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Advertising / Marketing

Ads

1c. Advertising Campaign ($195)
. Banner/Sign

. Bench/Shelter/Mass Transit
. Billboard

. Business/Trade Publication
. Door Hanger

. Flyer

. Magazine

. Mall/Airport/Station

10. Newspaper

11. Newspaper Insert

12. Qutdoor

13. Point of Purchase

14. Poster

15. Trade Show Exhibit

16. Other

o~ whN

Direct Mail

20. Bill insert

21. Brochure

22. Catalog

23c. Direct Mail Campaign ($195)
24. Flyer

25. Postcard

26. Other

Marketing/Promotion Materials
30. Book
31.Calendar

32. Guide

33. Haoliday Card

34. Invitation

35. Media Kit

36. Postcard

37. Poster

38. Promotional ltem
39. Specialty Item
40. T-Shirt

41. Other

Online

50c. Display Ad Campaign ($195)

51. Display Ad

52. Display Ad Video or Animated

53. Native Advertising (Sponsored Posts)

54. Pre-Roll Video Ad

55. Video Ad

56c. SEM Campaign ($195)

57c. Social Media Marketing Campaign ($195)
58. Other

Email Communication
60. Announcements
61.Benefits

62. Company Information
63. Curated Content

64. Marketing

65. Products

66c. Email Campaign ($195)
67c. HR Campaign ($195)
68. Other

Communications

Marketing/Promotion Campaign
100c. Benefits/HR Materials ($195)

101c. Branding ($195)

102c. Branding Refresh ($195)

103c. Digital Marketing ($195)

104c. Integrated Marketing ($195)

105c. Product Launch ($195)

106c. Promotion/Marketing Materials ($195)
107c. Self-Promotion ($195)

108c. Special Event ($195)

109c. Viral Marketing Campaign ($195)
110c. Other ($195)

Communications/Public Relations
120c. Communication Plan ($195)

121c. Communication Program ($195)

122c. Corporate Social Responsibility ($195)
123c. Crisis Communication Plan/Response
($195)

124c. Internal Communication Campaign ($195)
125c. Public Relations Program ($195)
126¢. Research/Study ($195)

127c. Social Media Campaign ($195)

128c. Special Event ($195)

129c. Other ($195)

Media Kit

140c. Marketing/Promotion ($195)
141c. Product/Service Launch ($195)
142¢. Special Event ($195)

143c. Other ($195)

Media Relations/Publicity
150. Magazine Placement

151c. Media Response ($195)
152. Newspaper Placement

153. Online Placement

154c. Publicity Campaign ($195)
155. Television Placement

156. Other

Publications

Annual Report

200. Association

201. Corporation

202. Corporate Social Responsibility
203. Educational Institution

204. Government

205. Medical

206. Nonprofit

207. Utility

208. Other

Brochure

210. Business to Business
211. Business to Consumer
212. Capabilities

213. Catalog

COMPLETE CATEGORY LIST

CATEGORIES

214. Company Overview
215. Consumer Awareness
216. Educational

217. Fund Raising

218. Handbook

219. Informational

220. Newspaper Supplement
221. Nonprofit

222. Pamphlet

223. Public Relations

224. Recruitment

225. Sales Promotion

226. Special Events

227. Viewbook

228. Other

Employee Publication
240. Benefits

241c. Benefits Campaign ($195)
242. Internal Communication
243. Internal Magazine

244, Internal Newsletter

245. Manual/Training

246. Special Edition

247. Other

Magazine

250. Association
251. Consumer
252. Corporate
253. Educational Institution
254. Government
255. Industry

256. Nonprofit

257. Special Edition
258. Trade

259. Other

External Newsletter
260. Association

261. Corporate

262. Educational Institution
263. Government

264. Healthcare

265. Industry

266. Nonprofit

267. Other

Book (Business Related)
270. Biography

271. Company History

272. Educational

273. Marketing

274. Motivational

275. Thought Leadership

276. Other
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Blog

280

281.

282

283.
284.

285

286.
287.

288
289
290
291
292
293
294
295

Creativity (Print o

. Product/Service Single Post
Educational Single Post

. Entertainment Single Post

Industry Focused Single Post
Informational Single Post

. Internal Communication Single Post
Medical Single Post

Other Single Post

c. Product/Service Series ($195)

c. Educational Series ($195)

c. Entertainment Series ($195)

c. Industry Focused Series ($195)

c. Informational Series ($195)

c. Internal Communication Series ($195)
¢. Medical Series ($195)

c. Other Series ($195)

. Animation

. Annual Report / CSR
. Annual Report / CSR Cover
. Annual Report / CSR Interior
. Benefits/HR Materials
. Blog

. Brochure Cover

. Brochure

. Business Card

. Calendar

. Cartoon

. Direct Mail

. E-Communication

. Games/Contests

. Graphics

. Holiday Card

. Identity Suite

. lllustration/Graphic Design
. Infographic

. Invitation

. Logo

. Magazine

. Magazine Cover

. Magazine Interior

. Media Kit

. Menu

. Mobile App

. Mobile Website

. Newsletter

. Newsletter Cover

. Packaging

. Postcard

. Poster

. Program Guide

. Promotional Item

. Social Media Site

. T-Shirt

. Web Interactive Capabilities
. Website

. Website Home Page
. Website Interior

. Website Redesign

. Other

Photography
350. Advertising
351. Annual Report
352. Brochure

353. Calendar

354. Magazine

355. People/Portrait
356. Product

357. Other

Writing

360. Ad Copy

361. Advertorial

362. Annual Report/CSR
363. Blog Overall

364. Blog Single Post
365. Brand Journalism
366. Brochure

367. Column

368. Communication Plan
369. Editorial

370. Feature Article
371. Magazine

372. Marketing Material
373. News Article

374. News Release
375. Newsletter

376. Speech

377. Technical

378. White Paper

379. Web Content

380. Other

Website

400. Association

401. Benefits

402. Business to Business
403. Business to Consumer
404. Corporation

405. Educational Institution
406. Entertainment

407. Event

408. Financial Services
409. Government

410. Informational

411. Legal

412. Manufacturer

413. Marketing/PR/Advertising Agency
414. Medical

415. Municipality

416. Nonprofit

417. Professional Service
418. Redesign

419. Small Business

420. Tourism

421. Other

COMPLETE CATEGORY LIST

Mobile App/Web

430c. App for Business ($195)
431c. App for Entertainment ($195)
432c. App for Information ($195)
433c. App for Training/Learning ($195)
434c. App for Product ($195)

435c. App for Service ($195)

436. App Other

440. Mobile Website Company
441. Mobile Website Service

442. Mobile Buying Experience
443. Mobile Experience Information
444. Mobile Other

Social Media

450. Facebook Engagement

451. Facebook Site

452. Influencer Content

453. Instagram Engagement

454. Instagram Site

455. LinkedIn Site

456¢. Social Ad Campaign ($195)
457c. Social Branding Campaign ($195)
458c. Social Campaign ($195)

459. Social Content

460c. Social Engagement ($195)

461. Social Video

462. X (Formerly Twitter) Engagement
463. X (Formerly Twitter) Site

464. YouTube Video

465. Other

Web Element

470. E-Commerce

471c. E-Learning ($195)
472c. Games/Contests ($195)
473. Home Page

474. Infographic

475. Intranet

476. Landing Page

477. Microsite Event

478. Microsite Information
479. Microsite Product
480. Podcast

481. Portal

482. Streaming Video
483. Web Based Training
484. Other

Web Video

490. Educational
491. Event

492. Informational
493. Marketing
494. Medical

495. Nonprofit

496. Overview

497. Self-Promotion
498c. Series ($195)
499. Training

500. YouTube Video
501. Other
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ideo/Audio

Television

600. Program

601. Promotion

602c. Series ($195)

603. PSA

604c. PSA Campaign ($195)
605. Single Spot

606¢. Ad Campaign ($195)
607. Other

Video/Film

608. Corporate Image

609. Documentary

610. Educational Institution
611. Fundraiser

612. Government

613. Informational

614. Internal Communication
615. Marketing Product/Service
616. Medical

617. Meeting Open/Close
618. Nonprofit

619. PowerPoint Presentation
620. Recruitment

621c. Series ($195)

622. Special Event

623. Training

624. Video Script

625. Other

Digital Video Creation

630. Animation

631. Motion Graphic Video

632c. Series ($195)

633. Virtual Tour

634. Virtual/Augmented/Mixed Reality
635. White Board Video

636. Other

Audio/Radio

640. Original Music

641. PSA

642c. PSA Campaign ($195)
643. Radio Program

644. Radio Promotion

645. Single Spot

646¢c. Ad Campaign ($195)
647. Other

Podcast

650. Educational Single Episode

651. Entertainment Single Episode
652. Industry Focused Single Episode
653. Informational Single Episode
654. Internal Communication Single Episode
655. Marketing Product/Service Single
Episode

656. Medical Single Episode

657. Single Episode Other

658¢. Educational Series ($195)

659c. Entertainment Series ($195)
660c. Industry Focused Series ($195)

661c. Informational Series ($195)

662c. Internal Communication Series ($195)
663c. Marketing Product/Service Series ($195)
664c. Medical Series ($195)

665c. Series Other ($195)

666. Outstanding Host(s)

667. Outstanding Guest(s)

668. Outstanding Production

669. Other

New Category

700c. New Category

Pro Bono
800. Pro Bono

Achievement|

Individual Achievement

900. Individual’s Specific Project Achievement
($250)

901. Individual's Body of Work Achievement
($250)

Team Achievement
910. Team's Specific Project Achievement ($250)
911. Team’s Body of Work Achievement ($250)

COMPLETE CATEGORY LIST



Getting Started

Welcome to The Official MarCom Awards Guide.

Whether you're an independent creative professional, part of a small team, or part of a global
organization, we're glad you're here.

Creative professionals produce remarkable work every day, and one of the most rewarding parts of
what we do is seeing those achievements recognized. This guide was created to make entering
MarCom Awards easier, more intuitive, and less intimidating, especially if it's your first time.

Think of this guide as a companion rather than a rulebook.

You don't need to read every page before entering. Instead, use it as a reference whenever you have
a guestion about categories, judging, campaign entries, or the competition itself.

Throughout the guide you'll find practical examples, common questions, and helpful tips drawn from
decades of experience helping entrants navigate the awards process.

Our goal isn't simply to help you submit an entry.

Our goal is to help you feel confident that you're recognizing your work in the way that best
represents your creative achievement.

And if you still have questions after reading the guide, we're only an email, phone call, or Live Chat
away.

Email: info@marcomawards.com
Phone: 214-883-9300
Live Chat: marcomawards.com

We're always happy to help.



Before You Begin

It's helpful to understand one important idea...

MarCom recognizes creative achievements.

Sometimes that achievement is a single advertisement.
Sometimes it's an annual report.
Sometimes it's an entire integrated marketing campaign.

Choosing the right category starts with identifying the primary creative achievement you want
judges to recognize.

e There isn't always only one reasonable category.
« One project may contain several distinct creative achievements.

» Additional information can provide helpful context, but the work itself should speak for the
creative achievement.

« If you're unsure, we're happy to help you find the best fit.
You don't need to become an expert in the category list before entering.

That's exactly why this guide exists.
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Finding the Right Category

With hundreds of categories spanning virtually every area of marketing and communication, there's
often more than one place where great work can belong.

The good news is that you don't need to memorize the category list.
Instead, begin by asking yourself one simple question:
What creative achievement am | most hoping judges will recognize?

That answer usually points you in the right direction.
As you explore the guide, you'll notice that every section follows the same format.

A quick overview of what the section Helpful insights that answer common
recognizes. questions or explain how categories are
typically used.

Background information about how judges Questions our team receives most often from
evaluate work within that discipline. entrants.

A practical example showing the kinds of Suggestions for other categories that may
projects that are typically a good fit. also fit your work.

These features are designed to help you make confident decisions without feeling overwhelmed by
the number of categories available.



One Project. Many Creative Achievements

One of the most common surprises for first-time entrants is discovering that a single project may
contain several distinct creative achievements.

That's by design.

MarCom categories recognize creative achievements, not simply projects.

Imagine your team creates an annual report.
At first glance, it might seem like a single entry.
But that same project might also include:

e Outstanding writing

» Photography

e lllustration

e Publication design

» Infographics

» An interactive digital edition
« Companion videos

Each of those creative elements may represent exceptional work in its own right.
That doesn't mean you should enter every element.

It simply means you have the opportunity to recognize the work that best reflects your team's creative
accomplishments.

Entering more than one category isn't about entering the same project repeatedly.
It's about recognizing different creative achievements within that project.

You may notice that some category numbers include a “c.” These categories require additional
judging or review. In many cases, judges are evaluating multiple pieces or a larger body of work, such
as a campaign or series. In others, the category may require additional information or context to
evaluate fairly. While many “c” categories are campaigns, the designation does not necessarily mean
the entry itself must be a campaign. The individual category description will explain what judges are
being asked to evaluate.



A university launches a fundraising initiative that includes a campaign identity, website, annual report,
donor brochure, photography, video, and email marketing.

Some organizations choose to recognize the campaign as a whole.
Others also recognize outstanding individual creative work.

Both approaches are perfectly appropriate.

About the Judging Process

One question we hear often is:

"What are the judges looking for?"

The answer is intentionally simple.

MarCom is designed to evaluate creative work on its own merit.

Rather than publishing a detailed scoring rubric, judges evaluate the work itself: its creativity,
execution, resourcefulness, and overall communication within the context of the project's goals and
available resources.

Written information can help judges understand details that may not be immediately apparent from
the work itself, such as the project's objectives, audience, or circumstances.

A concise explanation can be helpful. A lengthy essay explaining why the work deserves recognition
is usually unnecessary.

Every entry is evaluated independently.
A nonprofit's annual report isn't judged against the budget of a Fortune 500 company.

Instead, judges consider what the work set out to accomplish and how successfully it achieved that
goal.

That's one of the principles that has guided MarCom Awards for more than three decades.



Advertising &
Marketing

Creative work that captures attention, communicates ideas, and inspires action.

Now that you've explored how MarCom Awards is organized and how judging works, it's time to begin
exploring the categories themselves.

The Advertising & Marketing section recognizes creative work designed to promote products,
services, organizations, and ideas through advertising, direct marketing, promotional materials, online
media, and email communication.

Whether you're creating a single advertisement, developing a direct mail piece, designing promotional
materials, producing an online advertising campaign, or crafting an email marketing initiative, these
categories celebrate creative work that connects organizations with the audiences they serve.

As you work through this section, keep one guiding question in mind:

What creative achievement do | want judges to recognize?



Before You Explore the Categories

Advertising & Marketing includes a wide variety of creative work designed to promote products,
services, organizations, and ideas across print, digital, outdoor, and other advertising media.

To make this section easier to navigate, we've organized the categories according to the official

MarCom category collections:

e Ads (1c-16)
« Direct Mail (20-26)

» Marketing/Promotion Materials (30-41)

e Online (50-58)
« Email Communication (60-68)

As you work through each collection, you'll find guidance to help you understand what each category
recognizes, when it may be the best fit for your work, and where to look if your project could also

qualify for recognition elsewhere.

Creative work that promotes products,
services, organizations, initiatives, and ideas
through advertising, direct marketing,
promotional materials, online media, and email
communication.

» Independent creative professionals
» Freelancers and consultants

« Creative agencies

* In-house marketing teams

¢ Small businesses

Ads (1c-16)

Direct Mail (20-26)
Marketing/Promotion Materials (30—41)
Online (50-58)

Email Communication (60—68)

Corporate communications departments
Nonprofit organizations

Government agencies

Educational institutions

Healthcare organizations



Not every project fits neatly into a single category.
Many advertising and marketing projects naturally include multiple creative achievements.

For example, an advertising campaign might also include: A brochure or direct mail piece,
promotional materials, online advertising, email marketing, photography, video, social media, or a
landing page/website.

Throughout this guide, you'll find cross-references that point you toward related categories whenever
your project includes more than one creative achievement.

Advertising & Marketing entries are judged the same way as every other MarCom category.
The creative work itself remains the primary focus.

Judges evaluate each entry on its own merit within the context of its objectives, audience, and
available resources. The written overview should provide context when the project's purpose,
audience, or objectives aren't immediately apparent from the creative work itself.

As with every MarCom category, thoughtful execution and creative effectiveness are more important
than the size of the budget or the resources available.



Ads

1c-16
Great advertising captures attention, communicates an idea, and inspires action.

The Ads collection recognizes individual advertisements and advertising campaigns created to
promote products, services, organizations, events, initiatives, and ideas.

From magazine ads and billboards to posters, transit advertising, point-of-purchase displays, and
trade show exhibits, these categories recognize creative advertising developed for a variety of
environments and audiences.

Most categories in this collection recognize a single advertising piece. Category 1c. Advertising
Campaign recognizes multiple coordinated advertisements working together toward a shared
objective.

Individual advertisements and coordinated advertising campaigns created for print, outdoor,
environmental, promotional, and other advertising applications.

9. Mall/Airport/Station

e 1c. Advertising Campaign
o 10. Newspaper

« 2. Banner/Sign 11. N | ;

e 3. Bench/Shelter/IMass Transit * 12' Oewdspaper nser

. 4. Billboard . s P”_t °°frp )

« 5. Business/Trade Publication * )OI Cl P ERE
e 14. Poster

e 6. Door Hanger .
e 15. Trade Show Exhibit

o 7.Flyer

8 e 16. Other

. Magazine



Most categories in this collection recognize a specific advertisement or advertising execution.

If several advertisements were intentionally developed to work together as one coordinated
campaign, 1c. Advertising Campaign may be the better fit.

Individual advertisements within that campaign may also qualify for recognition in their own
appropriate categories. Each entry recognizes a different creative achievement.

Advertising entries are judged on the strength of the creative work itself.

Judges consider the concept, execution, communication, originality, and overall effectiveness within
the context of the project's objectives and available resources.

The written overview should provide context when the advertisement's purpose, intended audience,
or objectives aren't immediately apparent from the creative work.

Should | enter the advertisement or the campaign?

What creative achievement do | want judges to recognize?

If one advertisement or execution is the achievement, choose the category that most specifically
describes that piece.

If you want judges to recognize how multiple advertisements work together toward a shared objective,
consider 1c. Advertising Campaign.

Sometimes the answer is both.



1c. Advertising Campaign

Advertising campaigns consisting of multiple coordinated advertising pieces working together toward
a shared objective.

Choose this category when advertising is the primary creative discipline driving the campaign.

The campaign may include advertisements across one or more media, but its defining achievement is
the coordinated advertising effort.

An Advertising Campaign may use several advertising formats without becoming an Integrated
Marketing campaign.

1c. Advertising Campaign focuses primarily on coordinated advertising.

104c. Integrated Marketing recognizes the intentional coordination of multiple communication
disciplines into one unified marketing effort.

A retailer launches a back-to-school advertising campaign featuring magazine ads, outdoor
billboards, transit advertising, posters, and other coordinated advertising executions.

Because advertising is the primary discipline and the pieces work together toward one shared
objective, the project would likely be a great fit for 1c. Advertising Campaign.

2. Banner/Sign

Advertising created for banners, signs, and similar displays designed to communicate a promotional
message in a physical environment.

Choose this category when the banner or sign itself is the creative achievement you want judges to
recognize.

If the work is part of a larger environmental installation or advertising campaign, other categories may
also be appropriate.



3. Bench/ShelterIMass Transit

Advertising created specifically for benches, transit shelters, buses, trains, transit vehicles, or other
mass transit environments.

Choose this category when the placement or environment is an important part of the advertising
execution.

A tourism organization creates a series of coordinated advertisements appearing on buses and transit
shelters throughout a major metropolitan area.

An individual execution would likely fit 3. Bench/Shelter/Mass Transit, while the larger coordinated
effort might also qualify for 1c. Advertising Campaign.

4. Billboard

Advertisements created specifically for billboard placement.

Billboards often require an idea to communicate quickly and effectively at a large scale.

If you're entering a broader collection of outdoor advertising rather than a specific billboard execution,
you may also wish to explore 12. Outdoor or 1c. Advertising Campaign.

5. Business/Trade Publication

Advertisements created for business-to-business, professional, industry, or trade publications.

Choose this category when the advertisement was developed specifically to reach a professional,
industry, or business audience through a trade or business publication.



What's the difference between Business/Trade Publication and Magazine?
The distinction is primarily the type of publication and audience.

If the advertisement appears in a business, professional, or industry-specific publication, 5.
Business/Trade Publication may be the more specific fit.

For advertisements appearing in general-interest or consumer magazines, explore 8. Magazine.

6. Door Hanger

Advertising and promotional pieces designed specifically for distribution as door hangers.

Choose this category when the door-hanger format is part of the creative execution.

If the piece was primarily distributed through the mail rather than placed directly at residences or
businesses, explore the Direct Mail collection.

7. Flyer

Individual advertising flyers created to promote a product, service, organization, event, initiative, or
offer.

This category recognizes a flyer used as an advertisement.

If the flyer was created specifically as part of a direct mail effort, 24. Flyer within the Direct Mail
collection may be the more specific fit.

The same format can serve different purposes, so consider how the piece was used and what
creative achievement you want judges to recognize.



8. Magazine

Advertisements created for placement in magazines.

What if the magazine is digital?

The publication format, rather than whether the audience reads it in print or digitally, is the important
distinction.

If the work is an advertisement appearing within a magazine, 8. Magazine may be an appropriate fit.

If the advertisement was created for a business or industry-specific publication, explore 5.
Business/Trade Publication as a more specific option.

9. Mall/Airport/Station

Advertising created specifically for malls, airports, stations, terminals, and similar high-traffic public
environments.

Choose this category when the location or physical environment is an important part of how the
advertising communicates with its audience.

Projects might include wall displays, large-format graphics, digital displays, installations, or other
advertising executions designed for these spaces.



10. Newspaper

Advertisements created for placement in newspapers.

The publication format, rather than whether the advertisement appears in a print or digital edition, is
the defining characteristic.

If the creative work was specifically developed as a separate insert distributed with a newspaper,
explore 11. Newspaper Insert.

11. Newspaper Insert

Advertising pieces created specifically for distribution as inserts within newspapers.

Choose this category when the insert itself is the creative achievement rather than an advertisement
appearing directly on a newspaper page.

The piece might be a single-sheet advertisement, multi-page promotional piece, or another format
designed specifically for newspaper insertion.

12. Outdoor

Advertising created for outdoor or public environments that doesn't fit more specifically within another
Ads category.

Outdoor advertising can take many forms.

If the work is specifically a billboard, transit advertisement, banner/sign, or mall/airport/station
execution, one of those more specific categories may be a helpful place to start.

Use 12. Outdoor when the work is best described more broadly as outdoor advertising.



13. Point of Purchase

Advertising and promotional displays created to influence or inform audiences at or near the point
where a purchasing decision is made.

Projects may include retail displays, counter displays, product displays, in-store signage, or other
advertising designed for the purchasing environment.

A beverage brand develops an in-store display combining product imagery, promotional messaging,
dimensional elements, and signage to introduce a new product at retail.

The display would likely be a great fit for 13. Point of Purchase.

14. Poster

Advertising posters created to promote a product, service, organization, event, initiative, or idea.

Choose this category when the poster itself is the creative achievement.

If the poster is one piece within a larger coordinated advertising or promotional effort, the broader
campaign or collection may also qualify for recognition elsewhere.

15. Trade Show Exhibit

Advertising and promotional exhibits created for trade shows, conventions, expos, conferences, or
similar professional events.

Choose this category when the exhibit itself, including its visual presentation and communication
within the event environment, is the primary creative achievement.

Projects may include booth graphics, displays, sighage, dimensional elements, interactive
components, or other materials working together to create the exhibit experience.



Individual elements within the exhibit may also qualify for recognition in other appropriate categories if
they represent distinct creative achievements.

16. Other

Advertisements that don't fit naturally within another category in the Ads collection.

Use Other when the advertising execution genuinely falls outside the existing categories.

When another category more specifically describes the work, that category may be a helpful place to
start.

If you're unsure which category best represents the work, we're happy to help.

Advertising often supports larger marketing and communications efforts.

Depending on your project, you may also wish to explore:

o Direct Mail  Web Based
« Marketing/Promotion Materials e Video/Audio
e Online « Photography
e Email Communication e lllustration

o Strategic Communications e Design

e Publications
One advertising project may naturally contain several creative achievements worthy of recognition.



Direct Mall

20-26

Direct mail puts creative communication directly into the hands of its intended audience.

The Direct Mail collection recognizes advertising and promotional materials created specifically for
distribution through the mail. From postcards and brochures to catalogs and coordinated campaigns,
these categories recognize work that combines message, design, format, and delivery to connect with
a defined audience.

Most categories in this collection recognize an individual direct mail piece. 23c. Direct Mail
Campaign recognizes multiple coordinated pieces working together toward a shared objective.

Individual direct mail pieces and coordinated direct mail campaigns created to advertise, promote,
inform, or inspire action.

» Independent creative professionals « Nonprofit organizations

» Freelancers and consultants e Educational institutions

« Creative and advertising agencies » Healthcare organizations

» Direct marketing professionals » Associations and membership
e In-house marketing teams organizations

¢ Small businesses

e 20. Bill Insert e 24. Flyer
e 21. Brochure » 25. Postcard
e 22. Catalog e 26. Other

e 23c. Direct Mail Campaign



What makes these categories Direct Mail is how the creative work is intended to reach its audience.

A brochure, flyer, catalog, or postcard may fit another category elsewhere in the guide based on its
format or purpose. When that piece is created specifically as part of a direct mail effort, the
appropriate Direct Mail category may be the more specific choice.

If multiple mail pieces work together as one coordinated effort, consider 23c. Direct Mail Campaign.

Direct Mail entries are judged on the strength of the creative work itself.

Judges consider how effectively the concept, messaging, design, format, and overall execution
communicate with the intended audience within the context of the project's objectives and available
resources.

The written overview should provide context when the project's purpose, audience, or objectives
aren't immediately apparent from the creative work itself.

20. Bill Insert

Advertising, promotional, or informational pieces created specifically for distribution as inserts with
bills, statements, invoices, or similar communications.

Choose this category when the insert format and its delivery alongside another customer
communication are part of the creative approach.

21. Brochure

Brochures created specifically for distribution through direct mail.

Brochures can appear in more than one area of the MarCom category list.
Choose 21. Brochure when the piece was created specifically as part of a direct mail effort.

If the primary creative achievement is the brochure as a publication rather than its use in direct mail,
explore the appropriate Brochure category within Publications.



22. Catalog

Catalogs created specifically for distribution through direct mail to promote products, services,
offerings, or opportunities.

Like brochures, catalogs may fit elsewhere in the guide depending on the creative achievement you
want judges to recognize.

Choose 22. Catalog when its role as a direct mail piece is central to the entry.

If you want judges to evaluate the catalog primarily as a publication, explore the appropriate Catalog
category within Publications.

23c. Direct Mail Campaign

Campaigns consisting of multiple coordinated direct mail pieces working together toward a shared
objective.

Choose this category when the creative achievement is the coordinated direct mail effort, rather
than one individual mailing.

A campaign may include postcards, letters, brochures, catalogs, flyers, dimensional mailers, follow-up
pieces, or other mailed communications developed to work together.

A Direct Mail Campaign doesn't necessarily require several different formats.

Multiple coordinated mailings using the same general format may still represent a campaign when
they were intentionally developed as part of a shared strategy or objective.

Can individual pieces from the campaign also be entered separately?
Yes.

If an individual postcard, brochure, flyer, catalog, or other piece represents a distinct creative
achievement, it may also qualify for recognition in its appropriate category.

23c. Direct Mail Campaign recognizes how the pieces work together as a coordinated effort.



A nonprofit develops a year-end fundraising campaign consisting of an introductory mailing, donor
letter, informational brochure, response piece, and follow-up postcard.

Because the mailings were intentionally coordinated around one fundraising objective, the project
would likely be a great fit for 23c. Direct Mail Campaign.

24. Flyer

Flyers created specifically for distribution through direct mail.

If the flyer is being recognized as an advertisement rather than as a mailed piece, explore 7. Flyer
within the Ads collection.

The same creative format may reasonably fit more than one category depending on how it was used
and what you want judges to recognize.

25. Postcard

Postcards created specifically for direct mail advertising, marketing, promotional, or informational
purposes.

Choose this category when the postcard itself is the creative achievement you want judges to
recognize.

If multiple postcards or other mail pieces were developed as part of a coordinated effort, you may
also wish to explore 23c. Direct Mail Campaign.



26. Other

Direct mail pieces that don't fit naturally within another category in the Direct Mail collection.

Use Other when the format genuinely falls outside Bill Insert, Brochure, Catalog, Flyer, or Postcard.

When another category more specifically describes the work, that category may be a helpful place to
start.

If you're unsure which category best represents the work, we're happy to help.

Direct mail often includes creative work that may also qualify for recognition elsewhere in the guide.

Depending on your project, you may wish to explore:

 Ads e Writing

e Marketing/Promotion Materials o Design

e Email Communication « Photography
» Strategic Communications e lllustration

e Publications
One direct mail project may naturally contain several creative achievements worthy of recognition.



Marketing/Promotion Materials

30-41

Marketing and promotional materials turn information, ideas, and messages into creative pieces
designed to connect with an audience.

This collection recognizes individual marketing and promotional materials created to inform,
promote, invite, celebrate, or inspire action. From books and guides to invitations, posters,
promotional items, and specialty pieces, these categories focus on the creative execution of the
individual piece.

If multiple materials were developed to work together as one coordinated promotional effort, you may
also wish to explore 106c. Promotion/Marketing Materials within Strategic Communications.

Individual marketing and promotional pieces created to support an organization, product, service,
program, event, initiative, or other communications objective.

» Independent creative professionals » Nonprofit organizations

» Freelancers and consultants » Educational institutions

» Creative and marketing agencies » Government agencies

e In-house marketing and o Healthcare organizations
communications teams e Associations and membership

e Small businesses organizations

« 30. Book » 36. Postcard

» 31. Calendar o 37.Poster

o 32. Guide » 38. Promotional Iltem

» 33. Holiday Card o 39. Specialty Item

e 34. Invitation e 40. T-Shirt

¢ 35. Media Kit e 41. Other



These categories recognize the individual marketing or promotional piece.

If several pieces were intentionally developed to work together toward a shared marketing or
promotional objective, 106c. Promotion/Marketing Materials may also be appropriate.

Some formats, such as books, postcards, posters, and media kits, also appear elsewhere in the
MarCom category list. When more than one category seems appropriate, consider the purpose of
the work and the creative achievement you want judges to recognize.

Marketing/Promotion Materials entries are judged on the strength of the creative work itself.

Judges consider how effectively the concept, messaging, design, format, and overall execution
communicate with the intended audience within the context of the project's objectives and available
resources.

The written overview should provide context when the purpose, audience, or objectives aren't
immediately apparent from the creative work.

30. Book

Books created as marketing or promotional materials for an organization, product, service, program,
event, initiative, or other purpose.

Books may appear elsewhere in the guide depending on their purpose.
Choose 30. Book when the book functions primarily as a marketing or promotional piece.

If you want judges to recognize the work primarily as a publication, explore the appropriate Book
category within Publications.



31. Calendar

Calendars created as marketing, promotional, informational, or relationship-building materials.

Choose this category when the calendar itself is the creative achievement you want judges to
recognize.

The work may combine photography, illustration, writing, design, or other creative elements into a
functional promotional piece.

32. Guide

Guides created to provide useful information while supporting a marketing, promotional,
organizational, or audience-focused objective.

Projects might include visitor guides, resource guides, product guides, program guides, membership
guides, or other informational materials.

If the guide functions primarily as a larger publication, it may also fit within Publications.

Consider what you most want judges to recognize: the guide as a marketing/promotional tool or the
publication as a complete reader experience.

33. Holiday Card

Holiday cards created on behalf of an organization, agency, business, or other professional entity.

Holiday cards may be printed, digital, or produced in another creative format when the work functions
as the organization's holiday greeting.

Self-promotional work is welcome. An agency, freelancer, business, or organization may enter a
holiday card created for its own audience.



34. Invitation

Invitations created for events, celebrations, launches, fundraisers, conferences, programs, or other
occasions.

Choose this category when the invitation itself is the creative achievement.

The invitation may be printed or digital. The defining characteristic is its purpose: inviting an
audience to participate in an event or experience.

If the invitation is one element of a larger event marketing or communications effort, the broader
campaign may also qualify for recognition in an appropriate Strategic Communications category.

35. Media Kit

Media kits created as marketing or promotional materials to provide organized information and
creative assets about an organization, brand, product, service, initiative, or other subject.

Media kits also have their own collection within Strategic Communications (140c-143c).

Choose 35. Media Kit when you want judges to recognize the individual media kit as a creative
marketing or promotional piece.

The Strategic Communications Media Kit categories may be appropriate when the entry is better
represented as a coordinated collection of communications materials developed for a
particular purpose, such as marketing/promotion, a product or service launch, or a special event.

When either description reasonably fits, consider which aspect of the work you most want judges to
recognize.



36. Postcard

Postcards created as individual marketing or promotional pieces.

If the postcard was created specifically for distribution through direct mail, 25. Postcard within the
Direct Mail collection may be the more specific fit.

Choose 36. Postcard when you want judges to recognize the postcard primarily as a marketing or
promotional piece.

37. Poster

Posters created for marketing or promotional purposes.

What's the difference between 14. Poster and 37. Poster?
Both categories recognize posters, but they appear within different creative contexts.

14. Poster is within the Ads collection and may be a stronger fit when the poster functions primarily
as an advertisement.

37. Poster recognizes the poster as a marketing or promotional material.

There may be overlap. Consider how the piece was used and which creative achievement you most
want judges to recognize.



38. Promotional Item

Branded or promotional items created to build awareness, support a campaign or initiative, engage
an audience, or promote an organization, product, service, or event.

Projects might include giveaways, branded merchandise, event items, customer gifts, or other
tangible promotional pieces.

The focus is on the creative execution of the promotional item, including how design, branding,
messaging, and format work together for its intended purpose.

39. Specialty Item

Creative marketing or promotional pieces that use an unusual, custom, dimensional, or specialized
format.

Choose this category when the nature or format of the piece is an important part of the creative
achievement and it doesn't fit naturally within another more specific Marketing/Promotion Materials
category.

There can naturally be overlap between Promotional Item and Specialty Item.

If the work is best described as a branded promotional product or giveaway, 38. Promotional Item
may be the more specific fit.

If its unusual format, construction, presentation, or creative execution is central to the work, 39.
Specialty Item may be worth considering.



40. T-Shirt

T-shirts created as branded, marketing, promotional, commemorative, or event-related materials.

Choose this category when the T-shirt design itself is the creative achievement you want judges to
recognize.

If the shirt is one component of a larger promotional collection or campaign, the broader effort may
also qualify for recognition elsewhere in the guide.

41. Other

Marketing or promotional materials that don't fit naturally within another category in the
Marketing/Promotion Materials collection.

Use Other when the creative piece genuinely falls outside Book, Calendar, Guide, Holiday Card,
Invitation, Media Kit, Postcard, Poster, Promotional Item, Specialty Item, or T-Shirt.

When another category more specifically describes the work, that category may be a helpful place to
start.

If you're unsure which category best represents the work, we're happy to help.

Marketing and promotional materials often support broader campaigns and communications efforts.

Depending on your project, you may also wish to explore:

e Ads « Publications
» Direct Mall » Design

e Online e Photography
« Email Communication o lllustration

» Strategic Communications e Writing

Individual pieces may be recognized here while the larger campaign or coordinated collection is
recognized elsewhere.

Each entry celebrates a different creative achievement.



Online

50-58

Online advertising gives creative professionals a wide range of ways to reach audiences, from display
ads and sponsored content to video, search, and social media campaigns.

The Online collection recognizes individual digital advertisements and coordinated online
marketing campaigns created specifically for digital environments.

Some categories focus on the format of an individual advertisement. Others recognize how multiple
digital elements work together as part of a coordinated campaign.

Individual online advertisements and coordinated digital advertising and marketing campaigns
created to reach audiences through websites, search engines, social media platforms, streaming
content, and other digital environments.

» Independent creative professionals e Small businesses

* Freelancers and consultants « Nonprofit organizations

» Digital and advertising agencies » Educational institutions

e In-house marketing teams » Government agencies

e Social media professionals » Healthcare organizations

e Search marketing professionals

« 50c. Display Ad Campaign » 55, Video Ad
« b51. Display Ad e 56c¢c. SEM Campaign
» 52, Display Ad Video or Animated o 57c. Social Media Marketing
« 53. Native Advertising (Sponsored Campaign
Posts) » 58. Other

e 54, Pre-Roll Video Ad



The Online collection includes both individual advertisements and coordinated campaigns.

If you want judges to recognize one digital advertisement, choose the category that most specifically
describes that piece.

If you want judges to evaluate multiple coordinated elements working together toward a shared
objective, one of the campaign categories may be the stronger fit.

Online work may also overlap with categories elsewhere in the guide. Consider the creative
achievement you most want judges to recognize.

Online entries are judged on the strength of the creative work itself.

Judges consider the concept, execution, communication, originality, and overall effectiveness within
the context of the project's objectives, intended audience, and available resources.

For campaign entries, the written overview can help judges understand the objective and how the
submitted elements work together.

50c. Display Ad Campaign

Coordinated campaigns consisting primarily of multiple display advertisements working together
toward a shared objective.

Choose this category when display advertising is the primary creative discipline driving the
campaign.

A Display Ad Campaign may include multiple creative executions, sizes, formats, placements, or
variations developed as part of one coordinated advertising effort.

If you want judges to recognize a single display advertisement rather than the coordinated campaign,
explore 51. Display Ad or 52. Display Ad Video or Animated, depending on the format.



A university develops a digital recruitment campaign featuring a coordinated series of display
advertisements with different messages and creative executions targeting prospective students and
their families.

Because the display ads work together as one coordinated advertising effort, the project would likely
be a great fit for 50c. Display Ad Campaign.

51. Display Ad

Individual static display advertisements created for placement in digital environments.

Choose this category when the primary creative achievement is an individual display advertisement.

If multiple display advertisements were intentionally developed to work together as a coordinated
campaign, explore 50c. Display Ad Campaign.

52. Display Ad Video or Animated

Display advertisements that use video, animation, motion, or other moving visual elements as part of
the advertising execution.

The defining characteristic is that the work functions as a display advertisement while incorporating
video or animation.

For a standalone online video advertisement rather than a display ad, explore 55. Video Ad.



53. Native Advertising (Sponsored Posts)

Paid or sponsored advertising created to appear within the style, format, or content experience of the
platform or publication where it appears.

Projects may include sponsored articles, promoted posts, branded content, or other paid content
designed to integrate naturally with its surrounding environment.

Native Advertising is distinguished by how the advertising is presented within the surrounding content
experience.

If the work is an unpaid social media post or part of a broader social media marketing effort, another
category may be more appropriate.

54. Pre-Roll Video Ad

Video advertisements created specifically to appear before digital video content.

Choose this category when the advertisement was developed for the pre-roll format and viewing
experience.

If the video advertisement was created for broader online use rather than specifically as pre-roll,
explore 55. Video Ad.

55. Video Ad

Video advertisements created for online or digital distribution.

Choose this category when the video itself is the advertising execution you want judges to recognize.

If the advertisement was created specifically as pre-roll content, 54. Pre-Roll Video Ad may be the
more specific fit.

If the video is not primarily advertising, you may also wish to explore the appropriate Video/Audio
category elsewhere in the guide.



56¢c. SEM Campaign

Search engine marketing campaigns created to reach audiences through paid search.

Choose this category when search engine marketing is the primary discipline driving the
campaign.

The campaign may include keyword strategy, paid search advertisements, coordinated messaging,
landing-page experiences, audience targeting, or other elements working together toward a shared
objective.

This category recognizes the SEM campaign as a coordinated effort, rather than one individual
search advertisement.

If search marketing is only one element of a broader digital marketing campaign, you may also wish
to explore 103c. Digital Marketing within Strategic Communications.

What's the difference between SEM Campaign and Digital Marketing?
56c¢c. SEM Campaign is the more specific category when paid search is the primary focus of the work.

103c. Digital Marketing is broader and may include search alongside websites, email, online
advertising, social media, and other digital channels.

When both reasonably describe the project, consider which creative achievement you most want
judges to recognize.



57c. Social Media Marketing Campaign

Coordinated marketing campaigns carried out primarily through social media platforms.

Choose this category when social media is the primary marketing channel driving the campaign.

The campaign may include organic content, paid social advertising, video, platform-specific creative,
audience engagement, influencer content, or other social media elements working together toward a
shared marketing objective.

A Social Media Marketing Campaign may use one platform or several.

What matters is that the submitted work represents a coordinated social media marketing effort,
rather than an individual post or isolated piece of content.

What's the difference between 57c. Social Media Marketing Campaign and 127c. Social Media
Campaign?

These categories intentionally overlap, but they emphasize different contexts.

57c. Social Media Marketing Campaign appears within the Online collection and is a strong fit when
social media is being used primarily as a marketing channel.

127c. Social Media Campaign appears within Communications/Public Relations and may be a
stronger fit when the social media effort is primarily supporting a communications or public
relations objective.

There may be projects that reasonably fit both. Consider what aspect of the work you most want
judges to recognize.

A consumer brand launches a social media campaign introducing a new product through coordinated
organic content, paid social ads, short-form video, creator partnerships, and audience engagement
across several platforms.

Because social media is the primary marketing channel driving the coordinated effort, the project
would likely be a great fit for 57c. Social Media Marketing Campaign.



58. Other

Online advertising or marketing work that doesn't fit naturally within another category in the Online
collection.

Use Other when the work genuinely falls outside the existing Display Ad, Native Advertising, Video
Advertising, SEM, and Social Media Marketing categories.

When another category more specifically describes the work, that category may be a helpful place to
start.

If you're unsure which category best represents the work, we're happy to help.

Online advertising and marketing often connect with creative work recognized elsewhere in the
guide.

Depending on your project, you may also wish to explore:

 Ads » Video/Audio
e Email Communication e Animation

o Strategic Communications e Social Media
 Web Based « Design

» Website

An individual online advertisement may be recognized here while the larger campaign, website,
video, or other creative element is recognized separately.

Each entry celebrates a different creative achievement.



Email Communication

60-68

Email may be one of the most familiar forms of digital communication, but effective email still requires
thoughtful strategy, clear messaging, and creative execution.

The Email Communication collection recognizes individual emails and coordinated email
campaigns created to inform, educate, promote, engage, or inspire action.

Individual categories are organized primarily by the purpose of the email, while campaign categories
recognize multiple coordinated communications working together toward a shared objective.

Individual email communications and coordinated email campaigns created for marketing,
informational, employee, product, and other communications purposes.

» Independent creative professionals » Nonprofit organizations

» Freelancers and consultants » Educational institutions

» Creative and marketing agencies » Government agencies

e In-house marketing teams e Healthcare organizations

e Communications professionals » Associations and membership
« Human resources teams organizations

e Small businesses

e 60. Announcements e 65. Products

» 61. Benefits e 66c¢. Email Campaign
e 62. Company Information e 67c. HR Campaign

e 63. Curated Content » 68. Other

» 64. Marketing



Most categories in this collection recognize an individual email communication based on its
primary purpose.

If multiple emails were intentionally developed to work together toward a shared objective, 66c. Email
Campaign or 67c. HR Campaign may be the stronger fit.

An individual email from a campaign may also qualify for recognition on its own when it represents a
distinct creative achievement.

Email Communication entries are judged on the strength of the creative work itself.

Judges consider how effectively the concept, messaging, design, organization, and overall execution
communicate with the intended audience within the context of the project's objectives and available
resources.

For campaign entries, the written overview can help judges understand the objective and how the
submitted communications work together.

60. Ahnouncements

Individual emails created primarily to announce news, developments, events, changes,
achievements, or other information to a defined audience.

Choose this category when the email's primary purpose is to make an announcement.

The announcement may be directed to customers, employees, members, stakeholders, or another
audience.



61. Benefits

Individual emails created to communicate information about employee benefits, programs, resources,
enrollment, or related topics.

This category recognizes an individual benefits-related email.

If multiple HR or benefits emails were developed as part of a coordinated campaign, explore 67c. HR
Campaign.

62. Company Information

Individual emails created to communicate company or organizational information to employees,
customers, stakeholders, members, or other audiences.

Projects may include organizational updates, leadership messages, company news, operational
information, or other communications about the organization itself.

If the communication is specifically benefits-related, 61. Benefits may be the more specific fit.

If multiple communications work together as part of a larger internal communications effort, you may
also wish to explore 67c. HR Campaign or the appropriate category within Strategic
Communications.

63. Curated Content

Emails that collect, organize, and share selected content, resources, articles, news,
recommendations, or other information for a defined audience.

Choose this category when curation is central to the communication.

The creative achievement may include how content is selected, organized, presented, and designed
to create a useful or engaging experience for the recipient.



A professional association sends members a weekly email featuring selected industry news,
research, educational resources, upcoming events, and recommended reading.

Because the communication is built around thoughtfully selected and organized content, it would
likely be a great fit for 63. Curated Content.

64. Marketing

Individual emails created primarily to market or promote an organization, service, program, event,
initiative, offer, or other opportunity.

Choose this category when the email itself is the marketing communication you want judges to
recognize.

If multiple marketing emails work together as a coordinated effort, 66¢. Email Campaign may also be
appropriate.

65. Products

Individual emails created primarily to promote, introduce, explain, or communicate about a product or
collection of products.

What's the difference between Products and Marketing?
65. Products is the more specific category when a product is the primary focus of the email.

64. Marketing is broader and may include emails promoting services, events, programs,
organizations, offers, initiatives, or other marketing objectives.

When either category reasonably fits, consider which description most specifically represents the
communication.



66¢. Email Campaign

Coordinated email campaigns consisting of multiple communications working together toward a
shared objective.

Choose this category when the creative achievement is the email campaign as a whole, rather than
one individual message.

The campaign may include a sequence or series of emails designed to market, promote, inform,
educate, engage, nurture, or inspire action over time.

An Email Campaign doesn't need to use several different email formats.

What makes it a campaign is that multiple communications were intentionally developed to work
together toward a shared objective.

Can an individual email from the campaign also be entered separately?
Yes.

If an individual email represents a distinct creative achievement, it may also qualify for recognition in
the category that best describes its purpose.

66¢. Email Campaign recognizes how the communications work together as a coordinated effort.

A university develops a series of emails for prospective students that introduces academic programs,
highlights campus life, shares student stories, provides financial aid information, and encourages
recipients to apply.

Because the emails were intentionally developed as a coordinated sequence supporting one
objective, the project would likely be a great fit for 66¢c. Email Campaign.



67c. HR Campaign

Coordinated email campaigns created to communicate with employees or other internal audiences
about human resources, benefits, workplace programs, recruitment, employee engagement, or
related initiatives.

Choose this category when multiple HR-focused email communications work together toward a
shared objective.

This category recognizes the coordinated email campaign.

If you're entering one individual email about employee benefits, 61. Benefits may be the more
specific fit.

If the project extends beyond email into a larger collection of HR materials or a broader internal
communications effort, you may also wish to explore the appropriate category within Strategic
Communications.

What's the difference between HR Campaign and Internal Communication Campaign?

67c. HR Campaign is specifically an email communication campaign centered on HR, benefits,
workplace, or employee-related communication.

124c. Internal Communication Campaign is broader and may include email along with video,
intranet content, meetings, printed materials, presentations, signage, or other communication
channels.

If email is the primary creative discipline being recognized, 67c. HR Campaign may be the more
specific fit.



68. Other

Email communications that don't fit naturally within another category in the Email Communication
collection.

Use Other when the communication genuinely falls outside Announcements, Benefits, Company
Information, Curated Content, Marketing, Products, Email Campaign, or HR Campaign.

When another category more specifically describes the work, that category may be a helpful place to
start.

If you're unsure which category best represents the work, we're happy to help.

Email communications often support broader marketing and communications efforts.

Depending on your project, you may also wish to explore:

 Ads » Publications
« Direct Mall  Web Based
e Marketing/Promotion Materials e Writing
» Online » Design

» Strategic Communications
An individual email may be recognized here while the larger campaign or communications effort is
recognized separately.

Each entry celebrates a different creative achievement.



MARCOM AWARDS | ENTRY GUIDE ADVERTISING & MARKETING

In Summary

Advertising & Marketing takes many forms, but every project begins with the same goal:

Communicate with purpose.

Some projects promote products or services.
Others encourage audiences to attend an event, respond to an offer, or learn about an organization.
Some consist of a single advertisement.

Others include coordinated advertising across multiple media.
Throughout this section, we've encouraged you to focus on one question:
Answering that question often makes choosing a category much easier.

Remember, there isn't always only one reasonable choice.

Many outstanding projects naturally fit more than one category because they represent multiple
creative achievements.

The goal isn't to find the perfect category.

It's to choose the category that best represents the work you'd like judges to recognize.



Advertising and Marketing projects often include creative work that may also be recognized in other
areas of the guide.

Depending on your project, you may also wish to explore:

e Publications e llustration
 Web Based o Writing
e Video/Audio » Strategic Communications

e Photography
Each section of this guide recognizes a different creative achievement.

One project may naturally contain several.

If you're deciding between categories, wondering whether your project is the best fit for MarCom, or
simply looking for another opinion, we're always happy to help.

Reach out by email, phone, or Live Chat.
Real people, not automated responses, are here to answer your questions.

We genuinely enjoy helping entrants find the categories that best showcase their work.



Strategic Communications

Purposeful communication that builds understanding, strengthens relationships, and moves
organizations toward a shared objective.

Strategic communication is about more than delivering a message. It's about understanding what you
need to communicate, who you need to reach, and how different creative elements can work together
to accomplish a goal.

The Strategic Communications categories recognize coordinated marketing and promotional efforts,
communications and public relations programs, media kits, and media relations or publicity work.

Projects in this section may build or refresh a brand, launch a product, engage employees, promote
an event, respond to a crisis, strengthen community relationships, generate publicity, or bring multiple
communication channels together around a shared objective.

Unlike categories that recognize a single advertisement, brochure, video, website, or other creative
piece, many Strategic Communications categories recognize the larger communication effort and
how its individual elements work together.

As you work through this section, keep one guiding question in mind:

If the strength of your entry lies in the strategy, coordination, or collective impact of multiple creative
elements, Strategic Communications may be the right place to begin.



Independent communications and
marketing professionals
Freelancers and consultants
Small businesses

Creative and marketing agencies
Public relations firms

In-house communications and
marketing teams

Marketing/Promotion Campaign (100c—
110c)

Strategic marketing, communications, public relations, media relations, and publicity efforts designed
to accomplish a defined objective.

Corporate communications departments
Nonprofit organizations

Government agencies

Educational institutions

Healthcare organizations

Associations and membership
organizations

Media Kit (140c—143c)
Media Relations/Publicity (150—156)

« Communications/Public Relations
(120c-129c)

Strategic Communications projects often include creative work that could also qualify for recognition
elsewhere in the guide.

A campaign might include advertising, publications, websites, video, photography, social media,
email, or other individual creative pieces.

Entering the larger communication effort does not prevent you from also entering an exceptional
individual piece in another appropriate category. Each entry simply asks judges to recognize a
different creative achievement.



MARCOM AWARDS | ENTRY GUIDE STRATEGIC COMMUNICATIONS

Strategic Communications entries are judged on the creative work and how effectively the elements
work together to support the project's purpose.

For campaign, program, or other entries involving multiple pieces, a brief written overview helps
judges understand the objective, intended audience, challenges, and how the submitted elements
relate to one another.

The overview is not intended to persuade the judges. Its purpose is to provide context.

As with every MarCom category, the creative work remains the primary focus of judging.



MARCOM AWARDS | ENTRY GUIDE STRATEGIC COMMUNICATIONS

Marketing/Promotion Campaign

100c-110c

Great campaigns don't rely on a single creative piece. They bring multiple creative elements together
to accomplish a shared objective.

Marketing/Promotion Campaign categories recognize collections of creative work built around a
shared objective. Unlike categories that recognize a single advertisement, brochure, website, video,
or other creative piece, Campaign categories celebrate how multiple creative elements work together
to accomplish a common goal.

A campaign may include advertising, websites, social media, email marketing, video, public relations,
publications, events, or other creative work. The exact combination will vary depending on the project.

The individual pieces matter.

What makes them a campaign is how they work together.

SINGLE ENTRY VS. CAMPAIGN ENTRY

A single entry recognizes one creative achievement. A Campaign entry recognizes how
multiple creative elements work together to accomplish a shared objective.

npaif otl

Recognizes once . Recognizes how multiple creative elements
creative achievement. : work together to accomplish a s :
A
= \
PRINT SOCIAL WEBSITE EMAIL VIDEO

® S AD MEDIA CAMPAIGN

/( /\/\ :
—_— ; / Individual pieces
may also qualify

for recognition

in other
SHARED OBJECTIVE appropriate
One creative piece. : All elements work together categories.
One achievement. . to achieve the goal.

A single entry recognizes one creative achievement. A Campaign entry recognizes how multiple
creative elements work together to accomplish a shared objective. Individual pieces within a
campaign may also qualify for recognition in other appropriate categories.



Collections of creative work designed to accomplish a shared marketing, promotional, or
organizational objective.

» Benefits and HR initiatives « Promotional initiatives

* New brands and brand refreshes e Self-promotion

» Digital marketing campaigns e Special events

» Integrated marketing efforts » Viral marketing campaigns

e Product and service launches

« 100c. Benefits/HR Materials » 106c. Promotion/Marketing Materials
e 101c. Branding « 107c. Self-Promotion

e 102c. Branding Refresh e 108c. Special Event

» 103c. Digital Marketing e 109c. Viral Marketing Campaign

e 104c. Integrated Marketing « 110c. Other

e 105c. Product Launch

Campaign categories recognize the overall creative achievement of a coordinated effort.

If individual pieces within the campaign represent exceptional creative work on their own, they may
also be appropriate for recognition in other categories throughout the guide.

Campaign entries recognize how multiple creative elements work together to accomplish a shared
objective.

Judges begin by evaluating the creative work itself.

A brief written overview helps provide context by explaining the campaign's objectives, intended
audience, challenges, and how the submitted elements work together when that information isn't
immediately apparent from the work.

The overview isn't intended to persuade the judges. Its purpose is simply to provide context.

The creative work remains the primary focus of judging.



Why do Campaign categories require a written overview?
Campaign entries often include several creative pieces that work together.

A brief overview helps judges understand how those pieces relate to one another and what the
campaign was designed to accomplish.

It doesn't need to be lengthy or persuasive. It simply gives judges the context they need to evaluate
the creative work as one coordinated effort.

A tourism bureau launches a summer travel initiative that includes television advertising, social
media, digital advertising, a campaign website, printed visitor guides, public relations, and email
marketing.

Each piece contributes to the same objective: increasing tourism throughout the region.

Rather than judging each item independently, a Campaign category recognizes how those creative
elements work together as one coordinated effort.

100c. Benefits/HR Materials

Campaigns or collections of materials created to communicate employee benefits, human resources
initiatives, workplace programs, or other employee-focused information.

Choose this category when multiple creative pieces work together to communicate an HR or benefits-
related initiative.

Projects may include enrollment materials, employee communications, benefits guides, email
campaigns, digital resources, presentations, posters, videos, or other materials designed around a
shared objective.

If you're entering a single benefits guide, brochure, video, or other individual piece rather than a
coordinated collection of materials, another category may be a better fit.

This category recognizes the collective communication effort.



Does this category only apply to employee benefits enroliment?
No.

Benefits enrollment is one possible use, but this category can also recognize broader HR
communications involving recruitment, employee programs, workplace initiatives, wellness programs,
organizational changes, or other employee-focused efforts.

A company introduces a new employee wellness program using an enrollment guide, email series,
intranet resources, posters, videos, and manager communication materials.

Because the materials work together to introduce and explain one employee-focused initiative, the
project would likely be a great fit for 100c. Benefits/HR Materials.

Depending on the work included in your entry, you may also wish to explore categories for:

e Internal Communication Campaign e Video
e Brochure + Website
» Email Communication » Design

Individual pieces may also qualify for recognition if they represent distinct creative achievements.



101c. Branding

The creation of a new brand identity for an organization, company, product, service, initiative, or
program.

Choose this category when your project establishes a brand that did not previously exist.

This may include developing a new name, logo, visual identity, messaging, typography, color palette,
brand standards, or other foundational brand elements.

Branding recognizes the identity itself.

If your project also includes a website, advertising, publications, video, signage, or other creative
work used to introduce the new identity, those individual pieces may also be eligible for recognition in
other categories.

What if the organization already existed?
That's perfectly fine.

If the project involved creating a new brand identity rather than updating an existing one, 101c.
Branding is likely the appropriate category.

If you're evolving an established identity while preserving recognizable elements of the original brand,
explore 102c. Branding Refresh instead.

A regional healthcare provider launches a new pediatric specialty clinic with its own name, logo, color
palette, messaging, signage, and brand standards.

This project would likely be a great fit for 101c. Branding.
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Depending on how the new brand was introduced, you may also wish to explore:

e 102c. Branding Refresh if you're  Website
actually evolving an existing identity « Design
» Advertising + Video

e Publications



102c. Branding Refresh

The evolution of an existing brand identity while preserving recognizable elements of the original
brand.

Choose this category when the creative achievement is modernizing or strengthening an established
brand rather than creating an entirely new one.

A successful Branding Refresh builds on existing brand equity while improving consistency,
relevance, or visual impact.

A brand refresh doesn't have to completely transform an identity to represent a meaningful creative
achievement.

Updates may involve the logo, typography, color palette, imagery, messaging, brand standards, or
other elements while maintaining continuity with the established brand.

How much does a brand need to change to qualify as a refresh?

There isn't a specific threshold.

Some refreshes involve subtle refinements. Others represent significant visual evolution.
The defining characteristic is that the original brand remains recognizable.

If the project instead establishes an entirely new identity, 101c. Branding may be the better fit.

A university updates its visual identity with a refined logo, modern typography, expanded color palette,
updated photography style, and comprehensive brand guidelines while maintaining the institution's
established identity.

This project would likely be a great fit for 102c. Branding Refresh.



If the refreshed identity was introduced through additional creative work, you may also wish to
explore:

e 101c. Branding » Website
» Advertising « Design
e Publications « Video

103c. Digital Marketing

Marketing campaigns carried out primarily through digital channels.

Choose this category when digital communication is the primary creative discipline driving the
campaign.

Projects may include websites, email marketing, online advertising, search marketing, social media,
digital content, mobile experiences, or other digital touchpoints working together toward a shared
objective.

Digital Marketing isn't defined by the number of platforms used.

A campaign doesn't need to include every digital channel to qualify. What matters is that digital
communication is central to the overall campaign.

What's the difference between Digital Marketing and Integrated Marketing?
Digital Marketing focuses on campaigns driven primarily through digital channels.

104c. Integrated Marketing is a better fit when the defining creative achievement is the intentional
coordination of multiple communication disciplines, which may include digital alongside advertising,
public relations, events, publications, or other channels.



A software company launches a new product using a landing page, email marketing, paid search,
digital advertising, and social media.

Because digital communication drives the coordinated effort, this project would likely be a great fit for
103c. Digital Marketing.

Depending on the elements included in your campaign, you may also wish to explore:

e 104c. Integrated Marketing + Email Communication
e 105c. Product Launch e Social Media
e Online + Website

Individual elements may also qualify for recognition in their own categories.

104c. Integrated Marketing

Campaigns that intentionally coordinate multiple communication disciplines into one unified marketing
effort.

Choose this category when the integration of multiple communication disciplines is a defining
creative achievement of the campaign.

Advertising, public relations, web based, events, publications, social media, email, and other
communication channels may work together to create one consistent experience.

The individual pieces matter, but this category recognizes how those different disciplines have been
intentionally coordinated as part of a larger whole.

Using several communication channels doesn't automatically make a campaign Integrated Marketing.

Most campaigns include multiple creative pieces. What distinguishes Integrated Marketing is the
intentional coordination of different communication disciplines to support one shared objective and
create a cohesive audience experience.



What's the difference between Integrated Marketing and Digital Marketing?
103c. Digital Marketing recognizes campaigns driven primarily through digital channels.

104c. Integrated Marketing recognizes campaigns where multiple communication disciplines work
together as one coordinated effort.

If digital communication is the primary focus, Digital Marketing may be the stronger fit.

If the integration of advertising, public relations, web based, events, publications, or other disciplines
Is central to the creative achievement, Integrated Marketing may be the better choice.

A healthcare organization launches a statewide awareness campaign using advertising, community
events, media relations, social media, email marketing, a website, and educational publications.

Each element supports the same objective while reaching audiences through different communication
disciplines.

Because those disciplines were intentionally coordinated into one cohesive effort, this project would
likely be a great fit for 104c. Integrated Marketing.

Depending on the nature of your campaign, you may also wish to explore:

e 103c. Digital Marketing o Communications/Public Relations
e 105c. Product Launch « Social Media

« 106c. Promotion/Marketing Materials » Publications

e Advertising  Website

Individual elements within an integrated campaign may also qualify for recognition in their own
categories.



105c. Product Launch

Campaigns created to introduce a new product or service to its intended audience.

Choose this category when the primary objective of the campaign is launching something new.

A Product Launch may include advertising, social media, email marketing, public relations, websites,
video, events, sales materials, or other creative elements working together to introduce the product or
service and build awareness, interest, or engagement.

A Product Launch doesn't need to include every type of marketing or communication.

What defines this category is the launch objective. The submitted materials should work together to
introduce the new product or service to its intended audience.

What's the difference between Product Launch and Integrated Marketing?
The categories recognize different aspects of a campaign.

105c. Product Launch is a strong fit when the defining objective is introducing a new product or
service.

104c. Integrated Marketing may be the better fit when the defining creative achievement is the
intentional coordination of multiple communication disciplines.

A comprehensive launch could potentially fit both categories if it represents both distinct creative
achievements.

A food company introduces a new line of products through digital advertising, social media, influencer
outreach, email marketing, product videos, in-store materials, and a launch event.

Because the coordinated effort was created specifically to introduce the new product line, this project
would likely be a great fit for 105c. Product Launch.



Depending on the nature of your launch, you may also wish to explore:

» 103c. Digital Marketing « Communications/Public Relations
» 104c. Integrated Marketing « Social Media
« 106c. Promotion/Marketing Materials + Website
» Media Kit —» 141c. Product/Service » Video/Audio
Launch

» Advertising
Individual elements of the launch may also qualify for recognition in their own categories.

106¢c. Promotion/Marketing Materials

Collections of promotional or marketing materials created to support a shared objective, initiative,
product, service, organization, or program.

Choose this category when the creative achievement is the collection of materials working
together, rather than one individual piece.

The entry might include brochures, flyers, sales materials, email communications, digital graphics,
signage, presentations, promotional items, or other materials developed as part of one coordinated
effort.

Individual pieces within the collection may also be eligible for recognition in other categories.

For example, an exceptional brochure could be entered in the appropriate Brochure category while
the larger collection is entered in 106c. Promotion/Marketing Materials.

The two entries recognize different creative achievements.



How is this different from Integrated Marketing?

Promotion/Marketing Materials focuses on the collection of materials created to support a shared
promotional or marketing objective.

Integrated Marketing recognizes the intentional coordination of multiple communication disciplines
into one unified campaign.

If the materials themselves are what you want judges to recognize, 106c. Promotion/Marketing
Materials may be the stronger fit.

A nonprofit launches its annual fundraising initiative with a donor brochure, direct mail piece,
presentation materials, event signage, email graphics, and promotional handouts.

Because the creative achievement is the coordinated collection of promotional materials, the project
would likely be a great fit for 106c. Promotion/Marketing Materials.

107c. Self-Promotion

Campaigns or collections of creative work developed to promote your own agency, organization,
business, services, or capabilities.

MarCom welcomes self-promotional work.

Self-promotion is judged using the same standards as work created for a client or outside
organization. The fact that your organization created the work for itself does not make the creative
achievement any less eligible for recognition.

Can freelancers or independent creative professionals enter their own promotional work?
Yes.

Self-Promotion isn't limited to agencies or large organizations. Independent professionals may enter
eligible work created to market themselves, their services, or their capabilities.



An independent creative professional develops a self-promotion campaign to introduce their services
and positioning, including a portfolio refresh, promotional mailer, social media content, digital
advertising, email communication, and a campaign landing page.

Because the coordinated effort was created to market the entrant’s own services, the project would
likely be a great fit for 107c. Self-Promotion

108c. Special Event

Campaigns or collections of materials created to promote, communicate, or support a special event.

Projects may include conferences, festivals, fundraisers, grand openings, celebrations, community
events, corporate events, or other special experiences.

This category recognizes the communications and promotional effort surrounding the event,
rather than simply the event itself.

Materials might include invitations, advertising, social media, email communications, signage,
programs, websites, video, or other creative elements developed around the event.

A nonprofit develops a coordinated communications campaign for its annual fundraising gala,
including invitations, email marketing, social media content, digital advertising, event signage, a
program, and post-event communications.

The project would likely be a great fit for 108c. Special Event.



109c. Viral Marketing Campaign

Marketing campaigns designed to generate widespread audience attention, engagement, and sharing
through digital or social channels.

Choose this category when audience participation, organic sharing, conversation, or rapid
amplification is central to the campaign's creative strategy.

The campaign may use social media, video, interactive content, user-generated content, influencers,
digital experiences, or other shareable creative elements.

A campaign doesn't need millions of views to be considered for this category.

The focus is on the creative approach and how the campaign was designed to encourage audience
engagement and sharing, rather than on reaching a specific numerical threshold.

Does the campaign have to actually "go viral"?
There isn't a specific number of views, shares, or impressions required by the category.

Judges evaluate the creative work in the context of the campaign and its objectives. If audience
sharing and organic amplification were central to the strategy, 109c. Viral Marketing Campaign may
be an appropriate fit.

110c. Other

Marketing or promotional campaigns that don't fit naturally within another category in the
Marketing/Promotion Campaign collection.

Use Other when the work genuinely falls outside the existing categories, not simply because you're
unsure which category to choose.

If you're deciding between Other and a more specific category, we're happy to help you determine the
best fit.



Communications/Public Relations

120c-129c

Effective communication begins with understanding what needs to be communicated, who needs to
hear it, and what you hope to accomplish.

Communications/Public Relations categories recognize strategic efforts designed to inform, engage,
influence, educate, or build relationships with employees, customers, communities, stakeholders, the
media, and other audiences.

Projects may range from communication plans and internal campaigns to corporate social
responsibility initiatives, crisis communications, public relations programs, research, social media
campaigns, and special events.

While the individual creative pieces matter, these categories recognize the larger communication
strategy or coordinated effort behind them.

Strategic communications and public relations efforts created to accomplish a defined

communications objective.

» Independent communications and public

relations professionals
» Freelancers and consultants
e Public relations firms
« Communications agencies

» Corporate communications departments

¢ In-house communications teams

e 120c. Communication Plan
e 121c. Communication Program

» 122c. Corporate Social Responsibility

e 123c. Crisis Communication
Plan/Response

e 124c. Internal Communication
Campaign

Nonprofit organizations
Government agencies
Educational institutions
Healthcare organizations
Associations and membership
organizations

125c. Public Relations Program
126¢. Research/Study

127c. Social Media Campaign
128c. Special Event

129c. Other



Communications/Public Relations entries often include multiple creative elements working together
toward a shared objective.

A brief written overview can help judges understand the purpose, intended audience, challenges,
strategy, and relationship between the submitted elements.

Individual pieces may also qualify for recognition elsewhere in the guide if they represent distinct
creative achievements.

120c. Communication Plan

Strategic communication plans developed to guide how an organization, initiative, program, or issue
communicates with its intended audiences.

Choose this category when the plan itself is the primary achievement being entered.

A communication plan may establish objectives, identify audiences, define key messages,
recommend communication channels, outline tactics, establish timelines, or describe how success
will be evaluated.

What's the difference between a Communication Plan and a Communication Program?

A Communication Plan establishes the strategy for what should be done and how communication
should be approached.

A Communication Program recognizes the broader communication effort carried out to accomplish
an objective.

If you're primarily asking judges to evaluate the strategic plan, 120c. Communication Plan is likely
the stronger fit.



121c. Communication Program

Coordinated communication efforts developed and carried out to inform, engage, educate, or build
relationships with a defined audience.

Choose this category when you're entering the overall communication effort, rather than the plan
alone or an individual communication piece.

A Communication Program may include multiple messages, channels, materials, and tactics working
together over time.

An organization introduces a major operational change through leadership communications,
employee emails, informational resources, presentations, FAQs, videos, and stakeholder updates.

Because the entry recognizes the coordinated communication effort as a whole, it would likely be a
strong fit for 121c. Communication Program.

122c. Corporate Social Responsibility

Communication efforts centered on an organization's social responsibility, community involvement,
sustainability, philanthropy, volunteerism, or other initiatives intended to create positive impact.

This category recognizes the communication surrounding the initiative, not simply the
organization's decision to undertake socially responsible work.

The entry should allow judges to evaluate how the initiative or impact was communicated to its
intended audience.

A company develops a yearlong initiative highlighting its environmental commitments, employee
volunteer efforts, charitable partnerships, and progress toward sustainability goals through digital
content, employee communications, community outreach, video, and reporting.

The communication effort would likely be a great fit for 122c. Corporate Social Responsibility.



123c. Crisis Communication Plan/Response

Communication plans or coordinated responses developed to prepare for, manage, or respond to a
crisis, emergency, significant issue, or unexpected event.

Entries may focus on proactive crisis planning, the communication response to an actual event, or
both.

The work may include messaging, stakeholder communications, media response, digital
communications, internal communications, public information, or other materials developed to
communicate effectively during a challenging situation.

Context can be especially important in this category.

A concise written overview can help judges understand the situation, audiences, communication
challenges, objectives, and circumstances surrounding the response without requiring extensive
background material.

124c. Internal Communication Campaign

Communication campaigns created primarily for employees or other internal audiences.

Choose this category when multiple communication elements work together to inform, engage,
educate, or motivate people within an organization.

Projects may support organizational change, workplace culture, employee engagement, leadership
communication, training, safety, benefits, or other internal initiatives.



What's the difference between Internal Communication Campaign and 100c. Benefits/HR
Materials?

100c. Benefits/HR Materials focuses specifically on collections of materials created around benefits,
HR, or employee-focused initiatives.

124c. Internal Communication Campaign is broader and recognizes the coordinated
communication effort directed toward an internal audience.

If the primary achievement is the overall internal communications strategy and campaign, 124c may
be the stronger fit.

125c. Public Relations Program

Coordinated public relations efforts designed to build awareness, strengthen relationships, manage
reputation, or communicate with external audiences.

Choose this category when public relations is the primary discipline driving the effort.

A Public Relations Program may include media outreach, stakeholder communication, thought
leadership, community engagement, events, digital content, social media, or other tactics working
together toward a shared public relations objective.

If the primary achievement is securing or managing specific media coverage, you may also wish to
explore the Media Relations/Publicity collection later in this section.



126¢. Research/Study

Research or studies developed to gather, analyze, and communicate information relevant to a
communications, public relations, organizational, industry, or audience-related objective.

Choose this category when the research itself and the way its findings are developed and
communicated represent the primary achievement.

Research may involve surveys, audience studies, industry research, communication audits,
benchmarking, original data, or other structured analysis.

The research does not need to be academic in nature.

The focus is on the quality and usefulness of the research or study within the context of its intended
purpose.

127c. Social Media Campaign

Coordinated social media campaigns created around a shared communications or public relations
objective.

Choose this category when social media is the primary channel through which the communication
effort is carried out.

A campaign may use one platform or several. What matters is that the social content works together
as a coordinated effort rather than representing a single post or isolated piece of content.



What's the difference between Social Media Campaign and Digital Marketing?

127c. Social Media Campaign focuses specifically on a coordinated communication effort carried
out through social media.

103c. Digital Marketing recognizes a broader marketing campaign driven primarily through digital
channels, which may include social media along with email, websites, search, online advertising, and
other digital touchpoints.

Ask yourself what you most want judges to recognize: the social media campaign or the broader
digital marketing effort.

128c. Special Event

Strategic communications or public relations efforts developed around a special event.

Choose this category when the defining achievement is how communications or public relations
supported the event, its audiences, stakeholders, media engagement, or broader communications
objective.

What's the difference between this and 108c. Special Event?

108c. Special Event falls under Marketing/Promotion Campaign and focuses on the marketing or
promotional effort surrounding an event.

128c. Special Event focuses on the event as a communications or public relations effort.

There may be overlap. The best choice depends on the creative achievement you want judges to
recognize.
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129c¢c. Other

Communications or public relations programs, campaigns, plans, or other strategic efforts that don't fit
naturally within another category in the Communications/Public Relations collection.

Use Other when the work genuinely falls outside the existing categories.

If you're unsure whether your project belongs here or in a more specific category, we're happy to help
you determine the best fit.



Media Kit

140c-143c

A media kit brings essential information and creative materials together in one organized resource
designed to support media coverage, promotion, or communication.

Media Kit categories recognize collections of materials created for a specific communications
purpose. Depending on the project, a kit might include background information, fact sheets, press
releases, photography, executive biographies, product information, videos, downloadable assets, or
other resources.

Media kits may be distributed physically, digitally, or through an online press room. What matters is
how the materials work together to provide useful, accessible information for the intended audience.

Coordinated collections of media and communications materials created to support marketing and
promotion, product or service launches, special events, or other communications needs.

* Independent public relations and e In-house communications teams
communications professionals » Corporate communications departments

» Freelancers and consultants » Nonprofit organizations

e Public relations firms « Event organizers

» Creative and marketing agencies e Product and brand teams

e 140c. Marketing/Promotion e 142c. Special Event

e 141c. Product/Service Launch e 143c. Other

A media kit doesn't have to be a physical package.

Digital media kits, online press rooms, downloadable collections, and other formats may be
appropriate when the materials function together as a media resource.

If an individual element within the kit represents an exceptional creative achievement on its own, it
may also qualify for recognition in another appropriate category.



140c. Marketing/Promotion

Media kits created to support the marketing or promotion of an organization, brand, product, service,
program, initiative, or other promotional effort.

Choose this category when the media kit brings together information and creative assets designed to
help others understand, cover, or promote the subject.

The kit may include press releases, fact sheets, photography, videos, background information, brand
assets, executive biographies, downloadable materials, or other relevant resources.

A tourism organization develops an online media kit featuring destination information, story ideas,
downloadable photography and video, fact sheets, media contacts, and background information for
travel journalists.

The project would likely be a great fit for 140c. Marketing/Promotion.

141c. Product/Service Launch

Media kits created specifically to support the launch of a new product or service.

This category recognizes the media kit, not the entire launch campaign.

If you're entering the broader collection of marketing and communications created to introduce the
product or service, explore 105c. Product Launch.

A technology company prepares a launch media kit containing a press release, product
specifications, executive quotes, company background, product photography, demonstration videos,
and downloadable brand assets for journalists and industry media.

The kit would likely be a great fit for 141c. Product/Service Launch.



142c. Special Event

Media kits created to provide information and resources related to a special event.

Materials may include event information, schedules, press releases, speaker or participant
biographies, fact sheets, photography, media credentials information, background materials, or other
resources.

This category recognizes the media kit created for the event.

If you want judges to recognize the larger marketing, communications, or public relations effort
surrounding the event, explore 108c. Special Event or 128c. Special Event instead.

143c. Other

Media kits created for a purpose that doesn't fit naturally within another category in the Media Kit
collection.

Use Other when the purpose of the media kit genuinely falls outside Marketing/Promotion,
Product/Service Launch, or Special Event.

If you're unsure which category best represents the work, we're happy to help.



Media Relations/Publicity

150-156

Media relations and publicity help organizations extend their messages through earned media
coverage, meaning coverage gained through publicity or media relations rather than purchased as
advertising.

These categories recognize both individual media placements and coordinated media relations
or publicity efforts. Depending on the category, the creative achievement may be a specific
placement secured in a magazine, newspaper, online outlet, or television program, or a broader
collection of communications developed to generate or respond to media attention.

As you explore this collection, consider what you most want judges to recognize: a specific media
placement or the larger communications effort behind it.

Media placements and coordinated media relations or publicity efforts created to generate, manage,
or respond to public and media attention.

» Independent public relations » Corporate communications departments
professionals « Nonprofit organizations

» Freelancers and consultants » Government agencies

e Public relations firms e Educational institutions

« Communications agencies » Healthcare organizations

» In-house communications teams e Associations and membership

» Media relations professionals organizations

» 150. Magazine Placement e 154c. Publicity Campaign

e 151c. Media Response e 155. Television Placement

« 152. Newspaper Placement « 156. Other

e« 153. Online Placement



The categories without a “c” recognize individual media placements. The categories marked with a “c”
in this collection recognize multiple placements submitted together as a broader publicity effort.
Because judges are evaluating a larger body of work, these entries require additional judging.

This distinction can help you decide whether you want judges to evaluate a specific piece of earned
media coverage or the broader communications effort surrounding it.

150. Magazine Placement

Earned media coverage or publicity secured in a magazine on behalf of an organization, product,
service, initiative, event, or other subject.

Choose this category when the primary achievement you want judges to recognize is a specific
magazine placement resulting from media relations or publicity efforts.

The placement may appear in a print or digital edition of a magazine. The defining characteristic is
the type of publication, not the way the audience accesses it.

This category recognizes the placement itself, rather than the larger publicity campaign that may
have helped generate the coverage.

If you want judges to evaluate a coordinated collection of publicity efforts and resulting exposure,
154c. Publicity Campaign may be the stronger fit.

A public relations team pitches a story about a nonprofit's innovative community program, resulting in
a feature article in a national magazine.

If the organization wants judges to recognize that specific earned media placement, the work would
likely be a great fit for 150. Magazine Placement.



151c. Media Response

Coordinated media relations efforts developed to generate, shape, capitalize on, or respond to media
and public attention surrounding an organization, issue, initiative, event, or timely opportunity.

Choose this category when the primary creative achievement is how an organization engaged with
the media or responded to a media opportunity or conversation.

The effort may include media outreach, messaging, press materials, spokesperson communications,
interviews, timely responses, story development, or other tactics designed to influence or contribute
to media coverage.

Media Response doesn't necessarily begin with a crisis.

It may be proactive or reactive. An organization might respond to breaking news, contribute expertise
to a timely conversation, create a media opportunity, introduce an initiative, or strategically engage
with growing public attention.

Because this is a campaign category, judges are recognizing the coordinated media relations
effort, rather than one individual media placement.

What's the difference between Media Response and Crisis Communication Plan/Response?

123c. Crisis Communication Plan/Response focuses on communications developed to prepare for,
manage, or respond to a crisis, emergency, significant issue, or unexpected event.

151c. Media Response focuses specifically on how an organization engages with media attention,
opportunities, or conversations.

Sometimes a project may reasonably fit both. A crisis response may include a significant media
response, for example. In that case, consider what you most want judges to recognize: the broader
crisis communication effort or the media relations effort.



A developing news story creates an opportunity for an organization to contribute expertise to the
public conversation. Its communications team quickly develops messaging, prepares subject-matter
experts, conducts media outreach, coordinates interviews, and provides resources to journalists.

Because the creative achievement centers on strategically engaging with a timely media opportunity,
the project would likely be a strong fit for 151c. Media Response.

152. Newspaper Placement

Earned media coverage or publicity secured in a newspaper on behalf of an organization, product,
service, initiative, event, or other subject.

Choose this category when the primary achievement you want judges to recognize is a specific
newspaper placement resulting from media relations or publicity efforts.

The placement may appear in a print or digital edition of a newspaper. The defining characteristic is
the type of publication, not how the audience accesses it.

This category recognizes the placement itself, rather than the broader media relations or publicity
effort that helped generate the coverage.

If you want judges to evaluate a collection of publicity efforts and resulting exposure, 154c. Publicity
Campaign may be a better fit.

153. Online Placement

Earned media coverage or publicity secured through an online publication, news outlet, website, or
other digital media outlet.

Choose this category when the primary achievement you want judges to recognize is a specific online
media placement resulting from media relations or publicity efforts.



Online Placement refers to earned media coverage, not paid online advertising.
If you purchased the placement as advertising, explore the appropriate Advertising category instead.

If the online placement is one result of a larger coordinated publicity effort, you may also wish to
explore 154c. Publicity Campaign.

What if a magazine or newspaper article also appears online?
Consider the publication or outlet responsible for the coverage.

If the placement is fundamentally a magazine or newspaper story that is also available through that
publication's digital edition or website, 150. Magazine Placement or 152. Newspaper Placement
may be the more specific choice.

If the coverage originates with an online publication or digital media outlet, 153. Online Placement
may be the stronger fit.

When more than one category reasonably describes the work, choosing the more specific category is
often a helpful place to start.

154c. Publicity Campaign

Coordinated publicity and media relations campaigns created to generate awareness, visibility, media
coverage, or public attention for an organization, brand, product, service, initiative, event, or issue.

Choose this category when the creative achievement is the larger publicity effort, rather than one
individual media placement.

A Publicity Campaign may include media outreach, story development, press materials, thought
leadership, interviews, events, digital communications, media placements, or other tactics working
together to generate attention and exposure.



A successful publicity campaign may result in magazine, newspaper, online, television, or other media
coverage.

Those individual placements may also be eligible for recognition in their respective placement
categories, while 154c. Publicity Campaign recognizes the coordinated effort that helped generate
the broader exposure.

What's the difference between Publicity Campaign and Media Response?

Both categories can recognize coordinated media relations work, and some projects may reasonably
fit either category.

154c. Publicity Campaign is a more specific choice when the work is best described as a
coordinated publicity effort designed to generate awareness, visibility, or media exposure.

151c. Media Response is broader and may accommodate media relations efforts that don't fit as
specifically within Publicity Campaign.

When more than one category seems appropriate, consider which description best represents the
creative achievement you'd like judges to recognize.

An organization launches a national awareness initiative supported by media outreach, press
materials, spokesperson interviews, thought leadership, story pitching, and coordinated
communications that result in coverage across multiple media outlets.

Because the entry recognizes the overall publicity effort rather than any one resulting placement, the
project would likely be a great fit for 154c. Publicity Campaign.



155. Television Placement

Earned media coverage or publicity secured through television on behalf of an organization, product,
service, initiative, event, or other subject.

Choose this category when the primary achievement you want judges to recognize is a specific
television placement resulting from media relations or publicity efforts.

The placement might include a news story, interview, feature segment, or other earned television
coverage.

This category recognizes the placement itself, rather than the broader media relations or publicity
effort that helped generate the coverage.

If the television placement is one result of a larger coordinated publicity effort, you may also wish to
explore 154c. Publicity Campaign.

156. Other

Media placements or publicity work that don't fit naturally within another category in the Media
Relations/Publicity collection.

Use Other when the work genuinely falls outside the existing Magazine Placement, Media Response,
Newspaper Placement, Online Placement, Publicity Campaign, or Television Placement categories.

When another category specifically describes the creative achievement you want judges to recognize,
that more specific category may be a helpful place to start.

If you're unsure which category best represents the work, we're happy to help.
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In Summary

Strategic communication can take many forms, but it begins with a clear understanding of what you
want to accomplish and who you need to reach.

Some projects build or refresh a brand. Others launch products, communicate with employees,
engage communities, generate publicity, respond to changing circumstances, or bring multiple
creative elements together around a shared objective.

Throughout this section, we've encouraged you to consider one guiding question:

For Strategic Communications entries, that achievement often lies not in a single creative piece, but
in how multiple elements work together to accomplish a larger communication objective.

Remember, there isn't always only one reasonable category choice. Strategic Communications
naturally includes areas of overlap, and the same project may represent more than one distinct
creative achievement.

The goal isn't to find the one perfect category.

It's to choose the category that best represents the work you'd like judges to recognize.



Strategic Communications projects often bring together creative work that may also be recognized
elsewhere in the guide.

Depending on your project, you may also wish to explore categories for:

e Advertising & Marketing e Photography
e Publications o lllustration
 Web Based o Writing

e Video/Audio e Design

An integrated campaign, for example, might be entered as a complete strategic effort while an
exceptional advertisement, publication, website, video, photograph, or other individual element is
entered separately.

Each entry recognizes a different creative achievement.

If you're still deciding between categories, we're happy to help. Reach out by email, phone, or Live
Chat. You'll hear from a real person who can help you think through the options and find the category
that best represents your work.
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Publications

PUBLICATIONS

Every publication tells a story. Great publications make people want to keep reading.

Publications are more than printed pages or digital documents. They organize information,
communicate ideas, and create experiences through thoughtful writing, design, photography,

illustration, and production.

Whether your work informs, educates, inspires, or persuades, Publications categories recognize
creative excellence in editorial communication across both print and digital formats.

Whether you're creating an annual report, brochure, magazine, newsletter, book, blog, or another
publication-based communication, this section recognizes creative work that combines compelling

content with thoughtful design and presentation.

ONE PUBLICATION.
MULTIPLE WAYS TO RECOGNIZE IT.

RECOGNIZE THE PUBLICATION
AS A WHOLE
The entire publication

is judged as one complete
creative work. . i

RECOGNIZE AN INDIVIDUAL
CREATIVE ACHIEVEMENT

Outstanding elements within the publication
may represent exceptional creative achievements

worthy of recognition.

O ENTER IN A PUBLICATION CATEGORY
Annual Report « Magazine « Newsletter « etc.

s [@ % A ©

DESIGN PHOTOGRAPHY  ILLUSTRATION  TYPOGRAPHY AND MORE

ENTER IN THE APPROPRIATE CREATIVE CATEGORY

Writing » Design « Photography » etc.

A publication can be recognized as one complete creative work. Exceptional writing, design,
photography, illustration, and other elements may also represent distinct creative achievements

worthy of recognition in their own categories.
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Some creative projects are designed to be experienced over time.

Unlike a single advertisement or social media post, publications invite readers to engage with multiple
pages, stories, or sections that work together as one cohesive piece.

This section recognizes that larger creative achievement.

Some publications are printed.

Others are entirely digital.

Some are distributed to employees.

Others reach customers, members, investors, or the general public.
Whatever the format or audience, the goal is the same:

Create a publication that communicates effectively while providing an engaging reader
experience.

Publications produced in print or digital formats, including annual reports, brochures, employee
publications, magazines, external newsletters, business-related books, blogs, and other publication-
based communications.

» Independent creative professionals » Educational institutions

» Freelancers and consultants » Government organizations

o Corporate communications teams e Healthcare organizations

« Design agencies » Associations and membership
» Marketing agencies organizations

e Publishers * In-house creative teams

« Nonprofit organizations

e Annual Report — 200-208 » External Newsletter — 260-267
e Brochure — 210-228  Book (Business Related) — 270-276
 Employee Publication — 240-247  Blog — 280-295

 Magazine — 250-259



Publications bring together many creative disciplines into one complete communication piece.

A single publication may also include exceptional writing, photography, illustration, design,
typography, or other creative elements that deserve recognition in their own categories.

One publication can contain many creative achievements.

Print and digital versions are both welcome where appropriate. What matters is the publication itself
and the creative achievement you want judges to recognize, not simply how the work is distributed.

Publications are judged as complete creative works.

Judges consider how effectively the writing, design, photography, illustration, typography,
organization, and overall presentation work together to communicate with the intended audience.

The written overview should provide context when the publication's purpose, audience, or objectives
aren't immediately apparent from the work itself.

Does a publication have to be printed?
No.
Publication categories may include work produced in print or digital formats.

The defining characteristic is the type and purpose of the publication, not simply the way it is
distributed.

A financial services company publishes an annual client magazine in both print and digital formats.

The publication combines editorial writing, photography, illustration, and publication design into one
cohesive reader experience.

The appropriate Magazine category would depend on the organization, audience, and purpose of the
publication.

Individual elements, such as photography, writing, or design, may also represent separate creative
achievements eligible for recognition elsewhere in the guide.
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Publication categories recognize many different types of communication.

Some publications are created to inform or educate. Others promote an organization, recruit new
audiences, communicate with employees, share industry expertise, or provide information to
customers, members, investors, and other audiences.

Some are produced regularly, while others are created for a specific purpose or occasion.

What they all have in common is that they bring together creative elements such as writing, design,
photography, illustration, and typography to communicate with a defined audience.

As you explore the categories that follow, think about the publication as a whole.

While individual creative elements may also be eligible for recognition elsewhere in the guide, the
categories in this section focus on the publication itself and the overall experience it creates for its

PUBLICATION ANATOMY

WRITING PHOTOGRAPHY
m= A
DESIGN s TYPOGRAPHY

ONE COHESIVE
PUBLICATION

k) :

ILLUSTRATION .: ORGANIZATION

READER
EXPERIENCE

A publication brings together many creative disciplines into one cohesive communication piece. While
individual elements may also qualify for recognition elsewhere, these categories recognize the
publication as a whole.



Annual Report

200-208

Annual reports bring together an organization’s story, accomplishments, impact, and information from
a defined period into one complete publication.

The Annual Report collection recognizes reports created by corporations, associations, nonprofits,
educational institutions, government agencies, healthcare organizations, utilities, and other
organizations.

Annual reports may communicate financial information, organizational achievements, program
results, community impact, milestones, leadership messages, or other information important to the
organization and its audiences.

These categories are organized primarily by the type of organization represented in the report.

Annual reports created to communicate an organization’s activities, accomplishments, financial
information, impact, or other significant information from a defined reporting period.

» Independent creative professionals » Government organizations
» Freelancers and consultants e Healthcare organizations

Design and communications agencies
Associations

Corporations

Educational institutions

200. Association

201. Corporation

202. Corporate Social Responsibility
203. Educational Institution

204. Government

Nonprofit organizations

Utilities

In-house creative and communications
teams

205. Medical
206. Nonprofit
207. Utility
208. Other



Annual reports are not limited to publicly traded companies or traditional financial reports.

Organizations of many types produce annual reports to communicate accomplishments, impact,
financial stewardship, organizational priorities, program results, and other information to their
audiences.

When choosing among these categories, start with the category that most specifically describes the
organization or purpose represented by the report.

Annual reports are judged as complete creative works.

Judges consider how effectively writing, design, photography, illustration, data visualization,
organization, and overall presentation work together to communicate with the intended audience.

The written overview should provide context when the report’s purpose, audience, or objectives aren’t
immediately apparent from the work itself.

What if my annual report could fit more than one category?
That’s okay.

Some organizations or reports may reasonably fit more than one description. When that happens,
consider which category most specifically represents the organization or the creative achievement
you want judges to recognize.

There isn’t always only one reasonable category choice.

200. Association

Annual reports created for associations and membership organizations.

Choose this category when the report communicates the activities, accomplishments, impact,
financial information, membership information, or other annual highlights of an association or
membership-based organization.



201. Corporation

Annual reports created for corporations and businesses.

Choose this category when the report communicates a corporation’s or company’s annual
performance, accomplishments, financial information, organizational developments, impact, or other
information to its audiences.

A corporation does not need to be publicly traded for its annual report to fit this category.

202. Corporate Social Responsibility

Annual reports focused primarily on an organization’s corporate social responsibility activities,
commitments, progress, or impact.

Choose this category when corporate social responsibility is the defining purpose of the report,
rather than one section within a broader organizational annual report.

The report may address community impact, environmental initiatives, social responsibility programs,
organizational commitments, progress toward established goals, or other CSR-related efforts.

If corporate social responsibility is only one component of a broader annual report, the category
corresponding to the organization itself may be the stronger fit.

If the publication is specifically centered on CSR, 202. Corporate Social Responsibility provides the
more specific category.



203. Educational Institution

Annual reports created for schools, colleges, universities, school districts, and other educational
institutions.

The report may communicate institutional accomplishments, academic initiatives, financial
information, research, fundraising, student outcomes, community impact, or other annual highlights.

204. Government

Annual reports created for government agencies, departments, municipalities, public entities, or other
governmental organizations.

Choose this category when the report communicates annual activities, services, accomplishments,
financial information, public impact, or other information on behalf of a government organization.

205. Medical

Annual reports created for healthcare, medical, or health-related organizations.

Projects may represent hospitals, health systems, medical organizations, healthcare providers, or
other organizations operating within the medical or healthcare field.

206. Nonprofit

Annual reports created for nonprofit organizations.

Choose this category when the report communicates the organization’s accomplishments, programs,
impact, stewardship, financial information, donor support, community outcomes, or other annual
highlights.



A community nonprofit creates an annual impact report combining program results, financial
information, donor recognition, photography, participant stories, and data visualization to show how its
work affected the community during the year.

The publication would likely be a great fit for 206. Nonprofit.

207. Utility

Annual reports created for utility organizations.

The report may communicate annual performance, operations, infrastructure investments, financial
information, community impact, sustainability efforts, customer initiatives, or other organizational
information.

208. Other

Annual reports that don't fit naturally within another category in the Annual Report collection.

Use Other when the organization or report genuinely falls outside Association, Corporation,
Corporate Social Responsibility, Educational Institution, Government, Medical, Nonprofit, or Utility.

When another category more specifically describes the work, that category may be a helpful place to
start.

If you're unsure which category best represents the report, we're happy to help.



Annual reports often bring together creative work that may also qualify for recognition elsewhere in
the guide.

Depending on your project, you may also wish to explore:

e Writing e llustration
o Design » Infographics
» Photography » Strategic Communications

Individual creative elements may be recognized separately while the Annual Report category
recognizes the publication as a complete creative work.

Each entry celebrates a different creative achievement.



Brochure

210-228

Brochures are versatile communication tools. They can introduce an organization, explain a service,
educate an audience, support fundraising, recruit new employees or students, promote an event, or
help sell a product.

The Brochure collection recognizes brochures created for a wide range of audiences and purposes.

Rather than being organized by print or digital format, these categories are primarily distinguished by
what the brochure is designed to accomplish and who it is intended to reach.

Brochures created to inform, educate, promote, recruit, raise awareness, support sales, or
communicate information to a defined audience.

» Independent creative professionals e Educational institutions

» Freelancers and consultants « Government organizations

« Design and communications agencies » Healthcare organizations

» In-house creative and marketing teams e Associations and membership
» Businesses and corporations organizations

» Nonprofit organizations

e 210. Business to Business e 220. Newspaper Supplement
e 211. Business to Consumer e 221. Nonprofit

e 212. Capabilities e 222. Pamphlet

e 213. Catalog e 223. Public Relations

e 214. Company Overview e 224. Recruitment

e 215. Consumer Awareness e 225. Sales Promotion

e 216. Educational e 226. Special Events

e 217. Fund Raising o 227.Viewbook

e 218. Handbook o 228. Other

e 219. Informational



Several Brochure categories intentionally overlap.

A nonprofit recruitment brochure, for example, might reasonably be described by both 221. Nonprofit
and 224. Recruitment.

When more than one category seems appropriate, consider which description most specifically
represents the purpose, audience, or creative achievement you want judges to recognize.

There isn't always only one reasonable choice.

Brochures are judged as complete creative works.

Judges consider how effectively writing, design, photography, illustration, typography, organization,
and overall presentation work together to communicate with the intended audience.

The written overview should provide context when the brochure's purpose, audience, or objectives
aren't immediately apparent from the work itself.

210. Business to Business

Brochures created primarily to communicate with other businesses, organizations, professionals, or
industry audiences.

Choose this category when the brochure's intended audience is primarily business-to-business rather
than consumer-facing.

The brochure may promote products, services, expertise, solutions, partnerships, or other offerings
intended for a professional or organizational audience.



211. Business to Consumer

Brochures created primarily to communicate directly with consumers.

Choose this category when the brochure promotes or explains an organization, product, service,
experience, or offering to a consumer audience.

The distinction between 210. Business to Business and 211. Business to Consumer is primarily
the intended audience.

212. Capabilities

Brochures created to showcase an organization's capabilities, expertise, services, experience, or
areas of specialization.

Choose this category when the primary purpose of the brochure is to answer a question such as:
What can this organization do for me?

A capabilities brochure may highlight services, expertise, past work, resources, processes, facilities,
credentials, or other strengths.

What's the difference between Capabilities and Company Overview?
212. Capabilities focuses primarily on what an organization can do or provide.
214. Company Overview focuses more broadly on who the organization is.

There may be overlap, but considering the brochure's primary message can help identify the stronger
fit.



213. Catalog

Brochures designed to organize and present a collection of products, services, programs, offerings,
or other options.

Catalogs also appear elsewhere in the MarCom category list.

Choose 213. Catalog when the work functions primarily as a brochure presenting a collection of
offerings.

If the catalog is being recognized specifically as a direct mail piece, explore 22. Catalog within Direct
Mail.

214. Company Overview

Brochures created to introduce or provide an overview of a company or organization.

The brochure may communicate the organization's history, mission, values, leadership, locations,
services, accomplishments, culture, or other information that helps an audience understand who the
organization is.

If the brochure's primary focus is specifically on the organization's expertise, services, or capabilities,
212. Capabilities may be the more specific fit.

215. Consumer Awareness

Brochures created to increase consumer awareness or understanding of an issue, topic, service,
program, risk, opportunity, or other subject.

Choose this category when the brochure's primary purpose is to help a consumer audience become
more aware or better informed, rather than directly sell a product or service.



216. Educational

Brochures created primarily to teach, explain, or help an audience understand a topic, concept,
process, issue, or subject.

Choose this category when education is the brochure's defining purpose.

What's the difference between Educational and Informational?
There can be considerable overlap.

216. Educational may be the more specific choice when the brochure is intentionally designed to
teach or increase understanding.

219. Informational is broader and may be appropriate when the primary purpose is simply to
provide useful information.

When either description reasonably fits, consider what you most want judges to recognize.

217. Fund Raising

Brochures created to support fundraising, donor development, giving campaigns, capital campaigns,
or other efforts to generate financial support.

Choose this category when encouraging or supporting charitable giving is a primary purpose of the
brochure.

The work may communicate organizational needs, campaign goals, donor impact, giving
opportunities, programs, or stories demonstrating the value of financial support.



218. Handbook

Brochures or booklet-style materials designed to provide organized guidance, instructions, policies,
procedures, resources, or reference information.

Handbooks may serve employees, customers, students, members, volunteers, participants, or other
audiences.

If the work is specifically an employee manual or training publication, you may also wish to explore
245. ManuallTraining within Employee Publication.

219. Informational

Brochures created primarily to provide information about an organization, program, service, initiative,
topic, process, or other subject.

Informational is intentionally broad.

If another Brochure category more specifically describes the purpose of the piece, such as
Educational, Recruitment, Fund Raising, Consumer Awareness, or Sales Promotion, that category
may be a helpful place to start.

220. Newspaper Supplement

Brochure-style publications created specifically for distribution as supplements within or alongside
newspapers.

Choose this category when newspaper distribution is part of the intended format and communication
approach of the piece.



221. Nonprofit

Brochures created for nonprofit organizations.

The brochure may communicate the organization's mission, programs, services, impact,
opportunities, initiatives, or other information to its audiences.

A nonprofit brochure may also fit a more specific category based on its purpose.

For example, a nonprofit brochure created specifically to solicit donations may reasonably fit 217.
Fund Raising, while one designed to recruit volunteers might fit 224. Recruitment.

Consider which aspect of the work you most want judges to recognize.

222. Pamphlet

Pamphlets created to communicate concise information, education, promotion, or guidance to a
defined audience.

Brochure and pamphlet formats can overlap.

Choose 222. Pamphlet when that format most accurately describes the submitted piece. There is no
need to force a distinction based solely on length or number of folds when the work could reasonably
be described either way.



223. Public Relations

Brochures created to support public relations, community relations, stakeholder communications,
reputation-building, or other public-facing communications objectives.

If the brochure is one component of a broader public relations program or campaign, you may also
wish to explore the appropriate category within Strategic Communications.

This category recognizes the brochure itself.

224. Recruitment

Brochures created to recruit employees, students, members, volunteers, participants, donors, or other
audiences.

Choose this category when motivating an audience to join, apply, participate, or become involved
is a primary purpose of the brochure.

A healthcare organization develops a brochure introducing prospective nurses to its workplace
culture, career opportunities, employee benefits, professional development programs, and
community.

Because the brochure is designed primarily to attract prospective employees, it would likely be a
great fit for 224. Recruitment.



225. Sales Promotion

Brochures created primarily to support sales or encourage the purchase of a product, service,
offering, or opportunity.

Choose this category when selling or supporting the sales process is central to the brochure's
purpose.

If the piece primarily introduces a company rather than promoting an offering, 214. Company
Overview may be a stronger fit.

226. Special Events

Brochures created to promote, explain, support, or provide information about a special event.

Projects may include materials for conferences, galas, fundraisers, festivals, celebrations,
ceremonies, community events, corporate events, or other special occasions.

If the brochure is one element of a larger coordinated event campaign, you may also wish to explore
the appropriate Special Event category within Strategic Communications.

227. Viewbook

Viewbooks created to introduce an institution, organization, program, destination, community, or other
experience to prospective audiences through a visually engaging publication.

Choose this category when the work is designed to give readers a broader sense of the experience,
environment, opportunities, or identity of what is being presented.

Viewbooks are commonly associated with student recruitment and educational institutions, but the
category name itself does not limit the format to those uses.



A university creates an undergraduate admissions viewbook combining campus photography, student
stories, academic information, illustrations, and information about student life to help prospective
students imagine themselves attending the institution.

The publication would likely be a great fit for 227. Viewbook.

228. Other

Brochures that don't fit naturally within another category in the Brochure collection.

Use Other when the brochure genuinely falls outside the existing categories.

When another category more specifically describes the audience, purpose, or creative achievement,
that category may be a helpful place to start.

If you're unsure which category best represents the brochure, we're happy to help.

Brochures often bring together creative work that may also qualify for recognition elsewhere in the
guide.

Depending on your project, you may also wish to explore:

» Direct Mail « Design

e Marketing/Promotion Materials « Photography
» Strategic Communications e lllustration

o Writing » Infographics

The brochure may be recognized here as a complete publication while individual creative elements
or a larger campaign are recognized separately.

Each entry celebrates a different creative achievement.



Employee Publication

240-247

Employee publications help organizations communicate with the people who make their work
possible.

The Employee Publication collection recognizes publications created primarily for employees and
internal audiences. These materials may explain benefits, share organizational information, provide
training or guidance, communicate news, or help employees stay informed and connected.

The defining characteristic of this collection is the internal audience and publication format.

Publications created primarily to communicate information, resources, news, benefits, training, or
other content to employees and internal audiences.

» Independent creative professionals » Creative and communications agencies

» Freelancers and consultants » Corporations and businesses

» In-house communications teams « Nonprofit organizations

e Human resources teams e Educational institutions

« Employee communications « Government organizations
professionals » Healthcare organizations

e 240. Benefits o 244. Internal Newsletter

e 241c. Benefits Campaign e 245. Manuall/Training

e 242, Internal Communication e 246. Special Edition

e 243. Internal Magazine e 247. Other



Employee publications may take many forms, from a single benefits publication or training manual to
recurring magazines and newsletters.

Choose the category that most specifically describes the publication or collection of publications
you want judges to recognize.

Some employee communications may also fit within Strategic Communications or Email
Communication. Those categories recognize the work in a different context, so consider whether you
want judges to focus on the publication itself or the broader communications effort.

Employee Publications are judged as complete creative works.

Judges consider how effectively the writing, design, organization, imagery, typography, and overall
presentation work together to communicate with the intended internal audience.

The written overview should provide context when the publication's purpose, audience, or objectives
aren't immediately apparent from the work itself.

240. Benefits

Individual employee publications created to communicate information about benefits, programs,
resources, enrollment, or related topics.

Choose this category when the primary creative achievement is a single benefits publication.

The publication may explain health or wellness benefits, retirement programs, enrollment options,
workplace resources, or other employee benefits information.

If multiple benefits publications were intentionally developed as part of a coordinated effort, explore
241c. Benefits Campaign.



241c. Benefits Campaign

Coordinated collections of employee benefits publications created to work together toward a shared
communications objective.

Choose this category when the creative achievement is the benefits communications campaign as
a whole, rather than one individual publication.

The campaign may include enrollment materials, benefits guides, informational pieces, educational
materials, reminders, or other related publications developed as part of a coordinated effort.

What's the difference between Benefits and Benefits Campaign?
240. Benefits recognizes an individual benefits publication.

241c. Benefits Campaign recognizes multiple coordinated benefits publications working together
toward a shared objective.

An exceptional individual piece from the campaign may also qualify for recognition under 240.
Benefits.

242. Internal Communication

Employee publications created to communicate organizational information to an internal audience.

Choose this category when the publication supports internal communication but doesn't fit more
specifically as an Internal Magazine, Internal Newsletter, Manual/Training publication, or another
Employee Publication category.

The work may communicate company news, organizational changes, workplace information,
leadership messages, employee resources, initiatives, or other information intended primarily for
employees.



242. Internal Communication recognizes the publication itself.

If you want judges to recognize a broader coordinated internal communications effort involving
multiple channels or materials, explore 124c. Internal Communication Campaign within Strategic
Communications.

243. Internal Magazine

Magazines created primarily for employees or other internal audiences.

Choose this category when the work uses a magazine-style publication format to communicate
stories, information, features, organizational news, employee profiles, or other content to an internal
audience.

The defining characteristic is the internal audience.

A magazine created primarily for an external audience would be better considered within the
Magazine collection that follows.

244. Internal Newsletter

Newsletters created primarily for employees or other internal audiences.

The newsletter may communicate organizational news, employee information, leadership updates,
workplace initiatives, events, accomplishments, resources, or other recurring internal content.

What's the difference between an Internal Newsletter and an External Newsletter?
The primary distinction is the intended audience.

Choose 244. Internal Newsletter when the publication is created primarily for employees or another
internal audience.

The External Newsletter 260-267 collection recognizes newsletters created primarily for audiences
outside the organization.



245. Manual/Training

Employee publications created to provide instructions, training, guidance, procedures, policies, or
other workplace learning and reference information.

Choose this category when the publication's primary purpose is to help employees learn,
understand, perform, or reference information related to their work.

Projects may include training manuals, employee manuals, procedural guides, onboarding materials,
instructional publications, or similar resources.

A handbook may also reasonably fit 218. Handbook within the Brochure collection.

If the work is specifically intended for employees as a manual or training publication, 245.
Manual/Training may be the more specific choice.

246. Special Edition

Special-edition employee publications created outside the organization's regular publication schedule
or for a particular occasion, topic, milestone, initiative, or circumstance.

Choose this category when the publication is a special or one-time edition created for an internal
audience rather than a regular issue of an ongoing employee publication.

A company celebrating its 100th anniversary produces a special employee publication featuring
archival photography, company history, employee stories, major milestones, and reflections from
current and former employees.

Because the publication is a special edition created for an internal audience around a specific
milestone, it would likely be a great fit for 246. Special Edition.



247. Other

Employee publications that don't fit naturally within another category in the Employee Publication
collection.

Use Other when the publication genuinely falls outside Benefits, Benefits Campaign, Internal
Communication, Internal Magazine, Internal Newsletter, Manual/Training, or Special Edition.

When another category more specifically describes the work, that category may be a helpful place to
start.

If you're unsure which category best represents the publication, we're happy to help.

Employee publications often connect with broader internal communications and creative work
recognized elsewhere in the guide.

Depending on your project, you may also wish to explore:

e Brochure e Design
 Magazine « Photography
e Email Communication e lllustration

» Strategic Communications » Infographics
» Writing

An employee publication may be recognized here as a complete creative work while an individual
creative element or broader communications campaign is recognized separately.

Each entry celebrates a different creative achievement.



Magazine

250-259

Magazines bring stories, ideas, information, and visual communication together in a publication
designed to engage readers over time.

The Magazine collection recognizes magazines produced for a variety of organizations, industries,
institutions, and audiences.

These categories are organized primarily by the type of organization producing the magazine, the
audience it serves, or the purpose of the publication.

Magazines may be produced in print or digital formats. The defining creative achievement is the
magazine itself and the complete reader experience it creates.

Magazines created to inform, educate, entertain, engage, or communicate with a defined audience
through recurring editorial content.

» Independent creative professionals » Educational institutions

» Freelancers and consultants » Government organizations

e Publishers e Industry organizations

« Design and communications agencies « Nonprofit organizations

e Associations and membership » Professional and trade organizations
organizations » In-house creative and communications

» Corporations and businesses teams

e 250. Association e 255, Industry

e 251. Consumer e 256. Nonprofit

e 252, Corporate » 257. Special Edition

» 253. Educational Institution o 258. Trade

e 254. Government o 259. Other



Magazine categories recognize the publication as a whole, rather than one individual article,
photograph, illustration, or design element.

Those individual elements may also represent creative achievements eligible for recognition
elsewhere in the guide.

When choosing among Magazine categories, consider the organization behind the publication, its
intended audience, and its primary purpose. Some magazines may reasonably fit more than one
category.

Magazines are judged as complete creative works.

Judges consider how effectively writing, design, photography, illustration, typography, organization,
and overall presentation work together to create an engaging reader experience for the intended
audience.

The written overview should provide context when the magazine's purpose, audience, or objectives
aren't immediately apparent from the work itself.

Does a magazine have to be printed?
No.
Magazines may be produced and distributed in print or digital formats.

A digital edition does not need a separate category simply because it is viewed on a screen. Choose
the Magazine category that best represents the publication, its organization, audience, or purpose.



250. Association

Magazines created for associations and membership organizations.

Choose this category when the magazine is produced on behalf of an association or membership
organization to communicate with members, stakeholders, industry participants, or other audiences.

The publication may include organizational news, member stories, industry information, thought
leadership, educational content, or other editorial features.

251. Consumer

Magazines created primarily for a general or consumer audience.

Choose this category when the publication is designed to inform, entertain, educate, or engage
readers as consumers rather than primarily serving an internal, organizational, professional, or trade
audience.

252. Corporate

Magazines created on behalf of a corporation or business to communicate with customers,
employees, stakeholders, partners, or other audiences.

A corporate magazine may contain editorial-style content while still serving a larger organizational or
brand purpose.

If the magazine is created primarily for employees or another internal audience, 243. Internal
Magazine may be the more specific fit.



A financial services company publishes a quarterly magazine for clients featuring market insights,
customer stories, interviews, lifestyle content, and thought leadership.

Because the magazine is produced by a corporation for an external audience, it would likely be a
great fit for 252. Corporate.

253. Educational Institution

Magazines created for schools, colleges, universities, school districts, or other educational
institutions.

The publication may serve students, alumni, faculty, families, donors, prospective students,
community members, or other audiences connected with the institution.

254. Government

Magazines created by or on behalf of government agencies, departments, municipalities, public
entities, or other governmental organizations.

The publication may communicate programs, services, initiatives, public information, community
stories, accomplishments, or other editorial content.

255. Industry

Magazines focused primarily on a particular industry, field, profession, or area of expertise.

Choose this category when the publication's defining characteristic is its industry-focused content
and audience.

The magazine may share trends, research, news, analysis, thought leadership, professional
information, or other content relevant to a particular field.



256. Nonprofit

Magazines created by or on behalf of nonprofit organizations.

The publication may communicate organizational impact, stories, programs, issues, educational
content, community information, or other editorial material to donors, supporters, participants,
stakeholders, or the broader public.

If the nonprofit is also an association or membership organization, 250. Association may also
reasonably describe the publication.

Consider which category best represents the organization and the creative achievement you want
judges to recognize.

257. Special Edition

Special-edition magazines created for a particular occasion, topic, milestone, event, initiative, or
circumstance outside the publication's regular editorial schedule or format.

Choose this category when the special nature of the edition is an important part of the creative
achievement.

A regional business magazine produces a commemorative special edition celebrating the city's
bicentennial, featuring archival photography, historical features, interviews, custom illustrations, and
stories exploring the community's past and future.

Because the publication was created as a special edition around a specific milestone, it would likely
be a great fit for 257. Special Edition.



258. Trade

Magazines created primarily for professionals, businesses, or participants within a particular trade or
professional market.

255. Industry and 258. Trade may naturally overlap.

Industry magazines generally center on information about a particular industry or field, while Trade
magazines are typically directed toward the professionals or businesses working within a particular
trade or market.

There isn't always a rigid dividing line. When either category reasonably describes the publication,
consider how the magazine identifies itself, who it is intended to serve, and which category best
represents the work you want judges to recognize.

259. Other

Magazines that don't fit naturally within another category in the Magazine collection.

Use Other when the magazine genuinely falls outside Association, Consumer, Corporate,
Educational Institution, Government, Industry, Nonprofit, Special Edition, or Trade.

When another category more specifically describes the publication, that category may be a helpful
place to start.

If you're unsure which category best represents the magazine, we're happy to help.



Magazines often bring together exceptional creative work that may also qualify for recognition
elsewhere in the guide.

Depending on your project, you may also wish to explore:

 Employee Publication e Design

» External Newsletter « Photography
» Blog » lllustration

e Writing » Infographics

The magazine may be recognized here as a complete publication while individual articles, images,
design elements, or other creative achievements are recognized separately.

Each entry celebrates a different creative achievement.



External Newsletter

260-267

Newsletters help organizations maintain an ongoing connection with the audiences they serve.

The External Newsletter collection recognizes recurring publications created primarily for audiences
outside an organization. These publications may share news, information, stories, resources,
organizational updates, industry developments, or other content designed to keep readers informed
and engaged.

These categories are organized primarily by the type of organization producing the newsletter or
the audience it serves.

Newsletters created primarily to communicate with customers, members, donors, stakeholders,
patients, community members, industry audiences, and other external readers.

» Independent creative professionals « Government organizations
» Freelancers and consultants » Healthcare organizations
» Design and communications agencies e Industry organizations
» Associations and membership « Nonprofit organizations
organizations » In-house creative and communications
o Corporations and businesses teams

e Educational institutions

e 260. Association * 264. Healthcare
e 261. Corporate e 265. Industry
e 262. Educational Institution e 266. Nonprofit

¢ 263. Government e 267. Other



The defining characteristic of this collection is the newsletter's external audience.

If the newsletter is created primarily for employees or another internal audience, 244. Internal
Newsletter within Employee Publication may be the more specific fit.

Newsletters may be distributed in print or digital formats. The method of distribution doesn't change
the fundamental type of publication.

External Newsletters are judged as complete creative works.

Judges consider how effectively writing, design, photography, illustration, typography, organization,
and overall presentation work together to communicate with the intended audience.

The written overview should provide context when the newsletter's purpose, audience, or objectives
aren't immediately apparent from the work itself.

What's the difference between an External Newsletter and an Internal Newsletter?
The primary distinction is the intended audience.

External Newsletter categories recognize publications created primarily for audiences outside the
organization, such as customers, members, donors, patients, stakeholders, or community members.

244. Internal Newsletter recognizes newsletters created primarily for employees or other internal
audiences.

If a newsletter serves both internal and external audiences, consider which audience is its primary
focus and which aspect of the publication you want judges to recognize.



260. Association

External newsletters created by or on behalf of associations and membership organizations.

Choose this category when the newsletter is designed to keep members, stakeholders, industry
participants, or other association audiences informed and engaged.

Content may include organizational news, member information, industry developments, educational
resources, events, advocacy updates, or other recurring communications.

261. Corporate

External newsletters created by or on behalf of corporations and businesses.

Choose this category when the newsletter communicates regularly with customers, clients, partners,
investors, stakeholders, or other audiences outside the organization.

If the publication is primarily designed for employees, explore 244. Internal Newsletter instead.

262. Educational Institution

External newsletters created by or on behalf of schools, colleges, universities, school districts, or
other educational institutions.

The newsletter may communicate with alumni, parents, donors, prospective students, community
members, partners, or other audiences outside the institution's internal workforce.



263. Government

External newsletters created by or on behalf of government agencies, departments, municipalities,
public entities, or other governmental organizations.

The newsletter may share public information, services, programs, initiatives, community news,
events, resources, or other recurring content with residents and stakeholders.

264. Healthcare

External newsletters created by or on behalf of healthcare, medical, or health-related organizations.

Choose this category when the newsletter is designed to communicate with patients, families,
community members, partners, donors, or other external healthcare audiences.

Content may include health education, organizational news, patient resources, program information,
wellness content, research, or other healthcare-related information.

265. Industry

External newsletters focused primarily on a particular industry, profession, field, or area of expertise.

Choose this category when the newsletter's defining characteristic is its industry-focused content
and audience.

The publication may share industry news, trends, research, analysis, professional resources, thought
leadership, or other recurring information relevant to the field.



266. Nonprofit

External newsletters created by or on behalf of nonprofit organizations.

The newsletter may communicate with donors, supporters, volunteers, program participants,
community members, partners, or other external audiences.

Content may include organizational news, impact stories, program updates, fundraising information,
educational content, events, or opportunities to become involved.

A nonprofit that is also an association or membership organization may reasonably consider 260.
Association.

When more than one category fits, consider which description best represents the organization,
audience, and creative achievement you want judges to recognize.

267. Other

External newsletters that don't fit naturally within another category in the External Newsletter
collection.

Use Other when the newsletter genuinely falls outside Association, Corporate, Educational Institution,
Government, Healthcare, Industry, or Nonprofit.

When another category more specifically describes the publication, that category may be a helpful
place to start.

If you're unsure which category best represents the newsletter, we're happy to help.



External newsletters often include creative work that may also qualify for recognition elsewhere in
the guide.

Depending on your project, you may also wish to explore:

 Employee Publication e Design
 Magazine « Photography
» Blog » lllustration

e Email Communication » Infographics
o Writing

The newsletter may be recognized here as a complete publication while individual articles, images,
design elements, or other creative achievements are recognized separately.

Each entry celebrates a different creative achievement.



Book (Business Related)

270-276

Books give organizations and professionals the space to explore ideas, share expertise, preserve
stories, educate audiences, and communicate in greater depth.

The Book (Business Related) collection recognizes books created in connection with an organization,
profession, industry, business objective, or area of expertise.

These categories are organized primarily by the subject, purpose, or type of content presented in
the book.

Business-related books created to tell stories, document history, educate audiences, support
marketing, inspire readers, or share expertise and ideas.

» Independent creative professionals » Corporations and organizations

» Freelancers and consultants » Educational institutions

e Authors and writers « Nonprofit organizations

e Publishers » Associations and professional

» Creative and communications agencies organizations

» Business leaders and subject-matter » In-house creative and communications
experts teams

« 270. Biography e 274. Motivational

e 271. Company History e 275. Thought Leadership

e 272. Educational o 276. Other

o 273. Marketing



The Book categories recognize the complete book as a creative work, including its content.

Judges will need access to an actual copy of the book in order to evaluate the entry. Entrants may
provide a physical copy or include a complete digital copy, such as a PDF, with the entry
materials.

A book cover, synopsis, excerpt, promotional piece, or other book-related material alone does not
provide judges with the complete work needed to evaluate an entry in the Book categories.

If you would like judges to evaluate a specific element related to the book, such as its cover design,
writing, photography, illustration, marketing, or promotional materials, explore the category that
recognizes that particular creative achievement instead.

The defining characteristic of this collection is that the book is business related.

That doesn't mean every book must be about business itself. A book may tell a person's story,
document an organization's history, educate an audience, inspire readers, support a marketing
objective, or explore ideas related to an author's professional expertise.

When more than one category seems appropriate, consider the primary purpose and content of
the book and what creative achievement you want judges to recognize.

A Note About Privacy

Entrants control the permissions for the materials included with each entry and can determine
whether those materials should be available to the public.

This means a complete digital copy of a book may be provided for judging without requiring that it be
made publicly accessible.

After results are released, entrants are welcome to remove any materials they don't want accessible
to the public and update their entry permissions as appropriate.



Books are judged as complete creative works.

Judges consider the content of the book as well as how effectively writing, design, organization,
imagery, typography, and overall presentation work together to communicate with the intended
audience.

Because judges are evaluating the book itself, access to the complete work is necessary for
judging.

The written overview should provide context when the book's purpose, audience, or connection to the
organization or professional objective isn't immediately apparent from the work itself.

270. Biography

Business-related biographies that tell the story of an individual and their life, career,
accomplishments, experiences, or contributions.

Choose this category when the individual's story is the primary focus of the book.

The subject might be a founder, executive, entrepreneur, industry leader, professional, historical
figure connected with an organization, or another individual whose story has a business or
professional context.

271. Company History

Books created to document and preserve the history of a company, organization, institution, or other
professional entity.

Choose this category when the organization's history is the primary subject of the book.

The work may explore founders, milestones, growth, accomplishments, people, products, cultural
changes, archival materials, or other stories that document the organization's development over time.



A family-owned manufacturer celebrating its 100th anniversary produces a book combining archival
photography, employee stories, historical documents, company milestones, and original writing to tell
the story of the organization from its founding through the present.

The publication would likely be a great fit for 271. Company History.

272. Educational

Business-related books created primarily to teach, explain, or increase understanding of a subject,
skill, concept, process, profession, or area of expertise.

Choose this category when education is the book's defining purpose.

The work may be written for customers, professionals, students, employees, industry audiences, or
the general public.

Educational books may naturally include expertise and original ideas.

If the book's primary achievement is presenting an author's or organization's perspective, insights, or
ideas in order to influence thinking within a profession or industry, 275. Thought Leadership may
also be worth considering.

273. Marketing

Books created primarily to support a marketing, branding, promotional, or business-development
objective.

Choose this category when the book itself functions as a marketing communication tool.

The book may help introduce an organization, demonstrate expertise, strengthen a brand, support
customer relationships, promote an offering, or create engagement with a target audience.



A marketing book doesn't necessarily need to directly sell a product or service.

If the publication was intentionally created as part of a broader marketing or brand-building effort,
273. Marketing may be an appropriate fit.

274. Motivational

Business-related books created primarily to motivate, encourage, inspire, or empower readers.

Choose this category when inspiring action, personal development, professional growth, leadership,
achievement, or positive change is central to the book's purpose.

275. Thought Leadership

Books created to share expertise, perspectives, insights, research, or ideas intended to contribute to
conversations within a profession, industry, organization, or area of expertise.

Choose this category when the book is designed to establish, demonstrate, or share a distinctive
point of view or body of expertise.

Thought Leadership may explore emerging issues, challenge conventional thinking, introduce new
approaches, analyze trends, or provide an informed perspective on a subject.

What's the difference between Educational and Thought Leadership?
There can be considerable overlap.

272. Educational may be the more specific choice when the book's primary purpose is to teach or
explain.

275. Thought Leadership may be the stronger fit when the book's primary purpose is to share
expertise, perspective, or ideas that contribute to a larger professional or industry conversation.

When either description reasonably fits, consider what aspect of the work you most want judges to
recognize.



276. Other

Business-related books that don't fit naturally within another category in the Book (Business
Related) collection.

Use Other when the book genuinely falls outside Biography, Company History, Educational,
Marketing, Motivational, or Thought Leadership.

When another category more specifically describes the book's subject or purpose, that category may
be a helpful place to start.

If you're unsure which category best represents the book, we're happy to help.

Books often bring together creative work that may also qualify for recognition elsewhere in the
guide.

Depending on your project, you may also wish to explore:

» Blog e Design

» Marketing/Promotion Materials « Photography
» Strategic Communications e lllustration

e Writing

The book may be recognized here as a complete publication while individual writing, design,
imagery, book-related materials, or other creative achievements are recognized separately.

Each entry celebrates a different creative achievement.



Blog

280-295

Blogs give organizations and creators a flexible way to educate audiences, share expertise, tell
stories, communicate ideas, and build ongoing connections with readers.

The Blog collection recognizes both individual blog posts and coordinated blog series across a
variety of subjects and purposes.

These categories are organized in two ways:
First, decide what you want judges to evaluate: a single post or a series of posts.

Then choose the category that best represents the primary subject or purpose of the content.

Individual blog posts and blog series created to inform, educate, entertain, promote products or
services, share industry expertise, support internal communications, communicate medical
information, or serve other defined purposes.

» Independent creative professionals e Businesses and organizations
» Freelancers and consultants » Educational institutions

» Writers and content creators » Healthcare organizations

» Creative and communications agencies » Associations and professional
« Content marketing teams organizations

» Corporate communications teams » In-house creative teams



» 280. Product/Service Single Post

e 281. Educational Single Post

o 282. Entertainment Single Post

» 283. Industry Focused Single Post
» 284. Informational Single Post

o 285. Internal Communication Single

Post
» 286. Medical Single Post
o 287. Other Single Post

« 288c. Product/Service Series

e 289c. Educational Series

e 290c. Entertainment Series

e 291c. Industry Focused Series

e 292c. Informational Series

o 293c. Internal Communication Series
e 294c. Medical Series

e 295c. Other Series

The first question to ask when choosing a Blog category is:
Do | want judges to recognize one post or the series as a whole?
The Single Post categories, 280-287, recognize one individual piece of blog content.

The Series categories, 288c-295c, recognize multiple related blog posts submitted together as a
coordinated body of work.

An exceptional post from a series may also represent a creative achievement on its own. In that case,
the individual post and the broader series may each be appropriate for recognition in their respective
categories.



Blog entries are judged on the strength of the creative work submitted.
For a Single Post entry, judges evaluate the individual post as the complete creative work.

For a Series entry, judges evaluate the submitted posts together as a collection and consider how
effectively the content works as a series.

The written overview should provide context when the purpose, audience, or relationship among the
submitted content isn't immediately apparent from the work itself.

How do | decide between the Single Post and Series categories?
Consider the creative achievement you want judges to recognize.
If there is one particular post you want evaluated, choose the appropriate Single Post category.

If you want judges to evaluate multiple related posts as a body of work, choose the corresponding
Series category.

The subject categories are intentionally paired, making it easy to find the equivalent option:

280. Product/Service 288c. Product/Service
281. Educational 289c. Educational

282. Entertainment 290c. Entertainment
283. Industry Focused 291c. Industry Focused
284. Informational 292c. Informational

285. Internal Communication 293c. Internal Communication

286. Medical 294c. Medical

287. Other 295c¢. Other



280. Product/Service Single Post

Individual blog posts focused primarily on a product or service.

Choose this category when the post communicates about, explains, introduces, explores, or
promotes a specific product or service.

The content doesn't necessarily need to function as a traditional advertisement. The defining
characteristic is that the product or service is the primary subject of the post.

281. Educational Single Post

Individual blog posts created primarily to teach, explain, or increase a reader's understanding of a
subject.

Choose this category when education is the defining purpose of the post.

The content may explain a concept, answer questions, provide guidance, teach a skill, explore a
topic, or help readers better understand a subject.

282. Entertainment Single Post

Individual blog posts created primarily to entertain or engage readers.

Choose this category when entertainment, storytelling, humor, cultural content, lifestyle content, or
another engaging reader experience is central to the post's purpose.



283. Industry Focused Single Post

Individual blog posts focused on a particular industry, profession, field, or area of expertise.

Choose this category when the post's defining characteristic is its industry-focused subject matter
or audience.

Content may address industry news, trends, developments, research, analysis, professional issues,
expertise, or other topics relevant to the field.

284. Informational Single Post

Individual blog posts created primarily to provide useful information to a defined audience.

What's the difference between Educational and Informational?
There can be considerable overlap.

281. Educational Single Post may be the stronger fit when the content is intentionally designed to
teach or increase understanding.

284. Informational Single Post is broader and may be appropriate when the primary purpose is to
share useful information.

When either category reasonably describes the post, consider what aspect of the content you most
want judges to recognize.



285. Internal Communication Single Post

Individual blog posts created primarily for employees or another internal organizational audience.

Choose this category when the post communicates organizational news, workplace information,
leadership messages, employee stories, resources, initiatives, or other content intended primarily for
an internal audience.

This category recognizes one blog post.

If you want judges to evaluate multiple internal blog posts as a series, explore 293c. Internal
Communication Series.

286. Medical Single Post

Individual blog posts focused primarily on medical, healthcare, health, or related topics.

The content may provide health information, explain medical topics, share healthcare expertise,
discuss research or developments, provide patient education, or explore other health-related
subjects.

287. Other Single Post

Individual blog posts that don't fit naturally within another Single Post category.

Use Other when the post genuinely falls outside Product/Service, Educational, Entertainment,
Industry Focused, Informational, Internal Communication, or Medical.

When another category more specifically describes the content, that category may be a helpful place
to start.



Blog Series
288c-295c

The Blog Series categories recognize multiple related posts as a collection, rather than evaluating
one post independently.

Choose the category that best represents the primary subject or purpose of the series.

288c. Product/Service Series

A series of related blog posts focused primarily on a product, service, collection of products or
services, or related offering.

A technology company publishes a series of posts introducing a new software platform, explaining its
features, exploring common customer challenges, sharing use cases, and providing practical
guidance for users.

Because the posts work together as a series centered on the company's product and its applications,
the collection would likely be a great fit for 288c. Product/Service Series.

289c. Educational Series

A series of related blog posts created primarily to teach, explain, or increase readers' understanding
of a subject.

Choose this category when education is the defining purpose of the series as a whole.

290c. Entertainment Series

A series of related blog posts created primarily to entertain or engage readers.

The series may use storytelling, humor, lifestyle content, cultural content, recurring features, or other
approaches designed primarily to create an entertaining reader experience.



291c. Industry Focused Series

A series of related blog posts focused on a particular industry, profession, field, or area of expertise.

The series may explore industry news, trends, research, developments, analysis, professional issues,
or other topics relevant to a defined industry audience.

292c. Informational Series

A series of related blog posts created primarily to provide useful information to a defined audience.

If the series is specifically structured to teach or increase understanding of a subject, 289c.
Educational Series may also be worth considering.

As with the corresponding Single Post categories, Educational and Informational may overlap.
Consider the primary purpose of the series and what you most want judges to recognize.

293c. Internal Communication Series

A series of related blog posts created primarily for employees or another internal organizational
audience.

This category recognizes the blog series itself.

If the blog series is one component of a larger coordinated internal communications effort involving
email, video, meetings, publications, intranet content, or other communication channels, you may also
wish to explore 124c. Internal Communication Campaign within Strategic Communications.



294c. Medical Series

A series of related blog posts focused primarily on medical, healthcare, health, or related topics.

The series may provide patient education, explore health topics, share medical expertise, discuss
research or developments, or communicate other healthcare-related information.

295c. Other Series

Blog series that don't fit naturally within another Series category.

Use Other when the series genuinely falls outside Product/Service, Educational, Entertainment,
Industry Focused, Informational, Internal Communication, or Medical.

When another category more specifically describes the content, that category may be a helpful place
to start.

If you're unsure which category best represents the series, we're happy to help.

Blogs often include creative work or support larger communications efforts that may also qualify for
recognition elsewhere in the guide.

Depending on your project, you may also wish to explore:

e Book (Business Related) « Design

» Strategic Communications + Photography
e Online e lllustration

o Writing « Video/Audio

An individual blog post may be recognized on its own while the larger series, writing, visual content,
or broader communications effort is recognized separately.

Each entry celebrates a different creative achievement.



In Summary

Publications take many forms, but they all bring creative elements together to communicate with a
defined audience.

An annual report may tell the story of an organization's year.
A brochure may educate, promote, recruit, or inspire action.

An employee publication may help people understand benefits, learn new skills, or stay connected to
their organization.

A magazine or newsletter may inform and engage readers through recurring content.

A business-related book may preserve a story, share expertise, educate an audience, or introduce
new ideas.

A blog may communicate through one exceptional post or build a larger story through an ongoing
series.

Although their purposes are different, each is evaluated as a complete creative entry.

As you consider your entries, keep returning to the same question we've used throughout this guide:

If the answer is the publication as a whole, the categories in this section are a great place to start.

Publications are collaborative by nature.

Writing, design, photography, illustration, typography, data visualization, and other creative disciplines
may all contribute to the finished work.

That means one publication may represent several creative achievements worthy of recognition.

For example, a magazine might be entered as a complete publication while an exceptional feature
article, cover design, photograph, illustration, or infographic is entered separately in the category that
recognizes that individual creative achievement.

The goal isn't to enter the same work repeatedly.

It's to identify the distinct creative achievements within the work and choose the categories that
allow judges to recognize each one appropriately.



Publications frequently connect with creative work recognized throughout the rest of the guide.

Depending on your project, you may also wish to explore:

o Advertising & Marketing e lllustration

» Strategic Communications » Infographics
e Writing  Web Based
» Design « Video/Audio

» Photography
Each section recognizes a different type of creative achievement.

One project may naturally contain several.

Choosing the right category doesn't have to mean finding one perfect answer.

Some publications reasonably fit more than one category, particularly when the organization,
audience, and purpose point in different directions.

When that happens, consider what aspect of the work you most want judges to recognize.

And if you're still deciding between categories, wondering whether your publication is eligible, or
simply want another opinion, we're always happy to help.

Reach out by email, phone, or Live Chat.

You'll hear from a real person who can help you think through your options and find the category that
best represents your work.



Creativity (Print or Digital)

Great creative work is often made up of many individual achievements.

A magazine may be exceptional as a complete publication, but its design may also deserve
recognition. An annual report may combine outstanding photography with thoughtful writing. A website
may bring together compelling content, strong visual design, and an engaging user experience.

The Creativity (Print or Digital) categories give entrants the opportunity to recognize those
individual creative disciplines.

Rather than focusing primarily on the finished project as a whole, this section looks more closely at
the Design, Photography, and Writing that contribute to the work.

Whether the work appears in print or digital form, the same guiding question applies:
What creative achievement do | want judges to recognize?

If the answer is the design, photography, or writing itself, you've come to the right section.

Throughout this guide, you've seen categories that recognize complete creative works.

A brochure may be entered as a brochure.
A magazine may be entered as a magazine.
An annual report may be entered as an annual report.

But those same projects may contain individual creative achievements worthy of recognition on their
own.

For example, a magazine might include:

» Exceptional overall design » Original illustration or graphic design
» A particularly strong cover » Aninfographic that communicates
« Outstanding photography complex information clearly

» An exceptional feature article

Each represents a different creative achievement.

The Creativity categories allow you to focus the judges' attention on the specific discipline or
element you want evaluated, rather than asking them to consider the project only as a complete
work.



Individual creative achievements in Design, Photography, and Writing across print and digital
communications.

» Independent creative professionals » Content creators

» Freelancers and consultants » Creative and communications agencies
e Graphic designers » In-house creative teams

e Artdirectors e Marketing and communications

» Creative directors professionals

» Photographers » Organizations recognizing the work of

» Writers and copywriters individual team members or creative

» Editors disciplines

Design — 300-343
Creative design across advertising, publications, branding, digital experiences, promotional materials,
and other communications.

Photography — 350-357
Photography created for advertising, publications, products, portraits, and other communications.

Writing — 360-380
Writing created for advertising, publications, blogs, journalism, marketing, public relations, speeches,
technical communications, websites, and other purposes.



You may recognize some familiar project types in this section.

Annual reports, brochures, magazines, newsletters, websites, blogs, and other communications
appear elsewhere in the MarCom category list because those categories may recognize the
complete project.

Here, the focus is different.

The Creativity categories recognize the specific design, photography, or writing achievement
within the work.

That means the same original project may reasonably be entered in more than one category when
each entry asks judges to evaluate a different creative achievement.

The goal isn't to enter the same work repeatedly.

It's to identify the distinct creative achievements within the work and choose the categories that best
allow judges to recognize them.

Creativity entries are judged with particular attention to the creative discipline identified by the
category.

In Design, judges focus on the design achievement.
In Photography, judges focus on the photography.
In Writing, judges focus on the writing.

The larger project provides context, but the creative work identified by the category remains the
primary focus of the entry.

When necessary, the written overview can help judges understand the purpose, audience, objectives,
or context surrounding the work.



Why do some category hames appear more than once in the guide?

Because different categories may recognize different creative achievements within the same
project.

For example, a corporate magazine could be recognized as a complete publication in:
252. Corporate Magazine
The creative work within that same magazine might also be considered in:

322. Magazine for its design

323. Magazine Cover for its cover design

324. Magazine Interior for its interior design

354. Magazine for its photography

370. Feature Article for an individual piece of writing
371. Magazine for its writing

These aren't duplicate categories.

Each asks judges to focus on a different aspect of the creative work.

A nonprofit produces an annual report featuring original photography, custom infographics, thoughtful
editorial design, and compelling written stories about the people its programs serve.

The organization may choose to enter the annual report itself within the appropriate Annual Report
category in Publications.

It may also decide that particular creative elements deserve recognition of their own.

The report's overall design could be entered in 302. Annual Report /| CSR under Design.
Its photography could be entered in 351. Annual Report under Photography.

Its writing could be entered in 362. Annual Report/CSR under Writing.

Each entry comes from the same original project, but each asks judges to recognize a different
creative achievement.



MARCOM AWARDS | ENTRY GUIDE CREATIVITY (PRINT OR DIGITAL)

As you move through this section, don't ask only:
What kind of project did | create?

Instead, ask:

If you want judges to consider how an entire publication, campaign, or communication works together,
another section of the guide may provide the better fit.

If you want them to focus specifically on the design, photography, or writing, the categories that
follow will help you identify the most appropriate place to enter.

ONE PROJECT.
MULTIPLE CREATIVE ACHIEVEMENTS.

CORPORATE MAGAZINE

BUILDING

INSIGHT

DAWVING STRATEGY.
DELIVERIRG IMPACT.

.......................................................................................................
.

€ COMPLETE € DESIGN € PHOTOGRAPHY O wriTiNG
PUBLICATION 322. Magazine 354. Magazine 370. Feature Article
252. Corporate Magazine 323. Magazine Cover 371. Magazine
324. Magazine Interior
B — T it
n=mm =
— Ij—j j—
The publication The visual design @ The photographic The writing
as a whole achievement achievement achievement

-

/ o SAME PROJECT. DIFFERENT CREATIVE ACHIEVEMENTS. w
One project can contain multiple creative achievements. A corporate magazine may be recognized as
a complete publication, while its design, photography, and writing may also represent distinct

achievements eligible for recognition in their own categories.

MARCOMAWARDS.COM « 148



Design

300-343

Design shapes how information is seen, understood, and experienced.

The Design collection recognizes the visual design achievement within print and digital
communications, from advertising and publications to branding, digital experiences, promotional

materials, and more.

Unlike categories elsewhere in the guide that may recognize a complete publication, advertisement,
website, or communication, these categories ask judges to focus specifically on the quality and

effectiveness of the design.

Design created for print and digital communications, including advertising, publications, branding,
promotional materials, digital experiences, websites, packaging, and other creative work.

» Independent designers

* Freelancers and consultants
e Graphic designers

e Artdirectors

« Creative directors

e |llustrators

Design and creative agencies
In-house creative teams

Marketing and communications
professionals

Organizations recognizing exceptional
design within a larger project



300. Ad 322. Magazine

301. Animation 323. Magazine Cover
302. Annual Report /| CSR 324. Magazine Interior
303. Annual Report /| CSR Cover 325. Media Kit

304. Annual Report /| CSR Interior 326. Menu

305. Benefits/HR Materials 327. Mobile App

306. Blog 328. Mobile Website
307. Brochure Cover 329. Newsletter

308. Brochure 330. Newsletter Cover
309. Business Card 331. Packaging

310. Calendar 332. Postcard

311. Cartoon 333. Poster

312. Direct Mail 334. Program Guide
313. E-Communication 335. Promotional Item
314. Games/Contests 336. Social Media Site
315. Graphics 337. T-Shirt

316. Holiday Card 338. Web Interactive Capabilities
317. Identity Suite 339. Website

318. lllustration/Graphic Design 340. Website Home Page
319. Infographic 341. Website Interior
320. Invitation 342. Website Redesign
321. Logo 343. Other

These categories recognize the design, not simply the type of project being submitted.

You may see familiar project names such as Annual Report, Brochure, Magazine, Newsletter, or
Website because those types of work may also be recognized elsewhere in the guide as complete
creative projects.

Here, judges are being asked to focus specifically on the design achievement within the work.



Design entries are judged with particular attention to the visual design and creative execution.

Judges consider how effectively elements such as layout, typography, imagery, composition, visual
hierarchy, and other design choices work together within the context of the project's purpose,
audience, and available resources.

The complete project may provide context, but the design itself remains the primary focus of the
entry.

300. Ad

The design of an individual advertisement.

Choose this category when the visual design of the advertisement is the creative achievement you
want judges to recognize.

The advertisement itself may also qualify for recognition elsewhere in the guide based on its format or
purpose. 300. Ad asks judges to focus specifically on its design.

301. Animation

The design of animated creative work.

Choose this category when the visual design, artistic direction, or graphic execution of the animation
is the creative achievement you want judges to recognize.

Animation may involve several creative disciplines.

If you want judges to evaluate the complete animated work rather than specifically its design, another
category elsewhere in the guide may provide a better fit.



302. Annual Report /| CSR

The overall design of an annual report or corporate social responsibility publication.

Choose this category when you want judges to evaluate the design of the publication as a whole,
including how its visual elements work together across the complete report.

This category recognizes overall design.

If you want judges to focus specifically on the cover or interior design, explore 303. Annual Report /
CSR Cover or 304. Annual Report /| CSR Interior.

The annual report itself may also qualify for recognition as a complete publication within the Annual
Report 200-208 collection.

303. Annual Report | CSR Cover

The design of an annual report or corporate social responsibility report cover.

Choose this category when the cover design itself is the creative achievement you want judges to
recognize.

The cover may be considered independently from the design of the complete report or its interior
pages.



304. Annual Report | CSR Interior

The interior design of an annual report or corporate social responsibility publication.

Choose this category when you want judges to focus on the design and visual presentation of the
interior pages.

This may include layout, typography, imagery, data presentation, visual hierarchy, pacing, and other
design elements that shape the reader's experience throughout the publication.

What's the difference between 302, 303, and 304?

Think about what part of the design you want judges to recognize:

302. Annual Report / CSR recognizes the overall design of the publication.
303. Annual Report / CSR Cover focuses specifically on the cover design.
304. Annual Report / CSR Interior focuses specifically on the interior design.

A project may contain exceptional creative achievements in more than one of these areas.

305. Benefits/HR Materials

The design of benefits, human resources, or employee-related communications and materials.

Choose this category when the design of the HR or benefits materials is the creative achievement
you want judges to recognize.

Projects may include benefits guides, enrollment materials, employee resources, recruitment
materials, workplace communications, or other HR-related creative work.

Benefits and HR work appears in several places throughout the guide because different categories
recognize different achievements.

Here, the focus is specifically on design.



306. Blog

The design and visual presentation of a blog.

Choose this category when you want judges to evaluate the design of the blog experience, rather
than primarily the writing or content of an individual post or series.

If you want judges to evaluate blog content rather than its design, explore the Blog 280-295
collection or the appropriate category within Writing.

307. Brochure Cover

The design of a brochure cover.

Choose this category when the cover itself represents the design achievement you want judges to
recognize.

The brochure may also qualify for recognition as a complete publication or for its overall design.

308. Brochure

The overall design of a brochure.

Choose this category when you want judges to evaluate how the brochure's visual elements work
together across the complete piece.

This may include layout, typography, imagery, organization, visual hierarchy, and other elements
contributing to the overall design.



What's the difference between Brochure and Brochure Cover?
307. Brochure Cover asks judges to focus specifically on the cover design.
308. Brochure recognizes the broader design achievement across the brochure as a whole.

If you want the brochure evaluated as a complete publication rather than specifically for its design,
explore the appropriate category within Brochure 210-228.

309. Business Card

The design of a business card.

Choose this category when the business card itself represents the design achievement you want
judges to recognize.

If the business card is part of a broader coordinated identity system, you may also wish to explore
317. Identity Suite.

310. Calendar

The design of a calendar.

Choose this category when the calendar's visual design and creative execution are the
achievements you want judges to recognize.

The design may incorporate photography, illustration, typography, custom graphics, or other visual
elements as part of the complete calendar.

If original photography or illustration is an important creative achievement within the calendar, those
elements may also qualify for recognition in their respective categories.



311. Cartoon

The design and creative execution of cartoons created for print or digital communication.

Choose this category when the cartoon itself is the creative achievement you want judges to
recognize.

The work may use illustration, visual storytelling, humor, commentary, characters, or other graphic
elements to communicate an idea or message.

312. Direct Mail

The design of direct mail communications.

Choose this category when the visual design of the direct mail piece or materials is the creative
achievement you want judges to recognize.

Direct mail also appears as its own collection within Advertising & Marketing.

Those categories recognize the direct mail piece based on its format or purpose. 312. Direct Mail
asks judges to focus specifically on the design.

313. E-Communication

The design of electronic communications created for digital delivery.

Choose this category when the visual design and presentation of an electronic communication are the
achievements you want judges to recognize.



E-Communication is intentionally broad.

If another Design category more specifically describes the work, such as Blog, Mobile App, Mobile
Website, Social Media Site, or Website, that category may be a helpful place to start.

314. Games/Contests

The design of games, contests, and similar interactive or promotional experiences.

Choose this category when the visual design and creative execution of the game or contest are
the achievements you want judges to recognize.

The larger project may involve strategy, promotion, technology, or other creative disciplines, but this
category focuses specifically on its design.

315. Graphics

Graphic design elements created to communicate information, ideas, messages, or visual concepts.

Choose this category when the graphic itself is the design achievement you want judges to recognize
and another more specific Design category doesn't better describe the work.

315. Graphics is a broad category.

If the work is specifically an illustration, infographic, logo, or another type of design represented
elsewhere in this collection, consider whether that more specific category better reflects the creative
achievement.



316. Holiday Card

The design of holiday cards created for print or digital distribution.

Choose this category when the design of the holiday card is the creative achievement you want
judges to recognize.

The work may incorporate typography, photography, illustration, custom graphics, or other visual
elements.

317. Identity Suite

The design of a coordinated collection of visual identity materials.

Choose this category when you want judges to evaluate how multiple identity elements work together
as a cohesive visual system, rather than focusing on one individual element.

An identity suite may include items such as business cards, stationery, presentation materials,
signage, templates, or other branded applications.

What's the difference between Identity Suite and Logo?

317. Identity Suite recognizes a coordinated collection of visual identity materials and how they work
together.

321. Logo recognizes the design of the logo itself.

If the logo is one exceptional element within a larger identity system, both may represent distinct
creative achievements.

If you want the broader creation or evolution of the brand itself recognized rather than specifically
the design of its identity materials, explore the appropriate Branding category within Strategic
Communications.



318. lllustration/Graphic Design

Original illustration or graphic design created as a distinct visual communication achievement.

Choose this category when the creative achievement centers on an original illustrated or graphic
composition rather than the design of a larger finished piece such as a brochure, magazine,
website, or poster.

The work may stand alone or appear as an element within a larger project.

If an illustration was created as part of another communication piece, consider what you want judges
to evaluate.

The complete piece may fit another category while 318. lllustration/Graphic Design allows the
individual visual work to be recognized on its own.

319. Infographic

The design of infographics created to communicate information, data, processes, relationships, or
ideas visually.

Choose this category when the creative achievement is transforming information into a clear,
engaging, and visually organized communication.

Infographics may appear as standalone pieces or as elements within publications, websites, social
media, presentations, reports, or other communications.



What's the difference between an Infographic and lllustration/Graphic Design?
There can be visual overlap, but their primary purposes are different.

319. Infographic is the more specific category when the design is intended to organize, explain, or
communicate information or data visually.

318. lllustration/Graphic Design may be the stronger fit when the primary achievement is the
illustrated or graphic composition itself, rather than the visual explanation of information.

A healthcare organization transforms a complex set of statistics about community health outcomes
into a visual graphic using charts, icons, typography, illustrations, and concise explanatory text.

Because the design's primary purpose is to make information easier to understand visually, the work
would likely be a great fit for 319. Infographic.

320. Invitation

The design of invitations created for print or digital distribution.

Choose this category when the visual design of the invitation is the creative achievement you want
judges to recognize.

Invitations may be created for corporate events, nonprofit events, celebrations, conferences,
fundraisers, openings, ceremonies, or other occasions.

If the invitation is one element within a larger coordinated event or communications effort, the broader
project may also qualify for recognition elsewhere in the guide.



321. Logo

The design of an individual logo or brand mark.

Choose this category when the logo itself is the design achievement you want judges to recognize.

Alogo may be part of a much larger branding project.

If you want judges to evaluate a coordinated collection of visual identity applications, explore 317.
Identity Suite.

If you want the broader creation or evolution of the brand recognized, explore the appropriate
Branding category within Strategic Communications.

322. Magazine

The overall design of a magazine.

Choose this category when you want judges to evaluate the design of the magazine as a whole,
including how visual elements work together throughout the publication to create a cohesive reader
experience.

This may include layout, typography, imagery, visual hierarchy, pacing, recurring design elements,
and other aspects of the publication's overall design.

This category focuses specifically on magazine design.

If you want the magazine evaluated as a complete publication, explore the appropriate category
within Magazine 250-259.



323. Magazine Cover

The design of a magazine cover.

Choose this category when the cover itself is the creative achievement you want judges to
recognize.

The cover may be considered independently from the overall design of the magazine or its interior
pages.

324. Magazine Interior

The interior design of a magazine.

Choose this category when you want judges to focus specifically on the design and visual
presentation of the interior pages.

This may include editorial layouts, typography, imagery, visual hierarchy, pacing, recurring elements,
and how the interior design supports the reader's experience.

What's the difference between 322, 323, and 324?

Think about which aspect of the magazine's design you want judges to recognize:

322. Magazine recognizes the overall design of the publication.

323. Magazine Cover focuses specifically on the cover design.

324. Magazine Interior focuses specifically on the interior design.

A magazine may contain distinct creative achievements in more than one of these areas.

And if you want judges to evaluate the magazine as a complete publication rather than
specifically its design, explore Magazine 250-259 within Publications.



325. Media Kit

The design of a media kit.

Choose this category when the visual design and presentation of the media kit are the creative
achievements you want judges to recognize.

A media kit may bring together multiple pieces or types of information into one coordinated resource.

Media Kit categories also appear within Strategic Communications.

Those categories recognize the media kit in the context of its communications purpose, while 325.
Media Kit asks judges to focus specifically on its design.

326. Menu

The design of a menu.

Choose this category when the menu's visual design, organization, typography, imagery, or
presentation represents the creative achievement you want judges to recognize.

Menus may be produced in print or digital formats.

327. Mobile App

The design of a mobile application.

Choose this category when the visual design of the mobile app experience is the creative
achievement you want judges to recognize.



A mobile app may involve design, functionality, user experience, technology, content, and other
creative disciplines.

This category specifically recognizes the design achievement.

If you want judges to evaluate another aspect of the app, explore the related categories elsewhere in
the guide.

328. Mobile Website

The design of a website experience created or optimized for mobile viewing.

Choose this category when the mobile website design is the creative achievement you want judges
to recognize.

If you want judges to evaluate the overall website design rather than specifically its mobile
experience, explore 339. Website.

We wouldn't try to create a technical threshold for what qualifies as a Mobile Website. If the mobile
experience is the aspect of the work you want recognized, this category provides that opportunity.

329. Newsletter

The overall design of a newsletter.

Choose this category when you want judges to evaluate the design of the newsletter as a whole.

This may include layout, typography, imagery, organization, visual hierarchy, recurring design
elements, and other choices that shape the reader's experience.



This category recognizes the design, regardless of whether the newsletter is created primarily for an
internal or external audience.

If you want judges to evaluate the newsletter as a complete publication rather than specifically its
design, explore 244. Internal Newsletter or the appropriate category within External Newsletter
260-267.

If the cover itself is the design achievement you want recognized, the next category, 330. Newsletter
Cover, provides the more specific option.

330. Newsletter Cover

The design of a newsletter cover.

Choose this category when the cover itself is the design achievement you want judges to recognize.

The cover may be considered independently from the overall design of the newsletter.

If you want judges to evaluate the design of the complete newsletter, explore 329. Newsletter.

If you want the newsletter evaluated as a complete publication rather than specifically for its design,
explore 244. Internal Newsletter or the appropriate category within External Newsletter 260-267.

331. Packaging

The design of packaging created for a product, collection, or other offering.

Choose this category when the visual design and presentation of the packaging are the creative
achievements you want judges to recognize.

The work may incorporate typography, illustration, photography, graphics, branding, structural
presentation, or other design elements that contribute to the finished package.



If the packaging includes individual creative elements that represent exceptional achievements on
their own, such as illustration or photography, those elements may also qualify for recognition in their
respective categories.

332. Postcard

The design of a postcard.

Choose this category when the visual design of the postcard is the creative achievement you want
judges to recognize.

Postcards also appear within Direct Mail and Marketing/Promotion Materials in Advertising &
Marketing.

Those categories recognize the postcard as a communication or promotional piece. 332. Postcard
asks judges to focus specifically on its design.

333. Poster

The design of a poster created for print or digital use.

Choose this category when the poster's visual design and creative execution are the achievements
you want judges to recognize.

Posters may be created for advertising, events, promotions, education, public awareness,
entertainment, or other communication purposes.

Poster categories also appear elsewhere in Advertising & Marketing.

Here, the focus is specifically on design, rather than the poster's role as an advertising or
promotional piece.



334. Program Guide

The design of a program guide.

Choose this category when the visual design, organization, and presentation of the guide are the
creative achievements you want judges to recognize.

Program guides may be created for events, conferences, performances, festivals, ceremonies,
meetings, or other experiences where information is organized for an audience.

335. Promotional Iltem

The design of an item created to promote an organization, brand, product, service, event, initiative, or
message.

Choose this category when the design applied to the promotional item is the creative achievement
you want judges to recognize.

Promotional Item also appears within Marketing/Promotion Materials in Advertising & Marketing.

That category recognizes the promotional item itself within the context of marketing or promotion.
335. Promotional Item focuses specifically on the design achievement.



336. Social Media Site

The design and visual presentation of a social media presence.

Choose this category when the visual design of the social media site or presence is the creative
achievement you want judges to recognize.

This may include how visual elements, graphics, imagery, branding, and other design components
work together to create a cohesive experience.

This category focuses on design, rather than the strategy or performance of a social media
campaign.

If you want judges to evaluate a coordinated social media communications effort, explore 127c.
Social Media Campaign within Strategic Communications or 57c. Social Media Marketing
Campaign within Advertising & Marketing.

337. T-Shirt

The design of a T-shirt.

Choose this category when the visual design applied to the T-shirt is the creative achievement you
want judges to recognize.

The design may incorporate typography, illustration, graphics, branding, or other visual elements.

T-Shirt also appears within Marketing/Promotion Materials in Advertising & Marketing.

That category recognizes the T-shirt as a marketing or promotional item. 337. T-Shirt asks judges to
focus specifically on its design.

If an original illustration or graphic is the particular achievement you want recognized independently
from the finished T-shirt, you may also wish to explore 318. lllustration/Graphic Design.



338. Web Interactive Capabilities

The design of interactive features and experiences created for the web.

Choose this category when interactivity within the web experience is the design achievement you
want judges to recognize.

Interactive elements may invite users to explore, engage with, navigate, customize, or otherwise
interact with content rather than simply view it.

This category focuses specifically on the interactive design achievement, rather than the design of
the website as a whole.

If the overall website design is what you want judges to evaluate, explore 339. Website.

339. Website

The overall design of a website.

Choose this category when you want judges to evaluate the website's design as a complete
experience, rather than focusing on one page or individual design element.

This may include visual consistency, layout, typography, imagery, navigation, organization, and how
the site's design works together across multiple pages.

This category recognizes the overall website design.

If one particular area represents the creative achievement you want judges to recognize, the more
specific Home Page, Website Interior, Web Interactive Capabilities, or other related category may be
worth exploring.



340. Website Home Page

The design of a website's home page.

Choose this category when the home page itself is the design achievement you want judges to
recognize.

The home page may be considered independently from the overall website or its interior pages.

341. Website Interior

The design of a website's interior page or pages.

Choose this category when you want judges to focus on the design and visual presentation
beyond the home page.

This may include individual pages, sections, content areas, or other interior portions of the website
where the design represents a distinct creative achievement.

342. Website Redesign

The redesign of an existing website.

Choose this category when the creative achievement is reimagining or improving the design of an
existing website, rather than designing a completely new website.

The redesign may involve changes to visual presentation, organization, navigation, content
presentation, user experience, or other elements of the site's design.



There isn't a specific amount of change required for a project to be considered a redesign.

The defining characteristic is that the work evolves an existing website, rather than creating one
that did not previously exist.

What's the difference between the web design categories?
Consider the specific design achievement you want judges to recognize:

338. Web Interactive Capabilities
Focuses on interactive features or experiences within the web project.

339. Website
Recognizes the overall design of the website as a complete experience.

340. Website Home Page
Focuses specifically on the home page design.

341. Website Interior
Focuses specifically on the design of interior pages or sections.

342. Website Redesign
Recognizes the creative achievement involved in redesigning an existing website.

A single website may contain more than one distinct creative achievement. Choose the category that
directs the judges' attention toward the aspect of the work you most want recognized.



An organization completely redesigns its existing website with a new visual system, reorganized
content, updated navigation, redesigned interior pages, and a new interactive tool that helps visitors
explore its services.

Depending on the creative achievements it wants recognized, the project might reasonably be
considered for:

» 342. Website Redesign for the redesign of the existing site

« 339. Website for the overall website design

» 340. Website Home Page for an exceptional new home page

» 341. Website Interior for exceptional interior page design

» 338. Web Interactive Capabilities for the interactive tool or experience
Each category asks judges to focus on a different aspect of the work.

343. Other

Design work that doesn't fit naturally within another category in the Design collection.

Use Other when the design achievement genuinely falls outside the categories offered from 300-
342.

When another category more specifically describes the work, that category may be a helpful place to
start.

If you're unsure which category best represents the design achievement, we're happy to help.



Design is often one creative discipline within a much larger project.

Depending on your work, you may also wish to explore:

o Advertising & Marketing « Writing
» Strategic Communications  Web Based
e Publications e Video/Audio

« Photography
A complete project may qualify for recognition elsewhere in the guide while its design is recognized
separately within this collection.

Likewise, individual design elements within a larger project may represent distinct creative
achievements of their own.

The goal is to identify what you want judges to recognize and choose the category that directs
their attention toward that achievement.



Photography

350-357

Photography can tell a story, capture a personality, showcase a product, establish a mood, or
transform the way an audience experiences a larger creative work.

The Photography collection recognizes the photographic achievement itself, whether the images
were created as standalone work or as part of advertising, publications, marketing materials, or other
communications.

These categories are organized primarily by how the photography is used or what it depicts.

Photography created for advertising, publications, portraits, products, and other communications.

» Independent photographers » Art directors and creative directors

» Freelancers and consultants » Creative and communications agencies
« Commercial photographers « In-house creative teams

« Editorial photographers » Organizations recognizing exceptional
» Portrait photographers photography within a larger project

» Product photographers

» 350. Advertising » 354. Magazine
e 351. Annual Report o 355. People/Portrait
» 352. Brochure o 356. Product

e 353. Calendar e 357. Other



These categories recognize the photography, not simply the project in which the photographs
appear.

A photograph created for a magazine, brochure, annual report, advertisement, or other project may
be part of a larger creative work that qualifies for recognition elsewhere in the guide.

Here, judges are being asked to focus specifically on the photographic achievement.

When choosing a category, consider either the context in which the photography was created or, for
categories such as People/Portrait and Product, the primary subject of the images.

Photography entries are judged with particular attention to the photographic work itself.

Judges consider the strength of the imagery and creative execution within the context of the project's
purpose, audience, and available resources.

The larger project may provide helpful context, but the photography remains the primary focus of
the entry.

The written overview should provide additional context when the purpose or use of the photography
isn't immediately apparent from the work itself.

350. Advertising

Photography created for use in advertising.

Choose this category when the photography used within an advertisement or advertising project
is the creative achievement you want judges to recognize.

The advertisement itself may also qualify for recognition elsewhere in the guide.

350. Advertising asks judges to focus specifically on the photography rather than evaluating the
advertisement as a complete creative work or focusing on its design.



351. Annual Report

Photography created for use in an annual report or corporate social responsibility publication.

Choose this category when the photography within the report represents a creative achievement you
want judges to recognize independently from the publication or its design.

The same annual report might represent several distinct creative achievements:
e The complete publication may qualify within Annual Report 200-208
e |ts design may qualify within 302-304
* |ts photography may qualify within 351. Annual Report
e Its writing may qualify within 362. Annual Report/CSR

Each category asks judges to focus on a different aspect of the work.

352. Brochure

Photography created for use in a brochure.

Choose this category when the photography within the brochure is the creative achievement you
want judges to recognize.

The brochure itself may also qualify as a complete publication, while its design, writing, photography,
or other individual elements may represent separate creative achievements.



353. Calendar

Photography created for use in a calendar.

Choose this category when the photographic work featured within the calendar is the creative
achievement you want judges to recognize.

If you want judges to focus specifically on the calendar's design rather than its photography, explore
310. Calendar within Design.

354. Magazine

Photography created for use in a magazine.

Choose this category when the photography appearing within the magazine represents the creative
achievement you want judges to recognize.

The images may support editorial stories, profiles, features, products, organizational storytelling, or
other magazine content.

If you want the magazine evaluated as a complete publication, explore Magazine 250-259.
If its design is the achievement you want recognized, explore 322-324 within Design.

354. Magazine focuses specifically on the photography.



355. People/Portrait

Photography in which a person or group of people is the primary subject.

Choose this category when the portrait or depiction of people is the photographic achievement you
want judges to recognize.

The photography may have been created for editorial, corporate, advertising, organizational,
professional, or other communication purposes.

Photography may reasonably fit both a category based on where it was used and a category based
on what it depicts.

For example, a portrait created for a magazine might reasonably relate to both 354. Magazine and
355. People/Portrait.

Consider which aspect of the photographic work you most want judges to recognize.

356. Product

Photography in which a product is the primary subject.

Choose this category when the presentation and photographic treatment of the product are the
creative achievements you want judges to recognize.

The photography may have been created for advertising, marketing, packaging, catalogs, websites,
social media, publications, or other communications.

As with People/Portrait, product photography may also fit another Photography category based on
where the images were used.

A product photograph created for an advertisement, for example, may reasonably relate to both 350.
Advertising and 356. Product.

Consider what aspect of the work you want judges to recognize.



357. Other

Photography that doesn't fit naturally within another category in the Photography collection.

Use Other when the photographic achievement genuinely falls outside Advertising, Annual Report,
Brochure, Calendar, Magazine, People/Portrait, or Product.

When another category more specifically describes the photography or its use, that category may be
a helpful place to start.

If you're unsure which category best represents the photographic work, we're happy to help.

Photography often contributes to a larger creative project and may represent just one of several
achievements within that work.

Depending on your project, you may also wish to explore:

» Advertising & Marketing o Writing

o Strategic Communications  Web Based
e Publications e Video/Audio
» Design

A complete project may qualify for recognition elsewhere in the guide while its photography is
recognized separately here.

Each entry celebrates a different creative achievement.



Writing

360-380

Words can persuade, explain, inform, entertain, inspire, and shape the way audiences understand an

organization or idea.

The Writing collection recognizes the writing itself across advertising, publications, blogs, journalism,
marketing, public relations, speeches, technical communications, websites, and other creative work.

Unlike categories elsewhere in the guide that may recognize a complete publication, communication,
or campaign, these categories ask judges to focus specifically on the quality and effectiveness of

the written work.

Writing created for advertising, publications, blogs, journalism, marketing, public relations, strategic
communications, speeches, technical communications, websites, and other professional purposes.

» Independent writers

« Freelancers and consultants
o Copywriters

« Content writers and creators
« Journalists and editors

e Speechwriters

e Technical writers

Public relations professionals
Marketing and communications
professionals

Creative and communications agencies
In-house creative teams

Organizations recognizing exceptional
writing within a larger project



» 360. Ad Copy « 371. Magazine

» 361. Advertorial o 372. Marketing Material
e 362. Annual Report/CSR o 373. News Article

» 363. Blog Overall o 374. News Release

» 364. Blog Single Post o 375. Newsletter

» 365. Brand Journalism o 376. Speech

» 366. Brochure o 377. Technical

e 367. Column o 378. White Paper

» 368. Communication Plan e 379. Web Content

» 369. Editorial » 380. Other

e 370. Feature Article

These categories recognize the writing, not simply the project in which the writing appears.

A brochure, annual report, magazine, blog, website, communication plan, or other project may qualify
for recognition elsewhere in the guide as a complete creative work.

Here, judges are being asked to focus specifically on the written content within that work.

That means the same original project may reasonably be entered elsewhere as a complete work
while its writing is recognized separately within this collection.

Writing entries are judged with particular attention to the written work itself.

Judges consider how effectively the writing communicates within the context of its purpose, audience,
objectives, and available resources.

The larger project may provide useful context, but the writing remains the primary focus of the
entry.

When necessary, the written overview can help judges understand the purpose, audience, or context
surrounding the work.



360. Ad Copy

Writing created for an advertisement.

Choose this category when the written message or copy within the advertisement is the creative
achievement you want judges to recognize.

The advertisement itself may also qualify for recognition elsewhere in the guide, and its visual design
may represent another creative achievement.

360. Ad Copy asks judges to focus specifically on the writing.

361. Advertorial

Writing created for advertorial content that combines promotional communication with an editorial-
style format.

Choose this category when the work is promotional in purpose but written and presented in a form
that resembles editorial content.

An advertorial may inform, educate, tell a story, or provide useful content while also supporting a
product, service, organization, or brand.

The defining characteristic is the combination of promotional purpose and editorial-style writing.



362. Annual Report/CSR

Writing created for an annual report or corporate social responsibility publication.

Choose this category when the written content within the report is the creative achievement you
want judges to recognize.

The writing may communicate organizational accomplishments, impact, financial information,
leadership perspectives, stories, initiatives, or other information contained within the report.

An annual report may represent several distinct creative achievements.

The complete publication may qualify within Annual Report 200-208, its design within 302-304, its
photography within 351, and its writing here in 362. Annual Report/CSR.

363. Blog Overall

Writing across a blog considered as a broader body of work.

Choose this category when you want judges to evaluate the quality and consistency of the writing
across the blog, rather than focusing on one individual post.

The Blog collection within Publications recognizes blog content according to its subject or purpose
and whether the entry is a single post or series.

363. Blog Overall specifically asks judges to focus on the writing across the blog.



364. Blog Single Post

The writing of one individual blog post.

Choose this category when a single post represents the writing achievement you want judges to
recognize.

What's the difference between Blog Overall and Blog Single Post?
363. Blog Overall asks judges to consider the writing across the blog as a broader body of work.
364. Blog Single Post focuses on the writing within one individual post.

If one exceptional post comes from a consistently well-written blog, the individual post and the
broader body of work may represent different creative achievements.

365. Brand Journalism

Journalistic-style writing created by or on behalf of a brand or organization.

Choose this category when the work uses journalistic storytelling or reporting approaches to
create informative, engaging content connected with a brand or organization.

Brand Journalism may focus on people, issues, trends, expertise, communities, industries, or stories
related to the organization rather than relying primarily on traditional promotional messaging.

Brand Journalism can naturally overlap with other forms of content writing.

Consider this category when the journalistic approach to storytelling is a defining characteristic of
the work.



366. Brochure

Writing created for a brochure.

Choose this category when the written content of the brochure is the creative achievement you
want judges to recognize.

The brochure may also qualify as a complete publication within Brochure 210-228, while its design
may qualify within 308. Brochure.

366. Brochure focuses specifically on its writing.

367. Column

Writing created as a column for a publication, website, or other recurring communication platform.

Choose this category when the work represents a column or recurring authored feature, often
characterized by a consistent voice, perspective, subject area, or author.

Columns may be informative, analytical, personal, humorous, persuasive, or opinion-based.

If the work is better described as an editorial, feature article, or news article, explore those more
specific Writing categories as well.



368. Communication Plan

The writing of a communication plan.

Choose this category when the written plan itself is the creative achievement you want judges to
recognize.

The work may articulate objectives, audiences, messages, strategies, tactics, timelines,
measurement, or other elements used to guide a communications effort.

What's the difference between this category and 120c. Communication Plan in Strategic
Communications?

The distinction is what you want judges to evaluate.

368. Communication Plan is within Writing and asks judges to focus specifically on the quality and
effectiveness of the written plan.

120c. Communication Plan is within Strategic Communications and recognizes the broader
strategic communications achievement represented by the plan.

The same project may reasonably relate to both categories when the writing and the strategic
communications work represent distinct achievements.

369. Editorial

Writing created to express a viewpoint, position, interpretation, or perspective on a subject or issue.

Choose this category when the writing's defining characteristic is its point of view or argument,
rather than primarily reporting information or presenting a longer narrative feature.

Editorials may inform or analyze, but they typically do so through a distinct perspective or position.
If the work primarily reports news, explore 373. News Article.

If it develops a subject through deeper storytelling, interviews, narrative, or analysis, 370. Feature
Article may be worth considering.



370. Feature Article

Writing created as a feature article for a publication, website, or other communication platform.

Choose this category when the work explores a subject in greater depth through storytelling,
interviews, research, analysis, narrative, or other feature-style approaches.

Feature articles may focus on people, organizations, issues, trends, events, experiences, or other
subjects.

Feature articles often go beyond reporting the essential facts of a story to provide greater context,
depth, perspective, or narrative.

If the work primarily reports timely news or information, 373. News Article may be the more specific
fit.

371. Magazine

Writing created for a magazine.

Choose this category when the written content within a magazine is the creative achievement you
want judges to recognize.

This category focuses on magazine writing more broadly.

If you want judges to evaluate a particular type of writing within the magazine, such as a Column,
Editorial, Feature Article, or News Article, one of those more specific categories may also be worth
considering.

If you want the magazine evaluated as a complete publication, explore Magazine 250-259.



372. Marketing Material

Writing created for marketing or promotional materials.

Choose this category when the written content used to market or promote an organization,
product, service, event, initiative, or idea is the creative achievement you want judges to recognize.

Marketing writing may appear across print or digital materials and may be created to inform,
persuade, engage, generate interest, or inspire action.

This category focuses specifically on the writing.

The complete marketing piece or broader marketing effort may also qualify for recognition elsewhere
in the guide.

373. News Article

Writing created primarily to report news, developments, events, or other timely information.

Choose this category when the primary purpose of the work is to report and communicate news or
factual developments to an audience.

What's the difference between a News Article and a Feature Article?
There can be overlap, but consider the primary approach of the writing.
373. News Article generally focuses on reporting news, events, developments, or timely information.

370. Feature Article generally explores a subject in greater depth through storytelling, interviews,
context, narrative, analysis, or other feature-style approaches.

When either description reasonably fits, consider which aspect of the writing you most want judges to
recognize.



374. News Release

Writing created as a news or press release.

Choose this category when the writing of the release itself is the creative achievement you want
judges to recognize.

The release may announce organizational news, products, services, events, initiatives,
accomplishments, research, personnel changes, or other information intended for media or public
distribution.

If the release contributed to a broader media relations or publicity effort, that larger communications
achievement may also qualify for recognition within Strategic Communications.

374. News Release focuses specifically on the writing.

375. Newsletter

Writing created for a newsletter.

Choose this category when the written content across the newsletter is the creative achievement
you want judges to recognize.

The newsletter may be created for internal or external audiences and distributed in print or digital
formats.

If you want judges to evaluate the newsletter as a complete publication, explore 244. Internal
Newsletter or External Newsletter 260-267.

If you want judges to focus specifically on its design, explore 329. Newsletter or 330. Newsletter
Cover within Design.



376. Speech

Writing created for delivery as a speech, presentation, address, or other spoken communication.

Choose this category when the written speech itself is the creative achievement you want judges to
recognize.

The work may be created for an executive, organizational leader, spokesperson, public figure, event
speaker, or other presenter.

This category recognizes the writing, rather than the speaker's delivery or performance.

377. Technical

Technical writing created to communicate specialized, complex, procedural, or instructional
information clearly to a defined audience.

Choose this category when the writing's primary achievement is making technical or specialized
information understandable and useful.

The work may include instructions, documentation, manuals, technical explanations, procedural
materials, or other content requiring clear communication of specialized information.

Technical writing may be highly specialized, but effectiveness still depends on the intended audience.

The goal isn't necessarily to make every subject understandable to everyone. It is to communicate
technical information effectively to the people the work was created to serve.



378. White Paper

Writing created as a white paper that explores a subject, issue, challenge, research finding,
approach, or area of expertise in depth.

Choose this category when the work provides a substantive, focused examination of a topic
intended to inform, educate, explain, analyze, or contribute expertise.

White papers may incorporate research, data, analysis, recommendations, technical information, or
thought leadership depending on their purpose and audience.

What's the difference between Technical Writing and a White Paper?
The two may overlap, but they recognize different forms of written communication.

377. Technical is a broad category for writing that communicates specialized, procedural,
instructional, or technical information.

378. White Paper recognizes a specific type of document that examines a subject or issue in depth.

A technically complex white paper may reasonably relate to both descriptions. Consider the form of
the work and what aspect of the writing you most want judges to recognize.



379. Web Content

Writing created for websites and other web-based content experiences.

Choose this category when the written content presented on the web is the creative achievement
you want judges to recognize.

This may include website pages, landing pages, informational content, organizational content,
product or service content, or other writing created specifically for a web environment.

If the work is more specifically a blog post, article, or another type of writing represented elsewhere in
this collection, that more specific category may be a helpful place to start.

If you want judges to evaluate the design of the website, explore the appropriate Website category
within Design.

380. Other

Writing that doesn't fit naturally within another category in the Writing collection.

Use Other when the writing achievement genuinely falls outside the categories offered from 360-379.

When another category more specifically describes the work, that category may be a helpful place to
start.

If you're unsure which category best represents the writing, we're happy to help.



Writing is often one creative discipline within a much larger project.

Depending on your work, you may also wish to explore:

» Advertising & Marketing « Photography
o Strategic Communications  Web Based
e Publications e Video/Audio
» Design

A complete project may qualify for recognition elsewhere in the guide while its writing is recognized
separately within this collection.

Individual pieces of writing within a larger project may also represent distinct creative achievements
of their own.

Each entry celebrates a different creative achievement.



In Summary

Great creative work is often the result of many disciplines working together.

A publication may combine exceptional design, photography, and writing.

An advertising campaign may rely on compelling copy and memorable visual design.

A website may bring together thoughtful content, strong imagery, and an engaging visual experience.

Throughout this section, we've looked beyond the complete project to recognize the individual
creative achievements within it.

Design.
Photography.
Writing.

Each contributes something different to the finished work, and each may represent an achievement
worthy of recognition on its own.

As you consider your entries, return to the question we've used throughout this guide:
What creative achievement do | want judges to recognize?

If the answer is a specific creative discipline within a larger project, the Creativity categories give you
the opportunity to direct the judges' attention toward exactly that.

You don't have to choose between recognizing an exceptional complete project and recognizing the
individual creative work that made it exceptional.

Consider an annual report.

e The complete publication may be recognized within Annual Report 200-208.
e Its overall design may be recognized in 302. Annual Report /| CSR.

e Its cover design may be recognized in 303. Annual Report /| CSR Cover.

¢ |ts photography may be recognized in 351. Annual Report.

e Its writing may be recognized in 362. Annual Report/CSR.

These aren't duplicate entries recognizing the same thing.
Each asks judges to evaluate a different creative achievement within the same original project.

The same principle applies to magazines, brochures, websites, advertising, newsletters, blogs, and
many other types of creative work throughout MarCom.



When deciding whether a Creativity category is right for your work, ask yourself:
Do | want judges to evaluate the complete project, or a particular creative discipline within it?

If you want the complete project recognized, explore the category collection that best represents the
work as a whole.

If you want judges to focus specifically on its design, photography, or writing, the Creativity
categories may be the better fit.

Sometimes, the answer is both.

One project can contain multiple creative achievements, and choosing more than one category can
be appropriate when each entry gives judges something different to evaluate.

Design, Photography, and Writing frequently contribute to work recognized throughout the rest of
the guide.

Depending on your project, you may also wish to explore:

» Advertising & Marketing « Web Based
» Strategic Communications » Video/Audio
* Publications

Each section recognizes a different type of creative achievement.

One project may naturally contain several.

Sometimes the hardest part of choosing a category isn't deciding what your project is.
It's deciding what about the project you want recognized.

If you're deciding between categories, wondering whether to enter the complete project or one of its
individual creative elements, or simply want another opinion, we're always happy to help.

Reach out by email, phone, or Live Chat.

You'll hear from a real person who can help you think through your options and find the category that
best represents the creative achievement you want judges to recognize.



Web Based

Digital experiences give audiences countless ways to connect, explore, learn, shop, watch,
participate, and engage.

The Web Based categories recognize creative work developed for websites, mobile experiences,
social media, interactive web elements, and online video.

Some projects are complete digital destinations, such as a corporate website or mobile app.

Others are individual experiences within a larger digital presence, such as a landing page, microsite,
e-commerce experience, social media campaign, or streaming video.

Throughout this section, you'll find categories that recognize both.
As you explore your options, keep returning to the question we've used throughout this guide:
What creative achievement do | want judges to recognize?

The answer may be the complete digital experience, a particular feature or piece of content, or the
way multiple digital elements work together.

Creative work developed for web and mobile environments, including websites, mobile apps and
experiences, social media, interactive web elements, and web video.

» Independent creative professionals e E-commerce teams

» Freelancers and consultants » Educational and training professionals
» Web designers and developers » In-house creative and communications
» Digital agencies teams

» Marketing and advertising agencies » Businesses, nonprofits, associations,

e Social media teams educational institutions, government

« Content creators organizations, and other organizations
» Video producers producing digital work

e User experience (UX) and digital
experience teams



Website — 400-421
Websites recognized according to the organization, audience, purpose, industry, or type of project
they represent.

Mobile App/Web — 430-444
Mobile apps and mobile web experiences created for business, entertainment, information, training,
products, services, purchasing, and other purposes.

Social Media — 450-465
Social media sites, content, engagement, advertising, branding, campaigns, influencer content, and
video.

Web Element — 470-484

Specific web-based experiences and elements, including e-commerce, e-learning, games and
contests, landing pages, microsites, intranets, podcasts, portals, streaming video, and web-based
training.

Web Video — 490-501
Video created for web-based viewing across educational, informational, marketing, medical, nonprofit,
training, event, self-promotional, and other purposes.

Digital projects often contain more than one creative achievement.

A website, for example, may include an exceptional home page, a campaign landing page, an e-
commerce experience, original video, interactive content, or other individual elements that could be
considered separately.

Likewise, a social media presence may include individual content, video, advertising, audience
engagement, or a coordinated campaign.

You don't necessarily have to choose between recognizing the complete digital project and
recognizing an exceptional element within it.

When each entry asks judges to evaluate something different, one project may reasonably fit more
than one category.



Web Based entries are judged on the strength of the creative work within the context of the category
selected.

Depending on the entry, judges may be evaluating a complete website or mobile experience, a social
media presence or campaign, an individual web element, or a piece or series of web video content.

The work itself remains the primary focus of judging.

The written overview can provide additional context about the project's purpose, audience, objectives,
or functionality when that information isn't immediately apparent from the work.

My project could fit several Web Based categories. How do | choose?

Start by identifying what you most want judges to recognize.

If the complete website is the achievement, begin with Website.

If the project centers on a mobile app or mobile web experience, explore Mobile App/Web.

If the creative achievement happened primarily through a social platform, explore Social Media.

If you want judges to focus on a particular component or experience within a larger web presence,
Web Element may provide the more specific fit.

If the primary work is video created for web-based viewing, explore Web Video.

There may be more than one reasonable choice. The goal is to select the category that best
represents the creative achievement you want judges to evaluate.

A nonprofit launches a new website that includes a redesigned home page, an interactive resource
center, campaign landing pages, online donation capabilities, original informational videos, and social
media content supporting the launch.

The complete website may qualify within the appropriate Website category.

Individual elements may also represent distinct creative achievements within Web Element, Web
Video, or Social Media.

The project doesn't change.

What changes is the creative achievement being presented to the judges.



MARCOM AWARDS | ENTRY GUIDE WEB BASED

The Web Based collection is organized into five sections:

e Website

Complete websites categorized primarily by organization, audience, industry, purpose, or
project type.

¢ Mobile App/Web
Apps and mobile web experiences categorized by their purpose or function.

e Social Media

Social media presences, content, engagement, advertising, branding, campaigns, and video.
e Web Element

Individual web experiences or components that may stand alone or exist within a larger digital
project.

¢ Web Video
Video content created for web-based audiences.

As you move through these sections, you'll see some categories that naturally overlap.

That's intentional.

Digital projects rarely fit neatly into a single box, and different categories give you the opportunity to
direct the judges' attention toward different aspects of the work.
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e ONE DIGITAL PROJECT. s
DIFFERENT WAYS T0 RECOGNIZE IT.
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destination
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(€ START WITH THE EXPERIENCE YOU WANT JUDGES TO RECOBNIZE. )

Web-based creative work can take many forms. Start with the digital experience you want judges to
recognize, then choose the category family that provides the clearest context for evaluating that
achievement.
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Website

400-421

Websites often serve as the central digital destination for an organization, business, institution, event,
or initiative.

The Website categories recognize complete website experiences and are organized around several
different characteristics, including the type of organization, intended audience, industry, purpose, or
nature of the project.

Because those characteristics can overlap, one website may reasonably fit more than one category.

When that happens, consider which category best represents the context in which you want
judges to evaluate the website.

Complete websites created for organizations, businesses, institutions, events, industries, audiences,
and other purposes.

» Independent web professionals » Associations and nonprofits

» Freelancers and consultants » Educational institutions

 Web design and development firms « Government organizations and

» Digital agencies municipalities

» Advertising and marketing agencies » Professional service organizations

» In-house creative and digital teams » Organizations launching or redesigning

» Businesses and corporations websites



e 400. Association e 411. Legal

e 401. Benefits e 412. Manufacturer
e 402. Business to Business » 413. Marketing/PR/Advertising
e 403. Business to Consumer Agency
e 404. Corporation e 414. Medical
e 405. Educational Institution e 415. Municipality
e 406. Entertainment e 416. Nonprofit
e 407. Event » 417. Professional Service
» 408. Financial Services e 418. Redesign
e 409. Government * 419. Small Business
e 410. Informational e 420. Tourism
e 421. Other

Website categories aren't organized around a single characteristic.

Some describe the organization, some the audience or industry, and others the purpose or
nature of the website.

That means more than one category may reasonably describe the same website.

For example, a website for a nonprofit medical organization might reasonably relate to both 414.
Medical and 416. Nonprofit.

Neither choice is automatically more correct.

Consider which category best represents the context in which you want the website recognized.

Website entries recognize the complete website as a creative work.

Judges evaluate the experience within the context of the category selected and the website's
intended purpose and audience.

The website itself remains the primary focus of judging. The written overview can provide additional
context about the organization, audience, objectives, or project when that information isn't
immediately apparent from the work.



400. Association

Websites created for associations and membership organizations.

Choose this category when the website represents an association and supports its communication
with members, prospective members, industry audiences, or the public.

The website may provide organizational information, resources, education, advocacy information,
events, member services, or other association-related content and experiences.

401. Benefits

Websites created to communicate benefits information and resources.

Choose this category when benefits communication is a primary purpose of the website.

The site may help employees, members, or other audiences understand, explore, access, or make
decisions about available benefits.

Benefits and HR work appears in several areas of the guide because different categories recognize
different creative achievements.

Here, judges are evaluating the website as a complete digital experience.



402. Business to Business

Websites created primarily to communicate with other businesses or professional audiences.

Choose this category when the website's primary audience consists of business customers, clients,
partners, or other professional decision-makers.

The organization itself may operate in almost any industry. The defining characteristic is the website's
business-to-business audience and purpose.

403. Business to Consumer

Websites created primarily to communicate directly with consumers.

Choose this category when the website's primary audience consists of individual consumers or
customers rather than other businesses or professional audiences.

The site may introduce products or services, provide information, support customer relationships,
encourage purchases or inquiries, or serve other consumer-facing purposes.

What's the difference between Business to Business and Business to Consumer?
The primary distinction is the audience the website was created to serve.

402. Business to Business focuses on websites created primarily for businesses or professional
audiences.

403. Business to Consumer focuses on websites created primarily for individual consumers.

Some organizations serve both audiences. If that's true of your website, consider which audience is
most central to the experience you want judges to evaluate.



404. Corporation

Websites created for corporations.

Choose this category when the corporate website as a whole is the creative achievement you want
judges to recognize.

The website may communicate information about the organization, its leadership, operations,
products or services, careers, investors, initiatives, news, or other aspects of the company.

A corporate website may also fit another category based on its audience, industry, or purpose.

For example, a corporation's website might also be Business to Business, Business to Consumer,
Financial Services, Manufacturer, or another more specific category.

Consider which aspect of the website provides the most meaningful context for judging the work.

405. Educational Institution

Websites created for educational institutions.

Choose this category when the website represents a school, college, university, or other educational
institution.

The site may serve prospective students, current students, families, faculty, staff, alumni, donors,
community members, or other audiences while supporting the institution's broader digital presence.



406. Entertainment

Websites created primarily to support, provide, or promote entertainment.

Choose this category when entertainment is central to the website's purpose or content.

The site may support entertainment properties, experiences, organizations, events, content, or other
entertainment-related work.

407. Event

Websites created for an event or event experience.

Choose this category when the website exists primarily to communicate information about, promote,
support, or enhance an event.

The site may provide schedules, registration information, speakers or performers, event details,
resources, updates, or other information relevant to attendees and audiences.

If the work you're submitting is a smaller event-specific site created within a larger web presence, you
may also wish to explore 477. Microsite Event.

The distinction doesn't need to depend on a technical definition. Consider whether you want judges to
recognize the complete event website or a more specific microsite experience.



408. Financial Services

Websites created for financial services organizations or financial services offerings.

Choose this category when the website's primary context is financial services.

The site may communicate services, products, resources, expertise, tools, organizational information,
or other content intended for financial services audiences.

A Financial Services website may also reasonably fit a category such as Corporation, Business to
Business, Business to Consumer, Professional Service, or Small Business.

Choose the category that best represents the context in which you want judges to consider the work.

409. Government

Websites created for government agencies, departments, programs, or other governmental
organizations.

Choose this category when the website represents a government entity or government-related
initiative and serves its audiences through information, resources, services, communication, or other
digital experiences.

If the website is specifically for a city, town, village, or other municipal government, you may also wish
to explore 415. Municipality.

409. Government provides the broader category, while 415. Municipality offers a more specific
option for municipal websites.

As we've discussed elsewhere in the guide, categories that sound similar often provide a broad
option and a more specific option. Consider which best describes the context in which you want
the work recognized.



410. Informational

Websites created primarily to provide information, resources, or educational content to an audience.

Choose this category when the website's primary purpose is to help visitors find, understand, or
explore information.

The site may serve virtually any audience or subject area. The defining characteristic is its
informational purpose rather than the type of organization behind it.

An informational website may also fit another Website category based on the organization, industry,
or audience it serves.

When several categories apply, consider which aspect of the website provides the most meaningful
context for the work you want judges to recognize.

411. Legal

Websites created for legal organizations, professionals, services, or other legal-related purposes.

Choose this category when the website's primary context is legal services or the legal field.

The site may communicate information about an organization, professionals, services, expertise,
resources, or other legal-related content.

A Legal website may also reasonably fit 402. Business to Business, 403. Business to Consumetr,
417. Professional Service, or another category depending on its audience and purpose.

Choose the category that best represents the context in which you want judges to consider the work.



412. Manufacturer

Websites created for manufacturers or manufacturing organizations.

Choose this category when the website represents a manufacturer and its products, capabilities,
services, expertise, or organization.

A manufacturer's website may also serve primarily business customers or consumers.

If audience is the context you most want emphasized, you may also wish to explore 402. Business
to Business or 403. Business to Consumer.

413. Marketing/PR/Advertising Agency

Websites created for marketing, public relations, advertising, creative, communications, or related
agencies.

Choose this category when the website represents an agency and its own brand, capabilities,
services, work, or expertise.

This category recognizes the agency's website itself.

If you're entering client work created by an agency, choose the Website category that best represents
the client or project, rather than automatically selecting the agency category.



414. Medical

Websites created for healthcare, medical, or related organizations, services, programs, or audiences.

Choose this category when the website's primary context is healthcare or medicine.

The site may provide organizational information, services, education, resources, patient or
professional information, or other medical-related content.

Medical websites may also fit another category based on the organization behind them or the
audience they serve.

For example, a nonprofit healthcare organization might reasonably consider both 414. Medical and
416. Nonprofit.

Choose the category that best represents the context in which you want the website evaluated.

415. Municipality

Websites created for cities, towns, villages, or other municipal governments.

Choose this category when the website represents a municipality and serves its residents,
businesses, visitors, or other community audiences.

The site may provide government information, services, resources, public notices, community
information, or other municipal content.

What's the difference between Government and Municipality?
409. Government is the broader category for government websites.
415. Municipality provides a more specific option for websites representing municipal governments.

As with other broad and specific categories throughout MarCom, there may be situations where both
reasonably describe the work. Choose the category that provides the context in which you most want
the website recognized.



416. Nonprofit

Websites created for nonprofit organizations.

Choose this category when the website represents a nonprofit organization and its mission,
programs, services, resources, impact, or community.

A nonprofit website may also fit another category based on its purpose or field.

For example, a nonprofit may operate in healthcare, education, tourism, or another area represented
within the Website collection.

The categories don't have to be mutually exclusive. Consider which aspect of the organization or
website you want to provide the context for judging.

417. Professional Service

Websites created for organizations or professionals providing specialized professional services.

Choose this category when the website's primary purpose is to communicate the expertise,
capabilities, services, or value of a professional service provider.

Professional Service is a broad category.

If another Website category more specifically identifies the organization's industry, such as 408.
Financial Services or 411. Legal, that category may provide a more specific option.

As with similar categories throughout the guide, consider whether the broad category or more
specific category best represents the context in which you want judges to evaluate the work.



418. Redesign

Websites that have been redesigned from an existing website or digital presence.

Choose this category when the creative achievement is reimagining or improving an existing
website, rather than creating a website that did not previously exist.

The redesign may involve changes to visual presentation, organization, navigation, content
presentation, user experience, functionality, or other aspects of the website.

There isn't a specific amount of change required for a project to be considered a redesign.
The defining characteristic is that the work evolves an existing website.

Because Redesign describes the nature of the project rather than the organization or industry, the
website may also reasonably fit another category within this collection.

Can a redesigned website also be entered in another Website category?
Yes.

For example, a redesigned website for a financial services organization might reasonably fit both 408.
Financial Services and 418. Redesign.

One recognizes the website within its industry context.
The other recognizes the achievement of redesigning the existing site.

Each gives judges a different context in which to consider the work.



419. Small Business

Websites created for small businesses.

Choose this category when the website represents a small business and its products, services,
brand, expertise, or organization.

A small business website may also fit another category based on its audience, industry, or purpose.

For example, a small professional services firm might reasonably consider both 417. Professional
Service and 419. Small Business.

Choose the category that best represents the context in which you want the website recognized.

420. Tourism

Websites created for tourism, travel, destinations, attractions, or other visitor-focused organizations
and experiences.

Choose this category when the website's primary purpose is to inspire, inform, or assist travelers
and visitors.

The site may showcase destinations, attractions, accommodations, activities, events, travel
resources, visitor information, or other tourism-related content.

A Tourism website may also fit another category based on the organization behind it or the website's
purpose.

For example, a tourism organization may be a nonprofit, municipality, association, or other type of
organization represented elsewhere in this collection.

Choose the category that provides the most meaningful context for the work you want judges to
recognize.



421. Other

Websites that don't fit naturally within another category in the Website collection.

Use Other when the website genuinely falls outside the categories offered from 400-420.

When another category reasonably describes the organization, audience, industry, purpose, or nature
of the project, that category may be a helpful place to start.

If you're unsure which category best represents the website, we're happy to help.

A website doesn't always have one obvious category.
The same site might be accurately described by its:

» Organization — Association, Corporation, Educational Institution, Government, Municipality,
Nonprofit, Small Business

* Audience — Business to Business or Business to Consumer
» Industry — Financial Services, Legal, Manufacturer, Medical, Professional Service, Tourism
o Purpose — Benefits, Entertainment, Event, Informational
» Nature of the project — Redesign
These categories provide different ways of recognizing the same type of creative work.
When several descriptions fit, ask:

Which category provides the most meaningful context for the website | want judges to
evaluate?

There isn't always only one reasonable answer.



A small financial planning firm launches a redesigned website created primarily for individual
consumers.

Several Website categories could reasonably describe the project:

403. Business to Consumer recognizes the website in the context of the audience it serves.
408. Financial Services recognizes it within its industry.

418. Redesign recognizes the achievement of reimagining an existing website.

419. Small Business recognizes it within the context of the organization behind it.

None of these descriptions changes the website being submitted.

What changes is the context in which the entrant is asking judges to consider the work.

A complete website may contain individual creative achievements that can also be recognized
elsewhere in the guide.

Depending on your project, you may wish to explore:

» Design for the visual design of the » Social Media for related social content,
website, home page, interior pages, campaigns, or engagement

interactive capabilities, or redesign e
P g  Web Element for specific digital

» Writing for exceptional web content experiences within or connected to the

- Photography for photography created BRI

for the site e Web Video for video created for web-

» Mobile App/Web for mobile-specific SRS ELEIENEEE

experiences

One website can contain many creative achievements.

The goal is to choose the category that directs the judges' attention toward the work you most
want recognized.



Mobile App/Web

430c-444

Mobile experiences put information, services, products, entertainment, and interactive tools directly
into the hands of an audience.

The Mobile App/Web categories recognize apps and mobile web experiences created for a variety of
purposes, from conducting business and delivering services to entertainment, education, purchasing,
and information.

When choosing a category, begin by considering both the type of mobile experience you've
created and its primary purpose.

Mobile apps and mobile web experiences created for business, entertainment, information, training
and learning, products, services, purchasing, and other purposes.

» Independent creative professionals » Educational and training teams

» Freelancers and consultants e E-commerce teams

« App developers » Marketing and communications

» Web developers professionals

o User experience (UX) and digital » In-house creative and technology teams
experience teams » Businesses and organizations creating

» Digital agencies mobile experiences

e 430c. App for Business e 436. App Other

e 431c. App for Entertainment e 440. Mobile Website Company

e 432c. App for Information e 441. Mobile Website Service

e 433c. App for Training/Learning e 442, Mobile Buying Experience

e 434c. App for Product e 443. Mobile Experience Information

e 435c. App for Service e 444. Mobile Other



The first distinction in this collection is simple:
Are you entering an app or a mobile web experience?
For apps, categories 430c-436 are organized primarily around the app's purpose.

For mobile web experiences, categories 440-444 recognize company, service, buying, informational,
and other mobile experiences.

If more than one description reasonably applies, consider the primary experience or purpose you
want judges to recognize.

Does this have to be a separate mobile website?
No.

A mobile web experience may be part of a responsive website designed to adapt across desktop,
tablet, and mobile devices.

These categories allow you to highlight the experience created specifically for users accessing
the website on a mobile device. The site does not need to exist as a separate mobile-only version.

The focus is on the mobile experience itself and how effectively it serves users viewing and
interacting with the site from a mobile device.

Mobile App/Web entries are judged as digital experiences within the context of the category selected.

The work itself remains the primary focus of judging. The written overview can provide helpful context
about the intended audience, purpose, functionality, or objectives when that information isn't
immediately apparent from the experience.

For entries requiring access, entrants should make sure judges have the information necessary to
experience the work being submitted.



430c. App for Business

Apps created primarily to support business activities, operations, communications, or other business-
related needs.

Choose this category when the app's primary purpose is to help a business or professional audience
work, communicate, access resources, manage activities, or accomplish business-related
tasks.

This is a broad business category.

If the app's primary purpose is more specifically training, providing a product or delivering a service,
one of the more specific App categories may also be worth exploring.

431c. App for Entertainment

Apps created primarily to entertain or engage users.

Choose this category when entertainment is central to the app experience.

The app may provide games, media, interactive content, storytelling, or other experiences created
primarily for entertainment.



432c. App for Information

Apps created primarily to provide information, content, resources, or reference materials to users.

Choose this category when the app's primary purpose is to help users access, explore, understand,
or use information.

The subject of the information may vary. The defining characteristic is the app's informational
purpose.

433c. App for Training/Learning

Apps created primarily to support training, learning, education, or skill development.

Choose this category when the app is designed to help users learn, practice, develop knowledge
or skills, or complete training.

An educational app may also provide extensive information.

Consider 433c. App for Training/Learning when the experience is intentionally designed around
learning or training, rather than primarily providing information for users to access.

434c. App for Product

Apps created primarily around a product or product experience.

Choose this category when a product is central to the purpose and experience of the app.

The app may help users explore, understand, configure, interact with, support, or otherwise engage
with a product.



435c. App for Service

Apps created primarily to provide, support, access, or enhance a service.

Choose this category when a service is central to the purpose and experience of the app.

The app may allow users to access services, manage interactions, complete tasks, receive support,
or otherwise engage with the service being offered.

What's the difference between App for Product and App for Service?
Consider what sits at the center of the app experience.
434c. App for Product focuses on an app created around a product or product experience.

435c. App for Service focuses on an app created around providing, accessing, or supporting a
service.

Some organizations offer both products and services. When both descriptions apply, consider which
Is more central to the experience you want judges to evaluate.

436. App Other

Apps that don't fit naturally within another App category.

Use Other when the app genuinely falls outside Business, Entertainment, Information,
Training/Learning, Product, or Service.

When another category reasonably describes the app's primary purpose, that category may be a
helpful place to start.



Mobile Web Experiences

The remaining categories recognize experiences created for the mobile web.

Unlike the App categories, these entries are organized around the company, service, buying, or
informational experience being delivered through mobile web access.

440. Mobile Website Company

Mobile website experiences created to represent a company or organization.

Choose this category when the mobile experience communicates the organization's brand,
information, offerings, capabilities, or broader digital presence.

If the design of the mobile website itself is the specific creative achievement you want recognized,
you may also wish to explore 328. Mobile Website within Design.

Here, judges are considering the mobile website experience as the work.

441. Mobile Website Service

Mobile website experiences created primarily around a service or services.

Choose this category when accessing, understanding, using, or engaging with a service is central to
the mobile website experience.



What's the difference between Mobile Website Company and Mobile Website Service?

440. Mobile Website Company recognizes a broader mobile website representing a company or
organization.

441. Mobile Website Service provides a more specific option when a service or service experience
is central to the work.

As with other broad and specific categories throughout MarCom, either may reasonably describe
some projects.

442. Mobile Buying Experience

Mobile web experiences created to support purchasing, shopping, or other buying activities.

Choose this category when the mobile buying experience is the creative achievement you want
judges to recognize.

The experience may help users discover, evaluate, select, or purchase products or services through a
mobile environment.

This category focuses specifically on the mobile buying experience.

If the broader e-commerce experience is what you want recognized, you may also wish to explore
470. E-Commerce within Web Element.

443. Mobile Experience Information

Mobile web experiences created primarily to provide information or resources to users.

Choose this category when the mobile experience is designed primarily to help users find, access,
explore, or understand information.



The subject of the information isn't what defines this category.

The primary distinction is the informational purpose of the mobile experience.

444. Mobile Other

Mobile web experiences that don't fit naturally within another Mobile category.

Use Other when the mobile experience genuinely falls outside Company, Service, Buying
Experience, or Information.

When another category more specifically describes the work, that category may be a helpful place to
start.

If you're unsure which category best represents the mobile experience, we're happy to help.

Start with two questions:

1. What type of mobile experience am | entering?
Is it an app or a mobile web experience?

2. What is the primary purpose of that experience?

For an app, consider whether the primary purpose is:

Business - Entertainment - Information - Training/Learning — Product — Service
For a mobile web experience, consider whether you're primarily recognizing:

Company - Service - Buying Experience - Information

There may be overlap.

The goal isn't to identify the only category that could possibly describe the project. It's to choose the
category that best represents the mobile experience you want judges to recognize.



A financial services company creates a mobile experience that allows customers to learn about its
services, access account resources, and complete transactions.

Depending on the form and primary purpose of the project, several categories might reasonably be
considered.

If it is an app centered on accessing the company's services, 435c. App for Service may be a strong
fit.

If it is @ mobile website focused on the company's service experience, 441. Mobile Website Service
may be appropriate.

If the project is primarily designed to provide information through the mobile web, 443. Mobile
Experience Information may provide another reasonable option.

The best choice depends on what the project is and what aspect of the experience the entrant
wants judges to recognize.

Mobile experiences often connect with creative work recognized elsewhere in the guide.
Depending on your project, you may also wish to explore:

e Website for the broader website e Web Video for video content

experience « Design for Mobile App or Mobile Website

» Social Media for related social content design

or campaigns . . -
paig » Writing for exceptional digital content

» Web Element for specific digital
experiences or functionality

One mobile project may contain several creative achievements.

Each category gives you an opportunity to direct the judges' attention toward a different aspect of
the work.



Social Media

450-465

Social media brings together content, community, conversation, advertising, branding, and audience
engagement in ways that can make several different creative achievements part of the same social
presence.

The Social Media categories recognize work created for social platforms, from individual content and
platform experiences to audience engagement and coordinated campaigns.

Some categories focus on a specific platform. Others recognize the purpose or type of social
media work, regardless of where it appears.

When choosing a category, consider what aspect of the social media work you most want judges to
recognize.

Social media sites and presences, content, influencer work, advertising, branding, campaigns,
engagement, and video.

» Social media professionals » Public relations and communications
« Content creators teams

» Influencers » In-house creative teams

» Freelancers and consultants » Brands and organizations

» Digital and social agencies « Video and content production teams

e Advertising and marketing agencies

» 450. Facebook Engagement e 458c. Social Campaign

» 451. Facebook Site » 459. Social Content

e 452, Influencer Content e 460c. Social Engagement

» 453. Instagram Engagement e 461. Social Video

e 454, Instagram Site e 462. X (Formerly Twitter) Engagement
e 455, Linkedin Site e 463. X (Formerly Twitter) Site

e 456¢. Social Ad Campaign e 464. YouTube Video

e 457c. Social Branding Campaign e 465. Other



Social media work often fits more than one description.

A brand may have a strong Instagram presence, produce exceptional individual content, generate
meaningful audience engagement, publish original video, and execute a coordinated campaign.

Those are different aspects of the same social media presence.

When several categories reasonably apply, consider what you want judges to focus on: the
platform presence, the content, the engagement, the video, or the larger campaign.

Social Media entries are judged within the context of the category selected.

Judges may be evaluating an overall platform presence, individual or collected content, audience
engagement, video, or a coordinated campaign.

The work itself remains the primary focus of judging. For campaign entries, supporting materials
should help judges understand the broader effort and provide the context necessary to evaluate how
the elements work together.

450. Facebook Engagement

Creative work that generates or supports audience engagement through Facebook.

Choose this category when audience interaction and engagement on Facebook are central to the
achievement you want judges to recognize.

The work may encourage conversation, participation, sharing, responses, or other forms of audience
interaction.

If you want judges to evaluate the broader Facebook presence rather than specifically its
engagement, explore 451. Facebook Site.



451. Facebook Site

The overall creative presence of a brand, organization, program, or other entity on Facebook.

Choose this category when you want judges to consider the Facebook presence as a whole, rather
than focusing specifically on engagement or one individual piece of content.

What's the difference between Facebook Engagement and Facebook Site?
450. Facebook Engagement focuses on how the work engages and interacts with its audience.
451. Facebook Site recognizes the broader Facebook presence.

One Facebook presence may reasonably demonstrate achievements in both areas.

452. Influencer Content

Social media content created by or in collaboration with an influencer or content creator.

Choose this category when influencer-created or influencer-led content is the creative
achievement you want judges to recognize.

The content may support a brand, organization, product, service, initiative, event, cause, or other
communication objective.

If influencer content is one component of a larger coordinated social campaign, the broader campaign
may also qualify for recognition in an appropriate campaign category.

Here, judges are being directed specifically toward the influencer content.



453. Instagram Engagement

Creative work that generates or supports audience engagement through Instagram.

Choose this category when audience interaction and engagement on Instagram are central to the
achievement you want judges to recognize.

If you want judges to evaluate the broader Instagram presence, explore 454. Instagram Site.

454. Instagram Site

The overall creative presence of a brand, organization, program, or other entity on Instagram.

Choose this category when you want judges to consider the Instagram presence as a whole,
including how its content and visual presentation work together.

What's the difference between Instagram Engagement and Instagram Site?
453. Instagram Engagement focuses specifically on audience interaction and engagement.
454. Instagram Site recognizes the broader Instagram presence.

Choose according to the aspect of the work you most want judges to consider.



455. LinkedIn Site

The overall creative presence of a brand, organization, professional, program, or other entity on
LinkedIn.

Choose this category when the LinkedIn presence as a whole is the creative achievement you want
judges to recognize.

The work may use content, imagery, video, thought leadership, organizational information, or other
communications to create a cohesive presence for its intended audience.

456¢. Social Ad Campaign

A coordinated campaign using paid social media advertising.

Choose this category when social advertising is the defining element of the campaign you want
judges to recognize.

The campaign may include multiple advertisements, formats, messages, creative executions,
platforms, or audience approaches working toward a shared objective.

This category recognizes a campaign, so judges should be able to understand the broader
coordinated effort rather than seeing only one isolated advertisement.

If you want judges to focus on a single piece of social content or video, explore the appropriate
individual category instead.



457c. Social Branding Campaign

A coordinated social media campaign created to establish, strengthen, evolve, or communicate a
brand.

Choose this category when branding is the defining objective of the social media campaign.

The work may use content, imagery, messaging, video, platform experiences, or other social
elements to build or reinforce a cohesive brand presence.

If the branding effort extends well beyond social media and you want judges to evaluate the broader
branding achievement, explore the appropriate Branding category within Strategic Communications.

457c. Social Branding Campaign focuses specifically on how the branding effort is expressed
through social media.

458c. Social Campaign

A coordinated social media campaign built around a shared objective.

Choose this category when multiple pieces of social media work come together as a cohesive
campaign and neither advertising nor branding alone best describes the primary achievement.

The campaign may inform, educate, promote, raise awareness, encourage participation, support an
initiative, or pursue another communications objective.



What's the difference between the three Social campaign categories?
Start with the campaign's defining purpose or approach.

456¢. Social Ad Campaign
The campaign is centered on paid social advertising.

457c. Social Branding Campaign
The campaign is centered on building, strengthening, or communicating a brand.

458c. Social Campaign
The broader option for a coordinated social media effort when another specific campaign category
doesn't better describe the work.

As we've seen elsewhere in the guide, the categories can function as specific options alongside a
broader option. Choose the one that best represents the achievement you want judges to recognize.

459, Social Content

Content created specifically for social media.

Choose this category when the social content itself is the creative achievement you want judges to
recognize.

The work may include individual posts or a selection of content using writing, imagery, graphics,
photography, or other creative elements.

This category focuses on the content, rather than requiring judges to evaluate an entire platform
presence or coordinated campaign.

If video is the particular content achievement you want recognized, explore 461. Social Video.



460c. Social Engagement

Social media work created to generate, encourage, or strengthen audience engagement.

Choose this category when engagement across the social media effort is the defining
achievement you want judges to recognize.

Unlike the platform-specific engagement categories for Facebook, Instagram, and X (Formerly
Twitter), 460c. Social Engagement provides a broader option for engagement-focused work.

This may be particularly useful when the effort extends across multiple social platforms or isn't best
represented by one platform-specific category.

461. Social Video

Video content created specifically for social media.

Choose this category when the social video itself is the creative achievement you want judges to
recognize.

The video may be created for a single social platform or used across multiple social channels.

If the video is specifically being recognized in the context of YouTube, explore 464. YouTube Video.

If video is one element within a larger coordinated social campaign, the campaign may also qualify for
recognition separately.



462. X (Formerly Twitter) Engagement

Creative work that generates or supports audience engagement through X (Formerly Twitter).

Choose this category when audience interaction and engagement on X (Formerly Twitter) are
central to the achievement you want judges to recognize.

463. X (Formerly Twitter) Site

The overall creative presence of a brand, organization, program, or other entity on X (Formerly
Twitter).

Choose this category when you want judges to consider the X (Formerly Twitter) presence as a
whole, rather than focusing specifically on engagement or an individual piece of content.

What's the difference between X (Formerly Twitter) Engagement and X (Formerly Twitter) Site?
462. X (Formerly Twitter) Engagement focuses on audience interaction and engagement.
463. X (Formerly Twitter) Site recognizes the broader platform presence.

One social presence may reasonably demonstrate both types of achievement.

464. YouTube Video

Video content created for or used as part of a social media presence on YouTube.

Choose this category when you want judges to recognize the video within the context of social
media content and YouTube is the primary platform for the work.



YouTube Video also appears within Web Video as 500. YouTube Video.
The categories provide two ways to recognize YouTube content based on the context of the work.

464. YouTube Video places the video within Social Media, making it a natural fit when the work is
being submitted as social content or as part of a YouTube social presence.

500. YouTube Video places the video within Web Video, making it a natural fit when the video itself
is the primary web-based creative work.

There may be projects that reasonably fit either category. Consider which collection best represents
how you want judges to view the creative achievement.

465. Other

Social media work that doesn't fit naturally within another category in the Social Media collection.

Use Other when the social media achievement genuinely falls outside the categories offered from
450-464.

When another category more specifically describes the platform, content, engagement, campaign, or
video, that category may be a helpful place to start.



When several categories seem appropriate, ask yourself:
What aspect of the social media work do | most want judges to recognize?
Is it the:

¢ Platform presence?
Facebook Site, Instagram Site, LinkedIn Site, X (Formerly Twitter) Site
¢ Audience engagement?
Facebook Engagement, Instagram Engagement, Social Engagement, X (Formerly Twitter)
Engagement
e Content?
Influencer Content, Social Content
e Video?
Social Video, YouTube Video
e Campaign?
Social Ad Campaign, Social Branding Campaign, Social Campaign

The same social media effort may contain several of these creative achievements.

The category you choose helps direct the judges' attention toward the one you want recognized.

A consumer brand launches a new social initiative across Instagram, Facebook, and YouTube. The
effort includes paid advertising, influencer partnerships, original social content, short-form video,
audience participation, and a coordinated campaign message.

Depending on what the entrant wants recognized, the work might reasonably relate to:
452. Influencer Content for the influencer work.

456¢. Social Ad Campaign for the coordinated paid advertising.

458c. Social Campaign for the broader social effort.

459. Social Content for exceptional individual content.

460c. Social Engagement for the audience engagement achieved across platforms.
461. Social Video for the video content.

The project remains the same.

Each category asks judges to focus on a different creative achievement within it.



Social media often connects with work recognized elsewhere in the guide.

Depending on your project, you may also wish to explore:

» Advertising & Marketing for social
media marketing or advertising

» Strategic Communications for broader
social media communications campaigns

» Design for the visual design of a social
media presence

Writing for exceptional written content
Web Video for web-based video

Video/Audio for the video production
itself

One social media effort may naturally contain several creative achievements.

Each category gives you a different way to show judges what about the work deserves

recognition.



Web Element

470-484

Sometimes the most exceptional part of a digital project isn't the entire website. It's a particular

experience within it.

The Web Element categories recognize individual web-based experiences, destinations, features,
and content, from e-commerce and e-learning to landing pages, microsites, podcasts, portals,

streaming video, and training.

These elements may exist within a larger website or stand on their own.

When choosing a category, consider the specific web-based experience you want judges to

recognize.

Individual web-based elements and experiences created to help audiences shop, learn, explore,

participate, access information, watch, listen, or interact online.

» Independent creative professionals e Learning and development

» Freelancers and consultants professionals

» Web designers and developers » Marketing and communications teams

» User experience (UX) and digital « Content creators and producers
experience teams » In-house creative and technology teams

» Digital agencies » Organizations creating specialized web

» E-commerce teams experiences

e 470. E-Commerce » 478. Microsite Information

e 471c. E-Learning e 479. Microsite Product

e 472c. Games/Contests e 480. Podcast

* 473. Home Page » 481. Portal

e 474. Infographic e 482. Streaming Video

e 475. Intranet o 483. Web Based Training

» 476. Landing Page e 484. Other

o 477. Microsite Event



Web Elements may be part of a larger website without requiring the entire website to be the focus of
the entry.

For example, an organization might have an exceptional landing page, online store, interactive
learning experience, or microsite within its broader digital presence.

If the complete website is what you want judges to recognize, explore Website 400-421.

If a particular element or experience is the creative achievement, this collection may provide the more
specific fit.

Web Element entries are judged with particular attention to the digital element or experience identified
by the category.

The larger website may provide useful context, but the specific web element remains the primary
focus of judging.

The written overview can provide additional context about the element's purpose, audience,
objectives, or functionality when that information isn't immediately apparent from the work.

470. E-Commerce

Web-based experiences created to support online shopping, purchasing, or commerce.

Choose this category when the e-commerce experience is the creative achievement you want
judges to recognize.

The work may help users discover, explore, evaluate, select, or purchase products or services online.

If you specifically want judges to focus on the experience created for users purchasing through a
mobile device, you may also wish to explore 442. Mobile Buying Experience.

470. E-Commerce provides the broader web-based option.



471c. E-Learning

Web-based learning experiences created to educate, teach, develop knowledge or skills, or support
learning.

Choose this category when learning is central to the digital experience.

The work may combine instructional content, multimedia, interactive elements, assessments,
activities, resources, or other features into a cohesive learning experience.

E-Learning can serve employees, students, customers, professionals, members, or other audiences.

If the work is specifically designed as a training experience, 483. Web Based Training may also be
worth exploring.

472c. Games/Contests

Web-based games, contests, gamified experiences, and other interactive digital experiences created
to encourage participation and engagement.

Choose this category when a game, contest, or gamified digital experience is the creative
achievement you want judges to recognize.

The experience may entertain, educate, promote, challenge, reward participation, encourage
interaction, or support another communication objective.

Games and contests can take many forms.

The experience may stand alone or connect with a larger event, promotion, brand experience,
educational initiative, or other project.

What matters in this category is the interactive game or contest experience itself.



473. Home Page

A website home page as an individual web-based experience.

Choose this category when the home page itself, rather than the complete website, is the creative
achievement you want judges to recognize.

Home Page also appears within Design as 340. Website Home Page.

The distinction is the context in which you want the work evaluated:

340. Website Home Page places the emphasis on the design achievement.

473. Home Page places the home page within the broader context of a web-based experience.

Both may reasonably describe exceptional work.

474. Infographic

Infographics created for web-based viewing or use.

Choose this category when the web-based infographic is the creative achievement you want judges
to recognize.

The work may use data, illustration, typography, graphics, or other visual elements to communicate
information clearly and engagingly online.

Infographic also appears within Design as 319. Infographic.
If the visual design itself is the achievement you want recognized, explore the Design category.

474. Infographic places the work within its web-based context.



475. Intranet

Internal web-based destinations created for employees, members, teams, or other defined
organizational audiences.

Choose this category when the intranet experience as a whole is the creative achievement you
want judges to recognize.

The work may help users access organizational information, resources, communications, tools,
documents, collaboration features, or other internal content.

476. Landing Page

Individual web pages created as focused destinations for a particular audience, message, offer,
campaign, action, or objective.

Choose this category when the landing page itself is the web-based creative achievement you want
judges to recognize.

The page may support marketing, advertising, lead generation, event registration, information,
product promotion, fundraising, downloads, or other objectives.

A landing page may be connected to a much larger website or campaign.

Here, judges are being asked to focus specifically on the landing page experience.



477. Microsite Event

Microsites created specifically for an event.

Choose this category when a focused web destination has been created around an event or event
experience.

The microsite may provide event information, schedules, speakers or performers, registration,
resources, updates, or other event-related content.

If you want judges to evaluate a complete event website rather than a focused microsite, you may
also wish to explore 407. Event within Website.

478. Microsite Information

Microsites created primarily to provide focused information or resources about a particular subject,
initiative, organization, or topic.

Choose this category when the microsite's primary purpose is to help users access, understand, or
explore a focused body of information.

479. Microsite Product

Microsites created around a particular product or product experience.

Choose this category when a focused web destination has been created specifically to introduce,
showcase, explain, promote, or support a product.



What makes something a microsite?

A microsite is generally a focused web destination created around a particular subject, event,
product, initiative, or purpose, rather than an organization's broader primary website.

The categories don't establish a required number of pages, URL structure, or technical format.

Consider whether the work functions as a focused digital destination with a purpose distinct from the
organization's broader website.

480. Podcast

Podcast content created for web-based listening.

Choose this category when the podcast itself is the web-based creative achievement you want
judges to recognize.

The work may inform, educate, entertain, interview, tell stories, provide commentary, or serve another
communication purpose.

Podcast work may also appear elsewhere in the guide depending on the aspect of the project being
recognized.

Here, the podcast is considered within the context of a web-based content experience.

481. Portal

Web-based portals created to provide a defined audience with centralized access to information,
resources, tools, services, or other digital content.

Choose this category when the portal experience is the creative achievement you want judges to
recognize.

The portal may serve customers, employees, members, partners, students, professionals, or other
audiences.



A portal may contain many individual features or resources.

This category asks judges to consider how those elements come together as a centralized web-
based experience.

482. Streaming Video

Video content delivered through a web-based streaming experience.

Choose this category when streaming video within a web environment is the creative achievement
you want judges to recognize.

Video appears in several areas of the guide because entrants may reasonably approach the work
from different perspectives.

If the video itself is the primary creative work you want evaluated, you may also wish to explore Web
Video or the appropriate category within Video/Audio.

Here, the work is being recognized specifically within its web-based streaming context.

483. Web Based Training

Training experiences delivered through the web.

Choose this category when the digital experience is created specifically to train users, develop
skills, communicate procedures, or support performance and learning objectives.

The training may serve employees, customers, members, professionals, students, or other
audiences.



What's the difference between E-Learning and Web Based Training?
The two categories can overlap.

471c. E-Learning is the broader learning-focused category and may include educational experiences
created for many different audiences and purposes.

483. Web Based Training provides a more specific option when training is the primary purpose of
the experience.

As with other broad and specific categories throughout MarCom, either may reasonably describe
some projects. Choose the category that best represents the context in which you want judges to
evaluate the work.

484. Other

Web-based elements or experiences that don't fit naturally within another category in the Web
Element collection.

Use Other when the work genuinely falls outside the categories offered from 470-483.

When another category more specifically describes the experience, that category may be a helpful
place to start.

If you're unsure which category best represents the work, we're happy to help.



Web Element is intentionally broad because digital experiences can take many forms.
Start by identifying the specific experience you're asking judges to evaluate.

Is the audience primarily there to:

e Shop?
E-Commerce
e |earn?

E-Learning or Web Based Training

e Participate?
Games/Contests

e Explore a particular page or destination?
Home Page, Landing Page, or Microsite

¢ Understand information visually?
Infographic

¢ Access internal resources?
Intranet

e Listen or watch?
Podcast or Streaming Video

e Access centralized tools or resources?
Portal

The technology itself doesn't have to determine the category.

Focus first on the experience and creative achievement you're presenting to the judges.

A company launches an online educational initiative that includes a dedicated microsite, interactive
learning modules, downloadable resources, an infographic, a podcast series, and streaming video.

The complete initiative contains several web-based creative achievements.

Depending on what the entrant wants recognized, individual elements might reasonably be
considered for 471c. E-Learning, 474. Infographic, 478. Microsite Information, 480. Podcast, or
482. Streaming Video.

Each category gives judges a different part of the digital experience to evaluate.



Web elements often exist within larger digital projects and may connect naturally with categories
elsewhere in the guide.

Depending on your project, you may also wish to explore:
» Website for the complete website « Design for the visual design of individual

» Mobile App/Web for mobile-specific digital elements

experiences « Writing for exceptional written content
» Social Media for social content and » Videol/Audio for video or audio
campaigns production

 Web Video for web-based video
One digital project may contain several creative achievements.

Choose the category that directs judges toward the specific experience you want recognized.



Web Video

490-501

Video is one of the most versatile forms of web-based communication.

It can teach, explain, promote, document, introduce, inspire, or tell a story, reaching audiences
wherever they consume digital content.

The Web Video categories recognize video created for web-based viewing across a variety of
purposes and audiences.

When choosing a category, consider the primary purpose or context of the video and what you
most want judges to recognize.

Video created for web-based audiences, including educational, event, informational, marketing,
medical, nonprofit, organizational, self-promotional, training, YouTube, and series-based content.

» Independent creators « Nonprofit organizations

» Freelancers and consultants » Healthcare and medical organizations
» Video production companies * In-house creative and communications
» Digital agencies teams

e Advertising and marketing agencies » Organizations producing video for web-
» Content creators based audiences

« Educational and training teams

e 490. Educational e 496. Overview

« 491. Event o 497. Self-Promotion
e 492, Informational e 498c. Series

» 493. Marketing e 499. Training

e 494. Medical + 500. YouTube Video

e 495, Nonprofit « 501. Other



Web videos may reasonably fit more than one category.

A nonprofit might produce an educational video. A medical organization might create a training video.
A company overview might also serve a marketing purpose.

When several descriptions fit, consider the primary context in which you want judges to evaluate
the work.

Video also appears elsewhere in the guide. These categories specifically provide a place to recognize
video as web-based content.

Web Video entries are judged with particular attention to the video itself within the context of the
category selected.

Judges consider the creative work in relation to its intended purpose, audience, and available
resources.

The written overview can provide additional context when the video's purpose, audience, or role
within a larger project isn't immediately apparent from the work itself.

490. Educational

Web video created primarily to educate or increase an audience's understanding of a subject.

Choose this category when education is the primary purpose of the video.

The work may explain a topic, share knowledge, increase awareness, demonstrate concepts, or
provide educational information to a defined audience.

Educational and Training videos can overlap.
Consider 490. Educational when the broader purpose is to educate or inform an audience.

If the video is specifically intended to teach users how to perform a task, develop a skill, follow a
process, or complete training, 499. Training may provide the more specific fit.



491. Event

Web video created for, about, or in connection with an event.

Choose this category when an event provides the primary context for the video.

The work may promote an upcoming event, capture or recap an event, share event content, extend
the event experience online, or serve another event-related purpose.

492. Informational

Web video created primarily to communicate information to an audience.

Choose this category when the video's primary purpose is to explain, inform, clarify, or increase
understanding.

The subject matter may vary widely. The defining characteristic is the video's informational purpose.

Informational is intentionally broad.

If another Web Video category more specifically describes the work, such as Educational, Medical,
Overview, or Training, that category may provide a more specific option.

493. Marketing

Web video created to market or promote an organization, product, service, program, initiative, event,
or idea.

Choose this category when the video's primary purpose is marketing or promotion.

The work may build awareness, generate interest, communicate value, introduce an offering,
encourage action, or support a broader marketing effort.



If the video is part of a larger marketing campaign, the complete campaign may also qualify for
recognition elsewhere in the guide.

Here, judges are being asked to focus specifically on the web video.

494. Medical

Web video created within a healthcare, medical, or related context.

Choose this category when healthcare or medicine provides the primary context for the video.

The work may educate, inform, promote, explain, document, train, raise awareness, or communicate
with patients, professionals, organizations, or other healthcare audiences.

A Medical video may also reasonably be Educational, Informational, Marketing, or Training.

Choose 494. Medical when you want the healthcare or medical context to frame how judges consider
the work.

495. Nonprofit

Web video created for or on behalf of a nonprofit organization.

Choose this category when the video communicates a nonprofit's mission, programs, services,
impact, people, initiatives, stories, or other work.

A nonprofit video may also educate, inform, market, document an event, or serve another purpose
represented within Web Video.

Choose 495. Nonprofit when the nonprofit context is the lens through which you want the work
recognized.



496. Overview

Web video created to provide an overview of an organization, product, service, program, initiative,
project, or other subject.

Choose this category when the video's primary purpose is to give viewers a clear, cohesive
introduction or overview.

The work may explain who an organization is, what it does, how something works, what a program
offers, or provide a broader understanding of the subject.

Overview videos often have informational or marketing qualities.

Consider 496. Overview when the defining purpose is to provide viewers with a big-picture
introduction or understanding of the subject.

497. Self-Promotion

Web video created by an individual, team, agency, company, or organization to promote its own work,
capabilities, services, brand, or expertise.

Choose this category when the entrant is using the video to promote itself or its own capabilities.

Self-Promotion is determined by who or what is being promoted, not simply by whether the video
has a promotional purpose.

For example, an agency's promotional video created for a client may fit 493. Marketing.

A video the agency creates to promote its own agency may be a better fit for 497. Self-Promotion.



498c. Series

A collection of related web videos presented as a series.

Choose this category when multiple videos work together as a connected body of content and
the series itself is the achievement you want judges to recognize.

The videos may share a subject, purpose, audience, format, concept, theme, or other unifying
element.

This category asks judges to consider the series, rather than one individual video in isolation.

An exceptional individual video within the series may also reasonably fit another Web Video category
based on its purpose or context.

499. Training

Web video created primarily for training.

Choose this category when the video is designed to help viewers develop knowledge or skills,
understand procedures, perform tasks, or complete training.

The work may support employees, customers, members, professionals, students, volunteers, or other
audiences.

What's the difference between Educational and Training?
The two can overlap.
490. Educational is the broader category for video created to educate or increase understanding.

499. Training provides a more specific option when the video is intended to teach viewers how to
perform, apply, practice, or learn something for a particular purpose.

Choose the category that best represents the context in which you want judges to consider the work.



500. YouTube Video

Web video published or created for viewing through YouTube.

Choose this category when the YouTube video itself is the primary web-based creative work you
want judges to recognize.

The video may serve virtually any communication purpose. YouTube provides the platform and
context through which the work is being presented.

YouTube Video also appears within Social Media as 464. YouTube Video.
The two categories provide different entry points based on how you think about the work.

464. YouTube Video places the video within Social Media, making it a natural fit when the work is
being submitted as social content or as part of a YouTube social presence.

500. YouTube Video places the video within Web Video, making it a natural fit when the video itself
is the primary web-based creative work.

Some projects may reasonably fit either category.

Choose the collection that best represents how you want judges to view the creative
achievement.

501. Other

Web video that doesn't fit naturally within another category in the Web Video collection.

Use Other when the video genuinely falls outside the categories offered from 490-500.

When another category reasonably describes the video's purpose or context, that category may be a
helpful place to start.

If you're unsure which category best represents the work, we're happy to help.



Many videos can accurately be described in more than one way.

Rather than asking which category is the only possible fit, consider which characteristic provides the
most meaningful context for judging the work.

Is the defining characteristic its:

e Purpose?

Educational, Informational, Marketing, Overview, Self-Promotion, Training
e Context?

Event, Medical, Nonprofit

e Format?
Series

e Platform?
YouTube Video

One video may reasonably fit several descriptions.

The category you select tells judges which context you want them to consider when evaluating
the work.

A healthcare organization creates a series of short videos teaching patients how to manage different
aspects of their care.

Depending on what the entrant wants recognized, the work might reasonably relate to:
490. Educational for its educational purpose.

494, Medical for its healthcare context.

498c. Series for the collection of related videos.

499. Training if the videos are specifically teaching patients how to perform particular tasks or
procedures.

If the videos are published through YouTube, 500. YouTube Video may provide another entry point.
The existence of several reasonable categories isn't a conflict.

Each provides a different context for recognizing the work.



Web video often connects with creative work recognized elsewhere in the guide.

Depending on your project, you may also wish to explore:

» Social Media for social video and » Strategic Communications for broader
YouTube content campaigns or programs
 Web Element for streaming video » Writing for exceptional scripts or written
. . : content, when an appropriate categor
» Advertising & Marketing for online s PRrop gory

advertising and promotional work
» Videol/Audio for recognition of the video
production itself

The same video may serve several purposes and contribute to a larger creative project.

Choose the category that best directs judges toward the achievement you want recognized.
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In Summary

Digital experiences rarely exist in isolation.

A website may include interactive elements, video, e-commerce, mobile experiences, and specialized
landing pages.

A social media presence may bring together content, video, advertising, engagement, and
coordinated campaigns.

A mobile experience may help an audience learn, shop, access services, or interact with an
organization in ways designed specifically for the device in their hands.

Throughout this section, we've explored the many ways creative work can live, function, and connect
online.

The Web Based categories give you the opportunity to recognize both the complete digital
experience and the individual elements that make that experience exceptional.

As you consider your entries, return to the question we've used throughout this guide:

Sometimes it's the entire digital destination.
Sometimes it's one exceptional experience within it.

And sometimes, one project contains several achievements worth considering separately.



MARCOM AWARDS | ENTRY GUIDE VIDEO/AUDIO

When choosing among Web Based categories, it may help to think first about how the audience
experiences the work.

Is it primarily a:

e Website?
Consider the complete digital destination and the organization, audience, industry, purpose, or
project it represents.

¢ Mobile App or Mobile Web Experience?
Consider what users are able to accomplish, access, learn, explore, or experience through a
mobile device.

e Social Media Experience?
Consider whether you want judges to focus on the platform presence, content, engagement,
video, or a coordinated campaign.

e Web Element?
Consider the specific digital experience, such as e-commerce, e-learning, a landing page,
microsite, podcast, portal, or another individual element.

e Web Video?
Consider the video's purpose, audience, context, format, or platform.

These aren't rigid boundaries.

They're different ways to help judges understand what about the digital work you want
recognized.

Imagine an organization launches a new digital initiative.

The project includes a redesigned website, a mobile-friendly purchasing experience, a campaign
landing page, original social media content, an informational video series, and an interactive learning
experience.

The organization could simply enter the complete website.

But if individual elements represent significant creative achievements of their own, those elements
may also fit more specific categories throughout Web Based.

The goal isn't to enter every possible category.

It's to identify the parts of the project that represent distinct creative achievements and choose
categories that allow judges to evaluate them accordingly.



As we've seen throughout this section, some digital work can reasonably fit more than one category.

That flexibility is intentional.

Categories may be organized according to the type of organization, audience, industry, purpose,
platform, format, or experience.

Similar categories may also appear in different collections because entrants naturally look for their
work in different places.

When several categories seem appropriate, don't worry about finding the one category that could
possibly be correct.

Instead, ask:

Which category gives judges the most useful context for evaluating the achievement | want
recognized?

That question will usually point you in the right direction.

Web-based projects frequently bring together creative disciplines and communications work
recognized elsewhere in the guide.

Depending on your project, you may also wish to explore:

o Advertising & Marketing « Photography
» Strategic Communications o Writing

e Publications e Video/Audio
» Design

A digital project may qualify as a complete experience within Web Based while its design, writing,
photography, video production, campaign strategy, or other individual achievements are recognized
elsewhere.

Each category provides a different lens through which judges can consider the work.
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Digital work doesn't always fit neatly into one category.

If you're deciding between a complete website and an individual web element, wondering whether
your video belongs under Social Media or Web Video, choosing between a broad category and a
more specific option, or simply want another opinion, we're here to help.

Our team answers category questions every day, and we're always happy to help you think through
the options.

Reach out by email, phone, or Live Chat.

You'll hear from a real person who can help you find the category that best represents the creative
achievement you want judges to recognize.



Video/Audio

Moving images and sound have the power to inform, persuade, entertain, educate, inspire, and
connect with audiences.

The Videol/Audio categories recognize creative work across television, video and film, digital video
creation, radio and audio, and podcast production.

Some categories recognize a single piece of work. Others recognize a series or collection of related
work. Categories may also be organized around the purpose, audience, subject, format, or type of
production.

As you explore your options, consider the question we've used throughout this guide:

The answer may be the complete production, its purpose or context, a collection of related work, or a
particular aspect of the production itself.

Creative video and audio work produced for television, film, digital platforms, radio, podcasts,
organizations, campaigns, education, marketing, training, entertainment, and other communication
purposes.

Independent creators

Freelancers and consultants

Video and film production companies
Television producers

Radio and audio producers

Podcast creators and production teams
Animators and motion graphics
professionals

Advertising and marketing agencies

Digital and creative agencies
Educational and training teams
In-house creative and communications
teams

Businesses, nonprofits, government
organizations, educational institutions,
and other organizations producing video
or audio work



Television — 600-607
Television programs, promotions, series, public service announcements, individual spots, advertising
campaigns, and other television work.

Video/Film — 608-625

Video and film created for corporate, documentary, educational, fundraising, government,
informational, internal communication, marketing, medical, nonprofit, recruitment, event, training, and
other purposes, along with series, presentations, and video scripts.

Digital Video Creation — 630-636
Animation, motion graphics, video series, virtual tours, virtual and augmented experiences,
whiteboard video, and other digitally created video experiences.

Audio/Radio — 640-647
Original music, public service announcements, radio programs and promotions, individual spots,
advertising campaigns, and other audio or radio work.

Podcast — 650-669

Individual podcast episodes and series across educational, entertainment, industry, informational,
internal communication, marketing, medical, and other subjects, along with recognition for hosts,
guests, and production.

Video and audio work may reasonably fit more than one category.

A documentary may be created for a nonprofit. A training video may address a medical audience. A
podcast may educate listeners while also focusing on a particular industry. A television public service
announcement (PSA) may be one piece within a larger PSA campaign.

When several categories describe the work, consider which one provides the most meaningful
context for the creative achievement you want judges to recognize.

Some categories also allow entrants to recognize a collection or series rather than a single piece of
work.

Categories marked with a “c” generally involve multiple pieces or a larger body of work and require
additional judging.



Video/Audio entries are judged on the creative work itself within the context of the category selected.

Depending on the entry, judges may be considering a single production, multiple related pieces, a
complete series, or a particular aspect of the work.

The written overview can provide additional context about the intended audience, purpose,
objectives, production circumstances, or other information when it isn't immediately apparent from the
work itself.

For entries involving multiple pieces or a series, make sure judges have access to the materials
necessary to understand and evaluate the work being submitted.

What's the difference between Web Video and Video/Audio?
There can be overlap, and some video work may reasonably fit within either collection.
Web Video recognizes video within the context of web-based content and experiences.

Video/Audio focuses on the video or audio production itself, with categories organized around its
format, purpose, audience, subject, or type of production.

For example, a marketing video published online might reasonably fit 493. Marketing within Web
Video or 615. Marketing Product/Service within Video/Film.

Neither choice is automatically more correct.

Consider whether you primarily want judges to view the work as a web-based content experience
or as a video production.

Part VII contains several opportunities to recognize either an individual production or a larger
collection of related work.

When entering a single piece, choose the category that best represents that individual production.

When entering a series, judges are being asked to consider multiple related pieces together as the
creative achievement.

An individual piece within an exceptional series may also represent a creative achievement of its own
and may reasonably qualify for another category.
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The Video/Audio collection is organized into five sections:

Television

Work created for television, including programs, promotions, PSAS, spots, campaigns, and
series.

Video/Film

Video and film productions recognized according to their purpose, audience, subject,
organization, or type of project.

Digital Video Creation

Work in which animation, motion graphics, virtual experiences, or other digitally created visual
approaches are central to the production.

Audio/Radio

Audio work including original music, radio programming and promotion, PSAs, spots, and
campaigns.

Podcast

Podcast work recognized by subject and format, with separate opportunities for individual
episodes, series, hosts, guests, and overall production.

As you move through the categories, you'll find both broad and specific options.

When more than one category reasonably describes your work, choose the one that best
communicates what about the production you want judges to recognize.
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FROM IDEA T0 AUDIENCE

DIFFERENT FORMATS. ONE CREATIVE JOURNEY.
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IDEA STORY / MESSAGE PRODUCTION VIDED OR AUDIO AUDIENCE

It starts Shape what you Bring the idea Choose the format Connect with the

with an idea. want to communicate. to life. that carries the work. people it was created
H to reach.
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* CREATIVE COMMUNICATION THAT CONNECTS WITH ITS AUDIENCE. ~

Video and audio productions may take different forms, but each begins with an idea and uses
creative production to bring a story or message to its intended audience.
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Television

600-607

Television combines storytelling, sound, visuals, performance, and production to reach audiences
through programming, promotion, advertising, and public service communication.

The Television categories recognize both individual television productions and collections of related
work.

When choosing a category, consider both the type of television work you're submitting and
whether you want judges to evaluate a single production or multiple related pieces.

Television programs, promotions, series, public service announcements, individual advertising spots,
advertising campaigns, and other television work.

» Television producers e Marketing and communications teams
* Production companies » Nonprofit and public service

» Independent creators organizations

» Freelancers e In-house production teams

» Advertising and creative agencies « Organizations creating content for

» Broadcast organizations television audiences

e 600. Program e 604c. PSA Campaign

e 601. Promotion e 605. Single Spot

e 602c. Series e« 606c. Ad Campaign

e 603. PSA » 607. Other



Several Television categories give you the choice between recognizing one production or multiple
related pieces.

A single PSA may be entered in 603. PSA, while a collection of related PSAs may fit 604c. PSA
Campaign.

Likewise, an individual advertising spot may fit 605. Single Spot, while multiple related spots may be
considered together in 606c. Ad Campaign.

When multiple pieces are being submitted together as the creative achievement, choose the category
intended for the larger body of work.

Television entries are judged on the creative work within the context of the category selected.
For an individual entry, judges focus on the production being submitted.

For a series or campaign, judges consider how the multiple pieces work together as the larger
creative achievement.

Make sure judges have access to all of the work necessary to evaluate the entry as submitted.

600. Program

An individual television program or production.

Choose this category when a television program itself is the creative achievement you want judges
to recognize.

The program may inform, educate, entertain, document, interview, report, or serve another
communication purpose.

If you're submitting multiple related programs or episodes together, explore 602c. Series.



601. Promotion

Television work created to promote a program, station, network, event, initiative, or other television-
related offering.

Choose this category when the promotional television production is the creative achievement you
want judges to recognize.

The work may build awareness, generate interest, encourage viewing or participation, or otherwise
promote its subject to an audience.

602c. Series

A collection of related television programs or productions presented as a series.

Choose this category when multiple related television productions work together as a
connected body of content and the series itself is the achievement you want judges to recognize.

The individual pieces may share a format, subject, concept, audience, purpose, storyline, or other
unifying element.

This category asks judges to consider multiple pieces together as a series.

If you want judges to evaluate one individual program from the series on its own, 600. Program may
provide the better fit.



603. PSA

An individual television public service announcement.

Choose this category when a single PSA is the creative achievement you want judges to recognize.

The work may raise awareness, educate, encourage action, promote public safety or well-being,
support a cause, or communicate another message intended to serve the public interest.

If you're submitting multiple related PSAs together, explore 604c. PSA Campaign.

604c. PSA Campaign

A coordinated collection of television public service announcements created around a shared
message, objective, or initiative.

Choose this category when multiple related PSAs work together as a campaign and you want
judges to evaluate the larger effort rather than one announcement in isolation.

This category requires judges to consider multiple pieces together as a campaign.

An individual PSA within the campaign may also represent a creative achievement of its own and may
reasonably fit 603. PSA.



605. Single Spot

An individual television advertising spot.

Choose this category when a single television advertisement is the creative achievement you want
judges to recognize.

The spot may promote a product, service, organization, event, initiative, or other offering.

If the spot is one of multiple related advertisements you want judges to consider together, explore
606c. Ad Campaign.

606c. Ad Campaign

A coordinated collection of television advertising spots created around a shared objective, concept,
message, or campaign.

Choose this category when multiple related television advertisements work together as a
campaign and the collective effort is the achievement you want judges to recognize.

This category asks judges to review multiple pieces as a complete advertising campaign.

An individual spot within the campaign may also reasonably fit 605. Single Spot when you want that
particular production evaluated on its own.



607. Other

Television work that doesn't fit naturally within another category in the Television collection.

Use Other when the television production genuinely falls outside the categories offered from 600-
606.

When another category reasonably describes the work, that category may be a helpful place to start.

If you're unsure which category best represents the production, we're happy to help.

For most Television entries, the decision comes down to two questions:
What type of television work is it?

Program, Promotion, PSA, or Advertising Spot

Am | asking judges to evaluate one piece or multiple related pieces?

One television program - 600. Program
Multiple related programs - 602c. Series

One PSA -, 603. PSA
Multiple related PSAs - 604c. PSA Campaign

One advertising spot - 605. Single Spot
Multiple related advertising spots - 606c. Ad Campaign

601. Promotion provides a category for promotional television work that doesn't fall naturally into
those pairings.



An organization creates three related television PSAs around a shared public awareness initiative.

If the entrant wants judges to evaluate one particular PSA on its own, 603. PSA may be the
appropriate choice.

If the creative achievement is the three PSAs working together as a coordinated effort, 604c.
PSA Campaign may provide the better fit.

The individual PSA and the campaign aren't necessarily duplicate achievements.
One asks judges to evaluate a single production.

The other asks judges to evaluate multiple related productions as a whole.

Television productions may also contain creative achievements recognized elsewhere in the guide.
Depending on the work, you may wish to explore:

» VideolFilm for video productions « Advertising & Marketing for the broader
categorized by purpose, audience, or advertising or marketing effort

organizational context . ..
» Strategic Communications for

» Digital Video Creation for animation, communications or public relations
motion graphics, and other digitally campaigns
created work

o Audio/Radio for related audio or radio
productions

Choose the category that best directs judges toward the creative achievement you want
recognized.



Video/Film

608-625

Video and film can communicate an organization's identity, document real stories, educate audiences,
support fundraising, market products and services, train employees, and bring events and ideas to
life.

The VideolFilm categories recognize productions according to their purpose, subject, audience,
organizational context, or type of project.

Because those characteristics can overlap, one production may reasonably fit more than one
category.

When that happens, consider which category provides the most meaningful context for the work you
want judges to recognize.

Video and film productions created for corporate, documentary, educational, fundraising, government,
informational, internal communication, marketing, medical, nonprofit, recruitment, event, training, and
other purposes, along with series, presentations, and video scripts.

» Independent filmmakers and creators » Nonprofit and government organizations
» Freelancers and consultants » Healthcare organizations

» Video and film production companies » In-house video and production teams

» Advertising and creative agencies » Organizations producing video for

e Marketing and communications teams internal or external audiences

o Educational institutions



+ 608. Corporate Image e 617. Meeting Open/Close

e 609. Documentary e 618. Nonprofit

e 610. Educational Institution e 619. PowerPoint Presentation
e 611. Fundraiser e 620. Recruitment

e 612. Government e 621c. Series

e 613. Informational » 622. Special Event

e 614. Internal Communication e 623. Training

e 615. Marketing Product/Service » 624. Video Script

e 616. Medical e 625. Other

Video/Film categories aren't organized around a single characteristic.

Some describe the type of organization or audience, while others describe the purpose or nature
of the production.

For example, a nonprofit may create an informational film. A university may produce a recruitment
video. A healthcare organization may create a training video.

When more than one category accurately describes the work, consider which aspect of the
production you most want judges to recognize.

Video/Film entries are judged on the production itself within the context of the category selected.

The work remains the primary focus of judging. The written overview can provide additional context
about the production's purpose, audience, objectives, circumstances, or intended use when that
information isn't immediately apparent from the work.



608. Corporate Image

Video or film created to communicate or strengthen the image, identity, values, culture, capabilities, or
reputation of a company or organization.

Choose this category when the production is designed to help audiences understand who an
organization is, what it represents, or how it wants to be perceived.

The work may communicate the organization's story, mission, people, culture, values, expertise,
accomplishments, or broader identity.

Corporate Image differs from a video focused primarily on marketing a particular product or service.

If the production's central purpose is to promote a specific offering, 615. Marketing Product/Service
may provide the more specific fit.

609. Documentary

Video or film that uses documentary storytelling to explore real people, events, experiences,
organizations, issues, or subjects.

Choose this category when documentary storytelling is central to the creative work.

The production may inform, educate, preserve history, raise awareness, share experiences, examine
an issue, or tell a compelling true story.

A documentary may also relate to another category based on its organization, subject, or purpose.

For example, a documentary created for a nonprofit may reasonably fit both 609. Documentary and
618. Nonprofit.

Choose the category that provides the context in which you most want the work evaluated.



610. Educational Institution

Video or film created for or on behalf of an educational institution.

Choose this category when the production represents or supports a school, college, university, or
other educational institution.

The video may communicate with prospective or current students, families, faculty, staff, alumni,
donors, or other audiences and may serve a variety of purposes.

This category is based primarily on the educational institution behind the work, rather than
requiring the video itself to teach something.

A video created specifically to educate an audience may instead relate to an educational or
informational category elsewhere in the guide.

611. Fundraiser

Video or film created to support fundraising or encourage financial support.

Choose this category when fundraising is a primary purpose of the production.

The work may communicate need, demonstrate impact, share stories, explain an initiative, support a
fundraising event, or encourage audiences to contribute.

Fundraising videos are often created for nonprofit organizations.

If you want judges to consider the production specifically within its fundraising purpose, choose 611.
Fundraiser.

If the nonprofit context itself is more central to how you want the work evaluated, 618. Nonprofit may
also be worth exploring.



612. Government

Video or film created for or on behalf of a government agency, department, program, initiative, or
other governmental organization.

Choose this category when the government context is central to the production you want judges to
recognize.

The work may inform, educate, promote awareness, explain services or initiatives, communicate with
the public, document activities, or serve another governmental purpose.

A government video may also reasonably fit another category based on its purpose, such as 613.
Informational, 620. Recruitment, or 623. Training.

Choose the context that best represents the achievement you want judges to evaluate.

613. Informational

Video or film created primarily to communicate information or increase an audience's understanding
of a subject.

Choose this category when the production's primary purpose is to inform, explain, clarify,
demonstrate, or increase understanding.

The subject and intended audience may vary widely.

Informational is intentionally broad.

If another Video/Film category more specifically describes the production's purpose or context, that
category may provide a more specific option.



614. Internal Communication

Video or film created primarily for communication with an organization's internal audience.

Choose this category when the production is intended primarily for employees, staff, leadership,
members, or another defined internal audience.

The work may communicate organizational news, culture, initiatives, changes, priorities, recognition,
leadership messages, or other internal information.

The defining characteristic is who the video was created to communicate with, rather than its
particular subject.

If the production is specifically designed to teach a process or develop skills, 623. Training may
provide a more specific option.

615. Marketing Product/Service

Video or film created to market or promote a product or service.

Choose this category when the production’s primary purpose is to generate awareness, interest,
understanding, or action around a product or service.

The work may introduce an offering, communicate benefits or features, demonstrate value, tell a
product or service story, or support a broader marketing effort.

If the production is part of a larger marketing campaign, that broader effort may also qualify for
recognition elsewhere in the guide.

Here, judges are being asked to evaluate the video or film production itself.



What's the difference between this and Web Video - Marketing?
The two categories recognize similar work in different contexts.

493. Marketing within Web Video places the production within the context of web-based video
content.

615. Marketing Product/Service places the emphasis on the video or film production created to
market a product or service.

Some work may reasonably fit either category. Choose the collection that best reflects how you want
judges to consider the creative achievement.

616. Medical

Video or film created within a healthcare, medical, or related context.

Choose this category when healthcare or medicine provides the primary context for the
production.

The work may serve patients, caregivers, healthcare professionals, organizations, communities, or
other audiences and may educate, inform, promote, document, recruit, train, or serve another
communication purpose.

Medical is intentionally broad.

A medical production may also reasonably fit another category based on its purpose, such as 613.
Informational, 620. Recruitment, or 623. Training.

Choose 616. Medical when you want the healthcare or medical context to frame how judges consider
the work.



617. Meeting Open/Close

Video or film created specifically to open, close, introduce, or help set the stage for a meeting,
conference, convention, presentation, or similar gathering.

Choose this category when the production is designed to establish the tone, introduce the
experience, engage the audience, or bring a meeting or event to a meaningful close.

The work may introduce a theme, organization, message, speakers, subject, or shared experience
and may range from a short creative opener to a more substantial produced video.

This category focuses on the role the video plays within the meeting or gathering, rather than
requiring a particular production style or length.

If the video documents, recaps, or promotes the event itself rather than serving as part of the
meeting's opening or closing experience, 622. Special Event may provide a better fit.

618. Nonprofit

Video or film created for or on behalf of a nonprofit organization.

Choose this category when the production communicates a nonprofit's mission, programs,
services, impact, people, initiatives, stories, or other work.

The video may educate, inform, inspire, raise awareness, support fundraising, promote an initiative,
or serve another communication purpose.

A nonprofit video may also reasonably fit another category based on its purpose.
For example, a fundraising video might fit both 611. Fundraiser and 618. Nonprofit.

Choose 618. Nonprofit when the nonprofit context is the lens through which you most want judges to
consider the production.



619. PowerPoint Presentation

PowerPoint presentations created to communicate information, ideas, recommendations, results,
strategies, or other content to an audience.

Choose this category when the presentation as a complete communication piece is the creative
achievement you want judges to recognize.

The presentation may be created for internal or external audiences and may support meetings,
pitches, reports, education, corporate communications, or other purposes.

Submit the presentation itself so judges can review the complete work.

If the visual design of the presentation is the specific creative achievement you want recognized,
you may also wish to explore the Design categories within Creativity (Print or Digital).

620. Recruitment

Video or film created to attract, inform, or engage prospective employees, students, members,
volunteers, participants, or other recruits.

Choose this category when recruitment is a primary purpose of the production.

The work may introduce an organization or opportunity, communicate culture and benefits, share
experiences, explain available roles or programs, or encourage an audience to apply, join, participate,
or learn more.

Recruitment can take many forms depending on the organization and audience.

The defining characteristic is the video's role in attracting or encouraging people to become part
of an organization, program, opportunity, or community.



621c. Series

A collection of related video or film productions presented as a series.

Choose this category when multiple related productions work together as a connected body of
content and the series itself is the creative achievement you want judges to recognize.

The videos may share a subject, purpose, audience, format, concept, theme, or other unifying
element.

Judges review the multiple videos together as a series, rather than evaluating a single production
on its own.

An individual video within the series may also reasonably fit another Video/Film category when you
want that particular production evaluated on its own.

622. Special Event

Video or film created for, about, or in connection with a special event.

Choose this category when a special event provides the primary context for the production.

The work may promote an event, document or recap the experience, share highlights, extend the
event to another audience, or serve another event-related purpose.

What's the difference between Special Event and Meeting Open/Close?

617. Meeting OpeniClose focuses on a video created to function as part of the opening or closing
experience of a meeting, conference, convention, presentation, or similar gathering.

622. Special Event is the broader option for video created for, about, or in connection with an
event.

If the video's specific role is to open or close the gathering, 617 may provide the more specific fit.



623. Training

Video or film created primarily for training.

Choose this category when the production is designed to help viewers develop knowledge or skills,
understand procedures, perform tasks, follow processes, or complete training.

The work may serve employees, customers, members, professionals, students, volunteers, or other
audiences.

A training video may also fit another category based on its organization or subject.

For example, an employee training video might also relate to 614. Internal Communication, while a
healthcare training video might relate to 616. Medical.

Choose 623. Training when the training purpose is the achievement you most want emphasized.

624. Video Script

Scriptwriting created for a video or film production.

Choose this category when the written storytelling, messaging, dialogue, narration, structure, or
other scripted content is the creative achievement you want judges to recognize.

The script may support virtually any type of video or film, including brand films, corporate videos,
documentaries, marketing productions, informational content, or other creative work.



Judges need enough material to evaluate the scriptwriting within the context of the finished
work.

Depending on the project, supporting materials may include the written script, the completed video, or
other materials that allow judges to understand how the scripted content contributes to the
production.

If you want judges to focus on the complete video production rather than specifically its
scriptwriting, another Video/Film category may provide the better fit.

625. Other

Video or film work that doesn't fit naturally within another category in the VideolFilm collection.

Use Other when the production genuinely falls outside the categories offered from 608-624.

When another category reasonably describes the work's purpose, audience, organization, subject, or
type of production, that category may be a helpful place to start.

If you're unsure which category best represents the production, we're happy to help.

Video/Film offers several different ways to describe the same production.
Consider whether the most meaningful context is its:

e Type or creative approach
Corporate Image, Documentary, Meeting Open/Close, PowerPoint Presentation, Series, Video
Script

e Organization or field
Educational Institution, Government, Medical, Nonprofit

¢ Purpose
Fundraiser, Informational, Internal Communication, Marketing Product/Service, Recruitment,
Special Event, Training

A single production may accurately fit more than one of these descriptions.

Choose the category that gives judges the most useful context for evaluating the creative
achievement you want recognized.



A university creates a video featuring current students and alumni to encourage prospective students
to apply.

The production might reasonably fit:
610. Educational Institution because it was created for a university.
620. Recruitment because attracting prospective students is its primary purpose.

If the university produces several related videos as a connected series, the larger body of work might
also fit 621c. Series.

None of these choices changes the production.

What changes is the context the entrant gives judges for evaluating it.

Video and film productions may also contain creative achievements recognized elsewhere in the
guide.

Depending on your project, you may wish to explore:

o Television for work created in a » Social Media for video created within a
television context social media context

» Digital Video Creation for animation, « Writing when the written content itself is
motion graphics, virtual experiences, and the creative achievement

other digitally created productions . . . .
gitaty P « Advertising & Marketing or Strategic

 Web Video for video recognized Communications when the video is part
specifically as web-based content of a larger campaign or program

Choose the category that best directs judges toward the achievement you want recognized.



Digital Video Creation

630-636

Digital video can create experiences that aren't limited by what can be captured through a camera.

Animation, motion graphics, virtual environments, immersive technology, and other digitally created
techniques give storytellers and communicators new ways to explain ideas, demonstrate concepts,
transport audiences, and bring creative visions to life.

The Digital Video Creation categories recognize work in which the digital creation technique or
experience is central to the creative achievement.

Animation, motion graphics, digitally created video series, virtual tours, virtual and augmented
experiences, whiteboard video, and other forms of digital video creation.

e Animators » Interactive and immersive experience

» Motion graphics artists teams

» Video production companies * VR, AR, and mixed reality creators

» Independent creators « Educational and training teams

» Freelancers and consultants » In-house creative and production teams
» Digital and creative agencies » Organizations using digital techniques to

create video and visual experiences

e 630. Animation e 634. VirtuallAugmented/Mixed Reality
* 631. Motion Graphic Video e 635. White Board Video
e 632c. Series » 636. Other

e 633. Virtual Tour



The defining characteristic of this collection is often the creative technique or digital experience
itself.

An animated video may also be educational. A motion graphics piece may market a product. A virtual
tour may promote an organization or destination.

If the production's purpose or organizational context is what you most want judges to consider,
another Video/Film or Web Video category may provide a useful option.

If the digital creation itself is the achievement you want recognized, start here.

Digital Video Creation entries are judged on the creative work within the context of the category
selected.

Judges may be considering animation, motion graphics, an immersive experience, a digitally created
series, or another specialized form of visual communication.

The work itself remains the primary focus. The written overview can provide additional context about
the purpose, audience, technology, creative approach, or experience when that information isn't
immediately apparent from the work.

630. Ahimation

Video or visual storytelling created primarily through animation.

Choose this category when animation is central to the creative execution you want judges to
recognize.

The work may use 2D or 3D animation, character animation, illustrative animation, stop motion, or
other animated techniques to communicate, educate, entertain, explain, promote, or tell a story.



Animation also appears within Creativity Design as 301. Animation.

The distinction comes down to the creative achievement you want emphasized.
301. Animation places the work within the context of design.

630. Animation places it within digital video creation and production.

Some work may reasonably fit either category.

631. Motion Graphic Video

Video in which motion graphics are a central part of the creative execution.

Choose this category when animated graphic elements, typography, illustration, shapes, data,
imagery, or other designed visual elements in motion are central to the production.

The work may explain information, visualize ideas, tell a story, introduce a concept, market a product
or service, or serve another communication purpose.

What's the difference between Animation and Motion Graphic Video?
The two can overlap.
630. Animation provides the broader option for work created through animation.

631. Motion Graphic Video provides a more specific option when graphic design elements
brought to life through motion are central to the creative execution.

Don't worry about forcing a project into a rigid technical definition. Consider which description best
represents the creative achievement you want judges to recognize.



632c. Series

A collection of related digitally created videos or visual experiences presented as a series.

Choose this category when multiple related pieces work together as a connected body of
content and the series itself is the creative achievement you want judges to recognize.

The pieces may share a visual style, technique, format, concept, subject, purpose, audience, or other
unifying element.

The individual pieces don't necessarily have to use exactly the same digital technique to function as a
related series.

An individual piece from the series may also reasonably fit another Digital Video Creation category
when you want that particular work evaluated on its own.

633. Virtual Tour

Digital experiences created to allow audiences to virtually explore a place, space, environment,
facility, destination, or other location.

Choose this category when the virtual exploration experience is the creative achievement you want
judges to recognize.

The experience may use video, photography, 360-degree imagery, interactive navigation, digitally
created environments, or other techniques that allow audiences to experience a location remotely.

A Virtual Tour doesn't need to rely on one specific technology or format.

The defining characteristic is the audience's ability to experience or explore a place or
environment virtually.



634. Virtual/Augmented/Mixed Reality

Creative experiences using virtual reality, augmented reality, mixed reality, or combinations of
immersive technologies.

Choose this category when VR, AR, mixed reality, or another immersive approach is central to
the audience experience.

The work may create a virtual environment, add digital elements to a physical environment, combine
physical and digital experiences, or use immersive technology in another creative way.

You don't need to determine whether your project fits a narrow technical definition of VR, AR, or
mixed reality before considering this category.

The category intentionally brings these related immersive approaches together.

Focus on the creative experience you're asking judges to evaluate.

635. White Board Video

Video that uses a whiteboard-style visual approach to explain, illustrate, or communicate ideas.

Choose this category when whiteboard-style illustration or visual storytelling is central to the
production.

The work may use hand-drawn or digitally simulated drawing, writing, diagrams, characters, symbols,
or other visual elements that develop as the message unfolds.

A White Board Video may also technically involve animation or motion graphics.

Choose 635. White Board Video when the recognizable whiteboard-style approach itself is the
creative technique you most want judges to consider.



636. Other

Digitally created video or visual experiences that don't fit naturally within another category in the
Digital Video Creation collection.

Use Other when the creative technique or experience genuinely falls outside the categories offered
from 630-635.

Digital production techniques continue to evolve, so not every form of creative work will fit neatly
within an existing label.

If another category reasonably describes the work, that category may be a helpful place to start. If
you're unsure, we're happy to help.

Start with the creative technique or experience at the center of the work.

e Animation?
Consider 630. Animation.

¢ Graphic design brought to life through movement?
Consider 631. Motion Graphic Video.

e Multiple related digital productions?
Consider 632c. Series.

¢ Virtual exploration of a place or environment?
Consider 633. Virtual Tour.

¢ Immersive VR, AR, or mixed reality experience?
Consider 634. VirtuallAugmented/Mixed Reality.

¢ Whiteboard-style visual storytelling?
Consider 635. White Board Video.

Some projects may combine several techniques.

Choose the category that best represents the creative achievement you want judges to recognize.



An organization creates an immersive digital experience that allows users to explore a new facility
remotely. The experience combines a navigable virtual environment, 360-degree content, animated
information, and augmented digital elements.

Depending on what the entrant wants recognized, the project might reasonably relate to:
633. Virtual Tour for the experience of remotely exploring the facility.

634. VirtuallAugmented/Mixed Reality if the immersive technology itself is the defining creative
achievement.

Individual animated content within the experience might also qualify separately for 630. Animation
when it represents a distinct creative achievement.

The technology may overlap.

The category helps identify which part of the experience you want judges to focus on.

Digital video work may also contain creative achievements recognized elsewhere in the guide.

Depending on your project, you may wish to explore:

» Videol/Film when the production's « Design when animation or other visual
purpose, audience, or organizational design is the specific creative
context is the primary consideration achievement
 Web Video when the work is being + Web Based for interactive digital
recognized as web-based video content experiences connected to a broader web
project

« Social Media when video is created for a
social platform or social audience

Choose the category that best directs judges toward the creative technique, production, or
experience you want recognized.



Audio/Radio

640-647

Sound can tell a story, create atmosphere, build recognition, entertain, inform, persuade, and connect
with audiences without relying on a visual component.

The Audio/Radio categories recognize creative work produced through sound, from original music
and radio programming to promotions, public service announcements, advertising, and campaigns.

When choosing a category, consider the primary purpose or type of audio work you're asking
judges to recognize.

Original music, public service announcements, radio programs and promotions, individual advertising
spots, advertising campaigns, and other audio or radio productions.

e Audio producers » Production companies

» Radio producers and broadcasters » Marketing and communications teams

e Musicians and composers » Nonprofit and public service

e Sound designers organizations

» Independent creators » In-house creative and production teams
» Freelancers and consultants e Organizations producing audio content

» Advertising and creative agencies

e 640. Original Music e 644. Radio Promotion
 641. PSA * 645. Single Spot
e 642c. PSA Campaign e 646¢. Ad Campaign

e 643. Radio Program e 647. Other



Audio/Radio includes both individual productions and collections of related work.

A single public service announcement may fit 641. PSA, while multiple related PSAs may be entered
together in 642c. PSA Campaign.

Likewise, an individual advertising spot may fit 645. Single Spot, while multiple related spots may be
considered together in 646c. Ad Campaign.

When you're submitting multiple pieces together as the creative achievement, choose the category
intended for the larger body of work.

Audio/Radio entries are judged on the creative work within the context of the category selected.
For an individual entry, judges focus on the audio production being submitted.
For a campaign, judges consider the multiple related pieces as the larger creative achievement.

Make sure judges have access to all of the work necessary to understand and evaluate the entry as
submitted.

640. Original Music

Original music created for a marketing, communication, entertainment, organizational, or other
creative purpose.

Choose this category when the original musical composition or production is the creative
achievement you want judges to recognize.

The music may stand on its own or be created as part of a larger project, production, brand
experience, campaign, event, video, or other communication.

If the original music is part of a larger production, provide enough context for judges to understand
how the music was created and used.

When the complete video, advertisement, program, or other production is the achievement you want
recognized rather than the music itself, another category may provide the better fit.



641. PSA

An individual audio or radio public service announcement.

Choose this category when a single PSA is the creative achievement you want judges to recognize.

The work may raise awareness, educate, encourage action, promote public safety or well-being,
support a cause, or communicate another message intended to serve the public interest.

If you're submitting multiple related PSAs together, explore 642c. PSA Campaign.

642c. PSA Campaign

A coordinated collection of audio or radio public service announcements created around a shared
message, objective, or initiative.

Choose this category when multiple related PSAs work together as a campaign and you want
judges to evaluate the larger effort rather than one announcement in isolation.

Judges consider the multiple PSAs together as a campaign, rather than evaluating a single PSA on
its own.

An individual PSA within the campaign may also represent a creative achievement of its own and may
reasonably fit 641. PSA.



643. Radio Program

An individual radio program or production.

Choose this category when the radio program itself is the creative achievement you want judges to
recognize.

The program may inform, educate, entertain, interview, report, discuss, tell stories, or serve another
communication purpose.

This category focuses on the complete radio program, rather than an advertisement or promotional
spot that appears within radio programming.

644. Radio Promotion

Radio or audio work created to promote a station, program, event, initiative, feature, personality, or
other radio-related offering.

Choose this category when the promotional production itself is the creative achievement you want
judges to recognize.

The work may build awareness, generate interest, encourage listening or participation, introduce
programming, or otherwise promote its subject to an audience.

Radio Promotion differs from an advertising spot primarily in what the audio is intended to
accomplish.

If the work is an advertisement promoting a product, service, company, or other commercial offering,
645. Single Spot may provide the better fit.



645. Single Spot

An individual audio or radio advertising spot.

Choose this category when a single advertisement created for audio or radio is the creative
achievement you want judges to recognize.

The spot may promote a product, service, organization, event, initiative, or other offering.

If the spot is one of multiple related advertisements you want judges to consider together, explore
646¢. Ad Campaign.

646¢. Ad Campaign

A coordinated collection of audio or radio advertising spots created around a shared objective,
concept, message, or campaign.

Choose this category when multiple related advertisements work together as a campaign and
the collective effort is the achievement you want judges to recognize.

Judges consider the multiple spots together as an advertising campaign, rather than evaluating a
single spot on its own.

An individual spot within the campaign may also reasonably fit 645. Single Spot when you want that
particular production evaluated on its own.



647. Other

Audio or radio work that doesn't fit naturally within another category in the Audio/Radio collection.

Use Other when the production genuinely falls outside the categories offered from 640-646.
When another category reasonably describes the work, that category may be a helpful place to start.

If you're unsure which category best represents the production, we're happy to help.

Start by identifying what kind of audio achievement you're submitting.

¢ Original musical work?
Consider 640. Original Music.
¢ Public service communication?
Consider 641. PSA for one piece or 642c. PSA Campaign for multiple related pieces.
¢ Radio programming?
Consider 643. Radio Program.
¢ Promotion of radio programming, a station, or related offering?
Consider 644. Radio Promotion.
¢ Advertising?
Consider 645. Single Spot for one advertisement or 646c. Ad Campaign for multiple related
advertisements.

A nonprofit creates three related radio PSAs encouraging residents to participate in a community
safety initiative.

If the entrant wants judges to evaluate one particular PSA, 641. PSA may provide the best fit.

If the creative achievement is the collection of related PSAs working together, 642c. PSA
Campaign may provide the better fit.

If original music was composed specifically for the project and represents a distinct creative
achievement of its own, the music might also reasonably be considered for 640. Original Music.

Each category directs judges toward a different aspect of the work.



Audio and radio productions may connect naturally with creative work elsewhere in the guide.

Depending on the project, you may also wish to explore:

» Television for corresponding television « Advertising & Marketing for a broader
productions advertising or marketing effort

» VideolFilm when audio is part of a larger « Strategic Communications when the
video production audio supports a larger communications

- or public relations program
» Podcast for episodic podcast content P Prog

and production « Writing when the written copy or script
itself is the creative achievement

Choose the category that best directs judges toward the audio achievement you want
recognized.



Podcast

650-669

Podcasts give creators the freedom to educate, entertain, explore ideas, share expertise, tell stories,
market products and services, and connect with audiences through episodic audio content.

The Podcast categories recognize creative achievement from several perspectives. Entrants may
submit an individual episode, ask judges to consider multiple episodes together as a series, or
recognize a particular contribution to the podcast through its hosts, guests, or overall production.

When choosing a category, begin by considering what you want judges to evaluate: one episode,
a series of episodes, or a particular aspect of the podcast itself.

Individual podcast episodes and series across educational, entertainment, industry-focused,
informational, internal communication, marketing, medical, and other subjects, along with outstanding

hosts, guests, and podcast production.

» Independent podcast creators

» Podcast hosts and producers

» Freelancers and consultants

e Audio production companies

» Media organizations

» Advertising and creative agencies

o Marketing and communications teams

Educational organizations

Healthcare organizations

Industry and professional organizations
In-house content and production teams
Businesses and organizations producing
original podcast content



Single Episodes

650. Educational Single Episode
651. Entertainment Single Episode
652. Industry Focused Single
Episode

653. Informational Single Episode
654. Internal Communication Single
Episode

655. Marketing Product/Service
Single Episode

656. Medical Single Episode

657. Single Episode Other

658c. Educational Series

659c. Entertainment Series

660c. Industry Focused Series

661c. Informational Series

662c. Internal Communication Series
663c. Marketing Product/Service
Series

664c. Medical Series

665c. Series Other

Podcast Recognition

666. Outstanding Host(s)
667. Outstanding Guest(s)
668. Outstanding Production
669. Other



The Podcast categories provide three different ways to think about the work.
Single Episode categories ask judges to evaluate one individual episode.

Series categories ask judges to consider multiple episodes together as the larger creative
achievement.

Podcast Recognition categories shift the focus to a particular contribution or aspect of the podcast,
including hosting, guest participation, and overall production.

An individual episode may come from an ongoing podcast or larger series. You don't need to have
created a one-time or standalone podcast to enter a Single Episode category.

Likewise, a podcast may contain several different achievements worth considering. An exceptional
episode, a strong series, outstanding hosting, and exceptional production represent different aspects
of the same overall work.

Podcast entries are judged according to the particular achievement identified by the category
selected.

For a Single Episode entry, judges focus on the individual episode submitted.
For a Series entry, judges consider multiple episodes together as the larger body of work.

For Outstanding Host(s), Outstanding Guest(s), and Outstanding Production, the selected
category directs judges toward that particular aspect of the podcast.

Provide enough material for judges to fully experience and evaluate the work being submitted. The
written overview can provide useful context about the podcast, audience, purpose, subject,
participants, or production when that information isn't immediately apparent from the work itself.



Podcast - Single Episodes

650-657

The Single Episode categories recognize one individual podcast episode according to its primary
subject, purpose, or audience.

The episode may be selected from an ongoing podcast or larger series. Choose the category that
provides the most meaningful context for the individual episode you want judges to evaluate.

650. Educational Single Episode

An individual podcast episode created primarily to educate listeners or increase their understanding
of a subject.

Choose this category when education is central to the purpose of the episode.

The episode may teach, explain, explore a subject in depth, share expertise, develop knowledge, or
help listeners better understand a topic.

Educational and Informational can overlap.

650. Educational Single Episode is a strong fit when the episode is intentionally designed to teach
or deepen understanding.

653. Informational Single Episode provides a broader option when the primary purpose is to share
or communicate information.



651. Entertainment Single Episode

An individual podcast episode created primarily to entertain an audience.

Choose this category when entertainment is central to the listener experience.

The episode may use storytelling, humor, conversation, performance, interviews, commentary,
narrative techniques, or other creative approaches to engage and entertain listeners.

An entertaining podcast can still educate, inform, or explore serious subjects.

Choose this category when the entertainment experience itself is the context in which you most
want judges to consider the episode.

652. Industry Focused Single Episode

An individual podcast episode created around a particular profession, field, sector, trade, or industry.

Choose this category when the episode's industry focus is central to its subject and intended
audience.

The work may explore trends, challenges, innovations, people, ideas, news, practices, or
developments relevant to a particular field.

Industry-focused episodes may also educate or inform.

Choose 652. Industry Focused Single Episode when the connection to a particular industry or
professional community provides the most meaningful context for judging the work.

653. Informational Single Episode

An individual podcast episode created primarily to communicate information or increase awareness or
understanding of a subject.



Choose this category when the episode's primary purpose is to inform, explain, discuss, clarify, or
share useful information with listeners.

The subject and intended audience may vary widely.

Informational is intentionally broad.

If another Single Episode category more specifically describes the work, such as Educational,
Industry Focused, Internal Communication, Marketing, or Medical, that category may provide a more
specific option.

654. Internal Communication Single Episode

An individual podcast episode created primarily for an organization's internal audience.

Choose this category when the episode is intended primarily for employees, staff, leadership,
members, or another defined internal audience.

The episode may communicate organizational news, leadership messages, culture, initiatives,
changes, priorities, training, recognition, employee stories, or other internal information.

The defining characteristic is primarily who the episode was created for, rather than its particular
subject.

An internal podcast may educate, inform, entertain, or serve another purpose while still fitting this
category because of its intended audience.

655. Marketing Product/Service Single Episode

An individual podcast episode created to market, promote, or build interest in a product or service.

Choose this category when marketing a product or service is central to the purpose of the
episode.



The work may introduce an offering, demonstrate expertise, explain benefits or applications, tell
customer or brand stories, build awareness, or support a broader marketing effort.

Not every branded or company-produced podcast is necessarily a Marketing Product/Service entry.

If an organization produces a podcast primarily to educate or inform an audience without a particular
product or service being central to the work, another category may provide a better fit.

656. Medical Single Episode

An individual podcast episode created within a healthcare, medical, or related context.

Choose this category when healthcare or medicine provides the primary context for the episode.

The work may serve patients, caregivers, healthcare professionals, organizations, researchers,
communities, or other audiences and may educate, inform, interview, discuss, tell stories, or explore
medical and healthcare subjects.

A Medical episode may also reasonably be Educational, Industry Focused, or Informational.

Choose 656. Medical Single Episode when the healthcare or medical context is the lens through
which you most want judges to consider the work.

657. Single Episode Other

An individual podcast episode that doesn't fit naturally within another Single Episode category.

Use Other when the primary subject, purpose, or audience of the episode genuinely falls outside the
categories offered from 650-656.

Use the available field to identify the type of single episode you're submitting.

When another category reasonably describes the episode, that category may be a helpful place to
start. If you're unsure which category best represents the work, we're happy to help.



Once you've decided that you want judges to evaluate one episode, consider what provides the most
meaningful context for that episode:

¢ Educational

The episode is primarily intended to teach or deepen understanding.
¢ Entertainment

The listener experience is primarily centered on entertainment.
¢ Industry Focused

A particular profession, field, trade, or industry provides the defining context.
¢ Informational

The episode is broadly intended to inform, explain, or share useful information.
¢ Internal Communication

The episode is primarily intended for an organization's internal audience.
e Marketing Product/Service

Marketing or promoting a product or service is central to the episode.

¢ Medical
Healthcare or medicine provides the defining context.
e Other

The episode genuinely falls outside the listed subjects, purposes, or audiences.

A healthcare company produces an ongoing podcast and selects one episode featuring physicians
discussing a new approach to patient care.

That individual episode might reasonably fit:

650. Educational Single Episode if its teaching and educational value is the achievement the
entrant wants emphasized.

652. Industry Focused Single Episode if the episode is primarily created for and about the
healthcare profession.

653. Informational Single Episode if communicating useful information provides the most
meaningful context.

656. Medical Single Episode if the healthcare subject itself is what the entrant most wants judges to
consider.
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There isn't necessarily one exclusively correct choice.

The category provides judges with a lens through which to consider the individual episode.



Podcast - Series

658c-665¢C

The Series categories recognize multiple podcast episodes evaluated together as a larger body of
work.

The subject and purpose distinctions parallel the Single Episode categories, but here judges are
considering the series rather than one episode in isolation.

658c. Educational Series

A podcast series created primarily to educate listeners or increase their understanding of a subject.

Choose this category when education is central to the purpose of the series and multiple
episodes work together to teach, explain, explore subjects in depth, share expertise, or develop
audience knowledge.

If you want judges to evaluate one particular educational episode rather than the larger series,
consider 650. Educational Single Episode.

659c. Entertainment Series

A podcast series created primarily to entertain an audience.

Choose this category when entertainment is central to the listener experience across the series.

The podcast may use storytelling, humor, conversation, performance, interviews, commentary,
narrative techniques, or other creative approaches to engage and entertain listeners.

If one particular episode represents the creative achievement you want judges to evaluate, consider
651. Entertainment Single Episode.



660c. Industry Focused Series

A podcast series centered on a particular profession, field, sector, trade, or industry.

Choose this category when the podcast's industry focus is central to its subject and intended
audience across multiple episodes.

The series may explore trends, challenges, innovations, people, ideas, news, practices, or
developments relevant to a particular field.

Industry-focused podcasts may also educate or inform.

Choose 660c. Industry Focused Series when the connection to a particular industry or
professional community provides the most meaningful context for judging the series.

For recognition of one individual episode, consider 652. Industry Focused Single Episode.

661c. Informational Series

A podcast series created primarily to communicate information or increase awareness or
understanding of a subject.

Choose this category when the series' primary purpose is to inform, explain, discuss, clarify, or
share useful information with listeners across multiple episodes.

The subject and intended audience may vary widely.

Informational is intentionally broad.

If another Series category more specifically describes the work, such as Educational, Industry
Focused, Internal Communication, Marketing, or Medical, that category may provide a more specific
option.

For recognition of one individual informational episode, consider 653. Informational Single Episode.



662c. Internal Communication Series

A podcast series created primarily for an organization's internal audience.

Choose this category when the series is intended primarily for employees, staff, leadership,
members, or another defined internal audience.

The podcast may communicate organizational news, leadership messages, culture, initiatives,
changes, priorities, training, recognition, employee stories, or other internal information across
multiple episodes.

The defining characteristic is primarily who the series was created for, rather than its particular
subject.

For recognition of one individual episode, consider 654. Internal Communication Single Episode.

663c. Marketing Product/Service Series

A podcast series created to market, promote, or build interest in a product or service.

Choose this category when marketing a product or service is central to the purpose of the
series.

Across multiple episodes, the podcast may introduce or explore an offering, demonstrate expertise,
explain benefits or applications, tell customer or brand stories, build awareness, or support a broader
marketing effort.

Not every branded or company-produced podcast is necessarily a Marketing Product/Service Series.

If the podcast primarily educates or informs its audience without a particular product or service being
central to the work, another Series category may provide a better fit.

For recognition of one individual marketing episode, consider 655. Marketing Product/Service
Single Episode.



664c. Medical Series

A podcast series created within a healthcare, medical, or related context.

Choose this category when healthcare or medicine provides the primary context for the series.

The podcast may serve patients, caregivers, healthcare professionals, organizations, researchers,
communities, or other audiences and may educate, inform, interview, discuss, tell stories, or explore
healthcare and medical subjects across multiple episodes.

A Medical Series may also reasonably be Educational, Industry Focused, or Informational.

Choose 664c. Medical Series when the healthcare or medical context is the lens through which you
most want judges to consider the complete series.

For recognition of one individual episode, consider 656. Medical Single Episode.

665c. Series Other

A podcast series that doesn't fit naturally within another Series category.

Use Other when the primary subject, purpose, or audience of the series genuinely falls outside the
categories offered from 658c—-664c.

Use the available field to identify the type of series you're submitting.

When another category reasonably describes the work, that category may be a helpful place to start.
If you're unsure which category best represents the series, we're happy to help.



The distinction is based on what you're asking judges to evaluate.

Choose a Single Episode category when:
You want judges to focus on one individual episode, even if that episode belongs to an ongoing
podcast.

Choose a Series category when:
You want judges to review multiple episodes together and consider the podcast series as the larger
creative achievement.

An exceptional episode from a series may represent a creative achievement of its own. In that case,
the individual episode and the broader series may reasonably be considered separately.

An organization produces a year-round educational podcast with episodes exploring different aspects
of financial literacy.

If one particularly strong episode is the work the entrant wants judges to evaluate, 650. Educational
Single Episode may provide the best fit.

If the creative achievement is the larger educational podcast and the way multiple episodes work
together, 658c. Educational Series may provide the better fit.

The distinction isn't whether the podcast technically has multiple episodes.

It's whether judges are being asked to evaluate one episode or multiple episodes as the
submitted work.



Podcast - Recognition

666-669

The final Podcast categories shift the focus from the subject or purpose of the podcast to a
particular creative contribution or achievement within it.

These categories provide opportunities to recognize outstanding hosting, guest contributions, overall
production, and other podcast achievements that aren't defined primarily by subject matter.

When entering one of these categories, provide enough material for judges to experience and
evaluate the specific achievement you want recognized.

666. Outstanding Host(s)

Outstanding hosting within a podcast.

Choose this category when the host or hosts and their contribution to the podcast experience
are the creative achievement you want judges to recognize.

Hosting may shape the tone, pacing, conversation, storytelling, audience connection, interviews,
personality, or overall listener experience.

Provide enough podcast content for judges to experience the host's work.

You may include an individual episode or multiple representative samples when helpful to
demonstrate the hosting achievement.

The written overview can also provide useful context about the host's role, approach, audience, or
contribution to the podcast.



667. Outstanding Guest(s)

An outstanding guest contribution to a podcast.

Choose this category when the guest or guests and their contribution to the podcast experience
are what you want judges to recognize.

The guest's participation may bring expertise, insight, storytelling, perspective, personality,
conversation, or another meaningful contribution to the episode or podcast.

This category focuses on the guest's contribution, rather than simply the overall quality or subject of
the episode.

Provide the episode or other podcast content necessary for judges to experience and evaluate the
guest's participation.

668. Outstanding Production

Outstanding overall production of a podcast.

Choose this category when the craft and execution behind the podcast production are the
creative achievement you want judges to recognize.

Depending on the podcast, production may include elements such as editing, sound, music, pacing,
structure, transitions, storytelling, technical execution, and the way those elements come together to
create the listener experience.

This category isn't limited to one episode.

Provide enough representative material for judges to experience the production quality you want
recognized. This may include an individual episode or multiple samples from the podcast.

If the subject or purpose of an individual episode or series is the primary achievement you want
judges to consider, one of the Single Episode or Series categories may provide the better fit.



669. Other

Podcast work or a podcast-related creative achievement that doesn't fit naturally within another
category in the Podcast collection.

Use Other when the achievement you want recognized genuinely falls outside the categories offered
from 650-668.

Use the available field to identify the type of podcast work you're submitting.

When another category reasonably describes the work, that category may be a helpful place to start.
If you're unsure which category best represents the achievement, we're happy to help.

The Podcast collection gives you three primary ways to recognize the work.

Want judges to evaluate one episode?
Choose from 650-657 Single Episode based on its subject, purpose, or audience.

Want judges to evaluate multiple episodes together?
Choose from 658c-665c Series based on the subject, purpose, or audience of the larger series.

Want judges to focus on a particular contribution to the podcast?
Consider:

e 666. Outstanding Host(s) for hosting.

e 667. Outstanding Guest(s) for a guest's contribution.

e 668. Outstanding Production for the overall production craft and execution.

e 669. Other for another podcast achievement not represented by the available categories.



A professionally produced interview podcast releases an episode featuring an especially compelling
conversation with an industry leader.

That work might present several different opportunities for recognition.

The episode itself could be entered in an appropriate Single Episode category based on its subject
or purpose.

If the host's interviewing ability and role in creating the conversation are the achievement the
entrant wants recognized, 666. Outstanding Host(s) may provide the better fit.

If the guest's contribution, perspective, or storytelling is what stands out, consider 667.
Outstanding Guest(s).

If the editing, sound, pacing, structure, and overall execution of the podcast are the achievement,
consider 668. Outstanding Production.

These categories aren't asking judges to evaluate the same thing repeatedly.

Each directs their attention toward a different creative achievement within the podcast.

Podcast work may also contain creative achievements recognized elsewhere in the guide.

Depending on the project, you may wish to explore:

« Audiol/Radio for other forms of audio » Strategic Communications when the
production podcast supports a broader
communications or public relations
+ Web Element for podcast work P
program

recognized within a web-based context
« Advertising & Marketing when podcast

» Writing when written content is the . .
content is part of a larger marketing effort

specific creative achievement

Choose the category that best directs judges toward the podcast achievement you want
recognized.



Video/Audio

In Summary

Video and audio give creative professionals countless ways to tell stories, communicate ideas,
engage audiences, and bring messages to life.

Throughout this section, we've explored work created for television, film, digital video, radio, audio,
and podcasts. We've also seen that the same production can often be understood from several
different perspectives.

A video may be defined by what it was created to accomplish.
An audio production may be defined by how or where it reaches its audience.
A digital video may stand out because of how it was created.

A podcast may be recognized for one exceptional episode, an entire series, or a particular
contribution to the production.

As you consider your entries, return to the question we've used throughout this guide:
What creative achievement do | want judges to recognize?

The answer will usually help you determine not only which category fits, but which context gives
judges the clearest understanding of what makes the work exceptional.
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When choosing among Video/Audio categories, consider what most meaningfully defines the
production you're submitting.

Is it the format?

Television, video or film, digital video, audio or radio, and podcast each provide a different
starting point.

Is it the purpose or audience?

Marketing, training, recruitment, internal communication, fundraising, medical, nonprofit,
educational, informational, and other categories help provide context for why the work was
created and who it was intended to reach.

Is it the creative technique?

Animation, motion graphics, virtual experiences, and other digital approaches allow the
execution itself to become the focus of judging.

Is it one piece or a larger body of work?

Single productions can be recognized individually, while Series and Campaign categories allow
judges to consider multiple related pieces together.

Is it a particular contribution?

Some categories, such as Video Script and Podcast Recognition, direct judges toward a
specific creative achievement within a larger production.

These aren't rigid boundaries.

They're different ways to tell judges what about the work you want them to notice.



Imagine an organization creates an animated video series to educate healthcare professionals about
a new treatment approach.

Depending on the creative achievement being submitted, the work might reasonably relate to:

e 616. Medical for its healthcare context.

e 623. Training if its primary purpose is to teach professionals how to apply the information.
e 630. Animation if the animated execution itself is the achievement being recognized.

e 632c. Series if multiple digitally created videos are being evaluated together.

A particularly strong script might also represent a separate achievement under 624. Video Script.
None of these categories changes what the project is.
Each simply gives judges a different lens through which to evaluate it.

The goal isn't to enter every category that could possibly apply. Instead, identify the distinct creative
achievements that are meaningful enough to stand on their own.

Part VIl includes several opportunities to submit either an individual production or multiple related
pieces.

When you want judges to evaluate one piece, choose the category that best describes that individual
work.

When you want judges to evaluate multiple related pieces together, look for the appropriate Series
or Campaign category.

Categories marked with a “c” generally involve multiple pieces or a larger body of work.
The distinction isn't simply whether additional work exists.
It's what you're asking the judges to evaluate.

An individual piece from a larger series or campaign may still represent a distinct creative
achievement worthy of consideration on its own.



Some of the closest category decisions in Video/Audio come from work that crosses formats or
platforms.

A marketing video may appear online but still be considered primarily a video production.

An animated piece may be recognized for its design, its digital production, or its communication
purpose.

A podcast may be viewed as web-based content, an individual episode, a series, or a production
achievement.

When several categories seem appropriate, don't worry about finding the one category that could
possibly be correct.

Instead, ask:

Which category gives judges the most useful context for evaluating the achievement | want
recognized?

That question will usually point you in the right direction.

Video and audio productions frequently contain creative achievements recognized elsewhere in the
guide.

Depending on your project, you may also wish to explore:

» Advertising & Marketing for advertising « Creativity (Print or Digital) for design,

and promotional work writing, and other individual creative
. .. disciplines
» Strategic Communications for broader P
communications, public relations, and « Web Based for web video, social media
campaign efforts video, streaming content, podcasts, and

other digital experiences

A single project may bring together strategy, writing, design, production, animation, sound, and
distribution.

Each category provides a different opportunity to recognize the creative work behind the finished
result.
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Video and audio work doesn't always fit neatly into one category.

If you're deciding between Web Video and Video/Film, choosing between Animation and Motion
Graphic Video, wondering whether to enter one podcast episode or a series, or simply deciding
between two categories that both seem reasonable, we're happy to help.

Our team answers category questions every day and can help you think through the options.
Reach out by email, phone, or Live Chat.

You'll hear from a real person who can help you find the category that best represents the creative
achievement you want judges to recognize.



New Category

Creative work is constantly evolving.

New technologies emerge. New platforms change how audiences experience content. Creative
disciplines overlap in unexpected ways, and sometimes a project simply doesn't fit the categories that
existed when a competition structure was created.

That's why MarCom includes New Category.

With hundreds of options throughout this guide, most projects will find a natural home within an
existing category. But when you've explored the available options and your work genuinely represents
something different, New Category gives you the opportunity to tell us what we're missing.

Creative work that doesn't fit naturally within an existing MarCom category and requires a new
category to appropriately describe and evaluate the achievement.

« Emerging forms of creative * New types of marketing or
communication communication work

* New technologies and platforms » Projects for which the existing

« Innovative or unconventional creative categories don't provide an appropriate
experiences judging context

» Work that crosses disciplines in a way « Individuals, freelancers, agencies,
not represented by an existing category organizations, and creative teams

breaking new ground

700c. New Category
Attach a brief explanation and proposed category with entry.



700c. New Category

Creative work that doesn't fit naturally within any of the existing MarCom categories.

Choose New Category when you've reviewed the available categories and none provides an
appropriate context for the creative achievement you're submitting.

When entering, propose a hame for the new category and include a brief explanation that helps
judges understand the type of work being submitted and why the proposed category appropriately
represents it.

New Category is different from an “Other” category.

Throughout the guide, many category families include Other as an option for work that
belongs within that general family but doesn't match one of its more specific categories.

For example, a project may clearly be a Video/Film production but not fit any of the specific
Video/Film options. In that case, 625. Other may be appropriate.

700c. New Category is intended for work that doesn't have a natural home within the existing
category structure at all.

Before choosing New Category, explore the categories throughout this guide. If an existing category
reasonably represents the work, that will usually provide judges with the clearest context for
evaluation.

Because you're proposing a category that doesn't currently exist, judges need additional context to
fairly evaluate the work.

Along with the creative work itself, include:

» Your proposed category hame

» A brief explanation of what the category recognizes

+ Enough information for judges to understand the nature and purpose of the work

» Supporting materials necessary to experience and evaluate the creative achievement

Keep the explanation useful and focused. Its purpose is to give judges the context an established
category would ordinarily provide.



Most MarCom entries are submitted into an established category that already provides judges with a
clear framework for understanding the type of work being evaluated.

New Category requires additional review.

Judges must consider the entrant's explanation and supporting information, understand the proposed
category and the nature of the work, and take additional care to establish the appropriate context for
a fair evaluation.

Should | Choose New Category Whenever | Can't Find an Exact Match?

Not necessarily. MarCom's categories are intentionally flexible, and your project doesn't need a
category title that describes every characteristic of the work. If an existing category gives judges
appropriate context for evaluating the creative achievement you want recognized, you probably don't
need to create a new one.

Other or New Category?
Here's a simple way to think about the distinction:

Use Other when:
You know which category family the work belongs in, but none of the specific options within that
family describes it well.

Use New Category when:
The work itself isn't appropriately represented by the existing category structure and you need to
propose a new category to give judges the proper context.

Imagine an entrant has created a new type of interactive digital experience using an emerging
technology.

If the work clearly belongs within Web Element but doesn't match any of the listed Web Element
categories, 484. Other may be enough.

But if the experience represents a form of creative communication that isn't appropriately described
by Web Element, Digital Video Creation, Mobile App/Web, or another existing collection, 700c. New
Category may be the better choice.



New Category entries require judges to take additional care in understanding both the creative work
and the context in which it should be evaluated.

The creative work remains the primary focus of judging, but the explanation and supporting materials
are particularly important in this category because judges don't have an established category
description providing that context.

Clearly identify the category you're proposing and provide enough information for judges to
understand the achievement being submitted.

You don't need to write an extensive case study.

You simply need to give judges the context necessary to fairly consider the work.

If you're considering 700c. New Category because nothing else seems quite right, feel free to
contact us before entering.

Our team may be able to help you identify an existing category you hadn't considered. And if the work
truly represents something that isn't covered by the current category structure, New Category is there
for exactly that reason.

Reach out by email, phone, or Live Chat.

We're always happy to help you find the best way to present your work to the judges.



Pro Bono

Creative professionals often use their talents for more than their everyday work.

They donate their time and expertise to nonprofits, community organizations, causes, and others who
might not otherwise have access to professional creative services.

AMCP created the Pro Bono category to recognize that generosity.

Entrants who submit at least one paid entry in the competition may submit qualifying pro bono work at
no additional cost.

It's our way of recognizing not only the quality of the work, but also the time, creativity, and
professional talent freely given to support others.

Creative work completed voluntarily and without compensation for a client or organization that does
not employ you.

e Agencies donating professional services e Production companies

» Freelancers and independent creatives » Creative teams supporting nonprofits or

» Designers, writers, photographers, and community organizations
videographers « Professionals donating their skills to

e Marketing and communications causes and organizations they care
professionals about

800. Pro Bono (No Charge*)
*Available to entrants who submit at least one paid entry in the competition.



800. Pro Bono

Creative work completed without payment for a client or organization that does not employ the
entrant.

Choose Pro Bono when you voluntarily donated your professional creative services and did not
receive compensation for the work.

The project itself can take many forms. Advertising, design, video, websites, publications,
photography, campaigns, and other creative work may all qualify.

What defines this category isn't the type of project.

It's the pro bono relationship behind the work.

For purposes of this category, pro bono work means:

You performed the work voluntarily.
Your professional services were donated rather than provided as paid work.

You were not compensated for the work.
You should not have received payment for the creative services being entered.

The work was completed for a client or organization that does not employ you.
Work completed as part of your regular employment isn't considered pro bono simply because the
organization itself is a nonprofit or serves a charitable purpose.

What About Hard Costs?
That's okay.

The client, nonprofit, or another party may have paid for hard costs such as materials without
disqualifying the project as pro bono.

The important distinction is that you were not compensated for your professional services.



Eligible entrants may submit work for up to five pro bono clients, for a maximum of five
complimentary nominations.

If you completed multiple projects for the same pro bono client, submit those projects together as
one entry rather than as separate complimentary nominations.

This allows you to show judges the scope of the work you contributed for that client.

Entrants who submit at least one paid entry in the competition are eligible to submit qualifying pro
bono work at no additional cost.

The complimentary Pro Bono category is AMCP's way of thanking entrants whose paid participation
helps support the costs of administering the competition, including judging, communications, mailings,
and other operational expenses.

Important

If you want to submit only pro bono work, the project must first be entered into an appropriate paid
category.

The complimentary 800. Pro Bono entry is available in connection with paid participation in the
competition and isn't offered as a standalone free entry.

If you're submitting pro bono work as your paid entry, choose the regular category that best
represents the creative achievement itself.

For example, a website created pro bono might be entered in an appropriate Website category.
A fundraising video might fit 611. Fundraiser within Video/Film.

A donated branding project might fit an appropriate Branding category.

You can then use 800. Pro Bono to recognize the same project's pro bono nature.

The two categories ask judges to consider the work from different perspectives:

The regular category recognizes the type of creative work or achievement.

Pro Bono recognizes the creative work within the context of the professional services you donated.



Pro Bono entries are judged on creativity and the extent of the entrant's effort.

Because pro bono projects can vary greatly in scope, resources, and circumstances, provide enough
supporting information for judges to understand what you contributed.

Your explanation can help identify the client or organization, describe the work you donated, and
provide any context necessary to understand the scope of your involvement.

The creative work itself remains central to the entry.

Does the Client Have to Be a Nonprofit?
Not necessarily.

The defining requirement is that you completed the project without payment for a client or
organization that does not employ you.

The Pro Bono category recognizes donated professional creative services, rather than being limited
exclusively to work performed for a particular type of organization.

A project isn't considered pro bono simply because it supports a nonprofit, charitable initiative,
community program, or worthy cause.

If you completed the work as part of your paid employment, it isn't pro bono work under this
category.

Pro Bono is intended for professional services you voluntarily provide without compensation to
an outside client or organization.

Supporting community service has long been part of AMCP's mission.

Each January, entrants are also offered complimentary entry into the Communitas Awards, AMCP's
program recognizing exceptional businesses, organizations, and individuals that are giving of
themselves and their resources and changing how they do business to benefit their communities.

Learn more about the Communitas Awards



https://communitasawards.com/?utm_source=chatgpt.com
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Pro bono arrangements aren't always identical, and it's understandable to have questions about
whether a particular project qualifies.

If you're unsure whether your work meets the Pro Bono requirements or how multiple projects for the
same client should be submitted, contact us before entering.

We're happy to help you determine the best way to recognize the work.



Achievement

900-911

Behind exceptional creative work are the people and teams who make it happen.

Most MarCom categories recognize a recently completed creative project. The Achievement
categories offer something different: an opportunity to recognize the individuals and teams behind
the work.

You may recognize an individual or team for an exceptional contribution to a specific project or for a
broader body of work.

Every achievement is different. There is no set list of criteria a nominee must meet.
Instead, tell us the story.

Help judges understand what the individual or team accomplished, what made the achievement
exceptional, and the impact their work had on the organization, its clients, its audiences, or
the creative community.

Individuals and creative teams for exceptional achievements connected to a specific project or
demonstrated through a larger body of work.

» Creative directors » Advertising and marketing teams

o Designers o Corporate communications departments

o Writers » Public relations teams

» Videographers and filmmakers » Digital and creative firms

» Agency owners and leaders * In-house creative departments

» Marketing and communications e Other individuals or teams with an
professionals achievement worth recognizing

* Independent creatives



Individual Achievement

900. Individual's Specific Project Achievement ($250)
901. Individual's Body of Work Achievement ($250)

Team Achievement

910. Team's Specific Project Achievement ($250)
911. Team's Body of Work Achievement ($250)

Choosing an Achievement category is easier when you answer two questions.
1. Who are you recognizing?

e One person?

Choose an Individual Achievement category.
e A group or team?

Choose a Team Achievement category.

2. What are you recognizing them for?

¢ An exceptional contribution to one particular project?
Choose Specific Project Achievement.

e A larger history or collection of accomplishments?
Choose Body of Work Achievement.

That gives you four possibilities:

900 901

910 911



Achievement entries recognize the individual or team, rather than simply recognizing the finished
creative work.

For example, an integrated marketing campaign might be entered into its regular MarCom category to
recognize the campaign itself.

If one individual made an exceptional contribution to bringing that project to life, 900. Individual's
Specific Project Achievement may recognize that person's achievement.

If an entire team accomplished something exceptional through the project, 910. Team's Specific
Project Achievement may recognize the collective achievement of that team.

The creative work helps demonstrate the achievement, but the focus of these categories is on the
people behind it and what they accomplished.

Achievement nominations require additional information to help judges understand the nominee and
the significance of the achievement.

For an Individual Achievement, provide information such as:

« Nominator name and contact « Why the individual should be recognized
information and what makes their achievement

» Nominee name and organization exceptional

* Nominee's creative title or role « Relevant industry or career history

» Creative role within the organization » Previous recognition, when applicable

o Examples of work
For a Team Achievement, provide information such as:

« Nominator name and contact  Why the team should be recognized and
information what makes its achievement exceptional

« Nominee or team name » Team history or perspective, when

« Type of creative team relevant

» Team's creative function within the » Previous recognition, when applicable
organization » Examples of work product

The supporting information doesn't need to follow a rigid formula. Its purpose is to give judges enough
context to understand who you're nominating, what they accomplished, and why the
achievement deserves recognition.



There is no set list of criteria for Achievement nominations because no two nominees or
achievements are exactly alike.

Judges consider the nominee's achievements and organizational impact within the context
provided by the nomination and supporting work.

Tell the story clearly and provide examples that help demonstrate why the individual or team deserves
recognition.

MarCom may contact the nominator if clarification or additional information is needed during the
evaluation process.

Individual Achievement

900. Individual's Specific Project Achievement

An individual's exceptional contribution to a specific creative project.

Choose this category when one person's role, contribution, leadership, creativity, or
accomplishment within a particular project is the achievement you want judges to recognize.

The project provides the context, but the individual's achievement is the focus of the nomination.

Help judges understand both the project and the nominee's specific contribution to it.

What did this individual do?

What made their contribution exceptional?

What challenges did they help overcome?

What impact did their work have on the project, organization, client, audience, or outcome?

Include examples of the work along with enough context for judges to understand the individual's role
in creating it.



901. Individual's Body of Work Achievement

An individual for exceptional creative achievement demonstrated through a larger body of work.

Choose this category when the achievement extends beyond one particular project and is better
demonstrated through the individual's broader contributions, accomplishments, leadership, or creative
work.

The nomination may reflect sustained excellence, professional impact, leadership, business growth,
industry or community involvement, recognition earned through creative work, or another meaningful
body of achievement.

This isn't necessarily a lifetime achievement award.

The nominee doesn't need to have spent decades in the industry or reached a particular career
stage.

The important question is whether the individual's larger body of work tells a compelling story of
achievement and impact.

Provide representative examples that help judges understand that story.

Team Achievement

910. Team's Specific Project Achievement

Ateam's exceptional collective achievement on a specific creative project.

Choose this category when the team's collaboration, creativity, execution, problem-solving, or
collective accomplishment within one particular project is what you want judges to recognize.

The finished project provides evidence of the achievement, but judges are being asked to consider
what the team accomplished together.



Use the nomination to help judges understand the team's role in the project.
What was the team responsible for?
What made its contribution exceptional?

Did the team overcome unusual challenges, accomplish something particularly ambitious, exceed
expectations, or achieve an exceptional result?

Provide the project itself along with enough context for judges to understand the team's contribution
and impact.

911. Team's Body of Work Achievement

A creative team for exceptional achievement demonstrated through a larger body of work.

Choose this category when the team's achievement is best demonstrated through multiple
accomplishments, sustained creative excellence, organizational impact, or a larger history of
work rather than one particular project.

The nomination may recognize business growth, major project wins, exceptional performance,
industry or community contributions, sustained creative success, or other accomplishments that
demonstrate the team's impact.

These are among the types of achievements identified in MarCom's existing nomination guidance.

The team may be an agency, department, firm, internal creative group, or another group working
together in a creative capacity.

Provide representative work and enough background for judges to understand what makes this
team exceptional and the impact it has made over time.



This is one of the most important distinctions in the Achievement collection.
Choose Specific Project Achievement when:
One particular project provides the story of the achievement.

The nomination should focus on what the individual or team accomplished through that project,
with the project itself serving as supporting evidence.

Choose Body of Work Achievement when:
The achievement can't be adequately represented by one project.

Instead, multiple projects, accomplishments, contributions, or a period of work together demonstrate
why the individual or team deserves recognition.

A Simple Test
Ask yourself:

If | removed every project except one, would the achievement | want to recognize still be fully
represented?

If yes, Specific Project Achievement may be the better fit.

If the story depends on multiple accomplishments or a larger pattern of excellence and impact,
consider Body of Work Achievement.

An agency team develops an ambitious campaign for a client, overcoming significant challenges and
producing an exceptional result.

The campaign itself might be entered into an appropriate Marketing Campaign category.

If the agency wants to recognize the team's exceptional collective accomplishment in creating
that particular campaign, it might also nominate the team for 910. Team's Specific Project
Achievement.

Now imagine that same team has spent several years producing exceptional work, winning
competitive accounts, helping grow the agency, earning industry recognition, and consistently
exceeding expectations.

In that case, 911. Team's Body of Work Achievement may tell the more meaningful story.
One recognizes what the team accomplished on a project.

The other recognizes what the team has accomplished through its larger body of work.



Achievement nominations are intentionally flexible.

There isn't a formula for what makes an exceptional creative professional or team, and there isn't a
checklist you need to satisfy.

A nominee's story might involve creative excellence, leadership, innovation, growth, collaboration,
perseverance, community impact, industry involvement, exceptional results, or something we haven't
anticipated at all.

What matters is helping the judges understand:
Who is being recognized?

What did they accomplish?

Why was it exceptional?

What impact did it have?

Then provide the work and supporting information that help bring that story to life.

Achievement nominations are different from traditional MarCom entries, so we're happy to help if
you're deciding between categories or aren't sure what information to provide.

Contact us by email, phone, or Live Chat if you need help determining whether to recognize an
individual or team, choose between Specific Project and Body of Work, or decide what supporting
materials will best tell the nominee's story.

Throughout this guide, we've focused primarily on creative achievements: the campaign, publication,
design, website, video, podcast, or other finished work.

The Achievement categories give us an opportunity to look behind that work and recognize the
individuals and teams whose talent, leadership, collaboration, and effort made those
accomplishments possible.

Sometimes the story is one extraordinary project.
Sometimes it's years of exceptional work.

Either way, if an individual or team has an achievement worth recognizing, we want to hear their
story.



Ready to Enter?

You've explored the categories.
You've thought about what you want judges to recognize.
Now it's time to enter.

If there's one thing we hope you take away from this guide, it's that choosing a MarCom category
doesn't have to be complicated.

You don't need to find the one perfect category.

You simply need to identify the creative achievement you want judges to recognize and choose
the category that gives them the best context for evaluating it.

Sometimes that's an entire campaign.

Sometimes it's a single advertisement, publication, website, video, photograph, or piece of writing.
Sometimes one project contains several distinct creative achievements worth recognizing.

And sometimes, more than one category is a perfectly reasonable choice.

That's okay.

MarCom was designed to recognize the many different ways creative professionals communicate
ideas, solve problems, connect with audiences, and bring exceptional work to life.

Before submitting your work, ask yourself:
« What creative achievement am | asking the judges to recognize?
» Does this category give judges the right context for evaluating that achievement?

« Aml entering a single piece, or would the work be better represented as a campaign,
series, or larger body of work?

» Have |l included the creative work judges need to evaluate the entry?

 Would a brief explanation or supporting material help provide context that isn't obvious
from the work itself?

If you can answer those questions, you're probably ready.
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After reading a guide this detailed, we should probably remind you of something we said at the very
beginning:

This is a companion, not a rulebook.

The categories and examples throughout these pages are here to help you make a confident
decision, not to create a test you have to pass before entering.

Creative work doesn't always fit neatly into one box.

That's why some categories intentionally overlap. It's why we include Other options. It's why New
Category exists. And it's why our team is available when you simply can't decide.

The goal isn't perfection.

The goal is to give judges the right context to recognize your creative achievement.

Ask us.
Really.

Our team answers category questions every day, and you don't need to figure everything out on your
own.

Tell us a little about the work you're considering entering and what you'd most like the judges to
recognize. We can help you think through the options and find a category that makes sense.

Reach out by email, phone, or Live Chat.

You'll hear from a real person who's happy to help.
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Every entry represents something that took thought, skill, creativity, problem-solving, and effort to
create.

Some projects were produced by large teams with substantial resources.

Others were created by one person doing remarkable work with very little.

Some reached millions of people.

Others were created for a small, highly specific audience.

MarCom isn't about comparing the size of those opportunities.

It's about recognizing creative achievement within the context in which the work was created.
So choose the achievement you're proud of.

Give the judges what they need to experience it.

And let the work speak for itself.

We look forward to seeing what you've created.
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