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SLIGHT CHANGES MAKE DIFFERENCE:
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l




YOUNG LIONS
COMPETITIONS

SAME STRUCTURE

02th MARCH -
COMPETITION

CATEGORIES: FILM, PRINT &
DIGITAL

BRIEFING: 8:30 online

SUBMISSION: 3rd MARCH
08:30 (except for FILM)

O3th MARCH -
COMPETITION

CATEGORIES: PR, MEDIA,
MARKETER
BRIEFING: 8:30 online

SUBMISSION:4th MARCH
08:30 (plus FILM)

05th MARCH -
FINALS

Shortlisting Jurying: 14.00-16:30
@ Premier Kultcafe

Announcement of TOP3 per
Category:17:00

Live Presentations: 17:30-~20:00
Final Jurying: ~20:00-~21:00

Announcement of Winners: :
~21:00
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OUTPUT

PR,
MARKETER
MEDIA

10 SLIDE
PRESENTATION

WRITTEN SUBMISSION
(450 WORDS)

PRINT

SINGLE DOUBLE PAGE
SPREAD PRINT AD (A3
LANDSCARPE)

WRITTEN EXPLANATION
(300 WORDS)

FILM

60 SEC FILM

WRITTEN EXPLANATION
(300 WORDS)

DIGITAL

PRESENTATION BOARD:

-  EXAMPLE OF USE OF 3
DIGITAL LED
COMPONENTS

- AN IMAGE
SUMMARIZING THE
CAMPAIGN

- WRITTEN

EXPLANATION (600
WORDS)

MARSZ
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JUDGING CRITERIA:

Design: Creative Idea (50%), Execution (50%)

Digital: Creative ldea (50%), Strategy (25%), Execution (25%)

Film: Creative Idea (50%), Strategy (Incl. Insight) (30%),

Execution (20%)

4. Print: Creative |dea (50%), Strategy (Incl. Insight) Relevancy to
Brief (20%) Execution (10%)

5. Marketers: Interpretation (40%), Insight / Breakthrough
thinking (40%), Creative |dea (20%)

o. Media: Creative Idea (40%), Strategy (40%), Execution (20%)

7. PR: Creative Ildea (30%), PR Strategy (40%), PR Execution (30%)

SENES

MARSZ
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ELIGIBLES:

1. Competitors must e 30 years old or younger (born

after June 26, 1995).
2. Students and higher education attendees (except

those who are employed by an agency while
studying) are not eligible to participate in the
Young Lions competition.

3. Proficiency in English, both spoken and written, is

essential.
4. Each team consists of 2 members.
5. At least one member from each team must attenad

the category briefing.

MARSZ
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. DO YOUR RESEARCH. -
- DON'T GET STUCK - -
ON YOUR FIRST IDEA.*

'St on

*BUT SOMETIMES IT'S WORTH RETURNING TO IT

MARSZ
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THE POWER FORMULA

WTF OMG FTW

Unexpected, mind-blowing Makes people laugh, cry, Sparks real-world engagement
insight or execution. rage, or act. and impact for to win.

Pro tip: Know your task in Pro tip: Know your audience, Pro tip: Keep it clean & simple:
and out: read your brief and know how to engage can the idea be explained in
again, again and again. them. one powerful sentence?

MARSZ
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DIGITAL CATEGORY

We're looking for innovators who can weaponize cutting-edge tech to
crack the partner's brief. Show us a creative solution that doesn't just keep
up with the digital evolution, but it leads it.

Let’s deliver a clear idea, a journey and touchpoints! Make sure it’s all
clear for the jury how the idea will work.

POWERED BY
M272IKSZ2
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DIGITAL CATEGORY

—

. BEverything is digital, but nothing is just
digital

One touchpoint isn't enough

—easibility isn't everything, but it does help
. Be in the know with digital trends

-iNnd a real Issue to tackle, but don't let the
Issue dictate the narrative

QENIOEN

MARSZ
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FILM CATEGORY

Film original footage and create an ad that responds to the brief in a
creative way.

MARSZ
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FILM CATEGORY

NO story, Nno real effect

Make your insight come to life

DonN't use copyrighted content

. Keep it tight and impactful

Do you really need a VO?

6. You don't have to be a DOP / editor / sound
engineer, but film knowledge does help to
get your story across

GENONINES

MARSZ
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MARKETERS CATEGORY

Come up with a concise, direct and effective campaign.

The partner drops the brief and outlines the mission. From there, it's on
you: build a product or service fueled by deep brand intel. We're looking
for the triple threat: unmatched creativity, crystal-clear vision, and real-
world feasibility.
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MARKETER CATEGORY

1. Strategy above all...

2. ..not to mention data

3. Focus on brand building: make it impactful,
oeneficial & relevant

4. Be creative how to tell as a story

MARSZ
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MEDIA CATEGORY

Showcase your strategic thinking and innovative approach!

We're looking for a strategy that doesn't just play the game, it changes it.
Map out your media mix, prove you can drive real engagement, and show

us how bleeding-edge tech and raw consumer truth collide to create a
winning campaign.

MARSZ
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MEDIA CATEGORY

1. Do your research

2. Know your audience

3. Go beyond planning

4. Media creativity Is creativity: think about
how your channel(s) can become the idea

MARSZ
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PR CATEGORY

Your mission? Redefine PR by engaging audiences in ways they've never
seen. Build a presentation that hinges on a singular, fearless hook and
map out its evolution from a simple idea into a huge story phenomenon.

MARSZ
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PR CATEGORY

1. Focus on authenticity and impact

2. Leverage current trends and issues

3. Think about paid, earned media and buzz
too

MARSZ
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PRINT CATEGORY

Come up with an eyecatching design and compelling copy that reflects
the
competition partner’s brand identity and values.

Creative skills to be tested.

MARSZ
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PRINT CATEGORY

1. Focus on a single-minded idea
& craft it well
2. Wise & sexy typography
3. A headline won't solve it all
4. Don't decorate: mean every detall
5. Think in your format

MARSZ
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BE (ARTIFICIALLY) INTELLIGENT

USE AITO DON'T USE AI TO

e Helpyourresearch e \Write your entire presentation
e Ruleoutclichésor e \Write entire scripts
obvious choices e \Write your creative copy proposals
e Checkspelling & e Fully design your layouts
grammar e Generate meaningless filler
e Create visually stunning content
layouts & presentations e Essentially, make it aid you in your
e Demonstrate your kick— endeavours, but don't let it do
arse idea your job: we're interested in what

you can do

And let us know if you did use it.
We'll know.

POWERED BY
Magyaroraziigl Kommunlidolss
Ugyndségek Szevotsige
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LET'S ROAR OUT THE
BEST IDEA YOU CAN!
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PRO TIPS

1. Set the bar to a global level!

Check out international Young Lions sulbbmissions as well to prepare!

2. Prep smart, design hard!

Create your presentation template in advance to maximize every minute!

3. Schedule like a pro!

A great creative idea is a must, but leave enough time for execution too.

MARSZ


https://www.lovethework.com/work-awards/results?festival_name=Cannes+Lions
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PRO TIPS

4. Zoom out & ask tough questions!
What would the jury point out?

5. Rehearsal is KING!

Minutes fly by faster than you think.

6. Give it everything you've got!

Passion is the secret sauce.

+1 Not shortlisted?

Listen to others presenting and get ready for next year's competition!

MARSZ
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4. For more inspo, here's a podcast
https//www.youtube.com/watch?v=80BIABRa700

POWERED BY
Magyarorsaiig! Kommunidciss
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DIGITAL WINNER

Background

Gen Z doesn't care about wild bees. To them, bees are just
stingy bugs. What they do care about is curiosity. Especially
the wild kind. They spend hours looking at faces on Tinder — the
world's No.1 dating app, with over 160 million swipes a day. And
here, one simple, irresistible word appears: Threesome. When they
see it, they have to swipe — even though they're not a pervert.
95% of men and 87% of women have fantasized about a
threesome(The Guardian). We'e here to use it.

Idea

The wild bee is the true master of threesomes. A wild bee helps two
flowers have sex. In other words, pollination is nature’s original
threesome: one wild bee and two flowers. This unexpected
insight is the hook. And where is Gen Z most curious and ready to
explore? On Tinder. So we take this idea straight to them — right
where their attention already is.

@ Mearty
Ben

¢6 Proat thre
wild atheart

esomes.
you're not ready ®

THE
WILDEST
PROFILE

: A Tinder Profile

Exposing the Wildest Threesome on Earth

19:16

dtinder

66 I'Minto threesomes. 100% Wild.
Too hot? Or just global warming? lol @yTsY

bee:w
Strategy

We make the wild bee hot, and reveal its critical role in the
world. By redefining the wild bee as the master of threesomes, we
turn a boring problem into an irresistible topic. We take something
no one cared about, and pull it into the zone of curiosity. Then,
through the in-app chat and landing pages, we nudge them
toward simple actions they can take to help wild bees-and

create real digital buzz.

Execution

1. Hot people appear on Tinder’s landing page.

Regional and gender variations make sure the hottest matches
show up everywhere. Their profile features one irresistible word
“Threesome.”

2. When users start a chat, they discover the truth:
this “hot match” is actually the wildest player on Earth — a wild
bee. (Powered by an Al chat model.)

3. The shocking truth — that these threesome masters save the
world — blows up on social media.

Into threesomes? 33

Yeah! by threesome, | literally
save the world.

Two flowers and me & ‘&
That's me, btw.
beewild rewild.org

TikTok

@

reddit

do two simple things for me?

< 1) Eat healthy, pesticide-free food.
U % 2) Share me with your friends

3 YouTube

POWERED BY

MAKSZ
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https://www.lovethework.com/en/yo
ung-entries/victoria-has-a-secret-
1261
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LINES OF RESISTENCE

® Braille @
Neutrogena Ji

BEAUTY TO A SCIENCE

PROBLEM

Many individuals with low vision avoid
seeking help from Braille Institute due
to the misconception that it only
serves the fully blind, causing them to
delay support, deny their condition,
and miss out on free resources that
could help them adapt.

CLIENT'S OBJECTIVE

Position the Braille Institute as a
welcoming, inclusive resource for
anyone experiencing vision decline,
increase penetration in US.

STRATEGY ,

GET adults 55+ in the U.S with low
vision

WHO avoid seeking help due to
denjal and the belief that Braille
institute only serves the fully blind
TO acknowledge their vision loss and
take the first step using the Braille
Institute’s free public resources

BY launching “Lines of Resistance”
awareness campaign

INSIGHT

Expressions like squinting unconscious
coping mechanisms that, over time,
lead to visible wrinkles*

| y |

IDEA

Your face remembers the struggle.
Your future doesn’t have to.

NE

Years of squinting. Furrowing brows. Tensing the foce.
These aren't just signs of oging, they re marks left by living with

The longer you woit to seek help, the deeper they grow.
Asking isn't weokness, It's release.

EXECUTION

CREATE AWARENESS & MAXIMIZE
REACH

Use offline media (TV & OOH) to trigger

Target Audience w/relevant messages

YOU THINK:
*IT'S NOT THAT BAD YET"

Dy Lnang with low won
The longer you waitto seek help, the deeper they
sreloase

for tree s

ACCESABLE PACKAGING:
Anti-aging packages to better serve
with low vision

FUNDING: A portion of every Anti-age
product sold goes toward funding
awareness towards low vision and
supporting access to Braille Institute

POWERED BY
Magyarorsziigl Kommunlkaclss
Ugynokaégek Szévetsage
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Create a powerful, globally scalable Launch boxes with a teal tamping inside,
media campaign that elevates ovarian with ovarian cancer facts inside select
cancerfroma "hidden" diseasetoa boxes, launching on May 8th - World
mainstream issue. By increasing Ovarian Cancer Day.

awareness and understanding, This unexpected visual

ultimately transforming outcomes and cue will promptwomento

saving lives. pause, read, and share.

Over100 million women use tampons

daily, making it one of the most direct

and personal channels to reach them at é
amoment when they are already J
thmkmg deeply aboutwhat goes into

Launchaglobal

collaboration with Tampax.

And coloring asimple
tampon with the color teal.

Global Collaboration with Tampax: Leveraging their
market share and digital reach (Instagram, TikTok,
YouTube) to amplify messaging.

The teal tampon :Limited edition teal tampons with
ovarian cancer facts.

Earned PR & Organic Content: A bold idea tailor-made
for media coverage and organic social spread as women
discover and share their experience.

Word of Mouth: The most powerful media channel,
fostering conversations among women globally.

" HIDDEN IN PLAINSIGHT

Turning a simple tampon Into a conversation starter

4o

POWERED BY
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Challenge Insight
Wild bees are disoppecring. but no one is
noticing, especially the people in power who
can help. beewild asked us to make urban
mayors care about saving pollinators. How
can we turmn on invisible crisis into o public
Issue mayors couldn't ignore?

The
Silent
B_

< awild

ldng the Buxz Back

YOU NoTicEp
THE MISSING g7

So

SCan to ‘ake ac{‘o“ le
s a|||||l°|e. and
llal |S[Q||II Our ne er ir to a bee |la\len

w “Why 1 lis Mayor Refused o Say the Letter b .

People only notice something is missing when
its absence causes disruption. For mayors,
public sentiment -especially from younger
generations~ can define their legacy. Silence
isn't just a loss in nature; it con be o
reputational risk

Idea

The Silent B -~ a global movement that removes the
letter “B” from language to mirror the silent

30 does sense, structure, and sustainability, just like
nature without poliinators.

Execution

We lounched with a silent B international newspaper

printed on seed paper, followed by a silent B mayoral

speech at the C40 Summit. Influencers joined in with
viral silent B content. Confusion turned into

mayors to act

d
valklnlblllhollu'“'

£ Thém

he ImP:
ent action, the T
Without BFECRE T on €

- ching at rrevers! s
wild ees ar€ "“ms,:‘.:dl.wilh them.  pomans. 1%
&

alarming S o cosystems:

_ One we 38
L]
the alance® of.o

This 18 & warmin i
from coton 1 1gnore veryt
rrics 10 ,',‘."""’dw we rely ;:: Lo
ities S
coffee. "‘;;‘:':’.5 con.ut 55 Space
Jinatct nd £
pol Inees ‘p'-:;‘_'“:‘_“.v are Cing

e o the SUE°

| xo does ©
ause whett Lad
e

disappearance of wild bees. When the B goes missing,

conversation, and silence sparked global pressure on

oty 4 o

Make Sense
Until It Did. \

\

The SilentB
Stories.

£ Bee Decline”™

.

s awild
THE B WAS MISSING.
AND SO WERE THE BEES.

TV PENTION TO0AY 5

Start Where You Are —
Build your own bee haven
with this newspaper!

POWERED BY
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If bees disappeared, humanity
would endinless than4 years, and . g '

Trumm

presicddent

Giveﬂlle worldn
-, Learn how to protect




SEE YOU SOON!
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