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Entry Form – Positive Change: Environmental Categories

Instructions
· This Entry Form is for entries into Positive Change: Environmental Brands or Non-Profit categories only. Positive Change: Social submissions should use the standard Single Market entry form.  
· To enter the 2017 competition, your case must have run in one of the Qualifying Countries* between 1 July 2015 to 30 September 2016, and your results must relate directly to this time period. 
* Please refer to the Entry Kit for full list of Qualifying Countries.
· Your completed Entry Form must not exceed 9 pages.
· Do not delete the questions and instructions from the completed case; they serve as a guide for entrants and judges.  
· Answers must be in black 10-point font or higher (charts/graphs can be in color). Handwritten submissions will not be accepted.
· All data, claims and facts in all sections of the Entry Form must include a specific, verifiable source.  Any data without a source will not be considered. Refer to the Entry Kit for guidelines on properly citing your data.  
· Do not include any Agency names (Ad, Media, Other) anywhere in the entry.  
· Do not include screen grabs/images of your work or competitive logos.
· Answer every question or indicate “not applicable”.  Unanswered questions or unsourced data will result in disqualification. 
· No results after the 30 September 2016 are allowed under any circumstances.  Including data prior to the eligibility period is welcome and beneficial.
· Review the category definitions for specific requirements that must be included in your entry. Judges review these definitions and will deduct points if these requirements are not met. Judges appreciate clear, consider, honest, and compelling case. 

Entry Details
1. Brand Name   Click here to enter text.
2. Product / Service Classification Click here to enter text.  
3. Entry Title	  Click here to enter text.
4. [bookmark: Check1][bookmark: Check2]You are entering into a:   |X| Single Market Category     |_| Multi-market Category
       		Entry Category    Positive Change: Environmental – Brand / Non-Profit  

5. Country and Time Period of your Case:
Provide dates in DD/MM/YY for time span for your case even if it began before and/or will end after the Qualifying Period
Country:  Click here to enter text.
Start Date: Click here to enter text.		End Date: Click here to enter text.
Total number of countries in which the case ran or is currently running: Click here to enter text.

6. Executive Summary
Provide an Executive Summary of your case in 100 words or less to give judges a clear picture of the case study they are about to read and why they should consider it worthy of an award in the Positive Change: Environmental category.

Click here to enter text. 

Market Background

7. Describe the market background specific to the country that this case is entered on.
Explain any relevant characteristics or trends unique to the market/country that set it apart from other countries in the region. (For example, is there any government regulations in place, is the market exceptionally huge or small, etc). Highlight any relevant country-specific points which judges should know when evaluating the case in the context of the country. 

Click here to enter text.

Strategic Challenge + Objectives

8. A) What was the state of the brand’s business and the marketplace or category in which it competes before your effort began?
Provide category, competitive, and marketplace context (main competitor spend, position in market, category benchmarks, etc.). Provide information on the company/brand.

Click here to enter text.

B) What was the strategic communications challenge? Provide context on the degree of difficulty of this challenge and detail the business need the effort was meant to address.
State the business problems the effort was meant to address and the specific challenges/opportunities faced by the client and/or brand.

Click here to enter text.

C) Define the audience you were trying to reach.
Talk about your audience’s attitudes and behaviors.  Describe them using demographics, psychographics, culture, etc.  Explain if your target was a current audience, a new audience, or both.  Why are they your target?

Click here to enter text.

[bookmark: _GoBack]D) State your objectives as they relate to achieving behavioral change toward more environmentally sustainable choices.  What were the Key Performance Indicators (KPIs) against your objectives? 
Your entry may have one or all of the following objectives: A. Business, B. Behavioral, C. Perceptual/Attitudinal. State specific objectives for all of these that apply to your case and the measurement tools you planned to use.  Each objective should be represented with a specific number (#) or percentage (%), an understanding of the timeframe and a prior year benchmark (or context regarding why the objective is significant if prior year KPI is unavailable).  Explain why the objectives are important for the brand and growth of the business and which objectives were most important. Explain how objectives evolved and why.
· Note:  Efforts entered to the Positive Change: Environmental category must have as one of the main strategic objectives changing audience behavior towards more environmentally sustainable choices.


Click here to enter text.


E) How do the sustainability goals relate back to the overall brand/company strategy and objectives? 
What was the problem the effort was meant to address and the specific challenges/opportunities faced by the client and/or brand.

Click here to enter text.
Idea

9. A) What was the insight that led to the big idea?  How did you get to that insight?
Describe what led to your idea – e.g. a consumer or business insight, a data-driven insight, a channel insight, a marketplace/brand opportunity, etc. Explain how the idea originated and how it addressed the challenge.  For the purposes of your entry, an insight is not merely an observation based on research; it is the strategic insight, unique to your brand and audience, that was leveraged to help meet your objectives.

Click here to enter text.

B) In one sentence, state your big idea. 
What was the core idea that drove your effort and led to the breakthrough results? What is at the very heart of the success in this case?  The big idea is not the execution or tagline.

Click here to enter text.

Bringing the Idea to Life

10. A) How did you bring the idea to life?  Explain your communications strategy, including your media strategy, and the rationale behind your channel choices. Elaborate on your communications strategy, including the rationale behind your key channel choices.  Why were your channel choices and media strategy right for your specific audience and idea?   
Your explanation below must include which specific channels were considered integral to your media strategy and why.
Describe and provide rationale for your communications strategy that brings the idea to life, as borne from the insights and strategic challenge described above. How did your creative and media strategies work together to reach your specific audience?  How did you link the insight to the channel choices and how does that play out in your strategy to bring the idea to life globally?  Did your communications strategy change over time?  If so, how? 

Click here to enter text.

B) Communication Touch Points. Check all touch points used for the case.  
Indicate below all communications touch points used in this case. You must provide details in your written case and show on the creative materials at least one example of each communication touch point you mark below which was integral to the effort's success. For example, if you mark 30 boxes below and 10 were what drove the results and what you discuss in your entry form as integral to the effort, those 10 must be featured on your creative materials.
	TV
	Interactive/Online
	|_| Packaging

	|_| Spots
	|_| Display Ads
	|_| Product Design

	|_| Branded Content
	|_| Brand Website/Microsite
	|_| Trade Shows

	|_| Sponsorship
	|_| Mobile/Tablet Optimised Website
	|_| Sponsorship

	|_| Product Placement
	|_| Digital Video
	Retail Experience

	|_| Interactive TV/Video on  
          Demand
	|_| Video Skins/Bugs
	|_| POP

	Radio
	|_| Podcasts
	|_| In-Store Video

	|_| Spots
	|_| Gaming
	|_| In-Store Merchandising

	|_| Merchandizing
	|_| Contests
	|_| Retailtainment

	|_| Programme/Content
	|_| Geo-based Ads
	|_| Store within a Store

	Print
	|_| Other
	|_| Pharmacy

	|_| Trade/Professional
	|_| Social Media
	|_| Other

	|_| Newspaper – Print
	|_| Mobile/Tablet
	|_| Sales Promotion

	|_| Newspaper - Digital
	|_| App
	Professional Engagement

	|_| Magazine – Print
	|_| In-App or In-Game Ad
	|_| In-Office

	|_| Magazine - Digital
	|_| Messaging/Editorial/Content
	|_| Congresses

	|_| Custom Publication
	|_| Display Ad
	|_| Detail/E-Detail/Interactive       Visual Aids (IVAs)

	Direct
	|_| Location-based Communications/               Real Time Marketing
	|_| Closed Loop Marketing (CLM)

	|_| Mail
	|_| Other
	|_| Continuing Engagement

	|_| Email
	Consumer Involvement / User Generated
	|_| Informational/ Documentary Video

	|_| PR
	|_| WOM
	Point of Care (POC)

	Guerrilla
	|_| Consumer Generated
	|_| Wallboards

	|_| Street Teams
	|_| Viral
	|_| Video (HAN, Accent Health)

	|_| Tagging
	OOH
	|_| Brochures

	|_| Wraps
	|_| Airport
	|_| Cover wraps

	|_| Buzz Marketing
	|_| Transit
	|_| Electronic Check-In

	|_| Ambient Media
	|_| Billboard
	|_| Other

	|_| Sampling/Trial
	|_| Place Based
	|_| Internal Marketing

	|_| Events
	|_| Other
	|_| Other (describe – limit 100  
     characters

	|_| Cinema
	|_| Branded Content
	

	|_| Ecommerce
	|_| Search Engine Marketing (SEM/SEO)
	



C) List and explain all other marketing components that were active during this time.
Select the components that were active and explain the effect of the selected components below.
	|_| None
	|_| Leveraging Distribution

	|_| Couponing
	|_| Other marketing for the brand, running at the same time this effort

	|_| CRM/Loyalty Programmes
	|_| Pricing Changes

	|_| Giveaways/Sampling	
	|_| Other _______________



Explain selected components above here.

Click here to enter text.
D) Paid Media Expenditures
Paid media expenditures (purchased and donated), not including agency fees or production costs, for the effort described in this entry.  Given the ‘spirit’ of this question use your judgment on what constitutes fees, production and the broad span that covers media – from donated space to activation costs. Check one per time frame. Elaborate below to provide context.
 *All amounts in USD.
	Current Year: 
	Year Prior: 

	|_| Not Applicable	
	
	|_| Not Applicable

	|_| Under $100K
	|_| $1M – under $5M
	|_| Under $100K	
	|_| $1M – under $5M

	|_| $100K – under $250K
	|_| $5M – under $10M
	|_| $100K – under $250K
	|_| $5M – under $10M

	|_| $250K – under $500K
	|_| $10M – under $20M
	|_| $250K – under $500K
	|_| $10M – under $20M

	|_| $500K – under $1M
	|_| $20M and over
	|_| $500K – under $1M
	|_| $20M and over



Compared to other competitors in this category, this budget is:
|_| Less	  |_| About the same   |_| More   |_| Not Applicable

Compared to overall spend on the brand in prior year, the budget this year is:  

|_| Less   |_| About the same   |_| More   |_| Not Applicable			 
Elaborate here if desired
Click here to enter text.
 E) Owned Media 
Elaborate on owned media (digital or physical company-owned real-estate), that acted as communication channels for case content. Examples may include corporate website/social media platforms, packaging, branded store, fleet of buses, etc.
Click here to enter text.
F) Sponsorship 
Detail sponsorships you may have had or write “not applicable”.
Click here to enter text.
Results
Note: Positive Change: Environmental entrants must provide results regarding behavior change towards more environmentally sustainable choices.
11. A) How do you know it worked? Explain why, with category and prior year context, these results are significant for the brand, organization or cause.  Results must relate to your specific audience, objectives, and KPIs.  Provide clear dates for all data. 
Detail why you consider your effort a success. Refer to your specific audience (8C) and directly to your objectives and KPIs (8D). Demonstrate how you met or exceeded those objectives using quantitative and behavioral metrics or other data/measurement tools. Provide a clear time period for all data shown. 
NOTE:  Judges of the Positive Change Effies will specifically evaluate the result of behavior change towards more environmentally sustainable choices, with the following elements considered:
· Awareness – Making the audience aware of a sustainable product, service or action.
· Trial – Trying a sustainable product for the first time.
· Product/Service substitution – Switching to a more sustainable product or service
· Change in Use – Using a product more sustainably than before
Provide pre and post measures and an understanding of the industry and category norm.  How did your effort drive business? You must show how the achieved individual KPIs tie together and collectively impact the overall success of the effort.
For confidential information, proof of performance may be indexed or provided as percentages, if needed.  Numerical results lacking context explaining why they are significant will be disregarded. 
Note: Results being evaluated by the Positive Change: Environmental are from 1 Jul 2015 – 30 Sep 2016. Dates, sourcing and a clear time period for all results must be included. Data prior to 1 Jul 2015 may be included (and is encouraged) for context. No results past 30 Sep 2016 can be entered. This will result in disqualification.

Click here to enter text.

B) How will the effort drive sustained change?
Provide information on whether the effort is part of an ongoing program and/or how it acts as a catalyst for future change. Address the sustainability of the program or outcome. No results past 30 Sep 2016 can be entered. This will result in disqualification.	

Click here to enter text.

12. Anything else going on (whether or not you were involved) that might have helped drive results?
Describe all other factors in the marketplace that could have contributed to results shown in this entry. Judges are industry executives – entries that omit pertinent information will be disqualified. You may use this space to eliminate other factors that judges may believe contributed to your results. Answer this question or write “no other factors”. Do not leave blank.
Click here to enter text.







Reminder   Have you answered all questions and sourced all data, facts and results? 
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