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Introduction 
This d ocument is d esig ned  to  g ive  you all the  information you need  to  write  and  sub mit your entry. 

It includ es all the  p ractical stuff - like  what work is e lig ib le  to  ente r, what categ orie s are  availab le , accep ted  
creative  asse ts & cred its, how p ub lication p e rmissions work, how to  source  your d ata, e tc. It also  exp lains the  
Effie  entry form section b y section, to  he lp  you und e rstand  exactly what the  jud g es are  looking  for. Plus, 
the re ’s information ab out what hap p ens d uring  jud g ing  and  b eyond .   

Rememb er to  stay up dated  on the  late st news from Effie  Denmark on our b rand -new Effie  web site  and  
Linked In. Here , you will find  all re levant information ab out Effie , imp ortant workshop  date s, and  remind e rs 
for sub mission d ead lines.  

If you have  any q uestions at any stag e  of the  p rocess, p lease  ask and  we 'll b e  hap p y to  he lp .  
Just email e ffie@kreakom.d k   

We  wish you all the  b est in this year’s comp e tition!  

Effie  DK  

  

https://www.effie.org/partners/denmark/
mailto:effie@kreakom.dk
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Eligibility 

 

ALL MARKETING ACTIVITY THAT RAN IN DENMARK AT ANY PO INT BETWEEN 1 ST 
JANUARY 2024 AND 31 ST MARCH 2025* IS ELIGIBLE TO  ENTER. 
 

All marke ting  cases, from any d iscip line , whe ther full campaig ns or sp ecific activitie s within a 
campaig n, can ente r. Data and  creative  work p resented  must b e  sp ecific to  the  Danish marke t. Test 
e fforts are  not e lig ib le . 
 
All d ata and  creative  work includ ed  must b e  sp ecific to  Denmark.   
 
Your work must have  run d uring  the  e lig ib ility p e riod . Elements of the  work may have  b een 
introd uced  earlie r and  continued  afte r, b ut the  information you sub mit for your entry must have  taken 
p lace  during  the  q ualifying  time  p e riod .  
 
The  re sults that illustrate  the  e ffectiveness of your case  can fall outsid e  of the  e lig ib ility p e riod  b ut 
must b e  tied  d irectly to  the  marke ting  activity you have  ente red .   
 
* Sustained  Success categ ory camp aig ns have  sep arate  e lig ib ility p e riod s to  that stated  ab ove . You’ll 
find  more  information in the  category d e finition.  
 
A sing le  marke ting  e ffort can’t b e  sub mitted  b y more  than one  org anisation in the  same  
categ ory. Teams need  to  collab orate  on a sing le  entry. However, d iffe rent organisations may take  the  
lead  on ente ring  the  work in d iffe rent categ orie s. 
 
Effie  World wid e  re se rves the  rig ht to  re -categ orise  entrie s, sp lit/red e fine  categ orie s, and /or re fuse  
entry at any time . 

    
  
TOP TIP: Re vie w cate g ory d e finitions for ad d itional g uid e line s – e ntrie s will b e  
jud g e d  ag ainst ca te g ory d e finitions.   
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Eligibility 

 

RE-ENTERING PREVIO USLY ENTERED WO RK 
 

• Finalists and  winne rs whose  work ran d uring  this p e riod  of ove rlap  with last year’s comp e tition may 
sub mit the ir work again in the  2024 comp e tition, p rovid ed  they have  ad d itional re sults. 
 

• Entrie s that d id  not ad vance  in the  comp e tition (i.e . we re  ne ithe r a Finalist nor a Winne r) may re -ente r 
without re striction, p rovid ing  they mee t the  e lig ib ility crite ria.  
 

• 2024 Gold  Effie  Winne rs can only re -ente r a categ ory in which they d id  not win Gold . 
(althoug h they are  e lig ib le  to  ente r the  2025 Glob al Best of the  Best Award s) 
 

• Past Gold  Sustained  Success winne rs can re -enter the  Sustained  Success categ orie s afte r 3 years – 
that means that Gold  winne rs from the  2022 comp e tition and  earlie r are  e lig ib le . 

 

  

https://bestofthebest.effie.org/
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Categories 

 
AVAILABLE CATEGORIES   
 
Sp e ciality Cate g orie s 
The re  are  11 sp ecialty categ orie s, each focusing  on d iffe rent asp ects of marke ting , p ub lic re lations, and  
corp orate  strateg y. 
 
These  categ orie s cove r b oth b usiness-to-b usiness and  b usiness-to-consumer sectors, ad d ressing  eve rything  
from b rand ed  content, corp orate  rep utation, and  environmental re sp onsib ility to  creative  so lutions for small 
b ud g e ts, social g ood  initiatives, and  sustained  g rowth. 
 
This year, we  are  introd ucing  a new categ ory, Med ia Id ea, which hig hlig hts the  imp ortance  of med ia strateg y 
and  how e ffectiveness starts with a strong  med ia id ea. 
 
Ind ustry Cate g orie s 
The re  are  3 ind ustry categ orie s to  choose  from. You may only ente r one  ind ustry category p e r case . 
 
As a new ad d ition this year, we  have  introd uced  a top  category called  Ind ustry Sp ecifics. In this categ ory, you 
have  the  op tion to  choose  from 8 subcategorie s to  recog nize  e ffective  marke ting  for b rand s and  b usinesses 
op e rating  within sp ecific ind ustrie s. 
 
These  ind ustry categ ories re flect a b road  sp ectrum of sectors that are  integ ral to  b oth consumer and  
b usiness marke ts. Each categ ory has b een care fully se lected  to  hig hlig ht ind ustrie s that are  currently 
evolving , where  strateg ic marke ting  p lays a crucial ro le  in achieving  e ffective  re sults and  d riving  success. 
 
If you’re  unsure  what cate g ory b est fits your entry, p le ase  email e ffie@kreakom.d k   
 
CATEGO RY LIMIT   
 
To recog nize  even more  outstand ing  work, cases can b e  ente red  into  up  to  four categ orie s (maximum).  
O f these  four categ orie s, only one  can b e  an industry categ ory. However, ente ring  an ind ustry categ ory is 
op tional – you can choose  to  ente r all four categ orie s as sp ecialtie s instead . 
  
Each entry should  b e  customised  to  sp eak to  the  sp ecifics of each ente red  categ ory wheneve r 
ap p licab le . Jud g es often exp ress d ifficulty in e ffective ly evaluating  a case  when an entry isn’t tailored  for the  
ente red  categ ory. You will need  to  comp le te  a sep arate  entry form and  pay the  entry fee  for each ad d itional 
categ ory ente red .  
 
The  Effie  Award s re se rves the  rig ht to  re -categ orise  entrie s, sp lit/red e fine  categ orie s and /or re fuse  entry any 
at any time .    
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Category overview 
 

 
o Busine ss-to-Busine ss Prod uct/Se rvice s 

o Brand e d  Conte nt & Ente rtainme nt 

o Corp orate  Re p utation 

o Environme ntal: Brand s  

o Pub lic Re lation/Pub lic Affairs  

o Small Bud g e ts  

o Small Bud g e ts – Non Profit  

o Social Good : Brand s  

o Sustaine d  Succe ss – Non Profit 

o Sustaine d  Succe ss – Prod uct/Se rvice s   

o Me d ia id e a (ne w) 

 
o Ne w Prod uct or Se rvice  Introd uction  

o Non-Profit  

o Ind ustry sp e cifics (ne w): To  re cog nise  e ffe ctive  marke ting  for p rod ucts and /or se rvice s 

for b rand s and  b usinesses op e rating  in a p articular ind ustry: 

 

o Automotive   

o Consume r Good s & Te le com  

o Ente rtainme nt, sp ort & le isure   

o Fast Moving  Consumer Good s  

o Finance   

o He alth & we llne ss  

o Re tail  

o Transp ortation, Trave l & Tourism  

CATEGO RY DEFINITIO NS CAN BE FO UND IN  
THE APPENDIX AT THE BACK O F THIS ENTRY KIT. 

SPECIALITY   

INDUSTRY   
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Deadlines & Fees 
 
 
 

 

 

* Entry fe e s are  locke d  b ase d  on the  d ate  o f sub mission - a ll re q uire me nts must b e  me t to  sub mit 
your e ntry.  

 
  

DEADLINE DATE FEE Me mb e r /  Non-me mb e r 
 
 
Early Bird  De ad line   

 
 
12th May 2025 

 
 
2900, - (e x. moms) /  3900, - (e x. moms) 
 

O n Time  De ad line  
 
Final De ad line   

17th June  2025 
 
19th Aug ust 2025 

3500, - (e x. moms) /  4600, - (e x. moms) 
 
3900, - (e x. moms) /  5900, - (e x. moms) 
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How to pay 

 

ACCEPTED PAYMENT METHO DS 

Entrants may pay via cred it card  (Visa, Maste rcard  or AMEX) or bank transfe r.  When sub mitting  your entry, if 
you d on’t wish to  p ay immed iate ly via cred it card , p lease  se lect “Gene rate  Invoice  & Sub mit.” This will allow 
you to  d ownload  an invoice  for bank transfe r payment. You should  also  use  this me thod  if you p lan to  re turn 
to  the  entry portal at a late r time  to  pay via cred it card . 

 

BANK TRANSFER PAYMENTS 

If p aying  via bank transfer, p lease  ensure  the  Invoice  Numb er is re fe renced  in the  b ank transfer note s, and  
email notifications are  sent to  e ffie@kreakom.d k. The  Effie  Denmark banking  information will b e  p rovid ed  in 
the  invoice  g ene rated  afte r you sub mit your entry. 

 

REFUNDS & WITHDRAWING AN ENTRY 

Entrie s are  non-re fundab le  afte r sub mission. If you need  to  withd raw your entry for any reason, p lease  email 
e ffie@kreakom.d k with a written req uest exp laining  why. 

 

*Note : Re me mb e r tha t you g e t a  d iscount on a ll your sub missions if you are  a  me mb e r of 
Kre aKom. Re vie w De ad line s & Fe e s fo r fe e  sp e cifica tions.  

 

 

 

 

 

 

 

mailto:effie@kreakom.dk
mailto:effie@kreakom.dk
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How to submit your entry 

 

Entrie s are  sub mitte d  online  in the  Entry Portal at http s:/ /e ffie -d e nmark.acclaimworks.com/ 

 
Be fore  sub mitting  your entry, we  recommend  you use  the  re levant Entry Form Temp late  to  p repare  it - the  
next section exp lains what’s req uired  for each part.   
 
You can access the  Entry Form template s he re .   

• The  template  includ es all req uired  fie ld s that must b e  p rovid ed  in ord e r to  sub mit your entry.  
 

• O nce  d rafted , cop y/paste  the  answers to  each question into  the  corre spond ing  q uestion in the  entry 
p ortal.  
 

• Please  g ive  yourse lf enoug h time  to  comp le te  all req uirements within the  entry p ortal b e fore  your 
intend ed  entry d ead line . 
 

• Ensure  you have  cred ited  all your main strateg ic and  creative  p artners and  collab orate  with all 
p artne rs on sub mitting  your e ffective  work.  

 
Note : the re  are  d ed icated  Entry Forms for sub missions into  the  Sustained  Success categ orie s.   

 

He re ’s a  che cklist o f the  e ntry re q uire me nts: 

 
REVIEWED BY JUDGES O THER REQ UIREMENTS 

 
• Writte n e ntry form 

 
• Case  b ackg round  

• Cre ative  e xamp le s (ree l, imag e s) • Comp any & ind ivid ual cre d its 
• Pub licity mate rials 
• Authorisation & ve rification 

 
 

 

 
  

https://www.effie.org/partners/denmark/2025-awards-entry-information/
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How to complete 
the entry form 
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Entry form overview 

 

The  written Entry Form has three  sections: 
 

1. Entry d e tails and  Executive  Summary 
The  executive  summary will b e  p ub lished  in the  Case  Lib rary. It may also  b e  used  for p romotional 
p urp oses and  should  not contain any confid ential information.  
 

2. Full written case . This is whe re  you te ll your marke ting  story from b eg inning  to  end  across the  four 
p illars of the  Effie  framework, listed  b e low. It is imp ortant to  have  a coherent storyte lling  throug h the  
entire  entry. 

Section 1: Challeng e , Context & O b jectives (23.3% of score ) 
Section 2: Insig hts & Strateg y (23.3% of score ) 
Section 3: Bring ing  the  Strateg y & Id ea to  Life  (23.3 % of score) 
Section 4: Results (30% of score) 

3. Investment ove rview (an outline  of what you sp ent and  where , i.e . top line  b ud g e ts for 
d eve lop ment/p rod uction and  activation/med ia) 

 

The  ne xt fe w p age s g ive  an ove rvie w of e ach of the  four p illa rs of the  Effie  frame work to  e xp lain what’s 
re quire d  for e ach se ction. 

 
  

https://www.effie.org/cases
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1. Challenge, Context and Objectives

This section lays the  found ations of your case . If it’s weak your whole  entry will suffe r, b ecause  it’s key to  
und e rstand ing  how b ig  your id ea was and  how imp ressive  the  re sults were .  We ig ht will b e  g iven to  the  
d eg ree  of d ifficulty of the  challeng e . Jud g es mig ht not b e  familiar with your b rand ’s ind ustry, so  try to  avoid  
jarg on or acronyms. 

Q UESTIO N 1A 

Provid e  the  context of your b rand  and  b usiness situation. This could  includ e  d e tails like  comp e titor 
sp end ing , your marke t position, and  categ ory b enchmarks. Also , exp lain any marke t trend s or characte ristics, 
such as g ove rnment regulations, socie tal shifts, or environmental factors. Finally, outline  what success looks 
like  in your categ ory. 

Q UESTIO N 1B 

Jud g es look for clear ob jectives that are  not ad justed  to  fit the  re sults of the  case . We  ask you to  outline  your 
ob jectives in the  following  three  areas: 

• Business: This should  b e  the  one  key thing  that you wanted  to  achieve  for the  b usiness, the  ultimate
commercial ob jective  that was b e ing  d iscussed  in the  b oard room. State  it as clearly and  simp ly as
p ossib le .

• Marke ting : These  should  b e  d irectly linked  to  the  customer or targ e t aud ience  in some
way. Usually linked  to  a b ehavior chang e : what d id  you want p eop le  to  start d o ing /d oing  more
of/d oing  le ss of/stop  d oing  e tc.?  You can have  up  to  3 marke ting  ob jectives.

• Camp aig n/Activity: What d id  you se t out to  chang e  or re inforce  throug h your activity? E.g . attitudes,
p e rcep tion, social d iscourse  e tc. You can have  up  to  3 of these  ob jectives.

CATEGO RY-SPECIFIC GUIDANCE 

• Sustained  Success Cases: It’s imp ortant to  include  chang e  ove r time  for both q uestions.
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2. Insights & Strategy

This section asks you to  exp lain the  strateg ic thinking  that enab led  you to p ivot from the  challenge  to  your 
re sults.  

Q UESTIO N 2A 

Describ e  your targ e t aud ience  and  exp lain why they were  the  rig ht choice  for your b rand , consid e ring  your 
context, challeng e , and  ob jectives. Clarify whe the r your targ e t was existing  customers, new ones, or b oth. 
Provid e  d e tails ab out them, includ ing  d emog rap hics, cultural factors, and  med ia b ehaviours. 

Q UESTIO N 2B 

O utline  your key insig ht(s) and  how your aud ience ’s b ehaviours and  attitud es, your re search and /or b usiness 
situation informed  them. Your insig ht(s) may b e  consumer, channe l or marke tp lace  b ased  e tc. Keep  in mind  
an insig ht is not just a straig ht fact or ob se rvation, it should  b e  some thing  that’s uniq ue  to  your b rand  and  
aud ience , which was leve rag ed  to  he lp  meet your ob jectives.   

Q UESTIO N 2C 

The  jud g es are  looking  for you to  d escrib e  the  core  id ea or shift you mad e  that d rove  your activity and  led  to  
the  b reakthroug h re sults. What was at the  ve ry heart of the  success of this case? Please  show how your 
thinking  re late s back to  your insig ht and  aud ience . 

• Sustained  Success Cases: It’s imp ortant to  include  chang e  ove r time .
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3. Bringing the Strategy & Idea to life 
 
 
Jud g es are  looking  for a summary of the  key e lements of your p lan, includ ing  your creative  work and  channe l 
strateg y.  It’s imp ortant to  he lp  them und e rstand  how your p lan re late s back to  your strateg y and  aud ience , 
and  how the  core  components worked  tog e the r to  d rive  re sults.  This section will b e  scored  b ased  on your 
answers, the  information in the  Investment O verview, and  the  asse ts you showcase  in the  creative  ree l and  
imag es.  
 
 
Q UESTIO N 3A 
 
Exp lain how you activated  your strateg y. This may includ e  one  or more  of the  following : communications, 
b rand  exp erience , packag ing , a p rod uct extension, a re tail sp ace  (in store  or stand -alone), a p romotion,   
sp onsorship  or partnership , CRM p rog ramme, search eng ine  marke ting , d isp lay ad ve rtising , affiliate  
marke ting  e tc.  
 
 
Q UESTIO N 3B 
 
O utline  the  key creative  b uild ing  b locks of the  executions for your main marke ting  activation e .g . end line , 
call-to-actions, format choices, SEM cop y, d isp lay ad s, email cop y and  visuals, short or long  vid eos e tc.  
 
 
Q UESTIO N 3C 
 
O utline  the  rationale  b ehind  your communications strateg y, exp erience  strateg y and  channe l p lan. Exp lain 
how the  integ ral e lements worked  toge the r to  d rive  re sults. If re levant, exp lain how you chang ed  your sp end  
across channels as part of your campaig n op timization. 
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4. Results 
 
Tie  tog e the r the  story of how your work d rove  the  re sults. This section is key for a winning  p ap e r and  
accounts for 30% of the  ove rall score  to  re flect its imp ortance . Jud g es are  looking  for d irect corre lations 
b e tween the  ob jectives and  the  re sults of a case .  
 
 
Q UESTIO N 4A 
 
Results must re late  to  your ob jectives and  KPIs as outlined  in Section 1.  
 

• Exp lain how the  re sults imp acted  the  b rand  and  the  b rand ’s b usiness. Why were  these  me trics/results 
imp ortant? 

• Prove  the  re sults are  significant using  the  categ ory, comp e titive  and  b rand  context. You can p rovid e  
context with historical data, ind ustry b enchmarks, comp e titors, e tc. so  that jud g es can contextualize  
re sults.  

• When p rovid ing  eng ag ement/social metrics in particular, d e tail what these  meant for the  b rand  and  
b usiness/org anization. 

• If you achieved  ad d itional re sults, exp lain what they were  and  why they are  sig nificant.  
• When key me trics are  withhe ld  without exp lanation, jud g es may assume  it’s b ecause  the  re sults were  

weak.  
 
 
Q UESTIO N 4B 
 
It’s imp ortant to  make  a comp e lling  arg ument around  why your marke ting  led  to the  re sults achieved , 
e liminating  or attrib uting  o the r factors that could  have  contrib uted  to  your success. 
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How to make your 
entry compliant 
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Your entry: Rules  
 
The  following  could  re sult in d isq ualification and  the  p otential forfe iting  of your entry fee s:  
 
Failing  to  ad he re  to  the  Effie  Elig ib ility rules. Data p re sented  must b e  isolated  to  the  Danish marke t & work 
must have  run at some  point b e tween 1/1/24 and  31/03/25. Results p rior to  the  e lig ib ility time  pe riod  that 
he lp  to  p rovid e  context for jud g es to  asse ss the  sig nificance  of re sults achieved  within the  e lig ib ility time  
p e riod  are  fine  to  sub mit. Results that fall afte r the  end  of the  e lig ib ility pe riod  that are  d irectly tied  to  the  
work that ran in the  e lig ib ility timing  are  also  fine  to  sub mit. No work afte r the  cut-off to  the  e lig ib ility p e riod  
should  b e  sub mitted .  
See  the  Elig ib ility section  at the  front of this d ocument for furthe r d e tails & sp ecial excep tions. 
 
Entry d oes not mee t categ ory d e finition req uirements. Entrie s are  jud g ed  b ased  on the ir e ffectiveness within 
the  ente red  categ ory.   
 
Ag ency names/log os are  includ ed  in the  entry form or in the  creative  mate rials. The  Effie  Awards are  an 
ag ency-b lind  comp e tition, so  no  ag ency names should  b e  includ ed  in the  mate rials that jud ges review (entry 
form, investment ove rview, creative  ree l, creative  imag es). An excep tion would  b e  if the  ag ency is the  b rand  
b e ing  ente red  and /or part of the  camp aig n that ran p ub licly. 
 
Data not sourced . All d ata, claims, facts, e tc. should  re fe rence  a sp ecific, ve rifiab le  source . Sources should  b e  
as sp ecific as possib le , without citing  sp ecific ag ency names. Please  g ive  the  source  of d ata, typ e  of re search, 
and  the  time  p e riod  cove red . The  entry p ortal is se t up  to  encourag e  sourcing  via footnote s. Please  re fe r to  
the  Sourcing  Data p ag e  in this d ocument for more  information.  
 
Directing  Jud g es to External Web site s. Entrie s are  jud g ed  sole ly on the  mate rials p re sented  in the  written 
entry and  the  creative  examp les sup p lied  (creative  ree l + imag es). Entrants aren’t p e rmitted  to  d irect jud g es 
to  web site s for furthe r information or for furthe r examples of work. 
 
Vio lating  Creative  Examp le  (creative  ree l + images) Rule s. Entrants should  fo llow the  g uid e lines outlined  in 
the  entry kit. Comp e titor log os/creative  work and  re sults may not b e  includ ed  in the  creative  examp les, and  
time  limits must b e  followed . See  full rule s, includ ing  g uid e lines on ed iting  and  content, in the  Creative  
Req uirements section of this d ocument.  
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Your entry: Sourcing data  
 
All data, claims, facts, e tc. includ ed  anywhere  in the  entry form should  includ e  a sp ecific, ve rifiab le  
source . Entrie s that d o  not source  d ata will b e  d isq ualified . 
 
O n the  entry portal, the  entry form has a SO URCING b ox p rovid ed  at the  b ottom of each scoring  section for 
all re fe rences/footnote s. This allows entrants to  p rovid e  sourcing  without word  limit re strictions. Here ’s what 
you need  to  d o: 
 

1. At the  end  of a sentence  which includ es a source , use  the  SUPERSCRIPT feature  to  numb er your 
sources. 

2. In the  Sourcing  b ox, numerically list your citations. Sug g ested  sourcing  layout: Source  of 
Data/Research, Research/Data Typ e , Date s Cove red .   

 
Jud g es cannot click on e xte rnal we b site s whe n re vie wing  your entry, so  if citing  a  we b site  p lease  a lso  
include  ke y sourcing  d e ta ils (e .g . pub lica tion, article  name , d a te ). 
 
 
ADDITIO NAL GUIDANCE 
 

• Because  of Effie ’s sp ecific e lig ib ility p eriod , entrants are  req uired  to  includ e  the  d ate s cove red  for all 
re sults data p resented . 

• All data must b e  includ ed  in your re sp onse  to  Sections 1-4. Entrants may not ad d  ad d itional 
information or exp lanation in the  sourcing  section. The  sourcing  sections should  only b e  used  to  
p rovid e  citation. 

• Use  the  sp ecific name  of the  company to re fe rence  a source  excep t when the  source  is an ag ency 
(ad ve rtising , med ia or o the r). Because  Effie  is an ag ency-b lind  comp e tition we  req uire  ag ency 
re search to  b e  re fe renced  via the  te rm “Ag ency Research.” This ap p lie s to  all ag encie s and  is not 
limited  to  the  ente ring  ag ency. For increased  specificity, entrants are  encourag ed  to  list the  typ e  of 
ag ency when ap p licab le , e .g . “PR Ag ency Research”, “Med ia Ag ency Data”, e tc. As with all 
o the r sourcing , includ e  any re levant citation information (typ e  of re search/d ata, d ate s cove red , e tc.). 
Research comp anie s should  b e  cited  b y name , and  jud g es encourag e  third -p arty data when 
availab le . 

• Effie ’s re se rves the  rig ht to  check all sources p rovid ed  for accuracy. 
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Your entry: Creative Reel  
 
Your creative  work is scored  as part of Scoring  Section 3: Bring ing  the  Strategy & Idea to Life .  
 
The  focus of the  ree l should  b e  on the  creative  work, not a case  stud y vid eo . You d on’t need  to includ e  all 
items from the  touchp oint checklist (from the  Investment O verview), just those  that are  crucial to  the  case ’s 
success, as exp lained  in your written case . Any se tup  (e .g ., context or challeng e ) should  b e  b rie f and  not 
hind e r the  jud g es’ ab ility to  clearly und erstand  the  work. 
 
It is mand atory as part of your sub mission, along  with creative  imag es. 
 

MUST INCLUDE DO  NO T INCLUDE 

• At least one  comp le te  examp le  of e ach integral 
touchp oint, to  ensure  that the  jud ges can see  
the  b read th of the  work you've  de scrib ed . It 
can b e  he lp ful to  lab e l e ach creative  
example  b y med ia type  (“O utd oor”, “Social”, 
e tc.) 

• Vid eo  clip s over 60 second s may b e  ed ited  
d own for time ; b ut entrants are  encouraged  to  
keep  as close  to  the  o rig inal as p ossib le  

• If showing  multip le  examp le s o f a touchp oint 
(e .g . 3x TV sp ots), afte r you show one  example  
in full, it’s fine  to  ed it down the  add itional 
examp le s for time  

• Results of any kind  or case  summarie s 
• Agency names, logos, images 
• Comp etitor creative  work or 

logos.  (Excep tion: p ermitted  if comp etito r 
logos/work were  includ ed  in your camp aign 
mate rials.) 

• Ed iting  that will misconstrue  what your 
aud ience  viewed  (e .g . chang ing  the  aud io  
d uring  a TV spot) 

• Any confid ential information, as creative  
ree ls will b ecome  pub lic fo r finalists & 
winners.  

SPECS TALENT / LICENSING  

• 1 creative  ree l p er entry 
• 4 minute  maximum (Sustained  Success entrie s 

can b e  5 minute s) 
• 250 MB maximum file  size  
• mp4 format 
• Hig h Reso lution: 16:9 at 1920x1080. 
• Do not includ e  any agency names/logos in the  

vid eo  or in the  file  name . 

• Do not ad d  music/stock images that d id  not 
run in your orig inal creative  work to  your 
ree l unle ss you secure  the  rights to  include  
those  supp lemental mate rials.   

• Effie  shows work for ed ucational p urp ose s, 
and  for honoring  e ffective  marke ting  id eas 
and  the  successful te ams (client and  agency) 
creating  them. In our expe rience , as long  
as the  talent/music were  used  in 
your orig inal creative  work, you should  no t 
run into  an issue  with rights/licensing . 
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Your entry: Creative Images  

 
Imag e s of the  Cre ative  Work:  at le ast 2 image s are  re q uire d ; a maximum of 6 imag e s are  allowe d . 
 
When the  jud ges have  read  your case  and  watched  the  ree l, they’ll review imag es of your work. The  imag es 
up load ed  should  complement your ree l and  he lp  the  jud g es b e tte r evaluate  the  imag e -based  creative  
e lements of your marke ting  activity (e .g . web site  screens, p rint ad s, log os, d irect mail p ieces, e tc.). O r you 
may wish to  up load  work that you’d  like  jud g es to  have  anothe r look at afte r watching  the  ree l. 
 
 
Te chnical Re q uire me nts:   

• .jp g  format 
• Hig h-re s. 15 MB max 
• Please  d on’t includ e  ag ency names or log os on any creative  materials (includ ing  file  names) you 

sub mit 
 
Creative  imag es will b e  shown p ub licly if your case  is a finalist o r winne r, for p ub licity and  p romotional 
p urp oses, so  p lease  consid e r how you would  like  it to  b e  rep re sented .  
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Other Requirements: Publicity 
 
Entrants are  re q uire d  to  p rovid e  the  p ub licity mate rials b e low at the  time  of e ntry. The se  may b e  
use d  on Social me d ia, on-scre e n d uring  the  Award s Ce le b ration and  on Effie ‘s we b site : 
 
 
 LEAD AGENCY & CLIENT LO GO S 

 
Please  p rovid e  current comp any log os for the  Lead  Ag ency and  Client. Log os are  not req uired  for 
companie s d esig nated  as Contrib uting  Comp anie s. These  will ap pear on screen if you’re  one  of our 
winne rs, so  p lease  make  sure  the  log os are  current and  hi-re s. 
Sp ecs: ai/ep s p refe rred ; jp g /p ng  also  accep ted . 
 
 

 CREATIVE EXAMPLES FRO M JUDGING 
 
The  Creative  Work p rovid ed  for jud g ing  (ree l + imag es) will also  b e  used  for p ub licity p urp oses. 
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Other Requirements: Credits 
 
 
We recog nize  that teamwork is need ed  to  create  an e ffective  case , so  this is whe re  you should  cred it the  
creative  and  strateg ic p artne rs who contrib uted  – clients, ag encie s (full se rvice , med ia, d ig ital, p romo, PR, 
event, e tc.), med ia owners, re taile rs, e tc. 
 
Client & Lead  Ag ency cred its are  consid e red  final at time  of entry and  can’t b e  chang ed  afte r the  entry is 
sub mitted . The re fore , cred its should  b e  ag reed  with someone  in senior lead e rship  and  ap p roved  via the  
Authorization & Verification Form, which can b e  d ownload ed  in the  Entry Portal afte r you have  input all 
cred its. 
 
 
The  tab le  on the  ne xt p ag e  summarize s the  cre d its re q uire d /allowe d : 
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Other Requirements: Credits 
 
 
 

CO MPANY CREDITS INDIVIDUAL CREDITS 

 
Lead  Ag ency (1 Req uired , 2 Maximum) 
Client (1 Req uired , 2 Maximum) 
Contrib uting  Comp anie s (0 Req uired , 4 
Maximum) 
 
CO -LEAD AGENCIES: You may cred it a second  
Lead  Ag ency and  they will b e  g iven eq ual 
recog nition b y Effie . In ord e r to  b e  consid e red  a 
second  lead  ag ency, you must ce rtify that the  
work d one  b y each ag ency was of eq ual 
we ig hting  and  each ag ency d ese rves eq ual 
recog nition. Second  Lead  Ag encie s must 
b e  d esig nated  at time  of entry, you may not ad d  
or remove  second  lead  ag encie s afte r the  entry 
p e riod . 
 
IN-HO USE WO RK: If you are  an ad ve rtise r 
sub mitting  in-house  work, p lease  list 
your company as b oth the  Lead  Ag ency and  
Client.  
 
Ple ase  confirm the  sp e lling  and  formatting  of 
o the r company name s to  e nsure  the y’ll re ce ive  
p rop e r cre d it in the  Effie  Ind e x and  in all forms 
of p ub licity if your case  is a  fina list or winne r.   

 
Primary Ind ivid ual Cred its (0 Req uired , 10 Maximum) 
Second ary Ind ivid ual Cred its (0 Req uired , 30 
Maximum) 
 
Primary Ind ivid ual Cred its will b e  used  in situations 
where  sp ace  is limited ; othe rwise  all ind ivid uals will 
b e  listed  in the  cred its. 
 
Ind ivid uals cred ited  on your case  must b e  current or 
former emp loyees of any one  of the  cred ited  
companie s.    
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Confidentiality & Publication 
 
 
 
The  Effie  Award s e ntry and  jud g ing  p roce ss e nsures the  confid e ntiality of classifie d  information. 
 
 
JUDGING 
 
Jud g ing  events have  strict confid entiality p ro tocols and  are  secure ly supe rvised  b y Effie  mod erators. Jud g es 
sig n confid entiality ag reements b e fore  jud g ing  b eg ins and  cannot save  mate rials from jud g ing  se ssions. 
Jud g es are  ind ivid ually matched  with entrie s and  categ orie s that d o  not p ose  a conflict of inte re st. 
 
INDEXING DATA 
 
While  jud g ing  is confid ential and  entrants may se lect p ub lication p e rmission for the ir written case , Effie  
und e rstand s some  entrants may still have  conce rns reg ard ing  sensitive  information. When p re senting  
numerical data within the  entry, entrants may choose  to  p rovid e  those  numb ers as p e rcentag es or ind exes, 
so  that actual numb ers are  withhe ld .  
 
Ad d itionally, unle ss the  entrant op ts to  allow Effie  to  p ub lish the  entry as it was sub mitted  if it b ecomes a 
finalist o r winne r, only jud g es will see  the  written entry as it was sub mitted . 
 
CREATIVE WO RK & PUBLICITY MATERIALS 
 
The  creative  mate rials (ree l, imag es, p ub licity mate rials) and  case  summary you sub mit into  the  comp e tition 
b ecome  the  p rop e rty of Effie  World wid e  and  the  Effie  Award s and  can’t be  re turned . By ente ring  your work 
into  the  comp etition, Effie  World wid e / the  Effie  Award s is automatically g ranted  the  rig ht to  make  cop ie s, 
rep rod uce  and  d isp lay the  creative  materials, case  summarie s, and  statements of e ffectiveness within the  
context of your Effie  entry for ed ucation and  p ub licity p urp oses.  
 
Creative  work and  case  summarie s may b e  on Effie  World wid e ’s web site , Effie  DK web site , p artne r web site s, 
p re ss re leases/newsle tte rs, p rog ramming /confe rences and  o the r events. Because  mate rials for p ub licity and  
creative  work will b e  p ub lished  for all finalists and  winne rs, no  confid ential information should  b e  includ ed  in 
these  e lements. Please  review the  Creative  Ree l section of this d ocument for more  g uidance  on 
licensing /talent. 
 
In extraord inary circumstances, Effie  will review req uests to  sub mit an ed ited  ree l for p ub lication. Such 
req uests should  b e  submitted  to  e ffie@kreakom.d k if the  case  b ecomes a finalist, as non-finalist creative  ree ls 
are  only seen b y jud g es and  will no t b e  p ub lished . 
 
 
 
 
 

mailto:effie@kreakom.dk
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Why your case  is imp ortant 
Effie ’s mission if to  lead , insp ire  and  champ ion the  p ractice  and  p ractitione rs of marke ting  e ffectiveness. To 
he lp  us fulfil this mission and  p rovid e  learning  to  marke te rs eve rywhere , Effie  re lie s on entrants’ willing ness to  
share  the ir finalist and  winning  case  stud ie s. By p rovid ing  p e rmission to  p ub lish your written case  you are : 
 

• Showcasing  your team’s success in achieving  one  of the  top  marke ting  honours of the  year. Effie  wins 
he lp  to  attract new talent and  new b usiness, p rove  the  imp ortance  of marke ting  in b usiness, and  
streng then ag ency-client re lationship s. 

 
• Help ing  to  imp rove  and  sup p ort the  ind ustry and  insp iring  o the r marke te rs to  raise  the  bar and  make  

the ir marke ting  b e tte r. 
 
Ag ree ing  to  the  Pub lication Policy is one  of the  Te rms & Cond itions of ente ring  the  Effie  Award s Denmark 
comp e tition. 
 
We  re sp ect that entrie s may have  information deemed  confid ential. Within the  Entry Portal, entrants are  
asked  to  se t the  p ub lishing  p e rmission for the ir written entry. Entrants may se lect from the  following  op tions: 
 
 

PUBLISH AS THE CASE WAS SUBMITTED PUBLISH AN EDITED VERSIO N O F THE 
WRITTEN CASE 

If you’re  a finalist o r a winne r, you ag ree  that your 
entry may b e  p ub lished  as it was sub mitted  and  
rep rod uced  or d isp layed  for ed ucational p urp oses. 

If you’re  a finalist o r a winne r, you ag ree  to  sub mit 
an ed ited  ve rsion of your case  stud y for p ub lication 
which will b e  rep rod uced  or d isp layed  for 
ed ucational p urp oses. In this case , you may redact 
sensitive  d ata, however, you may not redact any 
section in its entire ty includ ing  re sults. 

 
The  written case  is the  only p art of the  entry that should  contain confid ential information. The  creative  work 
(ree l + imag es), p ub lic case  summary, and  statement of e ffectiveness should  not includ e  confid ential 
information and  will b e  showcased  in various ways (e ffie .org , partne r website s/p ub lications), along  with your 
p ub lic-facing  written case , if your entry b ecomes a finalist o r winne r. Work sub mitted  must b e  orig inal or you 
must have  the  rig hts to  sub mit it. 
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What happens 
next? 
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Judging 
 
 
Your entry will b e  jud g ed  b y some  of the  b rig htest and  most exp erienced  b usiness lead e rs in Denmark. 
Entrie s are  jud g ed  in two stag es: in b oth round s’ jud g es evaluate  the  written case  and  creative  executions. 
Scoring  is d one  anonymously and  confid entially. Jud g es p rovid e  written feed b ack on each case . 
 
The  finalist leve l and  each winning  leve l (g old , silve r, b ronze ) have  minimum scores which are  required  for an 
entry to  b e  e lig ib le  for finalist status or for an award . This means it’s p ossib le  that a categ ory may p rod uce  
one  or multip le  winne rs of any leve l. O r p e rhap s no  winne rs at all – no  matte r the  numb er of finalists.   
We  d on’t have  q uotas to  mee t to  create  one  g old , silve r and  b ronze  winne r in each categ ory. 
 
 
SCO RING USING EFFIE’S EFFECTIVENESS FRAMEWO RK 
 
Jud g es are  asked  to  evaluate  sp ecific crite ria in scoring  a case ’s ove rall e ffectiveness and  p rovid e  four 
sep arate  scores analysing  sp ecific attrib ute s of the  work. In all round s of jud g ing , jud g es p rovid e  score s 
across the  four p illars of the  Effie  Framework: 
 

 
 
The  writte n case  is re vie we d  b e fore  the  cre ative  work. Jud g e s d iscuss the  case  b ut score  the m 
ind ivid ually.  
 
JUDGES’ FEEDBACK 
 
Afte r this year’s winne rs are  announced , we  will automatically send  all non-winning  finalists a report outlining  
the  jud g es' feed b ack on your case . This Insig ht Guid e  will he lp  you to : 
 

• Und erstand  why your case  achieved  finalist status b ut d id n’t win.  
• Imp rove  your future  entrie s.  Whe the r a case  is a winne r or not, the re  are  le ssons to  b e  learned  from 

the  feed b ack the  jud g es p rovid e .  
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If you win 

 
 
WINNING AN EFFIE 
 
Found ed  ove r 50 years ag o , the  Effie  Award s are  a g lobally recog nized  symb ol of outstand ing  achievement. 
Tod ay, e ffectiveness matte rs more  than eve r and  the  ro le  that you and  your teams p lay is critical in d e live ring  
g rowth and  sup p orting  our community. The  award s honour all typ es of e ffective  marke ting  as we ll as the  
p eop le  who make  it, p romoting  the  b est work b e ing  mad e  today and  b uild ing  a leg acy of b rilliant thinking  
that will insp ire  marke tee rs for years to  come . 
 
Finalist no tifications will b e  sent in Sep temb er 2025. These  notifications will includ e  ad d itional information 
ab out how we  will b e  ce leb rating  the ir success. All winne rs and  finalists will b e  recog nized  at the  2025 Effie  
Denmark Award s Ce leb ration which will b e  he ld  in Cop enhag en in Novemb er 2025. 
 
 
EFFIE INDEX 
 
The  Effie  Ind ex (e ffie ind ex.com), the  g lob al ranking  of marke ting  e ffectiveness, uses the  cred its sub mitted  at 
time  of entry to  calculate  the  yearly ranking s. Ranking s includ e : Marke te rs, Brand , Ag ency, Ind ep end ent 
Ag ency, Ne twork and  Hold ing  Comp any. 
 
If your case  b ecomes a 2025 Effie  finalist o r winne r, the  sub mitted  cred its will b e  used  to  tally the  Effie  Ind ex 
re sults. Because  d iffe rent p oint values are  g iven to  Lead  and  Contrib uting  companie s, it is critical that all 
b rand s and  companie s are  p rop e rly cred ited  at time  of entry. 
  

https://www.effieindex.com/
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Category overview (repeated from page 7) 
 
 

o Busine ss-to-Busine ss Prod uct/Se rvice s 

o Brand e d  Conte nt & Ente rtainme nt 

o Corp orate  Re p utation 

o Environme ntal: Brand s  

o Pub lic Re lation/Pub lic Affairs  

o Small Bud g e ts  

o Small Bud g e ts – Non-Profit  

o Social Good : Brand s  

o Sustaine d  Succe ss – Non-Profit 

o Sustaine d  Succe ss – Prod uct/Se rvice s   

o Me d ia Id e a (ne w) 

 

 
o Ne w Prod uct or Se rvice  Introd uction  

o Non-Profit  

o Ind ustry sp e cifics (ne w): 

 

o Automotive   

o Consume r Good s & Te le com  

o Ente rtainme nt, sp ort & le isure   

o Fast Moving  Consumer Good s  

o Finance   

o He alth & we llne ss  

o Re tail 

o Transp ortation, Trave l & Tourism  

 

SPECIALITY   

INDUSTRY   
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Category definitions 
 
 
SPECIALITY CATEGORIES 
 
Business-to-Business 
This category is for marke ting  activity from b usinesses targ e ting  othe r b usinesses. Business-to-b usiness cases 
for any typ e  of p rod uct or se rvice  from any marke tp lace  seg ment are  e lig ib le  to  ente r. Entrants must clearly 
d emonstrate  what re sults were  achieved  b ecause  of the  activity p re sented .  

Brand ed  Content & Entertainment 
For e fforts that e ffective ly reached  the ir aud ience  throug h the  creation of orig inal b rand ed  content that is not 
ad ve rtising . The  core  of the  entry should  b e  content d esig ned  to  b e  consumed /exp e rienced  and  soug ht out 
b y the  consumer for ente rtaining  or informative  reasons. Entrants must de tail the  content, how it re lated  b ack 
to  the  ove rall b rand  and  b usiness g oals, how it was d istrib uted  to , and  shared  b y, the  aud ience , and  the  
re sults it achieved  for the  b rand  and  b usiness. Brand ed  content may b e  p rod uced  and  d istrib uted  b y e ithe r 
p ub lishe rs or ind ep end ently and  can includ e  long form ente rtainment. Note : Jud g es will exp ect to  
und e rstand  why b rand ed  content was chosen as a tactic. 
 
Corp orate  Rep utation 
This category is for cases that p romote  corporations, not exclusive ly the ir p rod ucts, and  it mig ht includ e  
sp onsorship s, imag e  & id entity and  PR. In ad d ition to  p re senting  how the  case  has p ositive ly affected  me trics 
re lated  to  rep utation, entrants are  encourag ed  to also  ad d ress how these  me trics re late  to  the  corp oration’s 
b usiness and /or b rand , and  why they are  imp ortant.  
  
Environmental – Brand s 
Recog nising  b rand s with marke ting  p rog rammes that have  measurab ly shifted  aud ience  (B2B or B2C) 
b ehaviour toward  more  environmentally sustainab le  choices, and /or g rown d emand  for more  sustainab le  
p rod ucts and  services by incorp orating  environmentally conscious messag ing  into  the ir marke ting .  
Show how e ffective  marke ting  p rog rams that incorp orate  sustainab le  strateg ie s can make  a p ositive  
d iffe rence  for b rand s and  for the  environment in a way that would  not have  b een the  case  without the  
activity. 

Pub lic Re lation/Pub lic Affairs 
Entrie s where  Pub lic Re lations, includ ing  Pub lic Affairs, Exte rnal Relations e tc. p layed  a b ig  part in 
streng thening  the  company's or b rand s rep utation or successfully ad d ressed  a sp ecific challenge  in the  
outsid e  world , e .g . in the  marke t, in the  social arena, the  p olitical arena, among  investors, e tc. This categ ory is 
for communications on the  strateg ic p latform for and  execution of a PR e ffort, a sp ecific campaig n, an 
execution or a p roject-oriented  e ffort. The  strateg ic p latform can, for examp le , includ e  sep arate  analysis and  
re search e fforts as well as the  reasoned  id entification of g oals, targ e t g roup s, channels, med ia and  activitie s 
as we ll as org anization, re source  use  and  p ossib le  evaluation /  measurement.  
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Results can includ e  PR cove rag e , p olitical imp act, e arned  med ia value , b rand  attitud e  or b ehavioural 
measures, e tc. The  le ss volatile  me trics that have  b een affected  in the  intend ed  d irection, the  strong e r the  
case . 
 
Small Bud g e ts  
To  q ualify for this categ ory, the  sub mission must not b e  a line  extension and  must rep re sent the  only 
marke ting  e fforts for the  b rand  d uring  the  sp ecified  p e riod . All p rod uction, activation costs, as well as the  
value  of d onated  and  non-trad itional med ia, must b e  includ ed  in the  b udg e t. The  maximum e lig ib le  b ud g e t 
is 2.5 million DKK p e r year. This categ ory is exclusive ly for commercial, for-p rofit b rand s. Please  note , a 
sub mission in one  "Small Bud g et" categ ory cannot b e  sub mitted  in anothe r "Small Bud g e t" category. 
Entrants must clearly d emonstrate  the  re sults achieved  as a d irect outcome  of the  activity p re sented .  
  
Small Bud g e ts – Non-Profit 
To  q ualify for this categ ory, the  sub mission must not b e  a line  extension and  must rep re sent the  only 
marke ting  e fforts for the  b rand  d uring  the  sp ecified  p e riod . All p rod uction, activation costs, as well as the  
value  of d onated  and  non-trad itional med ia, must b e  includ ed  in the  b udg e t. The  maximum e lig ib le  b ud g e t 
is 2.5 million DKK p e r year. This categ ory is exclusive ly for NGO s and  non-commercial b rand s. Please  note , a 
sub mission in one  "Small Bud g et" categ ory cannot b e  sub mitted  in anothe r "Small Bud g e t" category. 
Entrants must clearly d emonstrate  the  re sults achieved  as a d irect outcome  of the  activity p re sented . 
 
Social Good  – Brand s 
Recog nising  b rand s that are  making  the  world  a b e tte r p lace  b y using  the  p ower of the ir marke ting  p latforms 
for g ood .  This categ ory ce leb rates for-p rofit b rand  e fforts that e ffective ly comb ine  b usiness g oals with a 
social cause  (health, ed ucation, community, family, e tc) and  successfully as we ll as measurab ly re lated  that 
cause  b ack to the  company’s ove rall b rand  strateg y, re sulting  in p ositive  b usiness and  social impact.    
 
Sustained  Success* 
Prod uct or se rvice  marke ting  activity that has d e live red  sustained  success for at le ast three  years is e lig ib le  for 
entry. At a minimum, you must includ e  at least three  years of creative  work and  case  re sults, which must 
includ e  the  current Effie  Award  e lig ib ility time  p eriod . Work must show consistency ove r the  three  years in 
b oth strateg y and  creative  executions; with a continuation of core  executional e lements (e .g . sp okesp e rson, 
song , theme , tag line , e tc.). As part of your entry, sp ecifically ad d ress how the  work evolved  ove r time  (e .g . 
med ia choices, targ e ting , insig hts, new p rod ucts/se rvices, e tc.).  Answer all q uestions for the  initial year and  
d escrib e  how/why chang e  occurred  ove r time .  
 
You have  a choice  of 2 sub -categ orie s: Sustained  Success – Prod ucts or Sustained  Success – Non Profit.  
 
*A separate  entry form and  d iffe rent creative  req uirements are  req uired  for the  Sustained  Success 
categ ory.    
 
Med ia Id ea (new). Welcome  a new Sp ecialty categ ory to  the  Effie  Denmark family!  
This category is ab out outstand ing  e ffectiveness as a re sult of med ia-led  id eas. The  line  b e tween what 
constitute s a creative  id ea and  a med ia id ea can b e  b lurring , b ut the re  are  occasions when the  med ia id ea 
initiated  the  entire  e ffort.  
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Med ia cannot exist without the  content, b ut this award  is intend ed  to  recog nize  those  cases that were  led  b y 
sp ecial med ia insig hts and  where  the  integ ration of med ia and  messag e  led  to  success. The  award  honors 
med ia-led  id eas that are  p owerful enoug h to b ecome  the  g enesis of the  marke ting  p rog ram itse lf, to  the  
extent that the  p rog ram would  not have  b een successful without the  strateg ic med ia id ea. As in eve ry o the r 
categ ory, entrants must clearly d emonstrate  what re sults were  achieved  because  of the  activity p resented .  
 
 
INDUSTRY CATEGO RIES  
 
New Prod uct or Se rvice  Introd uction 
Efforts used  to  introd uce  a new p rod uct or se rvice  that is not a line  extension. Brand  new p rod ucts or new 
p rod ucts in a new category are  req uired  to  ente r this categ ory instead  of the ir ind ustry category. Ad d ress the  
categ ory situation and  how your p rod uct/se rvice  was new and  the  situation you faced  as a re sult of it b e ing  
new. For example , what sp ecifically was new? Why d id  the  newness matte r? Demonstrate  how you 
strateg ically and  creative ly attacked  this challenge  and  what re sults b ecame  the  d irect e ffect of the  activity. 
 
Non-Profit 
Not-for-p rofit o rg anizations of all typ es includ ing  charitab le , social, civic, ad vocacy, trad e , sp ecial inte re st, 
re lig ious, e tc. Includ es memb ership  d rives, recruitment, fund raising , e tc. Exp lain the  context and  challeng e  
and  d emonstrate  how you strateg ically and  creative ly attacked  this and  what re sults b ecame  the  d irect e ffect 
of the  activity. 
 
Ind ustry sp ecifics (new) 
To recog nise  e ffective  marke ting  for p rod ucts and /or se rvices for b rand s and  b usinesses op e rating  in a 
p articular ind ustry: 
  

• Automotive  
Includ es vehicle s as well as afte rmarke t. Vehicle s includ es cars, trucks, motorcycle s, vans - b oth b rand  
and  mod e l marke ting . Afte rmarke t includ es e lectric charg ing  and  re lated  se rvices, p e trol, motor o il, 
tyre s, b atte rie s, p aint, q uick-lub e , o il chang e , muffle r, transmission, wind shie ld  wip e rs, enhancements, 
e tc.   
 

• Consumer Good s & Telecom  
This category includ es all p rod ucts and  se rvices re lated  to  e lectronics, inte rne t & te lecom, d evices & 
furnishing s, and  software . It encompasses a wid e  rang e  of e lectronics, such as d evices aimed  at b oth 
consumers and  b usinesses, includ ing  TVs, rad ios, mob ile  d evices, home  ente rtainment systems, 
lap top s, cameras, compute r hard ware , game  console s, d rones, sound  systems, and  more . The  
categ ory also  cove rs inte rne t and  te lecom se rvices, includ ing  mob ile  ne twork p rovid e rs, hig h-sp eed  
inte rne t access, online  se rvices, and  b und led  communication packag es (inte rne t, te lep hone , and  TV). 
In ad d ition, it includ es home  and  b usiness d evices, ap p liances, and  furnishing s, such as smart home  
d evices, kitchen app liances, and  more . 
 



 

 35 

• Ente rtainment, sp ort & le isure   
This category includ es a wid e  varie ty of p rod ucts and  se rvices re lated  to  ente rtainment, culture , 
sp orts, and  le isure . It encompasses ente rtainment op tions such as ap p s, movie s, TV p rog rams, online  
and  rad io  content, b ooks, music, DVDs, games, toys, comics, p odcasts, and  more . 
It also  cove rs cultural and  artistic offe ring s, includ ing  theate r p e rformances, museums, music 
org anizations, conce rt se rie s, cultural festivals, theate r fe stivals, and  o the r cultural events. Ad d itionally, 
this categ ory includ es all sp orts-re lated  activitie s, includ ing  sp orting  events, sp orts teams, sp orts 
sp onsorship s, as well as se rvices and  p rod ucts linked  to  hob b ie s, recreation, and  le isure .  
 

• Fast Moving  Consumer Good s  
Fast-moving  consumer g ood s, such as food , b eve rag es, household  items, office  supp lie s, p e rsonal 
care  p rod ucts, p e t care , and  o the r FMCG items that are  freq uently consumed  or utilized . 
 

• Finance   
Financial p rod ucts and  se rvices includ ing  ove rall corp orate /b rand  imag e  and  capab ilitie s of a 
financial institution, or sp ecific p rod ucts or se rvices (includ ing  current and  saving s accounts, 
cred it/d eb it card s, reward /loyalty card s, financial p lanning , mob ile  p ayment se rvices, re tirement 
fund s, investment, home  b anking , loans, mortg ag e , mutual fund s, insurance  p rod ucts, banking  ap p s 
e tc).  

  
• Health & Wellness  

Health and  wellness p rod ucts and  se rvices that can b e  d irectly p urchased  b y a consumer with or 
without p hysician involvement. Efforts may also  b e  targ e ted  to  p hysicians or healthcare  p rofe ssionals. 
Also  includ ing  work re lated  to  health insurance , d ental and  med ical care  se rvices. 

 
• Retail  

O p en to  all re tail /  e -tail /  mail ord e r comp anie s with g ene ral or sp ecific merchand ise . E.g ., 
d ep artment store s; online  re taile rs; clo thing , fashion, shoes or jewelle ry store s and  food  re taile rs; 
film/b ookstore s; d iscount/b ulk re taile rs; p e t care ; toy stores; g ree ting  card s; craft stores, e tc. Also  
includ es fashion b rand s & d esig ne rs se lling  d irect to  consumer such as clo thing , jewe lle ry, hand b ag , 
accessorie s, shoes, eyewear d esig ne rs.   

  
• Transportation, Trave l & Tourism  

All mod es of transp ortation such as air, train, b us, taxi, sub way systems, rid eshare  se rvices, b ike  
share s, car rentals, fe rries, as we ll as all forms of trave l/tourism includ ing  cruise s, hote ls, re sorts, 
amusement parks, trave l web site s and  b ooking  se rvices, trave l tours, tourism campaig ns, e tc. 
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Contact us 
 

 

Q UESTIO NS ABO UT YO UR ENTRY 

For any q uestions reg ard ing  the  entry p rocess, mate rials, categ orie s, rule s, e tc., contact e ffie@kreakom.d k   

 
CASE DATABASE & SUBSCRIPTIO NS 

The  p urp ose  of the  case  d atab ase  is to  ed ucate  ab out e ffective  marke ting  and  to  showcase  the  comp anie s 
and  ind ivid uals creating  e ffective  work to  enhance  learning  in our ind ustry. Take  a look at what the  Effie  case  
d atab ase  has to  offe r here . For more  information email our d ed icated  team on sub scrip tions@effie .org . 

 
EFFIE INDEX 

The  Effie  Ind ex id entifie s and  ranks the  most e ffective  agencie s, marke te rs, b rand s, ne tworks, and  hold ing  
companie s b y analysing  finalist and  winne r data from Effie  Award  comp e titions around  the  world . 
Announced  annually, it is the  most comp rehensive  g lob al ranking  of marke ting  e ffectiveness. For more  
information email us at ind ex@effie .org   

 
  

mailto:effie@kreakom.dk
https://www.effie.org/caselibrary
mailto:subscriptions@effie.org
mailto:index@effie.org
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Thanks – and good 
luck with your 
entry! 


