For each objective in your Effie entry, please select an objective type

Awarding ldeas that Work®

Objective Type

AWARENESS

CONSIDERATION

PURCHASE /
COMMITMENT

LOYALTY

ADVOCACY

Definition for
Product or Service
Marketing

Knowledge and
familiarity of brand,
product or service.

Researching, receiving or
obtaining additional
details and evaluating a
product or service.

Purchase. Buying a
product, service or
subscription.

Repurchasing a product,
subscription or service or
buying another product
within the brand’s
ecosystem.

Customers relay their
own stories and
experiences.

Definition for Non-
Profit and Purpose
Driven Marketing

Knowledge and
familiarity of non-profit or
institutional mission or
cause.

Researching, receiving or
obtaining additional
educational information
about the cause.

Commitment. Donating
or taking meaningful
action in support of a
cause.

Repeat of donation or
other meaningful action
to support the cause.

Supporters relay their
support for the cause
and/or their own stories
and experiences related
to the cause.

Related Digital
Marketing
Terminology

Upper funnel

Middle funnel

Lower funnel / conversion

Replenishment or
renewal

User generated
recommendations,
reviews, testimonials,
comments.

Creative Tendency

Tends to focus on
emotional or aspirational
storytelling.

Tends to focus on
functional benefits
product design,
ingredients, features or
user experience.

Tends to focus on
commercial tactics.

Tends to focus on
commercial tactics.

Tends to inspire,
celebrate and
acknowledge customers.

The Effie Awards honor ideas that work. Any type of marketing touchpoint can play a role along each step of

the way (e.g., product innovation, customer experience, tv, digital, pr, print, sampling, trial, pricing, packaging,
radio, word of mouth, etc.




[na KoXHOT uwini B 3aaBui, byab nacka, obepitb TUN Wini

Awarding ldeas that Work®

Twvnu Uinen

OBI3HAHICTb /
AWARENESS

YBATATA
PO3rnan/
CONSIDERATION

NOKYNKA/
PURCHASE

NOANbHICTb /
LOYALTY

AIBOKALIA TA
JNOBIFOBAHHSA /
ADVOCACY

BusHauyeHHs gns
MapKeTUHry
npoaykTiB Ta

cepsiciB

3HaHHA Ta 3HaMOMCTBO 3
BpeHOoM, TOBAPOM 4K
NoCyroto.

HocnigxeHHs,
3HANOMCTBO 3
[O0AaTKOBUMU AeTansiMmum
Ta oujiHKa ToBapy uu
nocnyru.

MNokynka. kyniens ToBapy,
nocnyru abo
nepegnnatu.

MoBTopHa nokynka
TOBapy, nepeaniaTi uum
nocnyru abo npugbarHs
iHLIOro TOBapy B paMKax
ekocucTeMun BpeHgay.

Knientn ginartsca
BJTACHUMMU iCTOPIsSIMW Ta
[OCBIOOM.

BusHauyeHHa pna
HEeKOMepLUinHOro
MapKeTUHTy Ta
Purpose Driven
MapKeTUHry

3HaHHA Ta 3HaNoOMCTBO 3
HeKoMepLinHO Y1
IHCTUTYLIMHOO MICI€IO UK
uinnto.

HocnigxeHHs,
OTPVMaHHS [0[aTKOBO!
OCBITHbOI iIHpOpMaLi npo
NPOEKT.

MpuxuneHicTs.
MoxepTByBaHHs abo
y4acTb B aKTUBHOCTSIX Ha
NiATEOMMKY MPOEKTY.

[MosTOpHE
noxepTByBaHHA abo
MOBTOPHA y4acTb B
aKTUBHOCTSAX Ha
NiATEOMMKY MPOEKTY.

MpuxnnbHWKK AinsTbCS
CBOEIO NIATPUMKOO
npoekTy Ta/abo
BJTACHUMMU iCTOPISIMU Ta
nepexunBaHHAMMU,
MOB'A3aHUMMU 3 UM
NPOEKTOM.

TepmiHonoris
digital mapkeTuHry

BepLumHa BopoHkuM

CepepiHa BOPOHKM

[Ho BopoHkn /
KOHBepCis

MNonoBHeHHs abo
OHOBJIEHHS

Pekomenpauii, ornagn,
BiAryKW, KOMeHTapi
KopucTyBaya

KpeatusHi
TeHAaeHUii

3ocepepkeHHs Ha
emouinHomy abo
DaxxaHHOMY cTopiTeniHry.

3ocepeneHHs Ha
byHKUiOHaNbHMX
nepesarax AuM3anHy
NPOAYKTY, eNeMeHTax,
byHkuisx abo gocsigy
KOPUCTYBaHHS

3ocepenxeHHs Ha
KOMEPLIMHIN TakTnLi.

3ocepenyKeHHs Ha
KOMEPLINHIN TakTnL.

3ocepenXeHHs Ha TOMY,
o6 HagUXHYTK,
Bif3HAYNTM Ta BU3HATK
KJIEHTIB.

Effie Awards Haropopxye igel, siki npautotoTs. Byab-akun Tun mapketTuHrosoro touchpoint moxe 3irpaTtn ceoto
posib B KaMnaHii (Hanpuvknag, iHHOBaLia NPOAYKTY, KNiEHTCbKUI AoCBIA, tv, digital, pr, npuHT, cemnninr, Tectepu,




Objective Type Examples

Note: This list is offered as guidance and is not comprehensive

Objective type

Examples of general objectives
(offline and/or digital)

Traffic generation to website

or
app download page

. Effie welcomes entrants to define objectives and effectiveness in their own way.

Examples of digital objectives

Email or digital ads

Social media

Site or app
experience optimization

AWARENESS

CONSIDERATION

PURCHASE OR
COMMITMENT

LOYALTY

ADVOCACY

Brand awareness scores
Achieve pr impression benchmark
Achieve in-store display benchmark

Purchase intent scores

Achieve a marketing program participation rate
benchmark

Increase in lead generation
Increase shopper marketing performance as part of
marketing mix analysis

Increase in $ value or unit purchase amount
Increase in AOV (average order value)

Decrease in cost per acquisition (CPA)

$ or volume market share

Increase in new customers or members / supporters
Increase in ROl or ROAS

Increase lifetime or 1 yr. customer value

Increase average selling price

Increase basket value

Behavior change

Increase in repurchase rate

Increase in 1-year sign ups (vs. monthly sign ups)
Increase in customer or member retention

Increase customer or member renewal or repurchase
rate

Reduction in customer churn rate

Increase in customers / purchase via referrals
Increase in positive customer referrals

Achieve a net promoter score (NPS) benchmark
Increase in word-of-mouth scores

Increase in new site visitors
Increase in organic search traffic
Increase SEO keyword positions

Increase direct site traffic

Increase referral site traffic

Increase in time spent on site
Increase in page views

Decrease in bounce rate

Increase video view completion rate
Achieve a video view time benchmark

Any of the following attributed to traffic
generation efforts:

Purchase
Membership sign - up
Volunteer sign up
Donation

Enrollment in auto-replenishment
Achieve a customer lifetime value
benchmark

Increase product page shares
Increase landing page shares

+  Attribution from interest
based or behavioral based
display or ads

+ New email sign ups

+ Increase in email open rate

* Increase in email or ad
click-thru-rate (CTR)

* Increase in email traffic

Any of the following attributed
to email or a digital ad:

+  Purchase

+ Membership sign - up

* Volunteer sign up

+  Donation

Last touch attribution to email
or digital ad towards

+  Repurchase

+ Membership renewal

©  Repeat donation

* Increase in online reviews
via CRM email prompt

* Non-paid social media
Impressions or views
+ Non-paid follower growth

+ Video % viewed

* Increase in CTR from non-paid
social media posts

* Increase in social media follower
base

Any of the following attributed to a
social media ad, sponsored post or
organic post to:

«  Purchase

* Membership sign-up

*  Volunteer sign up

+  Donation

Last touch attribution to social media
towards:

*  Repurchase

+ Membership renewal

*  Repeat donation

* Increase in social media in non-
paid shares or virility rate

© Increase in positive social media
comments / likes.

Achieve higher ranking within
marketplaces

Increase click-throughs to product
detail pages

Increase free or discounted trials
Increase sample content downloads
Achieved webinar sign up or
attendance benchmark

Increase in online transactions
Increase share of online transactions
as % of all transactions

Increase cart value / AOV

Achieve cross-selling benchmark
Achieve up-selling benchmark
Decrease in shopping cart
abandonment

Download app

Increase in loyalty program sign-ups
Increase in auto-replenishment sign-
ups

Achieve customer review benchmark
Achieve customer rating benchmark
Number of product shares



Mpuknagu Tuny uinen

[MpumiTka: AaHnvi CANCOK 3anponoHOBaHO AJIs NePErsisay B AKOCTI MyTIBHUKA/ROBIGHWUKA MPUKIIEAIB PI3HUX TUMIB LISIeH, Lo y CBOIO Yepry He obmexyoTbcs uum cnvckom. Effie Bigznaqae
YYaCHUKIB, SKI POPMYIOIOTL LisIi Ta ONUCYIOTE eQPEKTUBHICTL 10-CBOEMY (CAMOCTIVIHO).

Tunu uineun

Mpuknanu 3aranbHUX Linen
(offline Ta/abo digital)

FeHepauis Tpadiky Ha canT un
3aBaHTaXX€HHA CTOPIHOK anJikawin

Mpuknapwm digital uinei

Email uu digital peknama

CouianbHi Mepia

OnTtumisauis goceigy canTie um
anjikauin

OBI3HAHICTb /
AWARENESS

YBATATA
PO3rNAA /
CONSIDERATION

NOKYMKA /
PURCHASE OR
COMMITMENT

NOANBbHICTb /
LOYALTY

ALBOKALIIS TA
JIOBIIOBAHHS /
ADVOCACY

MNMoka3HWKn 0bizHaHOCTI Npo BpeHa,
HocsarHerHs 6eHumapky PR Buxogis
JocarHeHHs BeHuMapKy B MiCLAX MPOAaxy

MokasHKKM HaMmipy NokynKu

[ocsarHerHs 6eHumapKy KiEHTCbKOT yyacTi B
MapKeTUHIoBI Nporpami

PicT ninorenepadii

Pict nokasHwukis neppopmaHc MapKeTUHTY
AK YaCTUHW MapKeT Mikcy

PicT B rpoLuax 4um B KinbKoCTi

Pict cepepHboro yeky (average order value)
36inbLueHHs BUTPAT Ha npuabaHHs (cost per
acquisition)

PicT B rpoLuax 4v 06'eMy HacTku PUHKY

PicT HOBWX KNIEHTIB YM MPUXMNBHUKIB

Pict ROl un ROAS

PicT BoBIYHOT UM pPiYHOT LiHHOCTI KNieHTa
PicT cepepHboi LiiHM Npogaxis

PicT BapTOCTi KOLWIMKa

3miHa noBediHKK

PicT nokasHukiB MOBTOPHOT NOKYMKM

PicT piyHoi 4n MicsuHoT nignmckm

PicT nokasHwKiB yTpuMaHHs kJlieHTiB abo
NPUXNIbHUKIB

PicT nokasHukiB NoHOBNEHHS abo NOBTOPHOT
MOKYMKM K/IEHTIB aD0 NPUXMUIbHUKIB
3HUXKEHHS PiBHSA BIATOKY KIEHTIB

36ibLUEHHS KiNbKOCTI KIEHTIB / MOKYMOK 3a
paxyHOK pekoMeHAaLin

36inbLUEHHS KifIbKOCTi MO3UTUBHUX
peKkoMeHAaLIN KIIEHTIB

[ocsrHerHs 6eHumapKy iHAEKCY CMOXMUBYOT
nosinbHOCTI (net promoter score)

Pict 3a paxyHok capagaHHoro pagio

© 36inbLUeHHst HOBUX KOPWCTYBaYiB CanTy

+ 36inbLUeHHst OPraHivHOro MoLyKoBOro
Tpadiky

*  Pict SEO nosuuin no kio4oBMM CioBam

*  Pict npamoro Tpadiky Ha canT

*  PicT pedepanbHoro Tpadiky Ha cant

©  3binblUeHHs Yacy MPOBEAEHOrO Ha CanTi

+  PicT nokasHuka nepernsay CTopiHok

* 3HUXEHHS PiBHA BiAMOB

©  3bisbLUeHHs NOKa3HWKIB Mo nepernsgy Bigeo

+ [ocsrHeHHs 6eHumapKy no Yacy nepernsgy
Bigeo

BynOb-Kknin NOKasHUK 3 NepepaxoBaHOro HUXYe,
LLIO BiAHOCUTbCA [0 reHepaLii Tpadiky:

+  [lokynka

* [lnatHa yneHcbka nignuMcka

*  bBbeskowToBHa nignucka

*  [loxepTBYyBaHHS

+ Tignucka Ha aBTOMaTUYHE NMOMOBHEHHS
+ JocsrHeHHs 6eHYmMapKy fOBIYHOT LiHHOCTI
Kni€HTa

+  Pict wepis cTopitkn npogykty (product page
shares)
+  Pict wepis nenginry (landing page shares)

+  [lokasHuKku gncnneiB Yn peknamu,
AKi BasyloTbcs Ha iHTepecax Yn

noseiHL;i

*  Hosi email nignunckun

*  PicT nokasHukis BigkpuTTa email

poscunok (email open rate)

*  Pict email un peknamroro CTR

(click-thru-rate)
*  Pict email Tpadiky

Byap-siknin nokasHuk 3
nepepaxoBaHOro HYXYe, Lo
BigHocuTbCs fo email um digital
peknamu:

*  [lokynka

+  [naTHa YneHcbka nignucka
*  beskowToBHa nignucka

*  [loxepTByBaHHSA

MokaszHukm email ym digital peknamm

*  [lokynka
+  TNoHOBNEHHS YNeHCcTBa
©  [NoBTOpHe NMoXepTBYBaHHS

*  Pict oHnavH nepernsagis 3a

paxyHok po3scunku no CRM 6Gasi

besonnatHi nepernsan ta
JNlanku B coLiasibHUX Mepexax
OpraHiYHW picT NigNUCHAUKIB

Bincotok Bigeo nepernspis
Pict CTR Big 6e3onnatHux
MOCTIB B COLjiaJIbHMX Mepexax
PicT mignucHukis coujianbHmx
mMepex

Byap-siknin nokasHuk 3
nepepaxoBaHOro HuxXYe, Lo
BiIHOCUTLCS O pekSlamMu B
couianbHUX Megia, NaaTHUX Yn
OopraHi4HuX NOCTIB:

Mokynka

MnaTHa YneHcbka nignuncka
BeskowToBHa nignucka
MoxxepTByBaHHS

[NokasHuKM coLjianbHUX Megia:

Mokynka
MoHOBNEHHS YNeHCTBa
MoBTOpHa noxepTBa

PicT B coujanbHux megia He
opraHiyHoi yacTkm ym virility
rate

PicT no3ntnBHMX kOMeHTapiB Ta
NaukiB B collianbHUX Meqia.

JlocsirHeHHs BUCOKMX MOKa3HMKIB Ha
MapkeTnnencax

PicT nepexogis Ha cTOpiHkM 3 AeTanamum
NpoayKTy

PicT 6e3KOLITOBHOrO TECTY YK TECTy 3i
3HUXKOIO

36inbLIEHHS KiNbKICTI 3aBaHTaXXeHb
3paskiB

[ocarHeHHs GeHYMapKy MiAMUCHIKIB Y
BiABigyBayis BebiHapy

PicT oHnamH-TpaHsakuin

PicT YacTku oHNalnH TpaH3aKLin sk
BiLCOTOK Bifj YCiX TpaH3aKLin

PicT BapTocTi kowuka / AOV
LocsarHeHHs 6eHumapKy Kpocc-ceniHry
(cross-selling)

HocsarHerHs 6eHumapky an-cenitry (up-
selling)

3MeHLLEeHHS BiAMOB Bif KOLLMKa
3aBaHTa)eHHs annikauil

PicT nignucHukiB nporpamun n1osabHOCTI
PicT nignucHukiB Ha aBTOMaTU4YHe
MOMNOBHEHHS

LocarHeHHs GeHUYMapKy B KNIEHTCbKMX
Bigrykax

HocsrHeHHs 6eHumapky penTuHry
KnieHTa

KinbkicTb yacTku npoayKLii/npoaykTy



