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	ENTRY TITLE
	

	CLIENT
	

	PRODUCT
	

	FIRST MEDIA APPEARANCE DATE
	

	CATEGORY
	G - Best Experiential or Event Campaign

	CATEGORY DESCRIPTION
	This category recognises entries that deliver outstanding experiential campaigns via live events, pop-ups, expos, product launches or large and small-scale publicity stunts and experiential campaigns. The campaign will be physical in its core but can have virtual elements around it. Judges will be looking for evidence that the experience was the central component of the campaign, rather than campaigns with an experiential/event component.  They will also need to understand how the campaign integrated into the wider marketing strategy and how it was leveraged to deliver outstanding campaign results.

	
	WORD COUNT: 1800 MAX






	01.
	ENTRY SUMMARY (Mandatory) [0%]
Provide a short summary of the campaign ensuring that the experiential and event 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 THE ROLE FOR EXPERIENTIAL IN ADDRESSING THIS CHALLENGE? (10%)
In this section judges will be looking for a clear, concise definition of the problem identified, and the business and communications objectives used to define success – both for overall campaign and specifically for the event/activation itself if they are different.  (Guide: 250 words)

	
	Please type here..



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

	
	Please type here..



	04.
	SOLUTION. WHAT WAS YOUR BIG IDEA? (15%)
The judges will be looking for a creative/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 experiential approach was the central component, how it amplified the overall strategy and would directly contribute to achieving the objective of the campaign. (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 an event and/or experiential solution and the reasons for why the event and/or experiential was developed in such a particular way. The judges will be looking for evidence of brilliant execution that clearly demonstrates how the event and/or experiential connects to the solution. They will want to understand the degree of difficulty involved in the execution along with any innovation components that helped to move the execution from good to great. (Guide: 400 words)

	
	Please type here...



	06.
	WHAT WAS THE $ SPEND? [0%]
Outline the total spend across all campaign elements. 
            Under $15k
            Under $50k
            Over $50k
            Over $100k

	
	Please type here..



	07.
	RESULTS. WHAT RESULTS DID THE CAMPAIGN DELIVER? (20%) 
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 objectives – both broad campaign and specific to the experiential activity
· Validate any results that were a direct consequence of your experiential activity 
(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 CONSIDERATIONS – for writers and judges
Please consider how the event contributed to any broader campaign objectives as well as specific objectives for the event/experience/activation itself. 
	Trade off – Reach vs Engagement
	Quantify how the trade-off of ‘easily bought reach’ (via traditional media channels) vs an activation/experience with deeper engagement resulted in success.   i.e. cans in hand

	Amplified Reach 
	How did you amplify the activation/event/experience to deliver greater reach

	Qualified Reach
	How did this campaign deliver a more qualified audience (i.e., leads, engagement, purchase intent, conversion etc) 

	Other success metrics
	Where relevant - Attendance, organic PR, social, participation, ticket sales, redemption, data collection, sentiment 
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