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

Awarding ldeas that Work®

Tunu Uinen

BusHauyeHHsa onga
MapKeTUHry
npoAyKTiB Ta nocnyr

3HaHHA Ta BMi3HaBaHICTb

BusnauyeHHsa gnsa
HeKoMepLinHOro Ta
coliiaJibHO
Opi€eHTOBaHOro
MapKeTUHry

3HaHHA Ta BnizHaBaHICTb Micil

Tepminonoris
Anpxxutan
MapKeTUHTy

KpeaTtuBHi TeHpeHUii

3ocepepnyKeHHs Ha

OBI3HAHICTb / abo cycninbHOT iHiLiaTuBK BepxHilt piseHb emouinHomy abo
BpeHay, npopykty abo o
AWARENESS HoCnvIv HeKkoMepLinHOI Y1 BOPOHKM Haauxato4omy
y IHCTUTYLiIMHOT opraHi3aLii cTopiTeniHry
3ocepepeHHs Ha
YBATATA LocnipxeHHs, JocnigxeHHs, oTpuMaHHs abo fg;::;or:ilb::gélw
PO3MNSL / OTPVMaHHS LOOATKOBOI BMBYEHHSA 000ATKOBOI CepepfHin piseHb APOAYKTY, GNIEMEHTaX,

CONSIDERATION

iHbopMmauii Ta ouiHka
npogykTy abo nocnyru

iHbopMmauii npo cycninbHy
npobnemy un iHiliaTmy

BOPOHKM

ocobnunsocTax abo
KOPUCTyBaLbKOMY
noceigi

Mokynka. MNpuabarHs

30608B'A93aHHA. 30iNCHEHHS

H in pise
MOKYTIKA/ npoaykTy, nocnyrmu abo noxepTeu abo iHLWOoT 3HaYyLLOl B;X;;ﬁmp}B " 3ocepeaxenHs Ha
PURCHASE poaykTy, Y oxepT L yu P . KOMEpPLUiNHIN TakTnLi
nigrnckm AiT Ha MigTPUMKY iHiLiaTUBK KOHBepCis
MNMoBTopHa nokynka
n KTy, nignnckn MoeTopH INCHEHHSA
JNNOAJNBHICTb / PoAYKTY, nianm1cki abo OBTOPHE SAINCHEHH . | MonosHeHHs abo 3ocepemkeHHs Ha
nocnyru ym npuabaHHs noxepTsu abo iHWOT 3HAYYLLOT o
LOYALTY ; . S NPOAOBXEHHS KOMEPLiHMX TaKTVKax
iHLLOro NPOAYKTY B AT Ha NigTPUMKy iHiLiaTnBK
ekocuctemi bpeHay
. . MPUXUABHUKN OiNSTbCA CBOEIO KopucTyBaubki 3ocepenkeHHs Ha TOMY,
KnieHtn ginatbcsa . Lo
ANBOKALIA / . 4 niagTPUMKOO iHiLiaTuBM Ta/abo | pekomenaauii, Wwo6 HaguxHyTL,
BJIACHUMMU iCTOPISMU Ta . . . . . .
ADVOCACY oCBIIOM BJTAaCHUMU iCTOPIAMU 1 BiAryKU, CBifUEHHS, BiA3HAYMUTUN Ta BU3HATU
A A [OCBIOOM, NMOB'A3aHUMMN 3 HEO KOMeHTapi KNIEHTIB

Effie Awards BiasHauae iaei, Aki npautotoTb. Byab-Aka MapKeTUHIroBa TOYKa B3aEMOAIT MOXKe BiairpaBaTh pOAb Ha

KOXXHOMY eTani WAAXY (HanpuKAaa, iHHOBaLIT MPOAYKTY, KAIEHTCbKUIM A0CBIiA, Th, anarkutan, PR, ApykoBaHi maTepiaan,
CEMIAIHT, NPO6HEe BUKOPUCTaHHSA, LiIHOYTBOPEHHS, NMaKyBaHHA, paaio, capadaHHe paaio ToLwo).




[TpukAaaam TUNIB Linen

[MpuMiTKa: AaHWE CMUCOK 3aMpPONOHOBAHO AAA MEPErAAAY B AKOCTI MyTIBHUKA/AOBIAHVKA MPUKAAAIB PI3HUX TUMIB LA, O y CBOKO Yepry He 06MeXXyoTbCA M cruckoMm. Effie BiazHadae

YYaCHUKIB, AKI GOPMYAIOIOTb LiAi Ta ONUCYIOTb €PEKTUBHICTbL Y BAACHWI CcroCi6.

Twvnu yinen

OBI3HAHICTb /
AWARENESS

YBATATA
PO3rnan /
CONSIDERATION

NOKYNKA/
PURCHASE OR
COMMITMENT

NOANBHICTb /
LOYALTY

AABOKALIA /
ADVOCACY

Mpuknapw 3aranbHUX Linen

(odnann Ta/abo gupxutan)

Moka3HWKY BNisHaBaHOCTI bpeHay
HocsarHeHHs beHumapky PR-oxonneHHs
JocarHeHHs BeHuMapKy B MiCLiSX MPOAAXyY

MNokasHrkM Hamipy nokynku

JocarHeHHs GeHYMapKy y4acTi B MapKETUHIOBUX
nporpamax

3pocTaHHa reHepalii nigis

MokpalyeHHs shopper-mapkeTuHry (y Mexax
aHanisy MapKeTUHr-Mikcy)

3pocTaHHs foxomy abo KifibKoCTi MOKyMnokK
36inbLueHHs cepenHboro Yeka (AOV)
3HUXKEHHS BapTOCTi 3any4yeHHs knienTa (CPA)
YacTka puHKy (y rpoluax abo obcsrax)
3pOocTaHHsA KiNbKOCTi HOBUX KITIEHTIB / yHacHWKIB /
NPUXNIbHUKIB

3poctaHHsa ROl abo ROAS

3pocTaHHsA XUTTEBOT LiHHOCTI KnieHTa (LTV)
3pOocTaHHA cepefHbOi LLiHW Mpogay
36inbLUeHHs BAPTOCTi KOLMKa

3miHa noBeaiHKM

3poCTaHHsA MOBTOPHUX MOKYMOK
3pocTaHHsA piYHMX NiANUCOK (MOPIBHAHO 3
MiCAYHUMMN)

3pOCTaHHSA YyTPUMAaHHS KIIEHTIB

3pocTaHHsA piBHA MOHOBIEHHS / MOBTOPHUX
MOKYMOK

3HUXKEHHS BIATOKY KITIEHTIB

3pocTaHHA KNIEHTIB/NOKYMNOK Yepes peKkoMeHaaLii
3pocTaHHA MO3UTUBHUX PEKOMEeHAaLil
LocsarHeHHs 6eHumapky NPS

3pocTaHHs «capadaHHOro pagio»

leHepauis Tpadiky Ha cant abo
CTOPIHKY 3aBaHTa>KeHHS AOAATKY

3BinblUEHHS KiNIbKOCTI HOBUX
BiABiAyBayiB canTty

3pOocCTaHHSA OpraHiYHOro NoLLYKOBOro
Tpadiky

MokpateHHs nosuuin SEO-kntoyoBmx
cnis

3pocTtaHHs npsimoro Tpadiky
3pocTtaHHs pedepanbHoro Tpadiky
36inbLueHHs Yacy Ha canTi
36inbLUeHHs KilbKOCTi nepernsgis
CTOPIHOK

3MeHLUEHHS NOKa3HMKa BiAMOB
3pocTaHHs NoKasHMKa MNoBHOro
nepernsigy Bigeo

[ocsirHeHHst 6eHumapKy yacy
nepernsigy Bigeo

Byab-aKni i3 HaBeAEHUX HUXKYe
pe3ynbTaTiB, Lo € HAaCNiAKOM aKTUBHOCTEN
i3 3any4yeHHs Tpadiky:

[Mokynku

Peectpauii uneHcTBa
3anucy BosioHTepiB
LoHarTiB

MigkntoyeHHA 0O aBTO-MOMOBHEHHS
HocsarHerHs 6eHumapky LTV

3pocTaHHA MoLKpPeHb CTOPIHOK
NpoAyKTy
3pocTaHHs NoLWnpPeHb NeHANHTIB

Mpuknagwn pgupxxuTtan uinen

Email yn gnpxuran
peknama

*  ATpubyuis Bif iHTepec-
abo noeefiHKOBO-
OpieHTOBaHOI pekiamu

*  Hosinianucku Ha email

*  3pocTaHHs open rate

+  3poctaHHs CTR
(knikabenbHoCTI)

*  3pocrtaHHsa email-Tpadiky

Byab-akunn i3 HaBegeHNx
HWXKYe pe3ysibTaTiB, Wo €
Hacnigkom email-poscusiku
abo puaxviTan peknamu:

* [lokynka

*  Peectpauis

* BonoHTtepctBo

*  JoHart

ATtpubyLis 3a ocTaHHIM
koHTakTom (last touch) go
email abo onpxutan peknamu
ono:

* [loBTOopHOI MoKymnkn

*  [lpopoB>XeHHs nignuckn

* [loBTOopHOro goHaTty

*  3pOCTaHHS KiNbKOCTI
OHJIaMH-BiAryKiB Yepes
CRM enekTpoHHi anctu

CoujianbHi megia

OpraHiyHi (HennaTtHi) nokaswn
abo nepernsgu

3pOCTaHHSA KiNbKOCTI
nNignMcHUKIB

BigcoTtok nepernany sigeo
3pocTaHHsa CTR 3 opraHiyHux
nocTiB

3pocTtaHHs ba3u NignuMcHUKIB

Byab-aknn i3 HaBegeHUX HXKYe
pe3ynbTaTiB, WO € HacNiAKOM
peklamu B coLiasibHUX Mepexax,
CMOHCOPOBaHOro abo opraHiYHOro
nocra:

[Mokynka
Peectpauis
BonoHtepctBo
HoHaTt

ATpubyLis 3a OCTaHHIM KOHTaKTOM
(last touch) go couianbHux Mepex
LoA0:

[ToBTOpPHOT MOKYyMKM
[MpopoBxeHHs Nignuckn
[ToBTOpHOrO HOHaTY

3pocTaHHsA opraHiYHuX
noLunpeHsb / BipanbHOCTI
3pocTaHHsA NO3UTUBHUX
KOMEHTapiB i Jlankis

OnTtumisauis canty abo gopatky

LocarHeHHsa BULLMX NO3ULLIK Ha
MapkeTnnencax

3pOoCTaHHA MePEXOAiB Ha CTOPIHKM
TOBapiB

36inbLUeHHS KiIbKOCTi DE3KOLUTOBHMX
abo akuiiH1X Npob

3pocTaHHsA 3aBaHTaXeHb
0EeMO/KOHTEHTY

HocsarHerHs beHumapKy peecTpauin
abo yuacTi y BebiHapax

3pocTaHHA OHNANH-TPaH3aKL i
3pocTaHHA YacTKW OHMaNH-NPoaaxis
36inbwerHHs AOV

HocsarHerHs 6beHumapkis cross-sell Ta
up-sell

3MeHLLEHHS MOKNHYTUX KOLIWKIB
3aBaHTaXeHHs JomaTky

3pocTaHHs NiANMCOoK Ha Mporpamy
NOANLHOCTI

3pocTaHHA NiANMCOoK Ha aBToO-
MOMNOBHEHHS

HocsarHeHHs 6eHumapky BiAryKis
HocsarHeHHs beHuMapKy penTuHry
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 acd . 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 + Increasein 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
— 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 . .
$ | kot sh traffic qeneration efforts: attributed to email or a a social media ad, sponsored transactions
| AT S I T SRS - ; Pusr;chase : digital ad: post or organic post to: Increase cartvalue / 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



