AAA KOXKHOT LIAI B 3aABLLI, DyAb AaCKa, 00epITb TUN LIAIL:

Awarding ldeas that Work®

Tunu Uinen

BusHayeHHsa onga
MapKeTUHry
NpPoAyKTiB Ta nocnyr

3HaHHA Ta 3HaNOMCTBO 3

BusHaueHHa gnsa
HeKoMepLuinHoro Ta
cycninbHO
CNpPsSIMOBaHOro
MapKeTUHry

3HaHHA Ta 3HaMOMCTBO 3

Tepminonoris
AnpxxuTan
MapKeTUHry

KpeaTtusHi TeHaeHL;iT

3ocepepyKeHHs Ha

OBI3HAHICTb / BoeHaOM. MOOAVKTOM HekoMmepUiHoto abo Beoxiia Yactuna soporku | EMOUiiiHoMY abo
AWARENESS ago nicnl roplo'uy IHCTUTYLHOK Micieto ym P P HagMxalouoMy
y cnpaBoto cTopiTeniHry
3ocepenxeHHs Ha
voarara | ZEmen | g bprstcramn
oTpuMaHHsa abo 3006yTTa | CepenHsa yactuHa P A Y
PO3rnan/ LO4ATKOBMMM AeTansMu NPoayKTy, eNeMeHTax,

CONSIDERATION

Ta oliHKa NPOAYKTY 4w
nocnyru

[00AaTKOBOI OCBITHbOT
iHbopMauii npo npoekT

BOPOHKM

ocobnunsocTax abo
KOPUCTyBaLbKOMY
noceigi

3060B'A3aHHA.

NOKYNKA / Mokynka. Kyniena Tosapy, | MoxepTteysaHHa abo HuxHs yacTHa BopoHkn | 3ocepepxerHs Ha
PURCHASE nocnyru abo nignmcku 3AINCHEHHS 3HaYyLWKMX Ain | / KoHBepcia KOMEpPLUiNHIN TakTnLi
Ha NiATPVMKY cripasu
MNosTOpHa nokynka
NPOAYKTY, MiAMUCKA YK M
NNOANBHICTb / nocnyru abo kynisns OBTOPEHHA NoXepTsy MonosHeHHs abo 3ocepenxeHHs Ha
LOYALTY iHLLIOro NpoAayKTy B abo IHLLIOI sHatyLLol Al OHOBJIEHHSA KOMEpPUiNHIN TakTnLi
ANs NiATPUMKKN cnpasu
Mexax eKocucTeMu
BpeHay
MPUXUABHWUKY BiNsTbCS
Knientv ninstbes CBOEIO MiATPUMKOIO PekomennaLii BiarvKu 3ocepenKeHHs Ha ToMy,
ABOKALIA / Al 4 npoekTy Ta/abo Aadll, Blaryk, wob HaguxHyTL,
ADVOCACY BAIacHAMM IcTOPIAMM Ta B/IAaCHUMU iCTOPIAMM Ta KoMerTap!, CTBOpeH BiA3HAUYNTK Ta BU3HATH

0OCBiAOM

[OCBIOOM, NOB'A3aHMMM 3
LUM NPOEKTOM

KOpuctyBad4amMmm

KNIEHTIB

Effie Awards Haropoaxye iaei, Aki npautotoTb. byab-AKMIA TN MapKeTUHroBoro touchpoint Mo»ke 3irpaT CBOO POAb B

KamnaHil (HanpuKkAaa, iIHHOBaLiA NPOAYKTY, KAIEHTCbKUIN AOCBIA, tv, digital, pr, npuHT, ceMnaiHr, TecTepw, UiHa, yNnakoBKa,
paaio, capadaHe paaio, iHwe)




[MTpukaapam TUNY Linen

[MpuMiTKa: AaHWE CMMCOK 3aMPONOHOBAHO AAA MEPErAAAY B AKOCTI MyTIBHUKA/AOBIAHVKA MPUKAGAIB PI3HUX TUMIB LA, L0 y CBOKO Yepry He 06MeXyoTbCA UM criuckom. Effie BiasHavae

YYaCHUKIB, AKI POPMYAIOIOTb LiAi Ta OMUCYIOTb ePEKTUBHICTbL Y BAACHWI CcroCi6.

Twvnu yinen

OBI3HAHICTb /
AWARENESS

YBATATA
PoO3rnan/
CONSIDERATION

MNOKYIMKA /
PURCHASE OR
COMMITMENT

NOANBHICTb /
LOYALTY

AABOKALIA/
ADVOCACY

Mpuknapw 3aranbHUX Linen

(odnann Ta/abo gupxutan)

Moka3HWKY BNisHaBaHOCTI bpeHay
HocarHeHHs beHumapky oxorieHHs B PR
JocarHeHHs BeHuMapKy B MiCLiSX MPOAAXyY

MokasHWKM HaMipy NoKynKu

LocsarHeHHs 6eHumapKy y4acTi B MapKeTUHrOBIM
nporpami

PicT nigorenepadii

PicT nokasHukis nepdopmaHc MapKeETUHTY K
YaCTUMHW aHanisy MapkeT Mikcy

Pict B rpoLuax un B KinbkocTi

Pict cepepHboro ueky (average order value)
36isblueHHs BUTPAT Ha NpuabaHHs (cost per
acquisition)

PicT B rpoLuax un 06'emMy YacTku pUHKY

PicT HOBUX KNIEHTIB YW MPUXUIBHUKIB

Pict ROl un ROAS

PicT uiHHOCTI knieHTa 3a Bce xunTTs abo 3a 1 pik
Pict cepepHboi LiHW Nnpogaxy

Pict BapTOCTi kOLIMKa

3MmiHa noBeniHKM

PicT nokasHuKiB NOBTOPHOI MOKyMKuM

PicT piyHoi 4n MicsyHoT nignuckm

PicT nokasHwKiB yTpumaHHs kiieHTiB abo YneHis
PicT nokasHwKiB moHOBIEHHS aDO MOBTOPHOT
MOKYMKM K/IEHTIB b0 UYneHis

3HUXKEHHS PiBHSA BIATOKY KIEHTIB

36ibLUEHHS KiIbKOCTI KIEHTIB / NOKYMOK 3a
paxyHOK pekoMeHAaLin

3BinbLUEHHS KiSIbKOCTI MO3UTUBHUX PeKOMeHAaLi
KAIEHTIB

LocarHeHHs GeHUMapKy iHAEKCY CMOXNBYOT
nosanbHocTi (net promoter score)

Pict 3a paxyHok capadaHHoro pagio

3anyyeHHs Tpadiky Ha BebcanT abo

CTOpiHKy 3aBaHTa>XeHHA foAaTKy

36inbLUEHHS HOBMX BiABiAyBayiB canTy
3BinbLUeHHs opraHiyHoro Tpadiky 3
noLuyKy

Pict SEO nosuuin no kno4oBuM cnosam

PicT npsmoro tpadiky Ha canT

PicT pedepanbHoro Tpadiky Ha canT
36inbLUEHHS Yacy, NPOBEAEHOrO Ha
cauTi

Pict kinbkocTi nepernanis ctopiHok
3MeHLUEeHHS NoKa3HMKa BiAMOB
3BiNbLUEHHS HYaCTOTU 3aBEPLLUEHMX
nepernsgis Bigeo

[ocsarHeHHs 6eHumMapky no yacy
nepernsgy sigeo

Byab-sknin NokasHUK 3 nepepaxoBaHOro
HUXYe, WO BiJHOCUTLCS A0 3alyYeHHS

TPa

biky:

[Mokynka

Peectpauis uneHctsa
Peectpalis BonioHTepa
[ToxepTByBaHHS

[liannucka Ha aBTOMaTUYHE MONOBHEHHS
HocsarHeHHs beHumapKy AOBIYHOT
UiHHOCTI KNi€EHTa

Pict wepis cropiHku npoaykTy (product
page shares)

Pict wepis nenainry (landing page
shares)

Mpuknagn pupxxuTtan uinen

Email un gnpxuran
peknama

©  ATtpwubyuis Big nokasis abo
peKknamu, 3aCHoBaHOI Ha
iHTepecax 41 nosepiHui

*  Hosi email nignuckun

*  Pict nokasHukis BigKpuTTS
€NEeKTPOHHUX JINCTIB
(email open rate)

*  PicT nokasHwukiB knikiB no
€JIEKTPOHHUX SIMCTax abo
peknami (click-thru-rate)

+  Pict email Tpadiky

Byab-sKknn nokasHuk 3
nepepaxoBaHOro HUXYe, Lo
BigHOCUTbCA Ao email um
AVOXATaN peknamu:

*  [lokynka

*  Peectpauisi uneHcTBa

*  Peectpauisi BonioHTEpPa

*  [loxepTByBaHHS

ATpuOyLis OCTaHHBOTO AOTUKY
no email un gupokuTan
peknamu LWono:

*  [loBTOpHOI Mokynkwm

*  [loHoBneHHs YneHcTBa

* [loBTOpHOI NoxepTBM

*  PicT KinbKOCTi OHNaNH-
Biarykis yepes CRM
eNeKTPOHHI NCTU-
HaragyBaHHs

CoujianbHi megia

*  HennatHi nokasu abo
nepernsan B couianbHUX
Mepexax

* OpraHivyHun picT NigNUCHUKIB

* BigcoTok nepernaHyToro Bigeo

*  Pict CTR 3 HennaTHuX nocTiB y
couianbHMX Mepexax

*  Pict nignucHukiB y couianbHux
Mepexax

Bynab-aKknn nokasHuk 3
nepepaxoBaHOro HMXYe, Lo
CTOCY€ETbCS pekslaMu B CoLiaibHMX
Mepexax, MAaTHUX Y1 OpraHiYHUX
nocTis:

* [lokynka

*  Peectpauis uneHcTBa

*  Peectpauis BosioHTepa

*  [loxepTByBaHHS

ATpubyLis ocTaHHbOro AOTUKY 4O
coujianbHUX Media Woao:

*  [loBTOpHOI MoKymnKM

* [loHoBneHHs YneHcTBa

* [loBTOpHOI NoXepTBM

*  Pict kinbkocTi HennaTHMx
nowmvpeHb abo BipanbHOCTIy
coljianbHUX Mepexax

*  PicT no3anTnBHUX KOMEHTapiB Ta
JlalkiB B cOLianbHNX Mepexax

OnTumisaLis kopucTyBaLbkoro

[OCBify Ha caunTi abo B fopatky

[ocAarHeHHs BULLIOIrO PENTUHTY Ha
MapkeTnnencax

PicT knikiB Ha CTOPiIHKM 3 AeTanbHO
iHpopMmalLiieto Npo NpoayKT

Pict BeskoLwuToBHMX 00 NPOBHMX
BEPCil1 31 3HMXKKOIO

36inbLUeHHs KibKiCTi 3aBaHTaXXeHb
NPOBHOro KOHTEHTY

[HocsirHeHHs 6eHumapKy peecTpalil
abo BigBigyBaHoCTi BebiHapIB

PicT oHnaH-TpaHsakuin

PicT yacTku oHnaiH TpaH3akuin y
BiLCOTKaX Bif 3arasibHOI KiIbKOCTi
TpaH3aKkLin

PicT BapTocTi kowwuka / AOV
HocsarHeHHs beHuMapKy Kpocc-
npogaxis (cross-selling)
HocsarHeHHs beHuMapKy anceniHry
(up-selling)

SHUXKEHHS PIBHSA MOKWUHYTUX KOLUWKIB
3aBaHTaxeHHa gogaTka

PicT kinbkocTi peecTpauin y nporpami
NOANLHOCTI

PicT kinbkocTi peecTpauin Ha
aBTOMaTUYHE MOMOBHEHHS

HocsarHerHs 6eHumapKy Bigrykis
KNiEHTIB

HocsarHeHHs 6eHumapKy ouiHOK
KNiEHTIB

KinbkicTe nownpeHb NpoayKTy



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

Awarding ldeas that Work®

Objective Type

Definition for
Product or Service
Marketing

Knowledge and

Definition for Non-
Profit and Purpose
Driven Marketing

Knowledge and
familiarity of non-profit or

Related Digital
Marketing
Terminology

Creative Tendency

Tends to focus on

AWARENESS familiarity of brand, S o Upper funnel emotional or aspirational
. institutional mission or .
product or service. storytelling.
cause.
. . . - Tends to focus on
Researching, receiving or | Researching, receiving or . '
obtaining additional obtaining additional functional benefits
CONSIDERATION nng . ng ac . Middle funnel product design,
details and evaluating a educational information ; ;
: ingredients, features or
product or service. about the cause. .
user experience.
Purchase. Buving a Commitment. Donating
PURCHASE / roduct .serv)i/cegor or taking meaningful Lower funnel / conversion Tends to focus on
COMMITMENT P e action in support of a commercial tactics.
subscription.
cause.
Repurchasing a product,
subscription or service or Repeat of donation or Replenishment or Tends to focus on
LOYALTY buying another product other meaningful action P . .
2 ) renewal commercial tactics.
within the brand'’s to support the cause.
ecosystem.
rt lay thei
. supporters relay their User generated .
Customers relay their support for the cause recommendations Tends to inspire,
ADVOCACY own stories and and/or their own stories ' celebrate and

experiences.

and experiences related
to the cause.

reviews, testimonials,
comments.

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.)




Objective Type Examples

Note: This list is offered as guidance and is not comprehensive. Effie welcomes entrants to define objectives and effectiveness in their own way.

Examples of digital objectives

Objective type

Examples of general objectives

(offline and/or digital)

Traffic generation to
website or
app download page

Email or digital ads

Social media

Site or app
experience optimization

Brand awareness scores

Increase in word-of-mouth scores

* Increase in new site visitors

+  Non-paid social media

media comments / likes.

Number of product shares

AWARENESS Achieve primpression benchmark + Increase in organic search traffic *  Attribution from interest Impressions or views Achieve higher ranking within
Achieve in-store display benchmark + Increase SEO keyword positions based or behavioral * Non-paid follower growth marketplaces
based display or ads
Purchase intentscores + Increase direct site traffic + New email sign ups +  Video % viewed Increase click-throughs to product
Achieve a marketing program participation rate + Increase referral site traffic * Increase in email open * Increasein CTR from non- detail pages
benchmark + Increase in time spenton site rate paid social media posts Increase free or discounted trials
CONSIDERATION Increase in lead generation + Increasein page views *  Increasein email or ad * Increasein social media Increase sample content
Increase shopper marketing performance as . Decrease in bounce rate click-thru-rate (CTR) follower base downloads
part of marketing mix analysis - Increase video view completion * Increase in email traffic Achieved webinar sign up or
i attendance benchmark
*  Achieve a video view time
benchmark
. . Increase in online transactions
Increase in $ value or unit purchase amount )
Increase in AOV (average order value) s shereel ol
. s ) . Any of the following Any of the following attributed to transactions as % of all
Decrease in cost per acquisition (CPA) Any of the following attributed to . . 8 . .
$ or volume market share ieite gEnes fon ez attributed to email or a a social media ad, sponsored transactions
I . i bers/ «  Purchase . digital ad: post or organic post to: Increase cart value / AOV
PURCHASE OR sr:;rzzsfelg new customers or members - Membership sign- up +  Purchase +  Purchase Achieve cross-selling benchmark
: L ) *  Membership sign-u * Membership sign-u Achieve up-selling benchmark
COMMITMENT Increase in ROl or ROAS + Volunteer sign up .p d P Ap gn-up p g.
o ) * Volunteer sign up *  Volunteer sign up Decrease in shopping cart
Increase lifetime or 1 yr. customer value +  Donation . .
. . +  Donation +  Donation abandonment
Increase average selling price
Download app
Increase basket value
Behavior change
Increase in repurchase rate +  Enrollmentin auto-replenishment  Lasttouch attribution to Last touch attribution to social Increase in loyalty program sign-
Increase in 1-year sign ups (vs. monthly signups)  *  Achieve a customer lifetime value email or digital ad towards media towards: ups
LOYALTY Increase in customer or member retention benchmark *  Repurchase *  Repurchase Increase in auto-replenishment
Increase customer or member renewal or * Membership renewal * Membership renewal sign-ups
repurchase rate +  Repeatdonation *  Repeatdonation
Reduction in customer churn rate
* Increase product page shares * Increasein online * Increase in social media in Achieve customer review
Increase in customers / purchase via referrals  Increase landing page shares reviews via CRM email non-paid shares or virality benchmark
ADVOCACY Increase in positive customer referrals prompt rate Achieve customer rating u
Achieve a net promoter score (NPS) benchmark * Increase in positive social benchmark eﬁe



