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ENTRY DETAILS TAB

Complete the entry details below. Once you click "save entry" at the bottom of this tab you will receive your entry
number in the View/Edit Entries area. You can return to change / edit / delete information at any point until you
officially click "Submit" at the end of this process, so test out and get comfortable with the full entry area and information
requested on each tab. Items marked with an * are required fields.

The information you enter on this page must match the information you enter on your uploaded .pdf entry
form.

* Category: Select One... E| Category Help

* Title: Your answer here should match your answer on question #3 (Title) of the downloaded entry form.

* Brand Name: Please list only the primary brand name or trade name of the product or service. E.G., "Kleenex" not
"Kleenex Brand Tissues". Your answer here should match your answer on question #1 (Brand Name)
of the downloaded entry form.

* Product / Brief description indicating the kind of product or service without using the brand name. "Facial Tissue
Service Type not "Kleenex Tissue". Your answer here should match your answer on question #2 (Product/Service
or Description: Type or Description) of the downloaded entry form.

*
Local
Classification: O

(Check all that D Regional
apply) [] National
[] mMultinational
[] Non-English
* Dates Effort ran:

* Start Date:

* End Date:



* Ongoing: [ |

Information below this line is not seen by judges.

* Effie Entry Insight Report (available once the 2012 Effie judging sessions have been completed)

This year Effie is offering a beta feedback program where entrants have the opportunity to purchase at time of entry for a
price of $180 per entry a personalized Effie Entry Insight Report. The report will provide the ranking of scoring elements
(high to low) and feedback from the judges, including what would have made the entry stronger. The insight will be
provided for all rounds of judging the entry is judged in. Indicate below if you would like to receive a copy of the Entry
Insight Report for your entry.

'_l Yes - I am interested in purchasing the Effie Entry Insight Report for my entry
e A charge of $180 will be added to your invoice page in the payment section. You can decide to order the report at
anytime until you click submit for your entry.
e The report will be provided to all entrants who have purchased it in spring 2012, after all Effie
judging sessions are finished.

L] No

* Top Three Competitors: (Enter three or indicate "no competitors")

*1.
2.

3.

*Check One:
':?' Business to Consumer entry

I_I Business to Business entry

* Goal: (Your marketing efforts were designed to - check all that apply)
[ connect with a new audience

] Launch or relaunch a brand/product

[IHave a david take on a goliath

[IBuild or change corporate image

£ Speak to men

D Speak to women

D Speak to brand influencers

£ Speak to a specific cultural or ethnic group

£ Speak to boomers (45+)

£ Speak to children (12 and under)
£ Speak to Teens (13-20)



|:| Speak to Young Men (20-35)

£ Speak to Young Women (20-35)
[l Speak to Families

|:| Speak to Mothers

[ Speak to Fathers

["1 other (if other fill -in below)

* Awards: List all other awards won by your effort or any component of a larger effort of which this submission is a part
or indicate "not applicable". This information is for internal reference only and is not seen by judges.

Annual Agency Billings: (optional)
Z) under $1 million

©) $1-10 million

(2) $10-50 million

(2) $50-100 million

2) $100-500 million

() over $500 million

i) None of the above

[Save and Continue ]
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UPLOADS TAB

ENTRY FORM & AUTHORIZATION FORM (3 required, 3 max)

Upload the completed Entry form as both a .pdf and a .doc. Confirm all information on your entry form matches the
information entered in the online system. Also upload the signed Authorization form. Click on the images below to
add/edit/delete files.

FILES FOR JUDGING (2 required, 3 max)

Files for Judging:
e ONE VIDEO: 4 minutes max., 250 MB max., .H264 .mov format.

o For 4:3 aspect ratio, minimum size should be 640 x 480; for 16.9 ratio, minimum size is 1280 x 720.
Letterbox submissions may be sent as 640 x 480 (For optimum judging your video should show clearly on a
laptop and on a central screen of approx. 50" x 30".)

e ONE - TWO .JPG IMAGES: (1 image required, 2 max.) .jpg or .jpeg, 300 dpi, 5SMB max. examples in RGB format
of work featured on your 4-minute video that you think judges would also benefit from seeing as a still image (e.g.
internet web page, magazine ad, direct mail, etc.). Creative submitted must also be included on your 4 minute reel.
Format for a laptop screen so small copy can be read.



FILES FOR PUBLICITY (4 required, 6 max)
Files for Publicity / Winner Showcase:

1. ONE CASE IMAGE: .jpg or .jpeg, minimum 3.5 inches at 300 dpi, CMYK format, 5MB max. case image which will be
published in the print and online awards journal and used for educational and promotional purposes if you are a
finalist or winner. Online work must be screen shots at 100% of size for best reproduction. Select one image that
will show well in print.

2. COMPANY LOGOS: Upload ONE .eps or .ai logo for each of the credited lead agencies and for the client company
(2 required, max. 3 logos total)

3. TEAM PHOTOS: Upload one or two team photos of the lead agency and client team as 300 dpi .jpgs/.jpegs, at least
1000 pixels wide or tall. 5MB maximum for each file. (1 required, max. 2 photos total)
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MEDIA DETAILS TAB

* Communications Touch Points (Check all communications touch points used in this effort, even those not included on
your 4-minute video. Your answers here must match question #7b of the downloadable entry form.)

[]Tv
[ spots
[] Branded Content
[ sponsorship
[] Product Placement

[] Radio
[ spots
[] Merchandizing
[] program/Content

[] print
[] Trade/Professional
[] Newspaper - Print
[] Newspaper - Digital
|:| Magazine - Print
[] Magazine - Digital
[] custom Publication

[] Direct
[ Mail
[] Email
[] PR

[] Events

[] Interactive

[ pisplay Ads

[] web site

[] pigital video

[ video skin/bugs

[ social Networking sites
[] Podcasts

[ caming

[7] Mobile

["] other

[] packaging

[] Product Design
[] cinema

[ ] ooH

|:| Airport

|:| Transit

[] Billboard
[7] place Based
|:| Other

[] Trade Shows

[] sponsorship

[] Retail Experience

[]PoP

[] 1n-Store Video

[ 1n-Store Merchandizing
[] sales Promotion

[] rRetailtainment

[7] Guerrilla

[] street Teams
["] Tagging

[] wraps

[] Buzz Marketing
[] Ambient Media
[] sampling/Trial

[] consumer Involvement

[1wom
|:| Consumer Generated
|:| Viral

Other (describe - limit 100
characters)

* Creative Materials Included on your 4-minute video. * Other Marketing Components
(Check all that apply. Your answers here must match
question #7e of the downloadable entry form.)

(Check all that apply)

[TV

[] radio

[] None

[] pricing Changes



|| Interactive [] couponing

[] Print [ Leveraging Distribution
[] oOH [] other (describe - limit 200 characters)
[] Direct

[ PR

[] Retail Experience

[] Cinema

[] Guerrilla

[] Events

[] Packaging

[] Product Design

[] Consumer Involvement

[] Trade Shows

[] sponsorship

@l Other (describe - limit 100
characters)

* Paid Media Expenditures: (Include value of donated media, out of pocket activation costs, traditional and non-
traditional paid media.) (Check one per time frame.) Your answers here must match question 7c of the downloadable entry
form.

Sept 2010 - Aug 2011 YEAR PRIOR: Sept 2009 - Aug 2010
(:] Not Applicable

i) Under $500 thousand {7) Under $500 thousand

) $500 - 999 thousand () $500 - 999 thousand

) $1-2million ) $1 -2 million

(D) $2- 5 million ) $2 - 5 million

() $5- 10 million ) $5 - 10 million

i(Z)  $10 - 20 million ) $10 - 20 million

) $20 - 40 million ) $20 - 40 million

(Z)  $40 - 60 million ) $40 - 60 million

(Z) $60 - 80 million ) $60 - 80 million

(Z)  $80 million and over (™) $80 million and over

* Owned Media and Sponsorship (Your answers here should match question 7d of the downloadable entry form.)

Was owned media or sponsorship a part of your effort?
(") Yes

() No

If yes, elaborate on owned media or sponsorships you may have had here.

Information below this line is not seen by judges.
* Hero Touch Point

(Indicate the one communications touch point that was the hero in bringing the marketing communications effort to life.)

[l



* Main Touch Point 1

(Indicate the three main communications touch points used beyond your hero touch point. These three should be different
than your hero touch point above. If you only used one main touch point beyond your hero medium, simply select the
same touch point for all three boxes.)

[l

* Main Touch Point 2

[l

* Main Touch Point 3

[l

Hero and Main Touch Points - Other

Please detail here if you selected 'other' for your hero or main touchpoints what the other options were. You may also use
this box to elaborate on the key touchpoints if the selections above don't full address what your hero touch point was. For
example if you selected 'TV' but would like to elaborate that it was 'branded content on TV' that was the true hero.

* Results
Provide one sentence on the most important Results achieved by your case.

* Research
Provide one sentence on the most important research done for your case.

[Save and Continue ]
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