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 on caples.org. Please indicate when you submit your submission if there are any reasons why we cannot showcase the video at the Caples Awards or online. Your video should be no longer than 3 minutes in length. The size of the file allowed by the entry system is up to 15MB.
 Multiple entriesIndividual components of a campaign also may be entered as single entries. If you enter any component in more than one category, we strongly suggest you adapt your market problem to fit the category you are entering.
 If you are submitting an entry in multiple categories, please submit multiple sets of live samples and/or presentation boards to help facili-tate the judging process.
 Online entry submissionOnce all entry information is prepared, visit caples.org/enter to submit your entries.
 All entries must be submitted and paid for online. You may input your entry information and save as a “draft” to return at a later date to submit payment. Credit cards accepted include Visa, MasterCard, and American Express. Entries that are not paid prior to judging will not be considered.
 ConfidentialityYour submission of an entry to this contest constitutes your authorization, if it is selected as winner or finalist, to permit Caples Awards and Haymarket Media Inc. to place the entry on display at the awards ceremony and other public awards displays, and to show it as part of any Caples Awards audio, visual, or printed promotion. If certain details must be kept confidential, please indicate this clearly on the entry, including exactly what information cannot be disclosed. Do not mark the entire entry confidential.
 Eligibility periodTo be eligible, at least some of the elements of the entry must have appeared in the market for the first time between Sept 6, 2013 and Sept 5, 2014.
 Entry feesThe single entry fee is $355. The campaign entry fee is $425. Each entry form requires a separate entry fee. A technique entry is $355. Any entry can be submitted into the Courageous Client category for a $180 fee but any entry submitted into Courageous Client must be submitted into another category to be eligible for judging.
 Late entriesLate entries will be received until Friday, September 12, 2014. However, those entries received after Friday, September 5 will incur a late fee of $100 per entry.
 Entry form/requirementsTo enter Caples Awards 2014 please follow the instructions below. Each entry for all categories requires the following:• Objective, marketing challenge, and creative solution.• Response mechanism (excluding the retention & loyalty effort category); campaigns may combine non-response and response elements.• Representative image of entry; each entry must be accompanied by an image that best showcases the entry. This will be used on the website.
 Walking you through the entry systemI. Select the category and the type of work youwill be submitting • Single is one element.
 • Campaign requires two or more different elements of media, but no more than six unique element samples.
 • Technique is a specialty category for any entry. Technique will be judged solely on the strength of copy or art direction, so within that category, a single print ad could compete against a multimedia campaign for best art direction.
 Please submit each entry with a standard presentation board. Optional: a video under three minutes.
 II. Select your target • Consumer • Business • Nonprofit
 III. Provide entry details• Title/headline• Product/service• Target audience
 IV. Describe the market problemThe philosophy and focus of Caples is on the power of courageous cre ativity to address and overcome marketing problems, so please answer this section carefully. Each entry is required to include a description addressing the following: • Target audience• Market problem• Objective• Solution
 V. Upload an entry image & video• Single image that represents the campaign• Video (3 min or less)• Presentation board (standard size) that summarizes the entry.This will be viewed by the judges during the judging days and if awarded bronze, silver or gold, will be used at the Caples Awards and
 Entry Rules/Criteria
 What we believe We believe that creativity is a business tool; a way for brands to differentiate and engage; to break through the clutter and make meaningful connections with con-sumers. And so for over 35 years Caples has celebrated those brilliant creative ideas that solved the most challenging marketing problems, and the people who create them. But while the quality of the thinking is what’s paramount, we also care that it worked. Which is why we require some form of measurable response mechanism along with proof of effectiveness. Share all of this with us and you just might walk away with one of the highest honors in relationship marketing–an International Caples Award.
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In addition to the online entry form, support materials are mandatory for all entries. This will enable you to expand on the success of your entry. Support materials for each category will vary, but it is suggested that you provide whichever type of support material you deem most suitable to showcase your indi-vidual entry. Please refer to each category for any specific support materials required.
 Samples and packaging must not include markings that identify the creative group or agency, with the exception of agency self-promo-tion entries (e.g, letterheads, watermarks, etc.).
 Clear translations are required for all work that is not in English. Country idioms that may not be understood universally must be explained. All support materials must be clearly identified and contained in an individual package. Companies sending multiple entries can use a large package for delivery purposes, but each indi-vidual entry must be contained in its own package.
 Three minutes or less promo video: All entrants are allowed to submit a three-minute-or-less promo video of their entry; gold, silver, and bronze winners will have this video highlighted at the awards presentation and on caples.org. NOTE: Please send the video as either a .mov OR as a DVD.
 Shipping your support materialEntries should be shipped via air courier and classified as business documents. Do not declare a value on your entry shipment, otherwise your shipment may be delayed at customs.
 All support materials should include a shipping form printed from the entry system once your entry is paid and processed. The label must be affixed to the outside of the package, and a copy of each completed entry form included inside. If you are shipping multiple entries in one package, please ensure each entry is clearly marked with the entry ID number and includes the printed online entry form.
 Ship complete support materials to:Attn: Nicole MarshallCaples AwardsHaymarket Media114 W. 26th St., 4th FloorNew York, NY 10001Tel: +1 646 638 6059
 Support material types• Presentation board: It is suggested that every entry be
 accompanied by a presentation board. The maximum size of the board is A2 (420mm x597mm)
 • Print: Print materials and collateral samples must include two complete sets, or if your support materials are too large to ship, please submit on presentation board(s).
 • Websites/Microsites: Required to upload the URL dur-ing the online entry process and remain an accessible asset through December 2014. Please provide key screens on standard presentation board.
 • Online ads/Emails: Required to upload GIF file or JPG. Please provide key screens on a presentation board. For dis-play ads with rich media or Flash, please consider creating a .MOV file.
 • Video: Required to upload in WMV or MOV format, file size no larger than 15MB, and a play time under 3 minutes. Name file with client brand at beginning (e.g, PEPSI_). It is suggested that each entry be accompanied by a short video.
 • Audio: Required to upload as an MP3 file, file size no larger than 15MB, and a play time of about 3 minutes.
 • All campaigns are limited to six unique element samples. • Agency names: With the exception of the Agency
 any presentation boards or materials. • All materials must be PC and MAC compatible.
 Support Material
 caples.org/enter | 3
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 Support material suggestions It is suggested that each entry be accompanied by the support mate-rial that is deemed most influential and best showcases the nomina-tion. For each category section, we have proposed a list of support materials that would best suit each entry within that category. For detailed descriptions on each type of material, please refer to page 3.
 Campaigns• Websites/microsites• Online ads/email• Video• Presentation board• Print materials and collateral samples
 Addressable Media • Physical materials and collateral for the direct mail categories MUST BE PROVIDED in order to be considered for judging • Email
 Print And Out-of-Home • Print materials and collateral samples
 Digital• Websites/microsites• Online ads/email• Video
 TV & Radio• Video• Audio
 Technique• Websites/microsites• Online ads/email• Video
 Returning support materialsThe Caples Awards will not return any support materials. Also, due to the volume of materials received, the Caples Awards cannot confirm receipt of support materials. Therefore, it is advised you use a form of traceable delivery to confirm receipt.
 Courageous Client All work requires a partnership between agency and client, but the Courageous Client Award celebrates that rare moment when an agency takes a client well outside of their comfort zone and the client faithfully goes along, only to see remarkable results.
 Please explain what makes this entry so courageous, what rules were broken or risks were taken, what role the client played in making the idea a reality, and what measurements proved its success. CAMPAIGNSTwo or more different elements of media. All campaigns are limited to up to six unique element samples used in the campaign. All entries require a measurable call-to-action unless specifically noted. Please submit with a standard presentation board. Optional: a video under 3 minutes.
 Launch campaign Awarded to the best campaign launching or re-launching a brand or product to earn trial, subscription, or ongoing use. Describe how the creative approach was developed, demonstrating how the direct mar-keting activity has worked with elements such as advertising, PR, and sales promotion. Must include a measurable reply mechanism. Explain how this campaign was deemed a success.
 Integrated campaign Awarded to the best creative campaign using multiple channels online and offline, all executions developed from the same brief and work-ing together for maximum effectiveness. This campaign must utilize at least two different channels across digital and traditional, and key elements must have a measurable reply mechanism. Please make sure to explain the role of each element in the campaign. Explain how this campaign was deemed a success. (For purely interactive campaigns, use the interactive campaign category.)
 Interactive campaign Awarded to the best digital campaign, using two or more digital ele-ments (emails, banner ads, web videos, social media, etc.) that drive customers and prospects to a specific website or microsite, or are used as part of an e-CRM effort. Every element must be digitally based and key elements must include a measurable reply mechanism. Please make sure to explain the role of each element in the campaign. Explain how this campaign was deemed a success.
 Caples 2014 Categories
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 Promotional/activation effortAwarded to the best creative initiative as a limited-time promotion, in-store experience, product sampling, stunt, or event. All executions must be developed from the same brief. This effort must utilize at least two different media, each with a measurable reply mechanism. Explain how this effort was deemed a success.
 Loyalty & retention effort Any effort targeting an existing customer file for the purpose of enhancing customer loyalty. Includes thank you gifts, service announcements, mail, email, online messaging, print collateral, employee communications, and apps intended for existing customers. Explain how this effort was deemed a success. NOTE: This category does not require a measurable reply mechanism.
 Agency self-promotion Any material, in any media, designed to promote or sell the services of an advertising agency. Must include a measurable reply mechanism. Explain how this effort was deemed a success. NOTE: This is the only category where it is acceptable to present your agency name/logo on the creative and entry form.
 ADDRESSABLE MEDIADirect mail, dimensional Any addressed mail that is delivered in a tube, carton, or other non-standard carrier. Must include a measurable reply mechanism. Explain how this effort was deemed a success. Note: You must submit the physical direct mail piece to be considered for judging.
 Direct mail, flat Standard envelope formats, self-mailers, and catalogs that include a measurable reply mechanism. Does not require special post-age, boxes, or padded envelopes for delivery. For context, please include how many pieces were produced (under 500, 501-10,000, more than 10,000). Explain how this effort was deemed a suc-cess. NOTE: You must submit the physical direct mail piece to be considered for judging.
 EmailAny email messages that include a measurable reply mechanism. Entries will be judged on overall conceptual strength, including subject line, body copy, design, and original and appropriate use of technology, if employed. Please describe anything unique or creative about your choice of the target audience. Explain how this effort was deemed a success. NOTE: You must submit a copy of the email to be considered for judging.
 PRINT AND OUT-OF-HOMEPrint advertising Display or classified advertisements in magazines or newspapers, including reprints or free-standing inserts. Must include a measurable reply mechanism such as an address, URL, trackable coupon, or toll-free number. If no such reply mechanism is included, your entry will be disqualified. Explain how this effort was deemed a success.
 Print collateral, non-mail Any solicitation intended for a target audience, but which is not deliv-ered via mail. May include take-ones, door hangers, handouts, post-ers, POP, etc. Must include a measurable reply mechanism. Explain how this effort was deemed a success.
 Out-of-home Any billboards, transit signage, multi-sheet posters, bus shelters, phone kiosks, mobile panels, wallscapes, etc. Must include a measurable reply mechanism. Explain how this campaign was deemed a success.
 Ambient/Guerrilla marketing Any effort that utilizes street teams, pop-up stores, sidewalk art, and other non-traditional media found in the real world where consumers are invited to interact with it. Must include a measurable reply mecha-nism. Explain how this effort was deemed a success.
 DIGITALBranded website The main home of a brand. Must include a benefit requiring interac-tion with the site or a solicitation for another measurable action. Every entry must include a call to respond interactively via online, by mail, and/or telephone. Websites will be judged based on overall conceptual strength, including copy, design, information architecture, and use of technology. Explain how this effort was deemed a success.
 E-commerce initiatives Any initiative, site, or experience whose main purpose is to sell products or services directly off the interaction. The interaction must include data collection, billing collection, and shipping information. E-commerce websites will be judged on overall design, ease of navigation, extension of master brand, and use of technology. Relevant mobile sites can be entered in this category. Explain how this effort was deemed a success.
 Campaign microsite An individual Web page or cluster of pages meant to function as an auxiliary supplement to a primary branded website. May be used to enhance a specific marketing effort or for an unique campaign. The microsite’s main landing page most likely has its own URL. Must include a benefit requiring interaction with the site or a solicitation for another measurable action. Every entry must include a measurable reply mechanism. Explain how this campaign was deemed a success. Microsites will be judged based on overall conceptual strength, including copy, design, information architecture, and use of technol-ogy. Relevant mobile sites can be entered in this category.
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Online advertising Any legally placed message on a site or search engine, including online banner ads, search ads, and rich media units. Must include a measurable reply mechanism. Explain how this effort was deemed a success. Online advertising will be judged based on overall conceptual strength, including copy and design, and original and appropriate use of technology, if employed. Describe the uniqueness or creativity of the placement, databases, or targeting. Rich media entrants: Consider submitting as a captured .MOV file for easy review by judges. **You must provide images of the advertisements where they were actually displayed while online.
 Mobile marketing Marketing with a direct response component delivered through por-table devices such as a mobile phone, PDA, PSP, tablet, GPS system, iPad, MP3, and iPod player. Can include games, SMS programs with or without digital signage, audio and video podcasts, couponing, and quick response codes. Marketing campaign and mobile apps must be branded and drive actionable, measurable results. Explain how this effort was deemed a success. Please include key screens of the experi-ence on your presentation board or an .MOV file that captures how it worked.
 Social media Efforts involving the use of online social media channels to support measurable marketing objectives. Includes placements or campaigns on YouTube, Facebook, LinkedIn, Twitter, Orkut, Pinterest, etc. Must include a measurable reply mechanism. Explain how this effort was deemed a success.
 Content marketing Content—digital and otherwise—generated by a company or its agency to support measurable marketing objectives, such as boost-ing consideration, attracting new audiences, nurturing leads, and more. Content can be distributed on a brand’s own website, on social networks, or on channels such as Youtube, SlideShare, Flickr, or via a digital magazine or email. Include a description of the content type and channels used to distribute it. Must include a measurable reply mechanism. Explain how this effort was deemed a success. Provide samples of the content included in the campaign.
 Viral video marketing Any video made on behalf of a paying client that became an uncon-
 trollable Web phenomenon. Must be unpaid media that premiered online. The video must have some kind of measurement tracking capa-bility. Explain how this effort was deemed a success.
 TV & RADIORadio and podcast Any direct response radio or podcast commercial spot that includes a measurable reply mechanism such as an address, URL, or phone num-ber. Explain how this effort was deemed a success.
 Direct response TV Any direct response TV commercial or infomercial soliciting an inquiry, donation, Web visit, or order. Must include a postal address, URL, or phone number as a reply mechanism. Explain how this effort was deemed a success.
 TECHNIQUE Best art direction Any single or campaign entry using any media type whose creative solu-tion is dependent upon the power of art direction and design. Although this is a craft category, entries must have a measurable call-to-action.
 Best copywriting Any single or campaign entry using any media type whose creative solu-tion is dependent upon compelling copywriting. Although this is a craft category, entries must have a measurable call-to-action.
 Creative use of technologyAny effort that uses an online or offline technology in a new and/or innovative way where the creativity was amplified and/or enhanced due to the technology used. Could be a new technology or an existing technology applied in a new way and must provide a measurable reply mechanism.
 caples.org/enter | 6
 Sponsorship opportunitiesFor more information on sponsorship opportunities, please contact Greg Zalka at:Tel: +1 646 638 6027Email: [email protected]
 caples.org/enter | 6
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