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Warc Prize for Innovation 2013 Entry Form
Thank you for downloading the Warc Prize for Innovation 2013 Entry Form.

To enter your submission for the Prize, you must complete this form. You have the option to send additional supporting material such as video, audio or other types of files. 
Please take a few minutes to read this form and its requirements. The judges are looking for original, innovation-led case studies and it is important that you address the specific criteria of this Prize and not submit exact duplicates of papers entered into previous competitions.
If you have not done so already, you should read our detailed note about the Prize including the Terms & Conditions and register online to receive your Warc Prize Reference. When you register, you will be required to agree to our Terms & Conditions and you will need your Warc Prize Reference to complete your form. 

Main Points
· To be eligible for the Prize, your work can have run for any length of time between March 1, 2011, and March 1, 2013. In the “Performance Against Objectives” section, you must also include proof of effectiveness from any period between March 1, 2011, and March 1, 2013.

· Entry is free and open to any submissions from any country, industry sector or communications discipline.
· Your case study should be between 2,500 and 3,000 words in length, excluding your Executive Summary. The word limits given in each section of the form should provide you with guidance. When you are checking your word length, remember to exclude any questions included in the section headings.
· The deadline for entries is March 20, 2013. Follow us via @WarcEditors on Twitter or the Warc LinkedIn group for all updates and reminders.
· Judges are looking for convincing examples of effective innovation in specific areas.To present your case in the most convincing fashion, you must give a source for any data cited in your entry form and for any claim about the impact of your campaign.

· Embed images such as high-resolution JPEGs or other image formats (for charts, for instance) in the relevant section of the form. Please ensure any charts you embed are clearly labelled as to what each chart is measuring, the period it covers and the source(s) for its data.
· Write your Executive Summary as if you were introducing the brand and campaign to a complete stranger. Write in the past tense, and in the third person. For instance, do not write “we did…” or “our campaign…”
· Describe your campaign without jargon or exaggeration. Your case study will be more powerful without these. In the last section on “innovation and lessons learned”, the judges are looking for clear arguments and evidence, about how your case study demonstrated innovation.
· Please ensure you have client and copyright approval for all material in your submission.
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	Warc Prize Reference (you will receive this after you have registered details of your entry at www.warc.com/prizeregistration)
	

	Case Study Title
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Please type here


Please type here

. 

Please type here


Please type and embed any creative images here

Please type here

Explain why you consider your campaign to be innovative in terms of the brand’s heritage, existing sector behaviour, conventional marketing practice or some other measure. 

You can choose to identify this innovation in relation to overall strategy, creative approach, brand positioning, marketing measurement, use of media, or any measures that you could justify.

 Please type here
Reminder Checklist: 

After you have written up your paper, please take a few moments to review your entry. 
Have you shown conclusively that your paper demonstrates innovation in each area:
· Innovation and lessons learned?

· Sound performance against objectives?

· A solid insight and strategy? 

· Good implementation?
· Detailed knowledge of your market?
If so, you are now in the running for the $10,000 Warc Prize for Innovation 2013.
If you have not done so already, visit www.warc.com/prizeregistration to register your details, and to receive your Warc Prize Reference and instructions on how to send us this form.
© Warc Ltd 2013
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Entry Details


Please tell us about your case study. 














Executive Summary (Up to 200 words)





Summarise briefly the origin, goals, impact and innovative approach of your campaign. Do not use “we” or “our”. Write as if you were introducing your work to someone unfamiliar with your market and brand.  








Campaign Background (15% of total marks): Up to 500 Words





Please provide information on the size, characteristics and underlying growth rate of your marketplace. 


Describe your brand’s competitive set and historical position within this marketplace, using charts and 


supporting data where relevant. If the campaign relates to a brand launch, give details of the brand’s target marketplace, underlying growth rate and competitor set. 





Provide clear information on the original stimulus and timeline for the campaign. What were the brand’s 


dominant business goals? What targets were agreed and what was the period for these to be achieved in?


Detail how the brand owner’s objectives shaped the campaign’s specific communications goals, and show you used innovation to set these goals. 





If your case is from the non-profit sector, describe the characteristics and underlying trends of the sector


in which it ran. Outline the change in behaviour or attitude that was the primary goal of the campaign, 


and explain the specific communications goals agreed.











Insight & Strategy (20% of total marks): Up to 500 Words





Describe the target audience for your campaign (there may be more than one). How did you research audience attitudes and behaviour? What key insight did you uncover? Tell us why this insight was crucial to the campaign strategy and why it was innovative. If a business or media channel insight was particularly significant to your finished strategy, please outline these. 





Explain how you developed an innovative strategy based on these insights, including any data that supported your ideas. Outline how this strategy was designed to work across different communications channels and describe the consumer journey that you envisaged in your strategy.If you worked within a pre-existing brand strategy, explain how you found a new insight or revived an old one to bring the strategy alive. 








Implementation (15% of total marks): Up to 500 Words





Briefly describe the innovative creative and implementation of this strategy. Explain how it was designed to innovate across different parts of the marketing mix beyond advertising, and outline the consumer journey planned into this campaign. 





Provide several examples of creative work. Entrants are encouraged to embed high quality images of any creative work in this section of the form. Any accompanying creative videos should be put into a


zip file, together with this form, when completed. 





Provide details of the communications platforms used and the rationale for choosing these. Give as much detail as you can on the specific contribution of the channels in your mix, as well as on how channels worked in combination. Were these channels phased to be used at different times?





Provide details of your campaign budget, including media and production costs. How did this compare to the brand’s competitor set and underlying budgets in the general market? Give approximate shares allocated to media channels. Outline the reasons for this weighting.





Sample Media Weighting:


TV 	      X%


Radio         X%		


Press         X%


Mobile        X%


Social Media	 X%


Out of Home X%


Event Sponsorship XX%





Total Media Budget: 100%





If relevant, provide information on the timing of the various media channel elements in the campaign 


and the reasons for this. If you changed the media weighting during the campaign, please explain why.











Performance Against Objectives (20% of total marks): Up to 750 words


Include evidence of performance from any time between March 1, 2011, and March 1, 2013.





Restate your campaign’s original business and communications goals and provide evidence of how innovation helped you achieve deliver each of these objectives. Provide a source for each claim of how the campaign performed. We would encourage you to embed relevant supporting charts.





The judges will take particular note of cases which provide clear evidence of innovating to achieve strong business effects, compared to the original objectives and to the underlying sector trend.





If your campaign is for the non-profit sector, provide evidence of attitudinal or behavioural changes achieved, compared to the agreed target and to the underlying sector trend.





Where possible, show that these effects cannot be explained by the existence of other factors such as pricing or promotional activity, distribution changes or reduced competitor activity. Was one element of the campaign a greater contributor to the success than others? Were any elements changed - i.e. upgraded or downgraded - mid-campaign to optimise effectiveness? 





For commercial sector activity, provide robust evidence of the incremental revenue or profits created by the communications activity and explain why this increase was sustainable for the brand beyond the campaign period. Please ensure that you have calculated incremental revenue or profits after all marketing and incremental unit costs are taken into account. If you include an ROI or ROMI estimate, please ensure you have calculated this correctly.





If your campaign is from the non-profit sector, you may want to include evidence of any cost savings or other financial benefits created by your campaign.











Innovation & Lessons Learned (30% of total marks): Up to 750 words





This is the most important and highest scoring section of your entry, so please take extra time to assemble your evidence and arguments here. 





Tell us what you believe innovation means, and state why your campaign embodies this definition in both its spirit and practice. You may consider your work to be innovative because of its research and insights, its planning, its messaging or channel choice or technology, or in terms of a disruption from the brand’s heritage, existing sector behaviour or conventional marketing practice. Or you may gauge its innovation by some other measure altogether. This is your opportunity to make your case and win over the judges with concrete evidence.





Outline the sustainable new learnings about communications innovation that you believe can be absorbed from this campaign, and describe why you believe these will be a source of competitive advantage for the brand, and contribute to innovation in the communications sector as a whole.  











Continued
Ends
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