

HE+5 SSLCL S5HA| B STHA| 2
Yetot ofo|C|ofet A5 U= TE T HLis=
At S0l HF EeUth 30 3=tde Ead2
BAE = glsH

Less is always more. So many case films fail to
communicate a clear idea and a compelling
strategy that isn't cluttered and confusing.
The need for focus and clarity cannot be
underestimated.

23 L oz

CULTURE AND CONTEXT

E3 FHA L 221 HY &
W0 S EFH2 7 2E = M-S0t
gL Ck

Our Juries are international, and English is not
always their first language. Respect this diversity.
Entries that rely on a cultural nuance or
unfamiliar cultural context should come with
additional information.

YoHo o4 N5}

If there is any inconsistency or ambiguity between the English and Korean version, the English version shall prevail.
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LHESHA MAISHY A 2.

You may have lived and breathed the work, but
the Jury hasn't. Look at the idea with a fresh pair
of eyes and break it down to its core for a new
audience.

Ofsfist7| A

MAKE IT EASY FOR THEM

OtO[C|Of = At Of BfL|Lt. 2 E ot SEot M4
7HX| 2 I} Ofsst7| Of2{ QA= OF ElL|Ct ZHABHA)
OtEAMA|2.

The idea should speak for itself. Avoid creating

barriers with unnecessary and elaborate
production values. Keep it straightforward.

BA &9
INDUSTRY JARGON
o7 Ol O Y 210f ALS S TeH4l
THOj 7} OF MO WFSHYAIL. T
L2 BIoFeh A2l YAS AR

Olag Fx| RBLCY,
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Avoid industry jargon and marketing speak.
Don't sell — explain your work. A case film with
excessive hype and empty statements will not
impress the Jury.

FEED F2E0 XA AL NI £20 A= FP IS

u 3t Spikes Asia

NEEE
TELL A STORY

22 thedtn N ZHEsH MAE S 0] £|0foF
L Ch AE2|#EO0] ST

Structure your explanation around a simple,
powerful and succinct narrative. Storytelling is key.
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22 §BA EQF A2,
|2 & RECte ol @

ORI E HEIA SOHEHAIL.

Carefully consider the best category for your

entry and ensure that it demonstrates both

relevance and specificity for its audiences. If

you're unsure where your work can go, ask an
Awards expert who can give you some advice.
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Make sure you provide them and that they are
robust, meaningful and measurable. Be honest,
specific and provide workable, quantitative
figures and stats. In some categories, results
count for 30% of the mark. Clearly link your results
back to original goals, strategies and objectives.

o4 gL}
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