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1. ZuppeToxn oTo Slaywviopo

YToWn QLo Lot CUUPETOXH OTO SLOYWVIOHO Elval KAOE KAUTIAVLA 1] EVEPYELD ETIKOWVWVIAG, aveéapTnTa amo
TOV TPOTIO/TPOTIOVG, TO £i80¢/eldn Kol To péoo/péoa emikowwviog Tou xpnolpomondnkav (Staphuion,
TpowBOnon MwANocewy, dpeco marketing, Snuodoleg oxeoelg KAT). To (810 €pyo pmopsl va CUUUETAOXEL HOVO
OE LA OO TIG KATNYOPLEG TIPOIOVTWY / UTINPECLWVY KAl O WG TPELG ATO TIG ELSIKEG KATNYOPLES.

Yroynpieg yix ta Bpapeia Effie Hellas 2026 umopouv va eival KAUTAVIEG TTOU TIPAYHATOTIOONKAV amd
1.3.2024 £w¢ kal 28.2.2026
Ol KOUTIAVLEG UTTOPEL:
1. Na €xouv &ekvnoel vwplitepa amod tnv 1.3.2024, cAA& OAeG OL evEPYELEG OL OTtolEG ava@épovTal Ba
TIPETIEL VAL £XOUV VAOTIOINOEL €T OTO KPIOLUO XPOVIKO SLAoTNUa.
2. Na ouvexiCouv va TpEXOUV Kol HETA TIG 28.2.2026, 0AAG TA ATOTEAETUATA TTOL Bal TTAPOLVCLATTOUV
Ba TPETEL VA APOPOUV TLG EVEPYELEG TIOU LAOTIOLNBNKAY, EVTOC TOU XPOVOU Ttou opilel 0 KAVOVIOUOG.

2. Avvatotnta utoBoAnRg épywv Ttou £xouv Bpafeutei o€ TIPONYOUUEVEG SLOPYAVWOELG
Kapmavieg tou €xouv Bpafeutel o ToAoTePeC Slopyavwoelg Effie prmopovv va cuppetdoxouv §ovd, umd Tiq
TIOPOKATW TTPOUTIOBETELC:
1. H kapmavia va Atav evepyr katd to dtdotnua 1.3.2024 £wg kot 28.2.2026
2. Xuppetoxég mou eixav SwokplBel pe Effie Gold pmopouv va Staywviotoly, ge OTolx Katnyopia
EMOUVPOVV €KTOG aTIO TNV KATNYyopia Tov gixav KepSIoEL
3. Xuppetoxég mou eixav SlakpBei pe Effie Silver & Bronze, pmopoUv var Slaywviotolv og Omola
Katnyopio emBupovv.
4. Yuppetoxég mou €xouv SlokplOsl (Gold, Silver 3 Bronze), atnv katnyopia Aafid vs FoAxB, Sev
MTIOPOUV Vo SlaywvioTouv Eava atny Sl katnyoplo.

3. Kéotog Zuppetoxng

Mepiodog urtofoAng Koéotog Zuppetoxnc*
‘Ewg kat 15/3/2026 500€
16/3/2026 ¢wg koL 30/4/2026 600€

31/4/2026 £wg kol T0 TéAog TnNG uTtofoAng  700€
*Aev mepAaufavetor OrA 24%

H €£6@Anon tou TEAOUG CUWMETOXNAG TIOU OVOPEPETAL OTN ZUYKEVTIPWTIK Katdotoon, OTwg ouTh
EKTUTIWVETOL OO TO site, ylveTal e HETPNTA oTa ypageia TnG EAEE 1 pe katdBeon oto Aoyoplaoud tng EAEE
otnv ALPHA BANK : 120-00-2320-000958, IBAN: GR 63 0140 1200 1200 0232 0000 958. H katdBeon Ba tpémel
VO aVaYPAPEL TNV EMWVURIA TNG eTaupiag otnv omoia Ba ekd0Bei To avtioTol o TIHOAOY!LO.
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4. Akpipela kot Anpooisuon ZToLEiwV TWV TUPHETOXWV

OL uTtoYN@LOL EYYUWVTAL YO TNV aKPiPELX TWV OTOLXEIWV IOV TtaPEXOUV Kal Ba TTpETEL va gival og B€an va
TO ALTLOAOYNOOLVV O TEPITITWON TIOV Toug {NTNBEl amd TNV Slopydvwan. Ze TEPIMTWON TIOV TX OTOLXEIX IOV
€xouv S00¢el Sev ipaypatikd, T6Te n Slopydvwaon Satnpel To Sikalwpa aKVPWONG TNG CUUIETOXAG.

Mo Ty SnUOCIOTI0INoN TWV OTOLXEIWV MOV £X0UV KATOTEOEL 0T (POPHA ATTOTEAECHATIKOTNTAC,
amatteitan n éyypa@n cuykatadeon, Tng eTapiog emkovwviag kot Tou dtapnui{opevou kat divovTal
Ol TIOPOKATW ETUAOYEG:

A. ApEON TIOPOXWPENON TOU SIKAWUOTOG SNUOTiEuong OAWY TWV VAIKWY TOU £pyOU

B. Mapoaxwpnon tou Sikawwpatog dnupocicuong pog edited version g €kBeong amMOTEAEOUATIKOTNTOG,
éxovtag eme€epyaotel Ta onpeia Tou Sev eMBUPEL Vo SNOCLELTOUV UTOVOLN TA OTOLXElQ. H TpoTtoTIoINEéVN
(POPUOL TIPETIEL VO XKOAOVOEL QUOTNPA LE TO OPXLIKO KA SeV ETIITPETETAL N TTARPNG apaipean omoloSATOTE
EvOTNTOG. TO TPOTIOTIONEVO VAIKO Ba TipemeL va uTtoPANBEl evtog e€rvta (60) nuEPWVY amd TNV NUEPOUNVIX
avakoivwaong Tou Shortlist.

Anpovpyikd YAkd kot SOvtoun MNeptypogn

H Sopyavwon Swatnpei to Sikaiwpa xpnong tov dnpovpytkov VAkoy (Key Visual, Video), cAA& kot tng
OUVTOMNG TIEPLYPOPNC TNG KABe CUPMETOXNG YL AOYyoug TPOLOANG Twv €pywv NG Slopyavwaong,
aveEAPTNTA ATIO TNV ETUAOYN TNG CUMMETEXOVOAG ETALPIAG, YO TN SNUOCLOTIOINGN TWV OTOLXElWV TIOU £X0UV
KoTateOel 0NV POPUA ATTOTEAEOUATIKOTNTOG.

5. ‘EAgyxog kat Nopipomoinon ZupHeETOXWVY
H Sopydvwon Sikaovtal va mipofaivel o€ EAEYXO TWV CUUMETOXWY, WG TIPOG TNV CUUHOPPWON TOUG UE
TOUG OPOVG TOU KOWVOVIOHOV. 16w
1. Na ¢xouv untoPANBel cwWoTd o€ O, TL APOPA KATNYOPLES, EKOETELG, SNULOVPYIKA VAIKA K.ATL.
2. 'OTL T €pya TIOV UTORAAAOVTOL EIVOIL CUPPWVO E TOUG KavOveG Tou EKAE kat Tig amopaaoelg Tou
2EE.

6. ATtOoUpPOT TUHHETOXNG
YroBAnBévta épya pmopouv va anogupBouv:

1. Ewg koL TNV mopoapovy TG ARENG NG TpoBsopiag  LTMOPOANG TWV  CUUUETOXWV,
OUUTIEPAOUPOVOEVNG KOl TNG OTOLOSATIOTE TaPATAONG TUXOV S0Bel amd v OpyavwTiki
Eritponn twv Effie Hellas, xwpig mapakpdtnon tov TéAoug CUPHETOXNAG.

2. Metd ™n ARén Kat TG MopdATaonG, METG amd cUPEWVN yvwun tTng OpyovwTikng Emitpomnig, pe
TIOPOKPATNON ORWE TOU TEAOUG CUUHETOXNG.
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7. AKUpwaon ZUHUETOXNG

H OpyavwTtikn Eitporr| SikatoUTal Vo oKUPWOEL OLASATIOTE CUUUETOXN, N OTIOIY, KATA TNV OTOKAELOTIKN
Kplon NG, &V CULLOPPUVETAL PNTA [LE TOUG OPOVC TOU TTAPOVTOG KOAVOVIOUOU 1) [E TO TIVEVPX KOL TO OKOTIO
Twv Effie Hellas.

Mo 600 Py AKUPWVOVTAL, TO TEAOC CUMHETOX NG TIOPOKPATEITOL KOL SEV ETILOTPEPETAL.

8. MveupaTIKA AIKOLWHAT

‘Oo0oV aYOoPA OTA £PYA IOV £YKVPWG UTIORAAOVTOL KOL oulpEeTéEXOUVY oTa Effie Hellas, emitpémetal otnv EAEE
| o€ omtolovdnToTE GAAOV Popéa Tov omoio Ba e§ovalodotnoel n EAEE, kat ota mAaiola tng tpowdnong Twv
OTOXWV TNG Slopydvwang, N AveL AVTOAARYLOATOG TIPOG TOUG CUMMETEXOVTEG PUAOEN TWV £pYywV KaBWE Kot
n TPOPOAR TOUG He OTIOLOSATIOTE PETO, AKOUN KOL EVAVTL AVTOAAGyHaTOG yia TNV EAEE amd toug Tpitoug
TIov Ba TNV avoAdPouv i To Kowo, 1lwg &€ n petadoon f aVapeTad0a0r TOUG OTO KOWO HE OTIOLOSHTIOTE
péoo, otnv EANGSa kot To €€wTepkd, N SNPOGIEVOH TOUG OTOV NUEPAOLO KAl TIEPLOSIKO TUTIO, N TiPofoAn
TOUG OTNV TNAEOPOAON KAL TOV KWVNUXTOYPAPO, N TpaypaTonoinon ekddoswv, cuAoywv Kat n Sidbeon
QUTWV OTO Koo, KATL To wg avw Sikaiwpa TtpofoAng tng EAEE eival ameploplatng Xpovikng Sidpkelag. H
PUACEN TWV €pywv TIou cuppeTéxouv ota Effie Hellas, og kapia mepimtwon dgv ouvioTd umoxpéwaon TG
EAEE, oAA& Sikaiwpor quTnG.

9. Atodoxn Opwv Kavoviopov

H ouppetoxn ota Bpafeia Effie Hellas ouvendyetal tnv TARpN Kot €€ 0AOKARpou amodoxn Tou TapdvTog
KOVOVLIOHOU, TWV YEVIKWY OPWVY CUHHUETOXNG, KOBWE KAL TWV AMOQATEWY TwV KpLTikwv EMiTpomwy Kat Twy
SlopyovwTwV O O,TL POPA OTNV EPAPUOYH TOUG.

K&BOs CUUHETEXWVY PEPEL TNV ATIOKAELOTIKNA KL TIARPN €UBVVN EVaVTL TTOVTOG TPITOU YLIX TIG CUUHUETOXEG TIOU
UTTORGAAEL KOl Yyl TNV OKPIBE TwV oTolxelwv TIou dnAwvel kat Ba cuvdpapel tnv EAEE os evbexopevn
SlkaoTIKn SLEvegn kal avodapPavel va koAUWeL TANPpwG TNV EAEE yia amolnpwaoelg R mpodoTipa Ta omoia
Ba umtoxpewBsl TUXOV Vo KOTORAAEL Og TpiToug Oiwg Adyw mapdBaong Twv Opwv TOU TOPOVTOG
Kavoviopol, TpoofoAng TIVELHOTIKWY KOL CUYYEVIKWY OIKOWWHUATWY TPITWY €Ml TWV £pywv ouTwy,
mopoafaoewy NG vopoBeoiag n/kat NG KAASIKAG oUTOPPUBIONG Y& aBEUTn KOl TIPOTIAQVNTIKN
Slo@NUon KA.
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To 510 épyo UTIOPEL VO CUMHETAOXEL HEXPL KOL 4 POPEG, [E PEXPL L POoPA OTIG KaTnyopieg Mpoldvtwy &
Yninpeowwv (Industry Categories) kot pe péxpt kait SUo Qopég atnv katnyopia Shopper & Commerce. Mo k&Be
uTtOPOAN Ba TipéTEL va KaTaTeDEel SIAPOPETIKA POPUA ATIOTEAEGUATIKOTNTO.

1. AAkooAoUxa Motd
EvoelkTikd TepApPAVOVTAL OAKOOAOUX O TIOTE, UTTUPEG, KPOOLY, TOLYAPQ, 6N KATIVIOTOU K.AL.

2. Mn AAkoolouya Mota
EvoelkTik& TEpAAPPAVOVTOL XUMOL, OVOPUKTIKY, ELPLOAWUEVA VEPY, poPnuaTa (E0TA | KPUA, KOPEG KAOE
TUTIOV, TOAL K&BE TUTIOU K.Q4L

3. Tpoppa / TKAGKTOKOUIKK
Evdelktikd mepdapfdavovtat Addla, Boutupa, papyopiveg, oAAVTIKY, OGATOEG, Hayloveleg, (UUOPLKE,
YWY, OAPTOOKEVAOUOTO, KOVOEPPEC, KOATEYUYHEV TPOPUD, ETOLPA POAYNTE, YOAOKTOKOMIKA KOL
TUPOKOULKA TPOLOVTQ, YLoUPTLa, {WOTPOWPEC.

4. TAuvkiopata / Zvakg
EvlelkTik& TeplA\apPAvovVTOL HUTILOKOTO, COKOAXTOELSH, TOUPTEC, YAUKIOMOTO, KOPOUEAEG, TOlXAeg, KABe
€(doug ovVaK, KPOUATAY, TIATATAKLY, TIAYWTA.

5. ®apupakeutika Mpoiovta / Mpoidvta kot Ynnpeoieg NMpoowmnikAg Ppovtidag & Yyiewng /
AA\a Mpoowmika Eidn
EvoelkTikd TepAapPAavovTal avoAYNTIKE, AVTIPLOTIKY, PLTAUVOUXO OKEVAOUATO, PUTIKECG (VEC, KOPOEAEG
AQUUOV, EUTTACOTPQ, TECT EYKUPOOUVNG, QAN TIPOTOVTA POPHUOAKEIOV, KOAUVTIKE, XPWHOTA, COUTIOVAY KO
KPEUEG MOAALWY, POPEG HOALWY, TIPOTOVTA YLO TNV TIEPLTOINON TOU CWHATOC, OEPPLETEG, TIAUSIKEG TIAVEC,
XOPTOMAVTIAQ, XOPTL LYElOG OamouvL KABs TUTIOU, OSOVTOKPEWUEC, KEVTPO ASUVATIONATOG, SlUTNTIKA
YEVUOTO, pOUXQ, UTIOSHMATA, XBANTIKA €i6N, OTITIKA £(6n, Seppdtva €idn, poAdyLa, KOGUAUOTO K.GL.

6. EZomAiopog & Mpoidvta IMitiov
Evbelktik& meplAapfdavovtol  KOBOPLOTIKY, OIMOPPUTIOVTIKY, OPWHOT XWPOU, EVTOHOATIWONTIKY,
Amédopate, Xopti koulivag, Aeukd (6N, XOALR, VQACHATA ETIMAWOEWY, UKPOCUOKEVEC, AEUKEC OUOKEVEC,
OUOKEVEG X0V KOL EIKOVOG, NAEKTPIKA €(6n, SLAKOOUNTIKE, KAOTIOTIKE, QWTIOTIKA K.A.

7. Oxnuata / Avtmpoowneieg / Afecoudp
EvoelkTik& TepIAQBAVEL QUTOKIVNTA, LOTOOIKAETEG, KAOe €60V PNXOVAOTA, OKAPN, UNXOVEG OKAPWVY,
OXETIKA 0&ETOVAP K.&

8. TnAemwowwvieg / Texvoloyia / AAAa AvaAwoipa
EvéelkTtik& TeptAapBavovTal uTnpeoieq Kol GUOKEVEG OTABEPNG KOl KWVNTAG TNAEPWVIOG, UTIOAOYLOTEG,
TEPLPEPELOKA KL software, cuoTApaTa ao@oAsiog K.&
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9. Tpoane(ika / AcpaAloTikd kot Xpnuatooltkovopuka Mpoiovta / Yninpeoieg
Evbelktikd meplhapfavovtor  tpameleq kol  TPAME(IKA TIPOIOVTO/UTINPECIEG, TIOTWTIKEG KAPTEG,
QOPOALOTIKEG ETAUPIEG KAL ACPOALOTIKA TIPOTOVTO/UTINPETIEG K.&

10. Toupiopog/ Ta&idia / Avayuxn
Evbeiktikd mephapfavovtar Ttagidia avapuxng TagdliwTtikol Tipooplopol, ToESWTIKA TPAKTOpPEL,
Eevodoxela, eTalpieg evolkioong QUTOKLIVATWY, OEPOTIOPLKEG KOL VOUTIALOKEG ETALPIEG, ABANTIKEG EKONAWOELG,
KOAALTEXVIKA SpWEVA K.O

11. Evépyszwa / Metpedaiosidn
EvéelkTtik& mephapfavovTal evépyela, VOPeVON, TTETPEANOELST, Beviveg, KOOI, ATIOVTIKE, TIPATAPLY
KOWOTHWVY KO OXETIKA TIPOTOVTA KOlL UTINPECIEG K.&

12. Tuxep& Mayvidia
Evbektik& mephapfavovtal Aaxeio, Tuxepd matxvidia, online betting stoupieg K.&

13. Méoa Evnpépwong / Ek8dosig / Anpooio / Ekmaidsuon / Zuykowwvieg kot ZXeTIkEG YIINPETieg
Evéektik& mepAapBavovtal utnpeoieg oSk BonOelag, aXOAEG KAl TIPOYPAUUATO OTIOUSWY, EPNUEPISEC,
TIEPLOSIKY, PASLOPWVIKOL KOL TNAEOTITIKOL OTABOI, EVNUEPWTIKEG EKOTPATELEG SNUOTLWVY 0PYAVIOUWY, HECL
MaIKAG LETAPOPAG, EKTTAULSEVTIKOL OPYQVLIOHOL K.&

14. Nwawvepmopio / Awavopn / Kataotipata / HAektpovikd Kataotipata
EvéelkTik& mepAapBAvVOVTAL KATOOTAPOTO TPOPIHWY, €vduaong kal umddnong otabepng Kal KNTAg
TNAEPWVING, KATOOTAMATO NAEKTPIKWY CUOKELWY, oAuaideg franchise, KATAOTANATA ETIMAWY, EUTIOPIKA
KEVTPQ, NAEKTPOVIKA KATAOTAPATA (e-commerce) K.&
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Specialty Categories

Xg OAeg TIg €16IKEG KATNYyopiss (Specialty Categories), pe oTOX0 TNV KAALTEPN KATAVONON TOVLG, EXOLUE KPATNOTEI TIG TIEPIYPAPES
oTa ayyAikd, 6meg Tig Sivouv ta Global Effie.

1. Precision Marketing “updated

Business to Business
This category is for marketing efforts from businesses targeting other businesses. Business-to-business efforts
for any type of product or service, from any marketplace segment, are eligible to enter.

Youth Marketing

This category will honor those efforts that successfully communicate to teens or young adults.

Your entry should be written in a way that identifies how the case was created and specifically directed to this
audience and how it succeeded. Identify any elements in the creative work or strategy that are specifically
directed to the youth market and any relevant dynamics and/or nuances, trends, values, linguistic
characteristics, and their significance with respect to your submission. Judges may not be familiar with this
particular audience, so showcase details that may be overlooked.

2. Brand Content, Entertainment & Experiential Marketing

As with all Effie categories, you can enter whether your work brought the brand to life as the entire marketing
effort or as part of the larger marketing program. If the content was part of a larger campaign, demonstrate
the contribution of the content as part of that campaign.

Experiential Marketing - Live & Digital

This category is to showcase brand experiences beyond traditional advertising — work that truly brought a
brand or product to life and interacted with a specific audience to achieve desired objectives should be
entered. It may include a re-invented product demo, re-imagined pop-up, or a “brick and mortar” retail
overhaul; it may have created a new game, an alternate or virtual reality experience, or an interactive/immersive
film experience that effectively showcases a new product or brand personality. Award winners will show how
the brand is reaching out to their audiences to establish meaningful relationships, memorable, engaging
experiences, and unique connections.

Entrants must address how the experiential marketing related back to the overall brand strategy. Judges will
expect to understand the ‘participation’ in the experience as a core factor.

Brand Content & Entertainment

This category recognizes efforts that successfully engaged audiences through original branded content that
goes beyond traditional advertising. The focus should be on content created to be actively sought out and
consumed by the audience for its entertainment or informative value. Entries must detail the content itself, its
alignment with brand and business objectives, the distribution and audience engagement strategy, and the
measurable impact on the brand and business. Branded content may be produced and distributed by
publishers or independently and can include long-form entertainment.

Note: Judges will expect to understand why branded content was chosen as a tactic

"efﬁe
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3. Business Achievement

Corporate Reputation

Marketing efforts that promote corporations, not exclusively their products. Includes sponsorships, image, and
identity. In addition to presenting metrics related to the reputation, entrants are encouraged to also address
how these metrics relate to the business of the brand and why they are important..

David vs. Goliath

This is an award for smaller brands, or new/emerging brands that are less than five years old making inroads
against big, established leaders, taking on “sleeping giants,” beyond their current category and set of
competitors to tackle a dominant leader. Entrants must detail the business challenge, the competitive
landscape, and how the business succeeded despite the odds. Define your competitive landscape, including
the market difference between the David and Goliath to demonstrate why the brand was a Traditional David.

Note: Judges will deduct from the case without sufficient proof that the submitting brand is a Traditional David.

Small Budgets

To be eligible, an entry may not be for a line extension and must represent the only marketing efforts for the
brand during the time period. The value of donated and non-traditional media as well as activation costs must
be included.

Budget eligibility is about 80.000€ or less.

Sustained Success

Efforts that have experienced sustained success for more than 3 years are eligible for entry. At a minimum, the
creative work and case results must date back to 28.2.2023, and you must include the current year’s results.
Work must have a common objective in both strategy and creative executions; with a continuation of core
executional elements (e.g., spokesperson, song, theme, tagline, etc.) that demonstrates effectiveness over time.
As part of the entry, specifically address how the effort evolved over time (e.g., media choices, targeting,
insights, new products/services, etc.).

Note: There is a special entry form and different creative requirements for the Sustained Success Award. The
creative requirements, including different rules for the creative reel, can be found in the Sustained Success
form.

4. Commerce & Shopper
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Honoring the most effective integrated campaigns designed to engage the shopper and guide the purchase
process to achieve conversion. You may only enter an effort into a maximum of two Commerce & Shopper
categories.

Retail Media New

This category highlights the success achieved through strategic collaborations between retail media networks
and brands, driving measurable business growth for both parties. Whether digital or in-store, or omnichannel,
demonstrate how your efforts were tailored to specific customer segments using data-driven insights.
Showcase the use of multiple channels, both online and offline, to deliver a cohesive and effective campaign
that resonates with your target audience and drives tangible results for both retailer and brand.

Crisis Response / Critical Pivot

This category recognizes brands that successfully navigated significant structural and cultural shifts or
moments of crisis (e.g., pandemic, social justice movements, political events) by effectively pivoting their
marketing strategy or business activities. Entrants must clearly identify the pivot and explain how the
messaging, campaign, production approach, or go-to-market strategy was adapted. Highlight the impact and
effectiveness of these actions on the brand’'s success. Examples may include shifts in brand positioning,
portfolio management, digital acceleration, and more.

Digital Commerce

This category is for campaigns that effectively used insights, strategy, creative, and analytics to drive digital
shopper conversion. Show how, by utilizing data and a deep understanding of the shopper, the brand and/or
retailer succeeded in a digital setting. A successful effort will combine strong shopper knowledge with digital
marketing practices to increase conversion online. The effort must be based on a shopper insight(s) and be
shopper-driven. Explain the strategy of how the effort went to market. Submissions in this category will be
solely evaluated on digital commerce effectiveness.

Multi-Brand Shopper Solution

Shoppers are looking for ways to tackle everyday challenges, whether it's what to prepare for dinner or how
to maintain a beautiful lawn - they seek all-in-one solutions. This award celebrates multi-
brand/product/manufacturer solutions that came together to address exactly what their target shopper
needed. Entries into this category must address the rationale behind the creation of these differentiated
shopper solutions. Brands may be from a single manufacturer or multiple manufacturers. Shopper solutions
may be developed by manufacturer(s) and/or retailers.

5. Digital
Honoring the most effective convergence of data, technology and all forms of creative that maximize end user
engagement and conversion.

Influencer Marketing

This category recognizes brands that successfully partnered with influencers to achieve short or long-term
marketing goals. Influencers can range from micro to macro and include social media personalities, brand
ambassadors, and bloggers. Clearly define the strategy, target audience, and why the influencer was chosen.
Highlight how the influencer engaged the audience, influenced consumer behavior, and contributed to the
brand's success by driving measurable business results.

"efﬁe
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Performance Marketing

This category celebrates the most impactful performance marketing strategies, where a combination of tactics
generated significant, incremental results and conversions. Describe how you leveraged the synergy between
your organic and paid ecosystems to create a halo effect, using data-driven insights, agile testing, and
continuous optimization. Your submission should be performance-led, demonstrating how approaches such
as (but not limited to) affiliate marketing, paid search, SEO, email campaigns, personalization at scale,
influencer or sponsored content directly drove measurable outcomes like increased revenue or leads.

Note: Entrants must use the performance marketing entry form when submitting under this category

Social Media

This category celebrates campaigns designed around social media as the primary touchpoint, leveraging its
influence to engage connected consumers. Focus on campaigns where social media was the core idea, not
just an element. Provide a clear rationale for using social media, demonstrate its direct impact on audience
behavior, and show how it drove measurable business results

Artificial Intelligence (Al)

For the Al Category, entrants are required to showcase their effective use of artificial intelligence to drive
meaningful business outcomes. This category recognizes outstanding campaigns and initiatives where Al was
leveraged as a pivotal tool to achieve specific business goals, whether it be enhancing customer engagement,
optimizing operations, increasing sales, or any other measurable objective.

Entrants must provide clear evidence of how Al was integrated into their strategy and demonstrate the tangible
impact it had on their business growth and desired results. This includes detailed metrics, analytics, and any
other relevant data that highlight the effectiveness of the Al implementation. The judges will be looking for
entries that not only display creativity and technical proficiency but also a profound understanding of how Al
can be harnessed to produce real, quantifiable success.

6. Media

These categories reflect the importance of the use of media in driving effectiveness. Submissions must speak
to the media channel choices and measurement methodologies.

Data-Driven

Data-driven is the application of data and/or technology to connect people to the brand at the right
moment/s. These efforts should prove how they specifically utilized data to drive creativity or to optimize
media to improve business outcomes (brand KPIs, ROI, performance marketing measures, etc.).

The best examples will recognize the interplay and application of data, inclusive of automation and Al, to
engage with and/or deliver to a precise audience and achieve the best results. To enter, your case must
detail the role that data had within the creative and/or media strategy in achieving the brand and business
goals.

Submissions are expected to:
o Utilize personalized/custom-tailored creative messages.

"efﬁe
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o Explain how data impacted the media plan through clear measurement & analytics.
o Demonstrate the insights captured from data used to understand audience.

Media Idea

This category is about outstanding effectiveness as a result of media-led ideas. The line between what
constitutes a creative idea and a media idea is blurring and there are occasions when the media idea drove
the entire effort. Of course, media cannot exist without the content, but this award is intended to recognize
those cases that were led by the media thinking — where the integration of media and message led to success.
The award honors media-led ideas that are powerful enough to become the genesis of the marketing program
itself, to the extent that the program would not have been successful without the strategic media idea.

7. Marketing Innovation Solutions

Business / Product / Service Innovation

This category awards innovative single marketing and business activities or entire marketing programs. Submit
any action or business idea regarding innovation for the product, service, or business that has had an
exceptionally positive impact on the market position. Examples of eligible activities in this category include:
product/service innovation; change in packaging, both in terms of its appearance and size; design, technology
or UX innovation for the business, product or service; consumer involvement in product development;
operation change, etc.

8. Positive Change

The Positive Change Effies reward and celebrate the brands and non-profits that are promoting the greater
good through purpose-driven marketing. The program has two tracks - Environmental and Social Good.

Environmental

For efforts that have measurably shifted audience behavior toward more environmentally sustainable
choices, and/or grown demand for more sustainable products and services. Explain how your efforts created
positive impact on the environment and the business. Efforts entered must have as one of their main
strategic objectives changing audience behavior towards more environmentally sustainable choices .
Entrants should address how the sustainability goal relates back to the overall brand and business strategy.
Demonstrate immediate impact while articulating progress toward long-term objectives. Highlight the most
interesting, effective and impactful elements of the work, including the actual change-making components.

Criterion for this award is the result of behavior change toward more environmentally sustainable choices,
with these elements being considered in judging:
e Awareness — Making the audience aware of a sustainable product, service or action.
e Trial — Trying the sustainable product, service or action for the first time.
e Product/Service Substitution — Switching to a more sustainable product, service or action.
e Change in Use — Using a product/service more sustainably than before or taking a more sustainable
action.
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Enter your case into one of the following categories:

e Environmental - Brands

Recognizing brands with marketing programs that have measurably shifted audience (B2B or B2C)
behavior toward more environmentally sustainable choices, and/or grown demand for more sustainable
products and services by incorporating environmentally conscious messaging into their marketing.

¢ Environmental - Non-Profit

Recognizing non-profit organizations and associations with marketing programs that have measurably
shifted audience (B2B or B2C) behavior toward more environmentally sustainable choices, grown demand
for more sustainable products and services, and/or measurably drove positive impact for their cause by
incorporating environmentally conscious messaging into their marketing.

Social Good

For marketing efforts proven effective in solving/impacting a social problem or in expanding an existing
program in ways that benefit our society. This is about creating positive societal and cultural change,
challenging the established status-quo and changing accepted norms and stereotypes that create societal
inequalities with inspired action.

Examples include initiatives that tackle food poverty; access to healthcare or education; creating a more
diverse, equitable and inclusive society; or creating equal opportunities at work and in wider society for all
members of our society. Any effort that sets out to give back in some way for the greater good is eligible to
enter, and any/all marketing efforts, whether full campaigns or unique efforts within a campaign are eligible
to enter as long as measurable results exist.

Demonstrate immediate impact while articulating progress toward long-term objectives. Highlight the most
interesting, effective and impactful elements of the work, including the actual change-making components.
Include the impact your work had on the cause and why it was a match for your business.

Enter in one of three sub-categories:
o Social Good - Brands
o Social Good — Non-Profit

9. Topical & Annual Events

Seasonal Marketing

Seasons, holidays and annual events allow marketers the opportunity to build strategic efforts based on the
time-based interests of their target audience. This category honors those efforts that effectively capitalized on
a season, holiday, or annual cultural event to drive results for their business.

H Sopyavwaon dtatnpei To SIKAIWHA, VO HETATAEEL PLX CUHHETOXH OTO ML KATNYOopPia o8 GAAN Ko
va Snpoupynoet vésg KaTnyopieg.
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Effie Hellas 2026 ‘ AZL10AGynon TUUHETOX WV

A’ ®aon A&loAoynong / Avadeign Shortlist

Katd tnv A" ddon AEloAdynong avadsikviovTtal T épya TIov Ba SiekSIKAGOUVV 0TNV EMTOUEVN QAN Eva aTtd
Ta Bpafeia. Ot ouppeToxEg KpivovTal aveEdpTnTa Ao TNV Katnyopila ou €xouv katatebel kal xwpig va
YIveTal oUyKpLon He AAMeG vToPneLoTNTeG. K&Be kpLtrg Sev afloloyel OAEC TIG CUUHETOXEC, OAAG LOVO Eval
MEPOC (AVAAOY A [E TO TUVOAIKO OPLOUO CUHHUETOXWV), ATOPAiTNTEG TIPOUTIOBETELG Eival, OTLKABE CUMUETOXN
Ba mpénel va alohoynBsl amd TOUAGXLOTOV 5 KPLTEG Kol OTL KAOe kpLtng dev mpémel va a§loloynoet
TIEPLOCOTEPEG OTO 14 CUUMETOXEC, OVA NUEPA cuvedSpiaanc.

O kprtég Sivouv BaBpolg os 4 KPLTAPLX XPNolLoTiolwvTag TNV KA{doka 1-100 [1 = pn amoteAeopatikd /
100 = €£AUPETIKA ATOTEAEOUATIKO]:

1. TpokAnon EmKOWWVIOKNG ZTPATNYIKAG TEPIBAANOV KOl TIPOKANGN MAPKETIVYK KOl
emikowvwviag. 2toxol Kaumdviag.

2. Insights & Ztpatnytkn 16éa

3. YMlomoinon tng I6éag E@appoyn TNG EMKOWWVIOKAG OTPATNYIKAC, €MAOYR TWV HECWVY
ETIKOWVWVIOG

O tpeLg avtoi BabBpoi otadpi{ovtar pe ico Bapog (equal weight) wote va amotedécouv to 70% NG
TeAKAG BaBpolAoyiag.

4. ATOTEAEOMOTO TNG KAUTIAVLOG

O TétapTtog BaOpOg TOU APOPAE OTA OMOTEAECUATA TNG KAMTAviag omoTeAel To 30% TG TEMKNAG
BaOpoAoyiag.

Ta péAn tng Emtpomng Sev BabpoAoyolv kapio kapmdvio 1ou Staywvidetal otnv Sl mPoiovTiKA
KOTNYOPIO HE KOUTIAVLEG [E TLG OTIOEG CUVSEOVTOL APETT I EUUETQL.
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Effie Hellas 2026 ‘ AZL10AGynon IUUHETOXWV

B' ®don A&loAdynong / Avadeign Bpafeiwv

Katd tn B” ®don A&loAdynong avaknpuooovtal ta Bpafeia Gold, Silver & Bronze. KaBe kpttnig Sev a&loloyel
OAEG TIG OUUMETOXEG, OAAG pOVO éva PEPOC (AVAAOYX UE TO CUVOALKO aPLOUO GUUHPETOXWV), amapaiTnTES
TpoUToBEoELg elval, OTL K&Be ouppeToxn Ba TtpETel va a&loAoynBel Ao TOUAGXLOTOV 7 KPLTEG KOL OTL KAOE
KpLTrg Sev mpémel va a€LoAOYNOEL TIEPLOCOTEPEG ATO 14 CUMUETOXEG, QAVA NpEPa ouvedpiaanc.

O kprtég Sivouv BaBpolg os 4 KPLTAPLX XpNolhoTiolwvTag TNV KAidoka 1-100 [1 = pn amoteAeopatikd /
100 = €£QUPETIKA ATMOTEAEOUATIKO]:

1. TlpokAnon Emkowwviakng XTPaTnylKAg TepPBEAAov kot TipOkAnon marketing kol
emkolvwviag. Xtéxol Kaumaviag.

2. Insights & Ztpatnyikn 16éa

3. YMlomoinon tng I6éag E@appoyn TNG €MKOWWVIOKAG OTPATNYLIKAG €MAOYAR TWV HECWVY
ETUKOWVWVIOC

O Tpeg avtoi BabBpoi otaduifovtar pe ioo Bapog (equal weight) wote va amotedéoouv to 70% Tng
TeAkng Babpoloyiag.

4. ATOTEAEOUOTA TNG KAUTIAVLOG

O TétapTtog PBAOUOG TIOU APOPA OTA AMOTEAECUATA TNG KAUTAVING OTOTEAEl TO 30% NG TEAKAG
BoaOpoloyiag.

Ta péAn tng Emitpomng Ssv Pabuoioyolv Kopio kapmavia mou Saywvidetal otnv Sla katnyopla pe
KOUTIAVLEG LLE TLG OTtOlEG oUVOEOVTOL AUETT I} EUUETAL.

Ta Bpaeia amovépovtal pe Baon Ta amoTeAéopaTA TG A§LOAOYNONG.

" ®aon AéloAoynong / Avadeign Grand Effie

Katd tn I ®don A&loAoynong avoknpuoostal 1o Bpafeio Grand Effie. H Kpitikr) ETitpomr| amoteAovpevn
oartd 10 senior oteAéxn, &etdlel kKot PoBuoloyel TIG ouppeToxEg Tov €xouv Ppafeuvbel pe Gold otnv
KaTnyopio TOug, WG TIPOG TNV ETUTUXIA TNG KAUTIAVLIOG, OXETIKA E TOUG OLUYKEKPLLEVOUG 0TOXO0UG marketing
Kot T Snpovpykd otolxeio. H mpotevopevn ovvBeon tng emitpomng eival evdelkTikr. Mmopet va S00el
poévo éva Grand Effie.

Ta p€AN Tov ouppeTéxouv otnv Kputikn Emitponn) Sev Oa mipémel va ouvdEovTal AUECA 1 EUUECA E KO
amd TG Kapmavieg ov Stekdikovv to Bpafeio Grand Effie.
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Effie Hellas 2026 ‘ BpaBeia

BpaBeia ava Katnyopia
Y& KOs kaTnyopia uopovv va amovepnBouv 1o péyloto 3 Ppafeia kal pOvo og TepimTwon amdAVTNG
wooynpiog 4.

EwSkég Alakpiosig

Effie Hellas Agency of the Year, Advertiser of the Year & Brand of the Year

Ot tyunTtikég Alokpioelg yia tnv Etaupia Emikowvwviag to Alapnuildpevo kat to brand, ot Bpafevoelg Twv
omoiwv ouykevTpwaav TNV VPnAoTtepn PaBpoloyia pe B&on TNV TOPAKATW KALOKO:

Etaupia Emikowvwvioc* / Aiapnuiléuevoc / Brand
Grand Effie: 48 BaBpol
Effie Gold: 24 BaBpol
Effie Silver: 12 BaBuol
Effie Bronze: 6 BaBpotl
Shortlist: 2 BaBuol

2uvepyadbusveg Etauplec**
Grand Effie: 24 BoBuol
Effie Gold: 12 BoBpuotl
Effie Silver: 6 BaBuol
Effie Bronze: 3 BaBpuot
Shortlist: 1 BaBuog

*K&Bs aupusToxn umopei va Exet puéxpt Svo Etaupisg Emikovwviag.
**APopd LUOVO TIG ETAUPIEG EMIKOVWVING Yia TN Stakpian Agency of the Year kat o k&Be ouuusToxr de umopel
Vo UTTEPXOUV TTEPLOTOTEPEG ATO 4 cuvepya{OUEVEG ETAIPIEG.

Mo k&Be ovppetoxn n Etaupio Emikowwviag / Ala@nulopevog, kepdilouv toug Pabupoug pévo yo tn
peyoAUTEPN Slakplon Tou auth Ba Adel (Tx av kepdioel Gold oe pila katnyopio oAA& kot to Grand, Ba
kepSioel ouVOALKA 48 Babuoug kat OxL 72). E€aipeon amoTeAel, av n cuppeTox SLaywVICETAL KOl KATAPEPEL
va SlokplBei, og SU0 SlapopeTikég kKatnyopleg (T.x AAkooAouxa Motd kat AaBid vs FToA&B).

OL e181kég Slakpioelg e divouv Pabuovg ya to Effie Effectiveness Index mov ekdidouv ta Effie Worldwide.
O amogaoelg TnG KpttikAg EMTpomAg gival OpLoTIKEG Kol AUETAKANTEG.

Ot BpaPeupévol €xouv tn SuvatoTnTa va TpoaAlouy to Bpafeio IO Toug ATOVEUNONKE. Agv HTTOPOVY,
OMWG, VO KAVOUV EUTIOPLKA XPNON oUTAG TG SLAKPLoNG (TL.X. SEV HTTOPOUV va TIApEXOLV TTANPOPOpPIEG Kal

EVNMEPWON HE OLKOVOUIKO OVTOAAAYUO YL TOUG TPOTIOUE [E TOUG OTtoloug UTtopel va kepSioel Kaveig éva
Bpapeio Effie).
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Effie Hellas 2026 | ElOwkég Awokpioelg

Yt Effie Hellas Sivovtal tpeiq 18ikég Stakpioelg oL otoleg apopolv TV eTALPiA ETTIKOWWVIOG TNG XPOVLIAG,
TOV TEEAXTN TNG XPOVLAG KAL TN MapKa TNG XPovidG. Ot Slokpioelg ouTeg eivat:

1. Effie Hellas Agency of the Year

2. Effie Hellas Advertiser of the Year
3. Effie Hellas Brand of the Year
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Effie Hellas 2026 | Yootnpwtiké YAKO SUMHETOXAG

Mo kGBs oLUUPUETOXN UTTOREAAOVTOL UTIOX PEWTIKG 0To www.effie.gr:

= Key Visual (jpeg 516x516)

= POppa ATTOTEAECUATIKOTNTAG
H @oppa amoteAeopatikdTNTAG £lval TO TILO ONUOVTIKO HEPOG TNG OUMMETOXNAG Kot n Pdon 1ng
Sladikaoiog emAoyNg Kol yU' auTtd Ba TPETEL VAl Elval COPC, OKPLPAG KAl e AOYLKT GUVETIELD. [TepLypa@el
ME AETITOMEPELEG TO TIEPIBAAOV TOU QVTAYWVIOUOU, TOUG OKOTIOUE KOl TOUG OTOXO0UG, KOBwWG KAl Tnv
anddoon TG KABE KAUTIAVLAG.
MNpogoxn: & KavEVA ONUEID TNG POPHAG ATIOTEAECHATIKOTNTOG KL TOU SNULOUPYIKOV VALkoU Sev  Ba
TIPETIEL VAL YIVETOL AVAPOPA OTN CURHUETEXOVOA ETALPLA ETILKOWWVIOG,.

= Creative Reel - Video Aldpkelag 3 AsmtTwv*
To meplexdpevo Tou video Ba mipémel va amoTteAeitat katd 70% TOUAGXLOTOV amtd SelypaTa SNULOVPYIKOU
VALKOU € Ta oTtola NpBe o ema@r To Koo Kol T ool SNAWONKavV 0T POPUA ATIOTEAECUATIKOTNTOC,
Ka®' 6An tn StdpKeLa TN TApousioong, LTTOPOUV VO UTIAPXOUV ETEENYNUATIKEG AeCAVTEG /KAl voice over.
Mpoooxn:
Y& kavéva onpeio Tou video Sev MPEMEL YiveTO OMTIKA ] AKOUGTIKN OVOPOPA TNG GUHHETEXOUTOG
Etapioag Emikowwviag 1} Twv ouvepyalOPEVWY YO TN CUUUETOXH ETALPLWV ETIKOLVWVIAG.

*H Sidpkela Tou reel yla tnv katnyopia Sustained Success propel va €xel Stdpkela wg 4 AeTtTd.

= Images of the Creative Work (2-6 images in jpeg format)
O eikoveg Oa mpémel va TeEpNApUPAVOLY Selylatar SNULOUPYIKOU VALKOU KOl VO CUMTTANPWVYOUV TO
creative reel, 0xt va emavoAapfavouy To (810 TEPLEXOUEVO. ZUOTAVETAL VO Xpnolpononbovv edw
Setypata Snuoupylkol VAKOU Ta omoia paiveTal KOAUTEPA 0 HopPPN ElkOVaG (Tix. website, print ad,
direct mail k.o.).

= Video - Aldpkelog 1 Aemttov
To video Ba xpnotpomonBel yiax Tnv tpooAn Tou €pyou oTo website Tng Slopydvwaong n/Kat otnv TeEAET
amovoung os mepintwon Ppdfeuong. Xto video ekTOG amMO WA CUVTOMN TIEPLYPAPH TNG EVEPYELDG, Ba
TIPETIEL VO UTIAPXOUV QVA(POPEG OTOUG BTOXOUG KOL TA AXTIOTEAECHATA TNG EVEPYELOG (E0TW KAl av &g
YIVOUV OUYKEKPLUEVEG OPLOUNTIKEG AVAPOPEC), TIPOKELLEVOL VO KATAAXBEL TO KOO TOUG AOYOUG YO TOUG
OTIo{OUG N OUYKEKPLUEVN OUMMETOXN StaywvileTtal ota Bpafeia Effie.

MNpodaypapéc Video

Mp4

Codec: H.264

Frame Rate: 25fps

Aspect ratio-Resolution: 1920x1080
Bit Rate: 5mb/s

Audio: AAC
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Effie Hellas 2026 | Ymootnpiktiké YAk SUMHETOXAG

KatdOeon cuppeToxng
MPOKELUEVOU Ol CUHUETEXOVTEG VA UTIOBAAOULV €yKUPN CUUUETOXH, Oa TIpETtEl
—  va oAokAnpwoouv tnv Online Stadkacio UTOBOARG TNG CUPETOXNG KOl
— VO KATaBEoouV Yl KABE CUUUETOXN, VX UTIOYEYPAHUHEVO AVTIYPaPO TOU SEATIOU CUNHETOXNG
Tiov epAapfavel kat To Authorization & Verification Form (to omoio amnatteitat amno ta Effie
Worldwide kot pmopeite va Seite oto 7° Brjpa tng umtoBoAng cuppeToxwyv Tov www.effie.gr) otn
ypoupoteio Twv Effie Hellas (Yrepeidou 7, 105 58 ABrva).

Oa An@Bouvv umoyn PovVo vTIoyeypapUEVa SEATIO GUPPETOXNG Kol HOVO 600 guvodevovtal amod TN
OUYKEVTPWTIKN KATACTAON KOL TO QVTITILO QUTWV.

Effie Hellas 2026 | zroxsia Zuppetoxng & Tuvtedeatig

K&Bs ovppetoxn pmopel va éxsl péxpt Svo Etaupieg Emikowwviag (Lead Agencies), uéxpt kou 4
ouvepyalopeveg (Contributing Agencies) kot péxpt dvo dapnuilopeveg etaipieg (Clients).

MeTtd T AR&n TN TtpoBeopiag VTTOPOANG CUUHETOX WY, SEV ETUTPETETAL N GAAQYT TWV BACIKWY OTOLXEIWV
™G k&Be ouppetoxnc (Tithog Epyov, Ataywvildopevn Etaipio, Atapnuildpevoc & Brand Name).

AMOYEC OTOUG OUVTEAEOTEG ETULTPETIOVTAL HEXPL Kat TNV 11 louviou 2026 kot pe kOoTtog 10€, avd cAAayn.

08nyisc and Ta Effie Worldwide

1. Company Credits: All integral strategic and creative partners are credited and given the appropriate
level of credit. Up to eight (8) companies may be credited on an Entry as follows:

1.1 Lead Agency (Required): The agency responsible for the key components of the Entry. If you
are an advertiser submitting in-house work, list your company as both the Lead Agency and
Client.

1.2. Client (Required): The parent company of the brand for the Entry, unless there is no parent

company, in which case list the brand.

1.3. Additional Lead Agency (if applicable-1 max): Contributed so integrally to the success of
the Entry that this agency should receive equal recognition as a Lead Agency.

14. Additional Client (if applicable-1 max): A second client on the Entry. List the parent
company, rather than the brand, where there is a parent company.

1.5. Contributing Companies (if applicable-4 max): Contributed significantly to the success of
the Entry. Contributing companies will receive fewer points in the Effie Index than Lead
companies and will be recognized as a contributor if the Entry is a finalist or winner.
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2. Individual Credits: All credited individuals (10 primary credits maximum, 30 secondary credits
maximum) have been checked for accuracy (confirmed level of involvement, spelling, title, etc.) and
were integral to the success of the submitted Entry. Both current and former team members of credited
companies who were integral to the success of the Entry should be listed with the company they were
team members of when the Entry was created. For individuals who were not team members of any of
the credited companies, include the company they were with when the Entry was created in the title
field and associate them with the credited company they worked most closely with).
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