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Introduction
Welcome to the fourteenth year of the Australian Effie Awards.
The Effies continue to be regarded as the most prestigious awards in the Australian marketing
communications industry and the true test of marketing excellence. As we like to say, ‘You can’t fake
effectiveness’.
We think this year is the most important year since we first started awarding the most effective campaigns
back in 1990.
After a relatively modest year in 2020, our entries rebounded strongly last year as the economy picked up.
We hope that 2022 will continue to grow.
It was encouraging to see so many entries into our new Outsmarting COVID category which will become
important in improving our knowledge on how marketing can better respond to pandemics and recessions.
Neither of which we have experienced before in Australia, at least amongst our current cohort of marketers.
We hope to release topline learnings in 2022.
Although there are no new categories in 2022, our annual Effie Review was very thorough and there are
many tweaks to definitions, eligibility criteria and entry papers so I encourage you to read this Entry Guide
very carefully.
We are continuing to build our Effectiveness Database and now have over 300 case studies. This has
enabled us to continue to develop valuable insights as to what is driving effectiveness. Last year we
published ‘To ESOV and Beyond’ which captured a global audience as we explored the future role of
overlaying Share of Voice with attention metrics.
Our partnership with ThinkTV has been central to our ability to publish these reports and I am delighted that
they have decided to extend our partnership for another three years. I would like to thank ThinkTV for their
unwavering support.
Finally, our extensive database of case studies, including 2021 winners, are now available on our Effie case
history site - https://advertisingcouncil.org.au/effies/case-history-database/
The Effie program has now launched with the Call for Entries now open and will culminate with the Effie
Awards presentation evening on Wednesday 19 October 2022.
Many thanks for your ongoing support and I’d like to wish you all the very best of luck.

Tony Hale
CEO
Advertising Council Australia

EFFIES 2022

2

ENTRY GUIDE

About The Effie Awards
Celebrate the great ideas that achieve real results and the strategy that goes into creating them.
Introduced by the New York American Marketing Association in 1968, Effie has since become recognised
by advertisers and agencies as the pre-eminent award in the advertising industry. It is now held in 55
countries around the world with 2 regional programmes as well as a global competition.
The Effie Awards 1 honour the most significant achievement in advertising and marketing communications:
effectiveness. The annual Awards are presented to recognise the year’s most effective advertising and
marketing communications campaigns – campaigns that have delivered superior results in meeting the
objectives they were designed to achieve.

Effie Core Values
Effie stands for a consistent philosophy and rigorous set of practices, built around the demonstrated ability
of communications campaigns to achieve marketing goals.
Effie is first and foremost an effectiveness award, based upon proven results in the marketplace. Creative
execution is seen as part of the Effie process and is factored into the judgement for an Effie award.
Effie’s programs bring about the sharing of learning about best practices in marketing effectiveness.
A strong international Effie network strengthens all Effie programs. It enables partners to share with each
other, with the goal of strengthening and expanding the brand worldwide.

The Objectives
The Awards are presented in recognition of the year’s most effective advertising campaigns - campaigns
that have delivered superior results by meeting or surpassing the objectives they were designed to achieve.
The Awards aim to achieve the following objectives:
ECONOMIC EFFECTS: To create increased confidence that effective advertising generates substantial
economic value.
INNOVATION:

To support a culture of continuous improvement, innovation and originality in all
facets of advertising.

MEASUREMENT:

To reinforce the importance of precisely measuring the effect.

UNDERSTANDING:

To further understanding throughout the marketing and advertising industry as to
how advertising works.

PROFESSIONALISM:

To raise standards of professionalism in the marketing and advertising industries.

PRESTIGE:

To celebrate the success of effective marketers and agencies.

1

Effie® and E Logo are registered trademarks of Effies Worldwide, Inc. and are used under license by the
Advertising Council Australia. All rights reserved.
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Executive Committee
The Effie program forms the basis for one of Advertising Council Australia three pillars - Demonstrating
Value.
The board of Advertising Council Australia is fully committed to the program and provides regular input.
Colin Wilson-Brown provides sound counsel and strong leadership in his long-standing role as Chair of
Judges.
We also have a strong steering committee who help ensure we evolve the Effies to reflect the changing
nature of the industry. The steering committee evolves on a regular basis but we would like to thank the
following for the ongoing contributions.

Colin Wilson-Brown

The Clinic

Alison Tilling

VMLY&R

Jody Elston

Richards Rose

Christina Aventi

BMF

Olly Taylor

Host/Havas

Emily Taylor

M&C Saatchi

Pieter-Paul von Weiler

BetterBriefs

Fabio Buresti

The Monkeys

Rob Brittain

Robert Brittain
Consulting

Fran Clayton

DDB

Simon Wassef

whiteGREY

Hugh Munro

The Monkeys

Smiljka Dimitrijevic

303 MullenLowe

Jennifer Rhodes

BMF

Susan Massasso

reThink
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Key Dates & Entry Fees
2022 Key Dates
Entries Open
On-Time Entries Close
Extended & Final Deadline
Round 1 online Judging
Finalists Announced
Round Two Online Judging
Round 2 Judging
Executive Judging Review
Awards Dinner & Presentation

Thursday, 24 February
Thursday, 2 June
Thursday, 16 June
Monday, 11 - Friday, 15 July
Wednesday, 27 July
Monday, 1 - Thursday, 18 August
Tuesday, 6 September
Monday, 12 September
Wednesday, 19 October

Entry fees
All categories (except Jumpstart)

OnTime Entries

Extended & Final Deadline

ACA or AANA Advertisers Members
Non-Member Agencies

$950 + gst per entry
$1,750 + gst per entry

$1,250 + gst per entry
$2,050 + gst per entry

Jumpstart Category Only

OnTime Entries

Extended & Final Deadline

ACA or AANA Advertisers Members
Non-Member Agencies

$475 + gst per entry
$875 + gst per entry

$625 + gst per entry
$1,025 + gst per entry

EFFIES 2022
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Categories
With COVID continuing from 2020 through until now, we recognise that traditional methods of evaluating
success may not be appropriate. We also recognise that objectives may not have been realistically
quantifiable. Nevertheless, all campaigns will have had objectives and entrants will need to convince the
judges that they achieved success, whether opportunistic, defensive, or just to keep a business or brand
alive. The 2022 Effies will ask judges to take the unprecedented market conditions into account, but the
onus is still on you, the authors, to convince them of campaign effectiveness.

The Grand Effie
The Grand Effie is recognised as the highest accolade ‘Best in Show’. The winning campaign will be
selected from those campaigns judged as Gold Effie winners.

The Effective Agency of the Year
This award recognises the most significant contribution made by an advertising agency to the success of
their clients in the Effie Awards. The award is based on the weighted value of Gold, Silver and Bronze Effie
Awards and the number of winning entries across different clients.

The Effective Advertiser Award
To celebrate clients who champion effectiveness. Open to clients who have entered Effie cases within the last 3
years and can demonstrate a culture and commitment to advertising effectiveness. The entry can be jointly
submitted by the advertiser and the agency/agencies. (There is no cost to enter this category.)

Category Awards
Gold, Silver and Bronze Effie trophies can be awarded in each category at the discretion of the judges.
Awards may not be given in all categories.
In any category, your first challenge is to convince the judges that the campaign was effective. Then you
need to convince them why your entry merits an award in the category you have entered.
Previous entrants will notice some wording changes this year, so read the rules. The Best Smaller State
category cannot be entered specifically but all eligible cases that score well in Round 1 will be considered
for this award, and entry will be FREE! Any agency or client outside of Sydney or Melbourne is eligible.

EFFIES 2022
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Category Lists
An entrant may select only one category from List A and no more than four categories from List B for each
campaign.
LIST A Only 1 Category can be entered

LIST B Maximum 4 Categories can be entered

General Entry Form

General Entry Form

A1. Retail/Etail

B2. New Product Or Service

A2. Food, Confectionery And Snacks

B3. Small Budget

A3. Beverages
A4. Other Consumer Goods

Specific Entry Form

A5. Health And Wellbeing

B1. Short Term Effects

A6. Financial Services

B4. Most Original Thinking

A7. Other Services

B5. Insights & Strategic Thinking

A8. Travel, Leisure And Media

B6. Brand Value
B7. Return On Investment

Specific Entry Form

B8. Long Term Effects

A9. Government

B9. Marketing Solutions Other Than Advertising

A10. Not For Profit Organisations

B10. Innovative Media or Channel Solutions
B11. Clever Use of Research / or Data
B12. Positive Change
B13. Challenger Brands
B14. Outsmarting Covid
B15. Jumpstart

EFFIES 2022
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Category Descriptions
LIST A
A1.

Retail/Etail

A2.

Food, Confectionery And Snacks

A3.

Beverages - Alcoholic and Non-Alcoholic

A4.

Other Consumer Goods
Includes motor vehicles, appliances, cameras, computers, household, personal care, fashion,
pet care etc

A5.

Health And Wellbeing

A6.

Financial Services (Including Insurance)

A7.

Other Services (Including Telecommunications)
Includes telecommunications and any consumer or business service apart from financial.

A8.

Travel, Leisure And Media

A9.

Government
All campaigns funded by a State or the Australian Government should be entered into this
category. Examples include policy (tax, border protection, health), recruitment (defence,
nurses, police etc) or social (road safety, anti-smoking, anti-littering).

A10.

Not For Profit Organisations
These are most likely to be campaigns funded by Non-Government Organisations (NGO’s)
registered by The Australian Charities and Not-for-profits Commission (ACNC).

EFFIES 2022
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LIST B

You can enter your campaign into a maximum of four categories from List B.

B1.

Short Term Effects
Activation campaigns that may take effect over one day, or up to three months.

B2.

New Product Or Service
The most effective campaigns for a new product or service launched between 1 January 2020
and 31 December 2021.

B3.

Small Budget
The most effective campaigns on a total budget of under $500,000.

B4.

Most Original Thinking
In this category you need to show us why your campaign deserves an award for Original
Thinking, but first it will need to demonstrate a high level of effectiveness.
What we mean by Original Thinking covers factors such as:
● First of its kind (in a category)
● Breaking the rules of the category - media, technology, idea
● New combination of existing ideas
● Wow factor - surprise, delight, fresh, unexpected

B5.

Insight & Strategic Thinking
Campaigns that showed the greatest fresh insights and strategic thinking to lead to the
communications idea and achieve the marketing objectives.

B6.

Brand Value
Increasingly, marketing science points to the importance of brand in driving sustainable growth
over time. The entries must demonstrate tangible improvements in brand equity. Although it is
likely brands have had sustained growth over a number of years, brands effectively managing a
crisis should also be considered. A variety of measures including brand health, brand
perceptions and brand reputation can be used. It is strongly recommended that recognised
brand valuation measurements (eg Brand Finance) be included if available. (See Brand
Finance Supplementary Note).
Entries into this category will demonstrate that the activity led to a lift in brand measures and in
turn, a lift in business results. There is no restriction on start date, however, the entry must
include results in the most recent period. The creative expression is not restricted to one idea or
campaign, but the activity must have a consistent or evolving strategy.

B8.

Return On Investment
Campaigns that most convincingly demonstrate a profitable investment return on the marketing
money used (not necessarily the largest benefit). Please refer to the note on how to calculate
ROI with your entry form. Projection of long term effects will be considered but remember
judges are sceptical towards claims they regard as overly optimistic.

B8.

Long Term Effects
Entries into this category must demonstrate sustained results with over a minimum 3 years
period post commencement of the campaign. There is no restriction on the start date of the
campaign but the entry must include results in the most recent period, between 1 April 2019
and 31 May 2022.
The creative expression is not restricted to one idea but the campaign must have a primary
objective and a consistent or evolving strategy. There may be supplementary objectives over
the course of the campaign. If relevant, authors are encouraged to investigate how long term
brand building worked with short-term activation to generate outstanding results.

EFFIES 2022
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Entries for Long Term Effects may well be eligible for the relevant category on List A using the
appropriate entry form but data needs to be modified to reflect the different eligibility period.
B9.

Marketing Solutions Other Than Advertising
How the core solution to the marketing challenge helped a business to grow or overcome
barriers using marketing levers such as PR, CX/UX, other technical, product, pricing or
distribution change.

B10.

Innovative Media or Channel Solutions (Inc Media Partnerships)
The line between what constitutes content and channel is blurring. There are occasions when
the media or channel idea drove the results. Others where brands working with media owners
create and activate a strategic multi-touchpoint experience with their audience. Most Effie
winners have the creative idea at the centre.
This award will recognise those cases that would not have been successful without the
strategic media/channel idea or the role a media owner has played in developing an effective
campaign connecting an audience via their media assets.

B11.

Clever Use Of Research / Or Data
In this category, you need to show us why your campaign deserves an award for Use of
Research and/or Data.
To win an award in this category judges are looking for entries that demonstrate smart
application of research or data to develop insights and strategies, target prospective
consumers, or analyse the effectiveness of the campaign.

B13.

Positive Change
This category celebrates work that has been designed to have a positive impact on society,
people and the planet. The campaign could be targeting such issues as environmental
sustainability, inequality, poverty, health, education or disabilities. The entry will need to
demonstrate that efforts have measurably shifted audience behaviour towards better choices
and/or grown demand by integrating relevant socially-aware messaging into their marketing
communications.
Entries should reflect the positive change into their objectives and outcomes. Entries could be
either for commercial enterprises, brands, governments or not-for-profit organisations.

B13.

Challenger Brands
This is an award for challenger brands/businesses - smaller, existing, new, or emerging:
● Making inroads against big, established leaders that have market dominance
● Taking on “sleeping giants” or
● Moving into a new product/service field beyond their current category and set of
competitors to tackle a dominant leader
Entrants must detail the business challenge, the competitive landscape, and how the strategy
was developed and implemented that drove the brand to succeed despite the odds. Entrants
must clearly demonstrate that their brand/business was an underdog and challenging the
competitor/s.

B14.

Outsmarting COVID
Australia has not experienced a recession since 1990 and has not been directly affected
domestically by a pandemic since the Spanish flu in 1918. It is not surprising, therefore, that we
don’t have any effectiveness studies to help guide our way during COVID-19.
This category is for those cases that can contribute to our marketing knowledge. They might be
for information campaigns. They might be for crisis management. They might be opportunistic
in how you turned the pandemic into commercial advantage. Or defended your position while in
enforced shut-down. Or developed new distribution models. It might be how to recover quickly

EFFIES 2022
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from the recession. It may be that you don’t have all the data yet but can still mount a strong
strategic case with positive early indicators. Everybody and every business has been affected
by the pandemic. The most important thing judges will be looking for in the Outsmarting COVID
category, is how this case history has contributed to our collective marketing knowledge. It is
open to any category or any campaign. But if you just sold a lot of toilet paper during panic
stock-piling, or you sold a lot of vodka or gin while the people sought solace in a quarantine,
then this category is not for you. Judges will also be instructed to deduct marks every time the
words ‘pivot’ or ‘unprecedented’ are used.
Note: Depending upon the number and quality of entries, the judges reserve the right to divide
cases into sub-categories
B15.

Jumpstart
As the Effies has steadily increased our marketing knowledge, our case studies have become
more sophisticated. This category is for those companies/agencies that haven’t entered before
or since 2017. It is for companies/agencies that might feel they don’t have all the data to
compete on level terms with the usual Effie winners. This category is specifically designed to
help make the Effies more accessible to the broader marketing community.
There are many great case histories around that could use some help in crafting the story or
thinking about the data available in a different way. It is open to any category or campaign.
Proving effectiveness will still be essential but it comes with the following added incentives:
● A 50% reduction entry fee
● A free consultation with one of our newly-established Effie Mentoring Panel including
Fabio Buresti, Christina Aventi, Pieter-Paul von Weiler, Olly Taylor, Ali Tilling and
Jennifer Rhodes.
● Extended deadline to 30 June 2022

B16

Best Smaller State Campaign
Entries that qualify under this definition and score well in Round 1 judging will be automatically
entered into this category at no additional fee. The definition is campaigns entered by an
agency (or company) located anywhere but Sydney or Melbourne. Note that there is no longer
a restriction on where these campaigns have run.

EFFIES 2022
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How to enter
AWARD structure
Page Limits: You have up to ten A4 pages to tell your story. You may use as little or as much space as you
wish for each question, so long as your total written case does not exceed ten A4 pages. This does not
include the instructions front page, media addendum or the authorisation backpage.
Charts, Graphs and Images: use of these is strongly encouraged throughout or at the end of the form.
Graphs and charts are additional to the ten A4 pages. Creative images must not exceed three A4 pages,
which can also be additional to the written case.

Entry Forms
There are category specific entry forms for:
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●

Government
Not For Profit Organisations
Most Original Thinking
Brand Value
Return or Investment
Long Term Effects
Short Term Effects
Innovative Media or Channel Solutions
Marketing Solutions Other Than Advertising
Clever use of Research / or Data
Insights & Strategic Thinking
Positive Change
Challenger Brands
Outsmarting Covid
Jumpstart

All other categories use the General Entry Form.

Eligibility requirements
Advertising campaigns that ran in Australia during the period 1 April 2020 and 31 May 2022 are eligible for
entry. Campaigns may have been introduced earlier but must have run during this period and have data
relative to the qualifying time.

Previous Entries
Previous entries that have won are not eligible to re-enter unless there is completely new creative, new data
from the current eligibility period and a completely new case entry.
Previous entries that have not previously been awarded may be re-entered in subsequent Effies provided it
is a new entry based on new data that complies with the current eligibility period. The entry does not have
to contain new creative work.
Previous winners of Long Term Effects and Brand Value can re-enter as long as:
● There is new creative
● The entry complies with the rules for that particular category i.e. Brand Value or Long Term Effects
● There must be a two-year gap from last entry

EFFIES 2022
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Case Criteria
The case must explore the competitive environment, the campaign goals, the insights and strategies, the
campaign details (creative, media, budget etc), and the results, including return on advertising investment,
and the discounting, or recognition, of other factors that may have contributed to the outcome.
The word advertising should be interpreted in its broadest sense whether it be broadcast, print, radio,
outdoor, digital, direct, PR and experiential. If you have any doubts regarding eligibility contact Jo Libline,
Events & Sponsorship Director at Advertising Council Australia for a ruling. Phone 0449 562 040.
The difficulties of separating the effects of advertising from other elements of the marketing mix are well
known. Nevertheless, it is not our intention to seek, or award, entries that rely on other aspects of the mix,
such as product innovation except in the Marketing Solutions Other than Advertising category.
The key requirement in this Awards scheme is to build a case in which the results and methodology are the
most convincing, in the judge's opinion, in establishing the positive effects of a particular strategy and
execution. It is, therefore, essential to establish a causal link between the campaign and the outcome.
Prove the advertising worked!

Judging Process
All entries will be scored by senior people from agencies, clients, media, research, consulting and academia
in a two-phase process. Care will be taken to ensure that there are no conflicts of interest.
Round One Judging evaluates submissions case by case. The best cases will become finalists and
submitted to Round Two Judging. In Round Two Judging, finalists in each category are judged against other
finalists in their category.
The judges are encouraged to read each case with healthy scepticism. “Guilty until proven innocent” is our
motto! Keep this in mind when writing your case. Don’t try to pull the wool over their eyes with excessive
claims, verbosity or distorted charts. You should attempt to construct an interesting and compelling story
that anticipates and addresses the sceptics.

Award Criteria
Judges have 100 marks to allocate to each case. This is the guide we ask the judges to apply when
scoring the papers, apart from Most Original Thinking and Insights & Strategic Thinking, which have a
different allocation of marks:

Questions 2 to 4: Challenge, Objectives & Strategy (24 Points)
●
●

●

Entries need to build a compelling business case with the answers to the three questions from 2 to
4 with a maximum 8 points for answers to each question.
Objectives should be quantified by describing the problem advertising is trying to overcome rather
than list a series of desired outcomes. Entries will be marked down for not providing measurable
goals unless the reasons for not doing so are well-argued.
Judges will consider the degree of difficulty and budget when allocating marks. Higher marks are
deserved by cases with a greater degree of difficulty. The most obvious of these are Long Term
Effects and success in highly competitive markets, compared with short-term sales.

Questions 5 & 6: Implementation (16 Points)
●
●
●

Entries should succinctly explain the big idea that drove the campaign.
Entries need to explain the communications strategy that took the idea to market. We need to
understand the channels used, and why.
Entries need to provide sufficient creative examples to enable the judges to understand the
campaign.
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Question 7 (30 Points) & 8: (10 Points) Outcome
●
●

●
●

●

Answers to questions 7 & 8 are the most important. This is what the Effies are all about - the
results.
Entries should show how the campaign achieved or exceeded objectives and demonstrate how the
campaign made a difference. The results should relate back to the objectives; the data should
support the assertions; the timescale should be clear. Hard data (sales, share) is more important
than intermediate (awareness, equity) or soft (likes, qual), although they can help support your
case. Make sure the results follow activity.
We need to be convinced of the causal effect between campaign and results.
Judges need to be convinced that the campaign justified the investment. This should be
straightforward if the entry can demonstrate a profitable ROI. (see supplementary advice on
calculating ROI). This data can be indexed and/or excluded from the published case on request.
We recognise that there will be occasions when profit cannot be demonstrated. For example:○ When the client will not divulge profit margins. In this situation we will accept the use of
category normative margins;
○ When the return is expected over some years. In this instance judges will consider
projected ROI or lifetime value, but remember that judges will be sceptical of projections
they consider to be overly optimistic.
○ When profit was not the primary objective. In this instance, entries must convince the
judges why the campaign should be assessed on nonfinancial objectives and demonstrate
that these objectives were achieved. For example, did the campaign help company X land
a bigger deal, or did it increase the share price of the company, or did it generate an X%
uplift in brand equity (which traditionally costs X)? Soft intermediate measures such as
‘likes’ or media exposure will not be accepted as primary objectives. As always, judges will
be sceptical of calculations they consider tenuous and overly optimistic.
Cases that have social objectives should attempt to quantify a social return on investment (SROI).

See supplementary advice on how to assess SROI.
Question 9: Consideration of Other Factors (10 Points)
Advertising rarely works alone and the entrant must have examined other factors that could have
contributed to the results. An attempt should have been made to assess their contribution.
You should also consider the power of a product or service offer. It is the marketing that should be
rewarded, not the product.
Question 10: Why does this Case Deserve an Award? (10 Points)
Judges will give additional marks to exceptional ideas, exceptional results and to cases that teach us
something about how advertising works. A big idea is worth more than a lesser idea. A case that adds to
our knowledge about advertising effectiveness or measurement deserves additional marks. These marks
are open to the discretion of the judges. This is the “I wish I’d been responsible for that” factor.
Note
Indexing, or other methods, can be used to respect confidentiality of data.
Successful and unsuccessful entrants will be able to get judges’ feedback on their case after the Awards.

Publication of case studies
All winners' and finalists case studies will be made available both in Australia and internationally for
publication by the media, on ACA’s Effie website and other relevant websites such as the Effie Global site
with the permission of ACA. Entrants will be given the opportunity to remove sensitive information before
publication. However, the organisers reserve the right to withhold the case from publication should the
removal of data significantly impact the credibility of the case.
By providing permission to publish your written case you are:

EFFIES 2022
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Bettering the industry: By allowing other marketers to learn from your success, you are inspiring the
industry to raise the bar and make their marketing better.
Bettering the future leaders of our industry: Universities use Effie case studies in their courses.
Showcasing your team’s success in achieving one of the top marketing honours of the year: Effie
wins help attract new talent, prove the importance of marketing in business, and strengthen agency-client
relationships.

How to enter
Go to the website advertisingcouncil.org.au/effies/how-to-enter/ register your agency, enter the entry details
which include the client, campaign title, credits and select the category. Once you have completed these
details you then need to download the correct entry form.
Fill out the correct entry form ensuring that the entry id number is clearly marked at the top of the entry
form. The entry id number will be the id in Awardforce for that particular entry once you register the entry
and select the category. Once completed and the authorisation page has been signed off by the client you
will then need to upload your entry to the website with sensitive information included in the judge's version
and removed in the publication version, high res creative viewed by the judges, published on the winner's
websites and used for the show and then complete the online payment process.
You are required to complete the ‘Advertising Council Australia’s Effectiveness Data Questionnaire - 2022’
that has been designed to collect data that may not have been included in the entry. This questionnaire
enables us to continue to develop a database for case history analysis and insights. All data will remain
confidential and be aggregated so it is unable to be linked back to an individual entry. Completion of this
questionnaire is compulsory.
An entrant may select only one category from List A and no more than four categories from List B for each
campaign.

Entry Checklist
1.

1 entry form completed with sensitive information included and loaded on the website where you
registered the entry. (no hard copies are required)

2.

1 entry form with sensitive information removed for publication uploaded on the website where you
registered the entry. If the entire entry is not for publication you will answer no to the question in
Awardforce.

3.

Examples of the Creative - All in high resolution quality for publication, reviewed by the judges,
published on Effie's websites and the awards presentation is to be uploaded in the entry portal
(Awardforce) website where you registered your entry.

4.

You are required to complete ‘Advertising Council Australia Effectiveness Data Questionnaire 2022’ that has been designed to collect data that may not have been included in the entry. This
questionnaire will enable us to develop a database for case history analysis and insights. All data
will remain confidential and be aggregated so it is unable to be linked back to an individual entry.
Completion of this questionnaire is compulsory.

What Makes a Winning Entry?
Campaigns need to successfully combine all disciplines that enter into a successful marketing programme:
planning, market research, media, creative and account management. They must demonstrate a
partnership between agency and client in the creation, management and building of a brand.
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How to Write a Winning Entry
Start Early
It can take weeks to find the information to support your case. Unless you begin soon you may find it
difficult to get the information you require. To effectively craft your argument it helps to leave as much time
as possible.

Agency and client should work together
The best cases are often written by agency and client. The agency should expect to do the crafting but the
client may have a different perspective and access to a lot more information than the agency.

Getting Over The Confidentiality Hurdle
Some clients raise “confidentiality” as an issue. It is not an impossible hurdle as figures can be indexed for
publication. Many winning case studies have used these techniques. Show them to your clients and
demonstrate how other clients have overcome these issues. Entrants will be given the opportunity to
remove sensitive information from their case studies before publication. However, the organisers reserve
the right to withhold the case from publication should the removal of data significantly impact the credibility
of the case.

Read Past Winners
There is no set formula for winning an award but past winners are a great guide for structure and style.
Previous case studies are published in the Effective Advertising books or the past Effie winners online
advertisingcouncil.org.au/effies/

Dig Deep For Your Proof
You cannot win an award merely by arguing that you advertised and sales went up. Every case is assumed
to be guilty on its submission. It is your job to prove its innocence. Make sure you can get as much research
and other facts to support your case. Play devil’s advocate.

Provide The Evidence
Judges are not clairvoyants. You need to spell out your objectives and strategies and demonstrate a causal
link between advertising and the results. Don’t forget to show how the results could not have been derived
from other activity. In a nutshell you must show that what you did, did what you said it did!

New Learning
Wherever possible spell out any new ground that your case breaks. Innovation and the shattering of
accepted wisdom will be rewarded.

Keep Your Argument Clear And Concise
The clearer your case, the better. Avoid tricky analysis and econometric modelling for the sake of it. Nothing
will work better than a clear, coherent argument.
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Gaining Client Permission
One of the necessary hurdles of entering the Effie Awards is the requirement that the client gives formal
permission to publish the paper. This permission cannot be taken for granted and some aspiring entrants
have been understandably frustrated by a refusal, sometimes at a late stage when a lot of work has already
been done.
We offer below a number of suggestions ~ some for good practice and some for arguments which can be
deployed to ensure that your client makes an informed decision, and that effort is not wasted on
unpublished cases.
The main, if not the only, reason for refusal to publish is the issue of confidentiality.
Some companies, particularly US owned, have very strict corporate policies about disclosing any
information regarding their business. If this is so it is unlikely you will be able to get around it, so it is worth
finding out before much effort has been wasted. (Conversely, do not assume that permission will be
withheld until you have asked and done your best to persuade them!)
In some other cases there may be strong competitive reasons for not wanting to publish. However, in other
cases the client may perceive that the risk of giving away information is not outweighed by any advantage
to his/her company. In such cases the following suggestions and arguments may be of some help.

Get Approval from the Top
Maximise your chances of getting client permission to publish by identifying the individual who needs to
give approval, and approaching him or her early on. Approval should usually be sought from the most
senior client possible and ideally the Managing Director or CEO, not just the Marketing Director, and an
approach usually flushes out any issues and gives plenty of time for a rational debate. It is a fatal error to
get a ‘soft’ authorisation at the Marketing Director level or below, and then discover in the last few days
before the closing date that, having seen the completed paper, he/she feels the need to go higher in the
organisation for sign-off. At this very late stage and under time pressure, it’s hardly surprising that a
Managing Director or CEO opts to say ‘no’.
Assure them that they will be able to vet the paper before entry and that you will submit it to them in
sufficient time for them to read it and for you to make changes.

Confidentiality
Most successful papers probably give away little of real value to competitors. Marketing activity is, by its
nature, in the public domain and even the thinking behind it is history after a year or two. The usefulness of
data to others can be severely reduced by selective presentation and masking (e.g. indexing). Much basic
market data (Nielsen, etc) is likely to be available to major competitors anyway.
Clients should bear in mind that the information or data in cases is usually at least nine months out of date
by the time it is published. Entrants will also be given the opportunity to remove sensitive information before
publication.
It is also true that most qualitative research findings about customer attitudes and behaviour or reactions to
communications campaigns in a given market, will be revealed to competitors in their own group
discussions.

The Value of Teamwork
The evidence suggests that if a client and agency form a team to produce a paper, it has a really beneficial
effect on their working relationship. Writing an effectiveness case often involves getting answers to
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questions the client and agency won’t often ask, and it means they will probably get a lot of analysis and
extra work done which is very useful for the brand.

Other Benefits to the Client
An Effie Award paper will be of invaluable use within the client’s own organisation. It can be used to
vindicate the key role that marketing plays in the organisation and to validate the effectiveness of the
investment in advertising, media and marketing communications to the main board and to shareholders and
the city.
The Australian Effie Awards reward both the client and the agency while creating good PR for the brand.
A successful paper will improve the client’s profile within the agency and the team’s motivation to work on
their business.
If you think it would help, we can lend our voice directly to the debate with a client who may have concerns
about allowing an entry.
If you would like to take us up on this offer, please contact Jo Libline, Events & Sponsorship Director at
Advertising Council Australia: Phone 0449 562 040.
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General Rules & Conditions
●

●

●

●

●
●
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You have up to ten A4 pages to tell your story. You may use as little or as much space as you wish
for each question, so long as your total written case does not exceed ten A4 pages. This does not
include the instructions front page, Media Addendum or the authorisation back page.
Charts, Graphs and Images: use of these is strongly encouraged throughout or at the end of the
form. Graphs and charts are additional to the ten A4 pages. Creative images must not exceed
three A4 pages, which can also be additional to the written case.
You are required to complete ‘Advertising Council Australia Effectiveness Data Questionnaire 2022’ that has been designed to collect data that may not have been included in the entry. This
questionnaire will enable us to develop a database for case history analysis and insights. All data
will remain confidential and be aggregated so it is unable to be linked back to an individual entry.
Completion of this questionnaire is compulsory.
Once the online entry process has been completed, fill out the appropriate downloadable entry
form ensuring that the entry id number is clearly marked at the top. An entry form must be
completed for each entry and then uploaded to the website.
An entrant may select only one category from List A and no more than four categories from List B
for each campaign.
You should also write the entry to the specific category and not just enter the same entry into
multiple categories.
All entries must have the permission of the client, which may extend beyond the person who
approved the campaign.
There will be no refunds for disqualified entries or withdrawals after the closing date.
Entries must be original although parts may have been published before.
All entries must be for work that ran between 1 April 2020 and 31 May 2022 are eligible for entry.
Campaigns may have been introduced earlier but must have run during this period and have data
relative to the qualifying time.
Previous entries that have won are not eligible to re-enter unless there is completely new creative,
new data from the current eligibility period and a completely new case entry.
Previous winners of Long Term Effects and Brand Value can re-enter as long as:
○ There is new creative
○ The entry complies with the rules for that particular category i.e. Brand Value or Long
Term Effects
○ There must be a two year gap from last entry
Previous entries that have not previously been awarded may be re-entered in subsequent Effies
provided it is a new entry based on new data that complies with the current eligibility period. The
entry does not have to contain new creative work.
Sales results may extend back over any period of time, provided they also include part of the last
two years.
All work must have been created for Australia. Sales results from overseas are ineligible.
In the event of a campaign consisting of a number of sub-campaigns (e.g. cars), entrants must
choose whether to submit it in its totality and demonstrate its effectiveness for the overall brand, or
deal only with that part of the campaign that relates to a particular product or sub-brand.
The judges’ decision is final and no correspondence will be entered into. All judges must declare
any conflict of interest with any entry and recuse themselves from judging that entry.
In signing the entry form and completing and submitting the Advertising Council Australia
Effectiveness Data Questionnaire and any other required material and information, the agency and
the client unconditionally assigns the entire copyright in the entry and questionnaire irrevocably
throughout the world to Advertising Council Australia for the legal term of copyright, and all
renewals, extensions and revivals of that term. Advertising Council Australia grants a licence to
winning agencies to use material for internal and client or prospect use.
Each of the Agency and Client warrant to Advertising Council Australia that in respect of all
external materials (including without limitation advertising content) included in or supplementary to
the entry, all permissions or licences required from the copyright owners for their use in connection
with the Awards and these rules and conditions, have been obtained in writing prior to submission
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of the entry and such permissions or licenses must be delivered to Advertising Council Australia on
request. The copyright in external materials and actual advertising content remains owned by the
original copyright holders.
The agency and the client warrants to Advertising Council Australia that neither the entry nor
anything included in it or supplementary to it infringes the copyright of any other party, nor is it in
any other way unlawful or injurious and indemnifies Advertising Council Australia (for itself and for
its licensees, successors and assignees) against the consequences of any claims to the contrary.
All winners and finalists case studies and all external materials (including without limitation
advertising content) will be made available both in Australia and internationally for publication by
the media and on Effie and relevant websites for all purposes approved by Advertising Council
Australia for such terms as determined. Entrants will be given the opportunity to remove sensitive
information before publication.
However, Advertising Council Australia or Effie reserves the right to withhold the case from
publication should the removal of data significantly impact the credibility of the case.
The campaign must comply with all legal requirements. Non-complying campaigns will be ruled
ineligible. Entries that have had a complaint upheld against them by a self-regulatory authority will
be ineligible unless the case study can demonstrate that the particular execution in question had a
minimal impact on the results.
The creation of campaigns and entries should comply with Advertising Council Australia’s Code of
Ethics - (download at advertisingcouncil.org.au and Advertiser Code of Ethics
https://aana.com.au/self-regulation/codes-guidelines/code-of-ethics/
The creation of campaigns and entries should be in line with all other relevant and applicable
advertising Codes and Regulations.
Each entry must be for a bona fide client that has paid for media placement (entries for scam
campaigns will not be eligible).
Advertising Council Australia reserves the right to exclude any entry including for reasons that an
entry does not comply with the above rules or technical guidelines.
The decision to accept or reject an entry is at the sole discretion of Advertising Council Australia
and no correspondence will be entered into.
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Sponsors
Marquee Sponsor

Sponsors

Contact
Jo Libline
Events & Sponsorship Director
Advertising Council Australia
0449 562 040
jo@adcouncil.org.au
Address
Level 2, 137 Pyrmont Street
Pyrmont NSW 2009
Web:
advertisingcouncil.org.au/Effies
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