	[image: ]
	2026
	B10. DIVERSITY, EQUITY & INCLUSION – COMMUNITY ENGAGEMENT



	ENTRY TITLE
	

	CAMPAIGN NAME
	

	CLIENT
	

	CAMPAIGN START DATE
	

	CAMPAIGN END DATE
	

	CATEGORY
	B10. Diversity, Equity & Inclusion – Community Engagement

	CATEGORY DESCRIPTION
	
This category applies to any campaigns, brand or non-profit, whose success was dependent on effectively and authentically connecting with specific cultural, ethnic, or under-served groups or communities (example: Māori, LGBTQIA+, disabled people, Pacific Peoples, etc.). If the entry had multiple audiences, it is necessary to demonstrate results for the specific audience detailed in the entry.
 
Judges will be interested in not only the direct results of the work, but also the broader impacts of the work including the process of developing the work (e.g. journey you took to ensure authentic and meaningful connection with the community), and the indirect impact of the work (e.g. how the work either challenged or reinforced existing narratives about the community to a broader audience). Judges may not be familiar with your particular audience, so this is your opportunity to showcase the details that they may miss.
 
Entries that aim to address issues faced by a marginalised group by speaking to a broader audience should enter category B11 Positive Change.
This category is structured and scored as follows:

	
	1. EXECUTIVE SUMMARY
	Why is this entry an outstanding example for effective marketing in this Effie entry category?
	Not scored

	
	2.  CHALLENGE, CONTEXT & OBJECTIVES
	Your strategic business context for your marketing activity, alongside your key business challenge and objectives.
	/20

	
	3. INSIGHT & STRATEGY
	This section covers the key building blocks of your strategy.
	/25

	
	4. BRINGING STRATEGY & IDEA TO LIFE
	This section looks at the development and execution of your creative, media and communications strategy.
	/20

	
	5.   RESULTS
	Outline the results achieved by the campaign.
	/35

	GUIDANCE
	All data referenced in the entry requires sources (recommended as footnotes on the page referenced or at the end of the entry). Results data that fails to isolate or identify data specific to the eligibility period and/or Aotearoa New Zealand risks low marks and/or being ineligible. 
Entrants are encouraged to display data via charts & graphs within the limits allocated in each question. Sources required for all data including charts and graphs.
Agency names: No agencies, of any kind, are to be included in the entry.

	WORD COUNT
	TYPE YOUR WORDCOUNT HERE
	Wordcount limits only include written entry for sections 2 through 5. 
This entry may not exceed 3000 words.





	1. EXECUTIVE SUMMARY [0%]

	Give the judges an understanding of the case they are about to read by providing a brief summary for each of the items below. A one-sentence summary is recommended for each line.
This section has a maximum word count of 100, which is not included in your total wordcount.

	THE CHALLENGE
	Please type here…

	THE INSIGHT
	Please type here…

	THE STRATEGIC IDEA / BUILD
	Please type here…

	BRINGING THE STRATEGY & IDEA TO LIFE
	Please type here…

	THE RESULTS
	Please type here…

	WHY IS THIS CAMPAIGN HIGHLY EFFECTIVE FOR THIS CATEGORY? 
	Please type here…




	2. CHALLENGE, CONTEXT & OBJECTIVES [20%]

	This section covers your strategic business context for your marketing activity, alongside your key business challenge and objectives. 
Please provide the necessary context on your industry category, competitors, and brand so the judges, including those unfamiliar with your brand/category, can evaluate your entry. Outline the degree of ambition represented by your objectives. Including historical data may be useful here to provide judges with a clear picture of the situation the brand or organisation found itself in.

	A. Before your effort began, what was the state of the entity’s/organisation’s/brand’s position and the overall category in which it operates? What was the strategic challenge that stemmed from this situation? What was the audience you decided to connect with? Why was engagement with this specific audience important? Were there any specific barriers or societal constructs that lessened the relevance of previous efforts to communicate? Provide context on the degree of difficulty of this challenge. 


	Please type here…

	B. What were the objectives you set to address your challenge? For each objective, include: KPI, benchmarks, previous outcomes and the rationale for why it was selected.


	Please type here…





	3. INSIGHTS & STRATEGY [20%]

	This section covers the key building blocks of your strategy. Explain to the judges how you arrived at your strategy and clearly articulate that strategy. Focus on the thinking or insight(s) that unlocked your solution and tied it to successfully addressing your objectives.

	A. What was the insight or insights identified as key to unlocking the solution? What was your process for developing authentic communications that resonated with your audience? Was the work developed in partnership with people from the community? What impact did the process have on the people involved along the way (e.g.how did your process reflect/incorporate the diversity outcomes the campaign itself aimed to achieve)? How did the way that you worked impact the outcome?


	Please type here…

	B. What was the Core Idea or strategic build that enabled you to reach your solution? 
(Be succinct. A maximum of 50 words.)


	Please type here…





	4. BRINGING THE STRATEGY & IDEA TO LIFE [20%]

	A.  Describe the creative solution and how it built authentic connection with your audience. Outline what, if any, collaboration took place to ensure authenticity, at each stage of development (e.g. research, strategy, idea creation, execution). If the work relates to te ao Māori, what process was taken to ensure protection of Māori interests, taonga or mātauranga? Please consider the same principles if your solution draws upon the ideas, interests or treasures of any other culture. 

	Please type here…

	A. What was the Communications Strategy?  

	
This section relates to the media and communications thinking and strategy that brought the creative solution to life in the most powerful and relevant way for the target audience. Include all significant touchpoints and channels in this section.


	RATIONALE BEHIND YOUR COMMUNICATIONS STRATEGY
	Outline the rationale behind your communications strategy. Explain how the key elements worked together to drive results.

Please type here…

	SUPPLEMENTARY COMMUNICATIONS TOUCH POINTS
	List all supplementary communications touch points used in this campaign (the touchpoints that were not central to the campaign).

Please type here…

	What was the $ Spend? Outline the media and production spend on the campaign within the campaign period. Use actual spend rather than rate card. In the case of donated media please list the rate card value separately from the paid media spend. 


	MEDIA SPEND
	Please type here…

	OUTLINE THE MEDIA SPEND IN RELATION TO COMPETITION AND VERSUS LAST YEAR
	Please type here…

	CREATIVE PRODUCTION SPEND
	Please type here…





	5. RESULTS  [20% for 5A and 15% for 5B]

	
Outline the results achieved by the campaign against the short and long-term objectives set, provide conclusive proof that it was the campaign that drove the results.
In this section, the judges will be looking to see a clear cause and effect between the communication activity and business performance over time. Show the compelling evidence that will convince even the most cynical judge. 
PLEASE NOTE: All results must be sourced to be judged; any unsourced results will not considered by judges. Please ensure all data is sourced, and is specific to the results period outlined in the Call for Entry, and geographically isolated to Aotearoa.


	A. OVERALL ACHIEVEMENT AGAINST OBJECTIVES [20%]
Clear proof that the objectives established in section one have been achieved. Judges will be seeking quantified results. Successful entries ensure that results can easily be aligned against objectives established in section one.


	Please type here…

	B. CONVINCING PROOF THAT THE RESULTS WERE A DIRECT RESULT OF YOUR CAMPAIGN [15%]
Outline other external factors that could account for the results outlined in 04A and provide compelling evidence and rationale for why these did not contribute significantly to those results. There are almost always other factors that could have affected your results, such as product changes, pricing, distribution, stock levels, competitive activity, weather, etc. 
You need to convince the judges that these factors were not responsible for your results, or estimate their contribution and/or demonstrate how they needed the campaign to amplify their impacts. 


	Please type here…
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