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We wish you all the best in this year’s competition. 
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HOW TO ENTER

Responses will need to be copied into the  to submit your entry

These elements represent the basis of your entry  This will enable us to champion you and your work 
 
Written Entry Form,

 Entry Details/Executive Summary 
 Four Sections using Effie’s Effectiveness Framework 
 The Investment Overview 

Case Background: 

Creative Examples (Creative Reel, Images)
Entry Kit.

Company & Individual Credits:

 
Permissions, Authorisation & Verification of Entry

 
Questions? 

entry materials & resources

email
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The creative work and the written text of the entry must be the original work of the credited companies and authors. 
 
Sustained Success Requirement 

initial year interim year current 
competition eligibility time period 

Entry Kit. 

No agency names (except in the credits) 

Use charts & graphs to illustrate your story

entry portal, 

No linking to external websites

Source your data

 
Be clear, concise, compelling & honest.

Context is key
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Speak to the entry category

Tell a story

Articulate strategic insights  

 
Effective use of data and metrics 

 
Review 

here.
 
 
 
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23.3% of Total Score 

Throughout the Sustained Success entry form, answer all questions for the initial year and describe how/why 
change occurred over time.  

RESPONSE FORMAT  
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Brand or business transformation  
Category growth   
Environmental/social impact (e.g. sustainability/purpose/diversity/CSR) 
Geographic expansion   
New brand or product/service launch   
Profitability (growth/maintenance/easing decline)   
Revenue (growth/maintenance/easing decline/value share)   
Volume (growth/maintenance/easing decline/volume share)  
Other (add your own)  
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Advocacy/recommendation  
Changes in specific brand attributes  
Consideration  
Conversion  
Cultural Relevance  
Frequency  
Lead generation  
Penetration/acquisition  
Renewal/retention/lifetime value   
Salience/awareness  
Weight/value of purchase  
Other (add your own)  

Advocacy/recommendation  
Changes in specific brand attributes  
Consideration  
Conversion 
Cultural Relevance   
Frequency  
Lead generation  
Penetration/acquisition  
Renewal/retention/lifetime value   
Salience/awareness  
Weight/value of purchase  
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Other (add your own)  

Advocacy/recommendation  
Changes in specific brand attributes  
Consideration  
Conversion 
Cultural Relevance   
Frequency  
Lead generation  
Penetration/acquisition  
Renewal/retention/lifetime value   
Salience/awareness  
Weight/value of purchase  
Other (add your own)  
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Advocacy/recommendation  
Efficiency (e.g. cost per acquisition)  
Popularity/fame/social discourse   
Positive sentiment/emotional resonance  
Reach (e.g. open rate, shares, views, attendance)  
Recall (brand/ad/activity)  
Other (add your own)  

Advocacy/recommendation  
Efficiency (e.g. cost per acquisition)  
Popularity/fame/social discourse   
Positive sentiment/emotional resonance  
Reach (e.g. open rate, shares, views, attendance)  
Recall (brand/ad/activity)  
Other (add your own)  
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Advocacy/recommendation  
Efficiency (e.g. cost per acquisition)  
Popularity/fame/social discourse   
Positive sentiment/emotional resonance  
Reach (e.g. open rate, shares, views, attendance)  
Recall (brand/ad/activity)  
Other (add your own)  

Recommended Format:

Entry Kit   

Throughout the Sustained Success entry form, answer all questions for the initial year and describe how/why change 
occurred over time. 
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Clearly state your insight(s) here.
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translated your core strategic idea into a compelling creative 

Throughout the Sustained Success entry form, answer all questions for the initial year and describe how/why change 
occurred over time. 
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Throughout the Sustained Success entry form, answer all questions for the initial year and describe how/why change 
occurred over time. 

RESPONSE FORMAT 

 
ELIGIBILITY REMINDERS  

1. Provide a clear time frame for all data shown – either within your response or via the sources box. 
2. All results must be isolated to Hong Kong. 
3. Work must have run in the eligibility window of May 2025 – June 2026.  

Sustained Success Requirement initial year
interim year current competition eligibility time period 
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4. All results must correspond to a data source. 

Business Objective Results 

Marketing Objective #1 Results 

Marketing Objective #2 Results 
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Marketing Objective #3 Results 

Activity Objective #1 Results 

Activity Objective #2 Results 

Activity Objective #3 Results 
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Additional Results  
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Paid Media Expenditures 

Current Year/Time Period: 
May 2025 – June 2026 Campaign Period: Prior Year
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Example Year:  
  
  
Year #2  
2025 

INITIAL YEAR/TIME 
PERIOD  
  
[Insert Year/Time Period Here) 

INTERIM YEAR/TIME 
PERIOD  
  
(Insert Year/Time Period Here) 

CURRENT COMPETITION TIME 
PERIOD  
 
(May 2025 – June 2026)  

PAID MEDIA 
EXPENDITURES 
Example: $2-5 Million   
PERCENT CHANGE 
FROM PREVIOUS 
YEAR  
Example: Approx. 5% 
increase  

Media Budget Elaboration 

Production & Other Non-Media Expenditures 
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Owned Media 

Sponsorship and Media Partnerships 

Data Sources: Investment Overview 
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 25

Main Touchpoints 
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Entry Kit

entry portal

entry portal 

entry portal 
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 Not applicable/did not use 
 Campaign execution (automated ad buying, ad 

personalization, etc.) 
 Campaign strategy development (audience 

segmentation, channel optimization, etc.) 
 Content ideation 
 Copywriting and messaging 
 Market/audience research and insights 
 Media planning 
 Performance monitoring 
 Post-campaign analysis and learning 
 Testing and validation (simulated user testing, AI-

driven A/B testing, etc.) 
 Video and image generation 
 Other, please list: 

UN's 2030 Agenda for Sustainable 
Development 17 Sustainable Development Goals (SDGs).
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 
 
 
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Case Library

Moved familiarity from 24% to 62% with the core gaming audience 
Earned over 600 million media impressions in just 8 weeks 
Brought new users into a declining category and increased social interactions. 
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Effie Index
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Case Library
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Case Library
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Entry materials for finalists and winners of the Competition may be published and/or used by us, our partners, affiliates 
or other organizations associated with, or authorized, by us. This includes, but is not limited to, publishing such materials 
in Effie’s Case Library and upon other partner websites and/or publications.  
 

 
Publish Your Written Case As It Was Submitted 

 

 
 
Publish Your Written Case As An Edited Version



 

 46


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