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	ENTRY TITLE
	

	CLIENT
	

	PRODUCT
	

	FIRST MEDIA APPEARANCE DATE
	

	CATEGORY
	D - Best Use of Social Media

	CATEGORY DESCRIPTION
	This category recognises outstanding social media campaigns. We want to know how you brought all the pieces together to drive exceptional results, not just listing reach results. Judges will be looking for evidence of what the business challenge was and how you approached it with insights and social media strategy. Judges will look for creativity, innovation, sound communication and, of course, data and metrics, showing how your campaign measured up against objectives.

	
	WORD COUNT: 1800 MAX






	01.
	ENTRY SUMMARY (Mandatory) [0%]
Provide a short summary of the campaign ensuring that the social thinking at the core of the entry is clear. (Guide: 150 words)

	
	Please type here.. 



	02.
	CHALLENGE. WHAT WAS THE PROBLEM OR CHALLENGE THE CLIENT FACED AND WHAT WAS SOCIAL’S ROLE IN ADDRESSING THIS CHALLENGE? (10%)
In this section judges will be looking for a clear, concise definition of the problem(s) identified, and the business & communications objectives used to define success. (Guide: 250 words)

	
	Please type here..



	03.
	INSIGHTS. WHAT WERE THE KEY INSIGHTS? (15%)
Explain the insights that informed your social campaign, including any audience analysis and/or research used. (Guide: 250 words)

	
	Please type here..



	04.
	SOLUTION. WHAT WAS YOUR BIG IDEA? [20%]
The judges will be looking for a strategic idea that addresses the challenge(s) and answers the insight(s). If this activity was part of a broader campaign, please detail how the social approach connected with and amplified the overall strategy. (Guide: 150 words)

	
	Please type here..



	05.
	IMPLEMENTATION. WHAT CHANNELS DID YOU USE AND HOW DID YOU EXECUTE? [30%]
Judges will be looking to understand the role for a social media solution and the reasons why the campaign was developed in such a way. The judges will be looking for evidence of brilliant execution that clearly demonstrates how social media was the solution. They will want to understand the degree of difficulty along with any innovation components that helped to move the campaign from good to great. (Guide: 400 words)

	
	Please type here...



	06.
	WHAT WAS THE $ SPEND? [0%]
Outline the total Social spend across all campaign elements, and please include the total campaign budget where this is part of a wider campaign. (Social spend should include all paid social and influencer activity).
            Under $15k
            Under $50k
            Over $50k
            Over $100k

	
	Social - Please type here..
Total Campaign - Please type here..



	07.
	RESULTS. WHAT RESULTS DID THE CAMPAIGN DELIVER? [15%]
How successful was the campaign? Outline the evidence for the judges. Judges will also be looking for how the results relate to the problem identified and objectives set. Please list what other marketing efforts/activities may have influenced the results. The judges will be looking to understand the following things:
· Overall achievement against Social objectives 
· Validate any results that were a direct consequence of your Social campaign or activity 
· The role Social played in the overall success of the campaign

(Guide: 300 words)

	
	Please type here..



	08.
	THE HYPE FACTOR. EXPLAIN YOUR POINT OF DIFFERENCE AND WHY YOU SHOULD WIN? [10%]
(Guide: 100 words)

	
	Please type here..




TOTAL WORD COUNT (count only words you insert in answer boxes)

RESULTS INCLUSIONS – PLEASE ADHERE TO THE BELOW STANDARDISED PROTOCOL TO ENSURE THAT ALL CAMPAIGNS ARE BEING BENCHMARKED FAIRLY. 
	Engagements
	Likes + comments + shares + saves + clicks + 100% completed video views of videos longer than 6” 

	Engagement rate
	· Total engagements divided by total impressions = paid engagement rate 
· Cost / total engagements = paid CPE 

	Organic Reach
	Cumulative reach across all content within campaign period.  Please specify how many platforms and number of content pieces included in the organic reach number.  

	Paid Reach
	Unduplicated reach against your primary audience/s

	ROI 
	If you are including ROI, please ensure that the ROI is directly attributable to the social media activity. 

	Campaign results
	Where social is a portion of a bigger campaign, please think about how you can demonstrate the impact of social as part of the overall campaign results, particularly relative to the % of investment was in Social.  
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