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The Young Lions
Competitions

THE GLOBAL CREATIVE
COMPETITION FOR YOUNG
TALENT

The most talented and creative professionals go
head-to-head and compete to be crowned the
Young Lions champions in 2018. As each team
has won a national competition and their ticket
to Cannes, it’s the best of the best competing
against the clock. There can only be 1 winning
Team per competition and Gold winners
receive 2 free registrations and accommodation
for next year’s event and collect their medals

in front of their peers at the prestigious Cannes
Lions Award Show.

ELIGIBILITY

e All Young Lions taking part in the creative
competitions (Print, Film, Design, Digital,
Media, PR, Marketers) must be 30 years of
age or younger, born on or after 22/06/1987

e The Young Marketers competitors should
be working for client companies that
engage the services of advertising and
communications companies (i.e. Intel,
Coca-Cola).

e Contestants from advertising agencies
are not eligible to compete in the Young
Marketers Competition.

e Teams competing in the competitions must
be selected by the official Cannes Lions
Representative.

e Students are not allowed to compete in the
Young Lions Competitions.

RULES

Full rules/terms and conditions can be found
in the attached document named Schedule 2

e Representatives organise their local
competitions based on the allocated places
by the Festival.

e Each team consists of two young
professionals.

e Each country can send 1 team in each
competition allocated to the official Festival
representative.

e Each contestant can only take part in
1 competition even if the dates of the
competitions do not overlap.

e Contestants do not represent the
representative’s company but themselves,
the company they work for and the country
they work in.

e We do not accept students.

e We do not accept advertising agencies
to compete in the Young Marketers
competition.

e Only contestants working for media
agencies or specific in-house media
departments in agencies can take part in
the Media Competition. In-house Media
departments of clients are not allowed to
take part in the Media competition

e Only contestants working for PR agencies
or in-house PR departments of agencies are
allowed to compete in the PR Competition.
In-house PR departments of clients are not
allowed to take part in the PR competition

e [Freelancers are eligible to compete in all
Young Lions Competitions apart from
Young Marketers as teams will need to use
their own company to answer the brief in
this competition.

e All the rest of the contestants (Film,

Print, Digital, and Design) need to
be professionals working in creative
communications/advertising/digital
agencies.

GUIDELINES

e No external help or influence is permitted

e Access to the competition area is strictly
controlled: only the team members,
authorised support personnel, and a few
accredited journalists are permitted entry

e Agood understanding of spoken and
written English is essential

e Forintellectual property issues, all
contestants must use third party content
from Getty Images the Young Lions
Competitions main image provider.

e Atechnical training session takes place
prior to each competition. Contestants will
need to be present for both the briefing as
well as the technical training session.

e For each competition the juries will award a
Gold, Silver and Bronze winning team. The
Gold winners will receive their medals on
stage as well as full delegate registrations
to Cannes Lions 2019 including hotel
accommodation, courtesy of the Festival.

e The Silver and Bronze winners will receive
their medals via post after the Festival.

e To keep the competition on a fair basis,
all teams are only allowed to use the
equipment provided by the festival
organisers in the dedicated competition
areas.

e All submitted ideas created in the
competitions will be made available to the
respective charity to incorporate into their
marketing campaign following Cannes.

COMPETITION BRIEFS

e Competition briefs will continue to focus
on charitable, not-for-profit and CSR
objectives.

e Briefs are revealed to competitors as each
competition commences.



The Schedule 2018

SUNDAY 17 JUNE

10:00 — 12:00 | YL Film Briefing/Training Young Lions Briefing Room CLS Campus

MONDAY 18 JUNE

10:00 - 11:30 | YL Media Briefing/Training Young Lions Briefing Room CLS Campus

14:00 — 15:30 | YL PR Briefing/Training Young Lions Briefing Room CLS Campus
TUESDAY 19 JUNE

08:30 —18:00 | YL Film Competition Young Lions Competition Area CLS Campus

08:30—20:00 | YL PR Competition Young Lions Competition Area CLS Campus

08:30 —20:00 | YL Media Competition Young Lions Competition Area CLS Campus

08:30 —18:30 | YL Marketers Judging Young Lions Judging Room CLS Campus

: YL Design Briefing/Training

YL Print Winners Announcement Work and Awards Hub

YL Print Competition Debrief TBC

YL Digital Briefing/Training Young Lions Briefing Room
YL Marketers Winners Announcement

WEDNESDAY 20 JUNE

YL Media Judging
YL PR Judging
YL Design Competition
YL Digital Competition
3
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1 Experience, Lions Entertainment, Craft, YL Print, Lumiere Theatre
YL Marketers

THURSDAY 21 JUNE

08:30—18:00 | YL Digital Competition Judging Young Lions Judging Rooms CLS Campus
i T
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Young Lions Briefing Room CLS Campus

Basement
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TBC

Work and Awards Hub Basement

Young Lions Briefing Room CLS Campus

Young Lions Judging Room CLS Campus

Young Lions Competition Area
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CLS Campus

Young Lions Competition Area CLS Campus
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10:00—11:30 | YL Film Competition De-Brief _ TBC
3:30—-15:00 | YL PR Competition De-Brief Young Lions Briefing Room CLS Campus

17:00 — 18:30 | YL Design Competition De-Brief Young Lions Briefing Room CLS Campus
18:30—19:00 | YL Digital Competition Winners Announcement Work and Awards Hub Basement

BC
17:00 — 18:30 | YL Media Competition De-Brief TBC
19:00 Venture, Reach, Special Awards, YL PR, YL Design, Lumiere Theatre Level 1
YLFlim, YL Media

FRIDAY 22 JUNE

13:30 - 15:00 | YL Digital Competition De-Brief Young Lions Briefing Room CLS Campus
19: Communication, Good, Impact, Special Awards, Lumiere Theatre
YL Digital
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Schedule 2

The Young Lions
Competition Terms Of Entiry
For The Festival

1. Definitions

The following words have the following
meanings:

Cannes Lions: Ascential Events (Europe)
Limited, c/o Ascential Group Limited, The
Prow, 1 Wilder Walk, London W1B 5AP, United
Kingdom, trading as Cannes Lions;
Competition: the competition run by

Cannes Lions at the Festival more particularly
described in the Entry Form;

Competition Partner: the charity or not for
profit organisation working with Cannes Lions
on the Competition;

Entry: the entry you submit to the
Competition;

Festival: the Cannes Lions International
Festival of Creativity;

Getty: Getty Images operating through their
website at www.gettyimages.com

Prize: a Cannes Lions Gold Medal;

Entry Form: the entry form relating to the
Competition detailing timings, equipment,
deliverables, technical specifications and
announcement of winner’s details; and
Terms: these terms and conditions of entry to
the Competition.

2. How to enter

2.1 This Competition is open only to winners
of local territory competitions run on behalf
of Cannes Lions. The right to enter the
Competition is not transferrable. In the event
of any dispute concerning the eligibility of
any entrant to participate in the Competition,
Cannes Lion’s decision shall be final.

2.2 To enter this Competition, entrants must
at the date of the Festival: (a) comply with
the terms of the Entry Form; (b) have not
been convicted of any criminal offence; and
(¢) be working on a paid basis with a creative,
marketing, promotional, public relations,
media and/or advertising agency.

2.3 Cannes Lions reserves the right to verify
the eligibility of entrants at any time during
the Competition. Failure to comply with

any verification procedures will result in
disqualification from the Competition.

2.4 Only one Entry per person and/or group of
people.

3. Entry

3.1 Any Entry not submitted in accordance
with these Terms or the terms of the Entry
Form will not be accepted.

3.2 Any images, music and/or film in the
Entry must either be created by the entrant or
licensed only from Getty. No images, music
and/or film licensed from any third party may
be included in an Entry.

3.3 Entries must not contain any content that
does or may infringe the rights (including
intellectual property rights) of any party or
that is unlawful, threatening, defamatory,
obscene, indecent, offensive, pornographic,
abusive, liable to incite racial hatred,
discriminatory, menacing, scandalous,
inflammatory, blasphemous, in breach of
confidence, in breach of privacy, that may
cause annoyance or inconvenience or that
constitutes or encourages conduct which may
be considered a criminal offence or give rise to
any civil liability.

3.4 Entrants hereby grant to Cannes Lions
and the Competition Partner the perpetual,
transferable, right and licence to copy, store,
archive, amend, edit, reproduce, broadcast,
publish and distribute their Entry for any
purpose including purposes related to the
Competition and/or to Cannes Lions.



Schedule 2

The Young Lions Competition Terms Of Entry For The Festival

4. Prize

4.1 The winner of the Competition will be the
Entry that the judges decide is the best, most
original Entry in response to the specification
on the Entry Form or otherwise provided.

4.2 Cannes Lions shall notify the winner in
accordance with the terms of the Entry Form,
and the judges’ decision is final.

4.3 In the event of unforeseen circumstances
or in its absolute discretion if it so wishes

to do so, Cannes Lions reserves the right

to substitute the Prize for an alternative of
equal or greater value or to amend, alter or
cancel the Competition. No cash alternative
will be offered. In the event of cancellation/
amendment of the Competition or substitution
of the Prize, the parties expressly agree that, to
the fullest extent permitted under applicable
laws, the entrant will not be entitled to any
compensation. No correspondence will be
entered into.

4.4 If the winner is disqualified, Cannes Lions
reserves the right to appoint a substitute
winner selected in accordance with these
Terms. For the avoidance of doubt, (a) an
entrant can withdraw from participating in the
Competition and/or the Prize at any stage; (b)
Cannes Lions reserves the right to disqualify an
entrant at any stage in accordance with these
Terms; and (¢) any entrant who withdraws

or is disqualified shall not be entitled to any
compensation in relation to such withdrawal or
disqualification.

4.5 Any entrant, including the winner, may
be contacted by the Competition Partner

to discuss possible business opportunities;
however, there is no obligation on the
Competition Partner to do so or to enter into
any further agreement for the provision of
services with any entrant.

5. Liability
5.1 Other than for death or personal injury
arising from its negligence or for fraud Cannes
Lions excludes to the fullest extent permitted
by law all liability for any losses, damages,
costs and expenses, whether direct or indirect,
howsoever caused in connection with the

Competition and/or the Prize.

6. Data Protection

6.1 Entrants shall co-operate with any
reasonable publicity arising from this
Competition and/or the Prize.

6.2 Any Information (including personal data)
related to an entrant (“Personal Data”), that
is collected or processed by Cannes Lions at
the beginning and during the course of the
Competition will be held and used by Cannes
Lions, to administer the Competition, in
accordance with Cannes Lions’ privacy policy
available on its website. Such Personal Data
shall also be shared with the Competition
Partner, provided that Cannes Lions shall use
its reasonable endeavours to ensure that the
Competition Partner processes the Personal
Data in accordance with all applicable laws.

6.3 Cannes Lions confirms that all Personal
Data requested from an entrant is necessary
for the purposes of that entrant participating
in the Competition and/or obtaining the Prize.
Entrants shall be entitled to access, rectify,
complete, update, block or delete their Personal
Data or to object to its processing by written
communication to Cannes Lions.

7. Governing Law &
Jurisdiction

7.1 These Terms shall be governed by English
law and the courts of England and Wales shall
have the non-exclusive jurisdiction over any
dispute arising from running the Competition
or the Prize.



Schedule 3

The Young Lions
Competitions: Territories

1. Definitions

The following words have the following
meanings:

Cannes Lions: Ascential Events (Europe)
Limited, c/o Ascential Group Limited, The
Prow, 1 Wilder Walk, London W1B 5AP, United
Kingdom, trading as Cannes Lions;
Competition: this competition run in the
Territory;

Entry: the entry you submit to the
Competition;

Festival: the Cannes Lions International
Festival of Creativity;

Prize: (a) up to 2 complimentary delegate
registrations for the Festival which include full
access to the Festival programme and award
shows; (b) the opportunity to participate in the
competition run at the Festival to win a Cannes
Lions Gold Medal;

Promoter: [ |

Terms: these terms and conditions of entry to
the Competition.

Territory: [ ]

2. How to enter

2.1 This Competition is open to residents of the
Territory, except employees of Cannes Lions
and/or the Promoter their families, agents

or anyone professionally connected with the
Competition.

2.2 To enter this Competition, entrants must:
(a) be 18 or over; (b) be legally resident in
the Territory; (¢) hold a valid passport and
be capable of obtaining a travel visa to France
at the time of the Festival; (d) have not been
convicted of any criminal offence; and (e)

be working on a paid basis with a creative,
marketing, promotional, public relations,
media and/or advertising agency.

2.3 Cannes Lions and/or the Promoter reserve
the right to verify the eligibility of entrants at
any time during the Competition. Failure to
comply with any verification procedures will
result in disqualification from the Competition.
In the event of any dispute concerning the
eligibility of any entrant to participate in the
Competition, the Promoter’s decision shall be
final.

2.4 Once a registration has been made to enter
the Competition, an entrant cannot transfer
the registration to a third party without the
permission of the Promoter, which may be
withheld at its sole discretion.

2.5 The dates and timing for the Competition
are as determined by the Promoter. Proof of
sending is not proof of receipt. Hard copy
Entries will not be returned to the entrant.

2.6 Only one Entry per person and/or group of
people.

3. Entry

3.1 Entries must comply with the specification
provided by the Promoter and any additional
rules set out on the entry form. Any Entry not
submitted in accordance with these Terms or

any other instructions will not be accepted.

3.2 Entries must not contain any content that
does or may infringe the rights (including
intellectual property rights) of any party or that
is unlawful, threatening, defamatory, obscene,
indecent, offensive, pornographic, abusive,
liable to incite racial hatred, discriminatory,
menacing, scandalous, inflammatory,
blasphemous, in breach of confidence, in
breach of privacy, that may cause annoyance or
inconvenience or that

constitutes or encourages conduct which may
be considered a criminal offence or give rise to
any civil liability in the Territory.

3.3 Entrants hereby grant to the Promoter

and Cannes Lions the right and licence to

copy, store, reproduce, broadcast, publish and
distribute their Entry for any purpose including
purposes related to the Competition and to
Cannes Lions.



Schedule 3

The Young Lions Competitions: Territories

4. Prize

4.1 The winner of the Competition will be the
Entry that the judges decide is the best, most
original Entry in response to the specification.

4.2 The Promoter shall notify the winner
within 20 days of the closing date, and the
judges’ decision is final.

4.3 Unless the Promoter states in writing
otherwise, the Prize does not include
accommodation, travel expenses or travel
insurance or visa costs to the Festival nor
living expenses at the Festival. Attendance at
the Festival is subject to the delegate terms
and conditions located on the Cannes Lions
website.

4.4 In the event of unforeseen circumstances
or in its absolute discretion if it so wishes to do
so, the Promoter reserves the right to substitute
the Prize (or any part of it) for an alternative
of equal or greater value or to amend, alter or
cancel the Competition. No cash alternative
will be offered. In the event of cancellation/
amendment of the Competition or substitution
of the Prize, the parties expressly agree that, to
the fullest extent permitted under applicable
laws, the entrant will not be entitled to any
compensation. No correspondence will be
entered into.

4.5 If the winner is disqualified or is unable to
attend any part of the Prize, the Promoter and/
or Cannes Lions reserves the right to appoint a
substitute winner selected in accordance with
these Terms. For the avoidance of doubt, (a) an
entrant can withdraw from participating in the
Competition and/or the Prize at any stage; (b)
the Promoter reserves the right to disqualify an
entrant at any stage in accordance with these
Terms; and (iil) any entrant who withdraws

or is disqualified shall not be entitled to any
compensation in relation to such withdrawal or
disqualification.

4.6 The winner may be required to pay tax on
the Prize in accordance with the tax legislation
in the Territory.

5. Liability
5.1 Other than for death or personal injury
arising from its negligence or for fraud, the
Promoter and Cannes Lions exclude to the
fullest extent permitted by law all liability

for any losses, damages, costs and expenses,
whether direct or indirect, howsoever caused
in connection with the Competition and/or the

Prize.

6. Data Protection

6.1 Entrants shall co-operate with any
reasonable publicity arising from this
Competition and/or the Prize.

6.2 Any Information (including data and
images) related to an entrant (“Personal
Data”), that is collected or processed by the
Promoter at the beginning and during the
course of the Competition will be held and
used by the Promoter and Cannes Lions, to
administer the Competition, in accordance
with Cannes Lions’ privacy policy available on
its website.

6.3 The Promoter and Cannes Lions confirm
that all Personal Data requested from an
entrant is necessary for the purposes of that
entrant participating in the Competition and/or
obtaining the Prize. Entrants shall be entitled
to access, rectify, complete,

update, block or delete their Personal Data

or to object to its processing by written
communication to the Promoter.

7. Governing Law &
Jurisdiction

7.1 These Terms shall be governed by English
law and the courts of England and Wales shall
have the non-exclusive jurisdiction over any
dispute arising from running the Competition
or the Prize.
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YOUNG LIONS 3

Cannes Lions Print Competition
Entry Form

Competition
Overview
Teams will be required to create a print ad in response to a brief given by the competition partner.

Teams must comply with the terms of this Entry Form and the Young Lion Competition Terms of Entry

for the Festival attached to this Entry Form.

Timings

Briefing SUNDAY 17 JUNE 14:00 - 15:30 BRIEFING ROOM

Competition MONDAY 18 JUNE 08:30 — 20:00 COMPETITION AREA

Deadline MONDAY 18 JUNE 20:00 COMPETITION AREA

Winners announcement TUESDAY 19 JUNE 12:00-12:30 WORK & AWARDS
HUB

Debrief TUESDAY 19 JUNE 17:00 - 18:00 DEBRIEF

Rules

The Rules for the competition are set out in schedule 1 and 2 attached.
All computer screens are checked via a remote desktop server

I confirm my team has:

Only used third party content from Getty Images — image sponsor of Young Lions Competitions
www.gettyimages.com

Understood that Cannes Lions and the Competition Sponsor shall be entitled to use your entry in
accordance with the Rules.

Used only the hardware and software authorised by the festival
Personal laptops, hard drives or other input devices are not allowed

Equipment

- iMac

- Wacom Intuos Pro Pen Tablet

- Adobe Creative Cloud http://www.adobe.com/uk/products/creativecloud/tools-and-
services.html

Deliverables

Single double page spread A3 landscape print ad (42 x 29.7cm)
A blank InDesign file is provided on your desktop. Please rename this to your country name —e.g
AUSTRALIA.indd

The written explanation (300 words)

Cultural/context information (150 words)

Please explain any cultural terms, references or context which you feel need explanation.
Insight (150 words)

Please explain the insight and strategy behind your work.

Target audience, relevance to the brief.
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YOUNG LIONS 3

Technical Specification

All teams must ensure:

All the images are in CMYK mode and with a 300 dpi (118.11 dots/cm) resolution

Work on image files has been made with Adobe Photoshop. The files have been saved in “.psd”
format.

’

All the vectorised images have been created with Adobe Illustrator in CMYK mode and saved in “.ai’
file format

Finished?
Before leaving the competition area teams must ensure:

The final print PDF file, is saved in the folder named ‘FINAL’ found in your homedrive

The complete project with fonts, source files and final work files are saved in a folder named
‘WORKING OUT found in your homedrive

The written explanation is saved in the folder named ‘FINAL’ found in your homedrive

Winners Announcement

TUESDAY 19 JUNE 12:00-12:30 WORK & AWARDS HUB

All teams must attend the winners’ announcement, timings are strict so please turn up on time.
Winners must remain in the area for photos and further instructions

Awards Show

Gold winners will be presented with their medals at the Award Show on Wednesday 20 June

| confirm | have read and understood the above entry form and attached schedule 1 and 2:

Print

Sign
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heat-2==  COMPETITIONS

1)

2)

3)

4)

Cannes Lions PR Competition
Entry Form

Competition Overview

The creative brief is presented by a charity or NGO (competition partner) and will only be made
available at the start of the competition. Teams must comply with the terms of this Entry Form and
the Young Lion Competition Terms of Entry for the Festival attached to this Entry Form

Timings

Briefing MONDAY 18 JUNE 14:00 - 15:00 BRIEFING ROOM

Competition TUESDAY 19 JUNE 08:30 -20:00 COMPETITION AREA

Deadline TUESDAY 19 JUNE 20:00 COMEPTITION AREA

Presentations WEDNESDAY 20 JUNE from 08:45 JUDGING ROOM

(Presentation Timings are in your

briefing pack)

Winners announcement WEDNESDAY 20 JUNE 18:00-18:30 THE WORK & AWARDS
HUB

Debrief THURSDAY 21 JUNE 13:30-15:00 BRIEFING ROOM

Rules

the rules for the competition are set out in Schedule 1 and 2 attached.
All computer screens are checked via a remote desktop server

| confirm my team has:

Only used third party content from Getty Images — image sponsor of Young Lions Competitions
www.gettyimages.com

Understood that Cannes Lions and the Competition Sponsor shall be entitled to use your entry in
accordance with the Rules.

Used only the hardware and software authorised by the festival
Personal laptops, hard drives or other input devices are not allowed

Equipment

- PC

- Microsoft office

- Image editing software

Please do not change the basic settings on your PC or delete any pre-installed folders on your desktop.

Deliverables

All teams must create:

The written submission (max 450 words):

Describe the creative idea (150 words)

Potential for industry impact

Describe the strategy (150 words)

Target audience, target media, PR planning, approach

1




heat-2==  COMPETITIONS

5)

6)

7)

8)

12

YOUNG LIONS 3

Describe the execution (150 words)
Implementation of PR activities, timeline, scale

10 slide PowerPoint presentation saved as PRESENTATION
Contestants should use at least 2 elements or channels that are predominantly PR driven.

One slide that visually summarises your presentation saved as SUMMARY SLIDE

Finished?
All teams must:

Ensure the WRITTEN SUBMISSION, PRESENTATION and SUMMARY SLIDE are saved in the folder
named ‘FINAL’ found in your desktop

Ask a member of staff to check you work is saved correctly

Print out your slides and written submission — if required directly from your PC

Presentations

. Presentation times will be given onsite in your competition pack

. Each Team should be waiting outside the Young Lions Briefing Room at least 15 minutes
before their scheduled time

. Each Team will deliver a 5 minute presentation explaining the campaign followed by a 5
minute Q&A

° Timings are strict and Teams will not be permitted to present for more than the allocated 5
minutes

Winners Announcements

WEDNESDAY 20 JUNE 18:00 - 18:30 THE WORK & AWARDS HUB

All teams must attend the winners announcement, winners must remain in the area for photos and
further instructions

Awards Show

Gold winners will be presented with their medals at the Awards Show on Thursday 21 June

Il confirm | have read and understood the above entry form and attached schedule 1 and 2:

Print

Sign
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1)

2)

3)

4)

Cannes Lions Media Competition
Entry Form

Competition Overview

The subject and brief will only be made available at the start of the competition. Teams are expected
to develop an innovative media strategy detailing how the idea will be executed

The jury will expect an explanation of the idea and how you intend to use your selected media,
demonstrating how you; create consumer engagement versus simple persuasion, exploit the value of
emerging media and unearth consumer insights that drive effective communication strategies

The strategic idea must be demonstrated clearly across the selected media channels and the winner is
the Team creating the most compelling communications strategy to meet the marketing challenge.

Teams must comply with the terms of this Entry Form and the Young Lion Competition Terms of Entry
for the Festival attached to this Entry Form.

Timings

Briefing MONDAY 18 JUNE 10:00-11:30 BRIEFING ROOM
Competition TUESDAY 19 JUNE 08:30 - 20:00 COMPETITION AREA
Deadline TUESDAY 19 JUNE 20:00 COMPETITION AREA
Presentations WEDNESDAY 20 JUNE 08:45 onwards BRIEFING ROOM
(PRESENTATION TIMINGS IN BRIEFING PACK)

Winners WEDNESDAY 20 JUNE 18:30-19:00 THE WORK & AWARDS
announcement HUB

Debrief THURSDAY 21 JUNE 17:00 - 18:30 TBC

Rules

The Rules for the competition are set out in schedule 1 and 2 attached.
All computer screens are checked via a remote desktop server

I confirm my team has:

Only used third party content from Getty Images — image sponsor of Young Lions Competitions
www.gettyimages.com

Understood that Cannes Lions and the Competition Sponsor shall be entitled to use your entry in
accordance with the Rules.

Used only the hardware and software authorised by the festival
Personal laptops, hard drives or other input devices are not allowed

Equipment

- PC

- Microsoft Office

- Image editing software
Deliverables

All teams must create:

13
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A Keynote/PowerPoint presentation of no more than 10 slides describing the product/service saved
as PRESENTATION

The written explanation (450 words)

Describe the creative idea/insights (150 words)

Research and data gathering

Describe the strategy (150 words)

Target audience, media planning and approach

Describe the execution (150 words)

Implementation, media channels and integration, timeline and scale

One slide that visually summarises your presentation saved as SUMMARY SLIDE

5) Finished?
All teams must:

Ensure PRESENTATION and SUMMARY SLIDE are saved in the folder named ‘FINAL’ on your desktop

Ensure the written explanation is saved in the folder named ‘FINAL’ on your desktop

Ask a member of staff to check you work is saved correctly

Print out your slides and written submission — if required directly from your PC

6) Presentations
. Presentation times will be given onsite in your competition pack
° Each Team should be waiting outside the Young Lions Briefing Room at least 15 minutes
before their scheduled time
. Each Team will deliver a 5 minute presentation explaining the campaign followed by a 5
minute Q&A
. Timings are strict and Teams will not be permitted to present for more than the allocated 5
minutes
6) Winners Announcement
THURSDAY 21 JUNE 18:30-19:00 THE WORK & AWARDS HUB

All teams must attend the winners announcement, winners must remain in the area for photos and
further instructions

7) Awards Show

Gold winners will be presented with their medals at the Awards Show on Thursday 21 June

| confirm | have read and understood the above entry form and attached schedule 1 and 2:

Print

Sign

14
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1)

2)

2)

3)

Cannes Lions Marketers Competition
Entry Form

Competition Overview

The contestants are representing the Client organisation they are working for (their own company)
The Teams act as the client and the jury acts as the advertising agency. Each Team needs to create a
product/service relevant to their company’s business or/and area of the business. It should not be an
existing entity.

Timings

Briefing SUNDAY 17 JUNE 17:00 - 18:30 BRIEFING ROOM
Competition MONDAY 18 JUNE 08:30 - 20:00 COMPETITION AREA
Deadline MONDAY 18 JUNE 20:00 COMPETITION AREA
Presentations TUESDAY 19 JUNE 08:45 onwards JUDGING ROOM
Winners TUESDAY 19 JUNE 19:00 THE WORK & AWARDS
announcement HUB

Debrief WEDNESDAY 20 JUNE 17:30-18:30 TBC

Teams must comply with the terms of this Entry Form and the Young Lion Competition Terms of Entry
for the Festival attached to this Entry Form.

Rules

The Rules for the competition are set out in schedule 1 and 2 attached.

All computer screens are checked via a remote desktop server

I confirm my team has:

Only used third party content from Getty Images — image sponsor of Young Lions Competitions
www.gettyimages.com

Understood that Cannes Lions and the Competition Sponsor shall be entitled to use your entry in
accordance with the Rules.

Used only the hardware and software authorised by the festival
Personal laptops, hard drives or other input devices are not allowed

Equipment

- PC
- Microsoft Office
- Image editing software

Deliverables

All teams must create:

A one page communications brief on one word document saved as BRIEF

Please see below the recommended break-down of your brief:
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6)

7)

8)
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Background information of your company, Name of the project/product, Project/product description
Business Outcome, Target Audience, Insight, Campaign objective, Key message, Tone of voice,
Deliverables, Budget, Timeline, KPI

A Keynote/PowerPoint presentation of no more than 10 slides describing the product/service saved as
PRESENTATION

Finished?
All teams must:

Ensure BRIEF and PRESENTATION is saved in the folder named ‘FINAL’ placed on your homedrive

Ask a member of staff to check you work is saved correctly

Print out your slides and written submission — if required directly from your PC

Presentations

o Presentation times will be given onsite in your competition pack

. Each Team should be waiting outside the Young Lions Briefing Room at least 15 minutes
before their scheduled time

. Each Team will deliver a 5 minute presentation explaining the campaign followed by a 5
minute Q&A

. Timings are strict and Teams will not be permitted to present for more than the allocated 5
minutes

Winners Announcement
TUESDAY 19 JUNE 19:00 THE WORK & AWARDS HUB

All teams must attend the winners announcement, winners must remain in the area for photos and
further instructions

Awards Show

Gold winners will be presented with their medals at the Awards Show on Wednesday 20 June
I confirm | have read and understood the above entry form and attached schedule 1 and 2:

PRINT

SIGN
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Cannes Lions Design Competition
Entry Form

Competition

Overview

Teams will be required to create a brand identity in response to a brief given by the competition
partner. Teams must comply with the terms of this Entry Form and the Young Lion Competition
Terms of Entry for the Festival attached to this Entry Form.

1) Timings
Briefing TUESDAY 19 JUNE 10:00 - 11:30 BRIEFING ROOM
Competition WEDNESDAY 20 JUNE 08:30 - 20:00 COMPETITION AREA
Deadline WEDNESDAY 20 JUNE 20:00 COMPETITION AREA
Winners THURSDAY 21 JUNE 12:00-12:30 THE WORK & AWARDS
announcement HUB
Debrief THURSDAY 21 JUNE 17:00 - 18:30 BRIEFING ROOM

2) Rules

The Rules for the competition are set out in schedule 1 and 2 attached.
All computer screens are checked via a remote desktop server

| confirm my team has:

Only used third party content from Getty Images — image sponsor of Young Lions Competitions
www.gettyimages.com

Understood that Cannes Lions and the Competition Sponsor shall be entitled to use your entry in
accordance with the Rules.

Used only the hardware and software authorised by the festival

Personal laptops, hard drives or other input devices are not allowed

3) Equipment

- iMac

- Wacom Intuos Pro Pen Tablet

- Adobe Creative Cloud http://www.adobe.com/uk/products/creativecloud/tools-and-
services.html

4) Deliverables

Each team must create an A3 design which will include:

A logo/brand identity including 3 visuals of how this identity would look in the real world

150 word description of how the brand identity fits the brief

150 word description of how this brand would evolve

Word documents must also be available to view alongside each entry

17
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5)

Technical Specification
Teams will produce a single A3 landscape document

........ G Logo and

R bt e s . .
¥ / brand identity
A

AR

All teams must ensure:

The logo has been created with Adobe Illustrator in CMYK mode and saved in “.ai” file format

The final document, with the word descriptions (example above) has been created using Adobe
InDesign

J

All the vectorised images have been created with Adobe Illustrator in CMYK mode and saved in “.ai”
file format

7)

Finished?
Before leaving the competition area teams must ensure:

The final A3 document (PDF file), is saved in the folder named ‘FINAL’ found in your homedrive

The complete project with fonts, source files and final work files are saved in a folder named
‘WORKING OUT’ found in your homedrive

8)
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Winners Announcement

THURSDAY 21 JUNE 12:00 THE WORK & AWARDS HUB

All teams must attend the winners’ announcement, timings are strict so please turn up on time.
Winners must remain in the area for photos and further instructions




YOUNG LIONS 3
hoat - Bt COM PETITI O N S gettyimages

9) Awards Show

Gold winners will be presented with their medals at the Awards Ceremony on Thursday 21 June

I'l confirm | have read and understood the above entry form and attached schedule 1 and 2:

Print:

Sign:
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Cannes Lions Digital Competition
Entry Form

Competition Overview

Teams will be briefed by the Competition Partner to create an integrated digital led campaign,
explaining how the use of technology answers the brief in a creative way.

The objective is to show how the power of digital technology can answer the Competition Partners
brief and provide a creative solution aligned to the technological evolution (online and/or mobile).

Teams must comply with the terms of this Entry Form and the Young Lion Competition Terms of Entry
for the Festival attached to this Entry Form.

Timings

Briefing TUESDAY 19 JUNE 17:30 - 19:00 BRIEFING ROOM
Competition WEDNESDAY 20 JUNE 08:30 — 20:00 COMPETITION AREA
Deadline WEDNESDAY 20 JUNE  20:00 COMPETITION AREA
Judging THURSDAY 21 JUNE 08:45 onwards JUDGING ROOM
Winners THURSDAY 21 JUNE 18:30 —19:00 THE WORK & AWARDS
announcement HUB

Rules

The Rules for the competition are set out in schedule 1 and 2 attached
All computer screens are checked via a remote desktop server

| confirm my team has:

Only used third party content from Getty Images — image sponsor of Young Lions Competitions
www.gettyimages.com

Understood that Cannes Lions and the Competition Sponsor shall be entitled to use your entry in
accordance with the Rules.

Used only the hardware and software authorised by the festival
Personal laptops, hard drives or other input devices are not allowed

Equipment

- iMac

- Wacom Intuos Pro Pen Tablet

- Adobe Creative Cloud http://www.adobe.com/uk/products/creativecloud/tools-and-
services.html

- Cannes Lions Content Management system
(teams can upload and edit their entry from this system, resulting in the creation of a
presentation page)

Deliverables

A Presentation Page including:

Example of use of 3 digital Led components (in JPEG format, one JPEG for each component) These
components could be use of social media platforms but also any other digital led execution
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An image summarising the campaign (in JPEG format)

A four part written submission (150 words per section)

1) Campaign Summary

2) Creative insight - How can creativity help solve the problem using social media platforms and
technology?
3) Solution - the platforms, technology and tools used and why?

4) How does it work? - How will the digital solution help answer the brief and solve the problem

faced by the client
YOUNG LIONS @?’»
COMPETITIONS &

Four part written
e —— submission

Image summarising (150 words max

campaign (JPEG) . per section)
“Wiew 't e copiv o Inda?” i i Example of three
oz dorl digital Led
O components
(JPEG)
..—.-_-— a" -
e e o
TEN "’
1B — e Il
5) Finished?
Call over a festival official to check your work before you leave
6) Winners Announcement
THURSDAY 21 JUNE 18:30 - 19:00 THE WORK & AWARDS HUB
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22

All teams must attend the winners announcement, winners must remain in the area for photos and
further instructions

Awards Show

Gold winners will be presented with their medals at the Awards Ceremony Friday 22 June

| confirm | have read and understood the above entry form and attached schedule 1 and 2:

Print:

Sign:
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1)

2)

3)

4)

Cannes Lions Film Competition
Entry Form

Competition Overview

The subject and brief will only be made available at the start of the competition. Teams must comply
with the terms of this Entry Form and the Young Lion Competition Terms of Entry for the Festival
attached to this Entry Form.

Timings

Briefing SUNDAY 17 JUNE 10:00 - 12:00 BRIEFING ROOM

Competition MONDAY 18 JUNE 08:30 — 20:00 COMPETITION AREA
TUESDAY 19 JUNE 08:30 - 18:00 COMPETITION AREA

Deadline TUESDAY 19 JUNE 18:00 COMPETITION AREA

Winners WEDNESDAY 20 JUNE 13:30 - 14:00 THE WORK & AWARDS

announcement HUB

Debrief THURSDAY 21 JUNE 10:00 -11:30 TBC

Rules

The Rules for the competition are set out in schedule 1 and 2 attached.
All computer screens are checked via a remote desktop server

I confirm my team has:

Used original content, shot onsite with film equipment provided by the Festival

Used only the hardware and software authorised by the festival
Personal laptops, hard drives or other input devices are not allowed

Ensured any member of the public featured in the film, have signed a release form.
Forms can be found in the competition pack in French and English signed copies must be returned to
the Technical Office

Ensured any music used is from the Getty Images Library. Any unlicensed music will not be judged

Equipment

- Apple iMac

- Wacom IntuosPro pen tablet

- Adobe Creative Cloud (incl. tools like Adobe Premiere Pro, Adobe After Effects, etc)
http://www.adobe.com/uk/products/creativecloud/tools-and-services.html

- iMovie

- Film equipment TBC

Deliverables

Final Film - 60 seconds max
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The written explanation (300 words)

A short summary of what happens in the film (150 words)

Cultural/context information (150 words)

Please explain any cultural terms, references or viewing context which you feel need explanation.

- Any subtitles must be in English
5) Saving Work

Teams must ensure:

All footage and project files are saved in the folder named ‘WORKING OUT’ found in the homedrive

The final film is saved as a high quality “.mov” or “.mp4 and placed in the folder named ‘FINAL’ found
in the homedrive

The final film file name is “your country code” for example “FILO01.mov” or “FILO02.mp4”

The written explanation is saved in the folder named ‘FINAL’ found in the homedrive.

6) Finished?

Ask a festival official to check your work before you leave

Winners Announcement

7) Your work will be judged by the main Cannes Lions Film jury

WEDNESDAY 20 JUNE 13:30 THE WORK & AWARDS HUB

All teams must attend the winners’ announcement, timings are strict so please turn up on time.
Winners must remain in the area for photos and further instructions

8) Awards Show

Gold winners will be presented with their medals at the Awards Ceremony on Thursday 21 June

| confirm | have read and understood the above entry form and attached schedule 1 and 2:

Print

Sign
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Young Lions Print Competition — Judging Criteria

Rate the team’s 1-3 on the following criteria (1 = no shortlist or medal, 2 = possible shortlist/Bronze
winner, 3 = Gold or Silver winner)

1-3

Creativity
(50% of vote)

Is the work innovative and surprising or have
you seen similar work before?

Strategy (including insight)
(20% of vote)

Is there a strong idea at the heart that brings
the campaign together?

Relevancy to brief
(20% of vote)

Does the work answer the clients brief?

Execution
(10% of vote)

Is there rigour in the execution? Would the
campaign work?

How well-crafted is the work?

Young Lions PR Competition — Judging Criteria

Rate the team’s 1-3 on the following criteria (1 = no shortlist or medal, 2 = possible shortlist/Bronze

winner, 3 = Gold or Silver winner)

1-3

Creativity
(40% of vote)

Is there a main creative idea with a wow factor
uniting the campaign tactics?

Is it fresh, bold, authentic and exciting? Is it
original and inspiring, or have you seen this
idea before?

Strategy & Insight
(20% of vote)

Is the idea built on an insight into the target
audience?

Has the team shown how their strategy
underpins the campaign?

Did they demonstrate an understanding of the
brief, audience and other stakeholders?

Tactics & Execution
(20% of vote)

Is the proposed execution both realistic and
relevant to the brand and audience?

Has the team thought through how their idea
plays out in the market

Is there an innovative use of modern PR
tactics?

Relevance to brief
(10% of vote)

Is the idea right for this brief, the brand and its
target audience?

25



Young Lions Marketers Competition — Judging Criteria

BRIEF

TEAM/COUNTRY:

PRODUCT/SERVICE
NAME:

1. Brief
(short, concise)

2. Reasonable
(budget/timelines)

3. Insightful
(shows deep target
audience understanding)

4. Equity
(respects the equity of the
charity)

5. Focused
(sharp, single minded)

BRIEFING PRESENTATION

6. Clear

7. Inspirational

PRODUCT/SERVICE

8. Engaging

9. Distinctive

10. Business Building

TOTAL

Judge’s Name:

Key highlight:

Key low point:

Other comments:




Young Lions Media competition — Judging Criteria

Rate the teams presentation 1-3 on the following criteria (1 = no shortlist or medal, 2 = possible

shortlist/Bronze winner, 3 = Gold or Silver

1-3

Creativity
(50% of vote)

Is there a driving creative idea with potential for
industry impact?

Strategy
(25% of vote)

Is there a strong idea at the heart that brings the
campaign together?

Is there an insight that unlocks the target
audience?

How deep is the understanding of the
brief/challenge?

Execution
(25% of vote)

Is there rigour in the execution? Would the
campaign work?

Young Lions Design Competition

Rate the team’s 1-3 on the following criteria (1 = no shortlist or medal, 2 = possible shortlist/Bronze winner, 3 =

Gold or Silver winner)

1-3
The creative idea Is the work innovative and surprising? What is the
(50% of vote) potential for industry impact?
Strategy (including insight) Brand relevance, choice of campaign elements,
(20% of vote) target audience, approach
Relevancy to brief Does the work answer the clients brief?
(20% vote)
Is there rigour in the execution? Would the
Execution campaign work?
(10% of vote) How well-crafted is the work?

Young Lions Digital Competition

Rate the team’s 1-3 on the following criteria (1 = no shortlist or medal, 2 = possible shortlist/Bronze winner, 3 =

Gold or Silver winner)

1-3

The creative idea

Is the work innovative and surprising? What is the

(50% of vote) potential for industry impact?
Strategy (including insight) Brand relevance, choice of campaign elements,
(20% of vote) target audience, approach
Relevancy to brief Does the work answer the clients brief?
(20% vote)
Execution Is there rigour in the execution? Would the
(10% of vote) campaign work?
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Young Lions Film Competition

Rate the team’s 1-3 on the following criteria (1 = no shortlist or medal, 2 = possible shortlist/Bronze winner, 3 =

Gold or Silver winner)

1-3
Creativity Is the work innovative and surprising or have you
(50% of vote) seen similar work before?
Strategy (including insight) Is there a strong idea at the heart that brings the
(20% of vote) campaign together?
Relevancy to brief Does the work answer the clients brief?
(20% of vote)
Execution Is there rigour in the execution? Would the
(10% of vote) campaign work?
How well-crafted is the work?




Suggested format -
Young Lions Competition

Brief

Background information
e History of Organisation
e Brand Values
e Key themes being tackled for the year

The Brief

e What is the project/issue you want
to tackle?

Target Audience

e Statistics about your key target audiences

e Do you want to focus on a previously
untapped audience

e Isthere a certain character or
personality type you would like to
focus on?

e What would these people be
interested in? Hobbies, lifestyles etc.

Insight

e What is the one key insight that has
lead you to setting this brief/challenge

e Are there any important pieces of
information that you would like the
teams to use when answering the brief

e Stand out facts, statistic, data or
events happening at present that
would provide an insight for our teams

Campaign objective
e What is the objective of this campaign
e What does success look like to you
with this campaign?
e Do you want to change attitudes,
create a movement, increase in donations

Key message
e Ifyou could sum up in one sentence
the key message of this campaign
what would it be?

Tone of voice
e Do you have brand guidelines on the
tone of voice you would like to use?
e Are there any big no no’s when it

comes to imagery or messaging

Budget
e What is your budget?
e Do you have any good will
ambassadors that could be used in

campaigns for free?

KPI

e How will we judge the success of the
campaign?

e We need some facts and figures here
about previous fundraising numbers,
social media followers, realistic
targets of what you want to achieve
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Competitions
Overview

THE GLOBAL CREATIVE
COMPETITION FOR YOUNG
TALENT

The most talented and creative professionals go
head-to-head and compete to be crowned the
global Young Lions champions. As each team
has won a national competition and their ticket
to Cannes, it’s the best of the best competing
against the clock.

There can only be 1 winning Team per
competition and Gold winners receive 2 free
registrations and accommodation for next
year’s event and collect their medals in front
of their peers at the prestigious Cannes Lions
Award Show. Winning gold at the Young Lions
Competitions is truly a life-changing moment
for young Creatives and the first steps into an

award winning career ahead of them.

g)
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WOULD YOU BE UP FOR THE
CHALLENGE?

7

Competitions

460

Competitors

70

Countries

24

Hours




The Competitions

Print

HOW DOES IT WORK?

The Young Lions Print competition challenges
2 talented young creative to create a print

ad within 24 hours with each participating
country represented by one creative team.

The teams are briefed the evening before the
competition by the client, which is a charity
or public service organisation. Their identity
is kept secret until the briefing begins where
their name, objectives, strategies and target
audience are revealed by a senior member of
the charity.

Teams must then work against the clock to
create and print their ad ready for

judging. This is a high pressure and intense
competition with teams working in exactly the
same environment with exactly the same tools
and equipment at their disposal.

After the briefing, the teams start working

on their own. They will have access to their
workstations between 08:30 - 20:00 to create
their print ad which will be judged by the
Cannes Lions Print and Publishing Jury. This
is a true test of the teams creative metal and an
energetic and exciting competition.

f';)
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ELIGIBILITY

To be eligible to compete in the Print
competition the team must be made up of

two young professional, under 30, born on

or after 25 June 1986 working in creative
communications /advertising/ digital agencies.
Freelancers will be accepted to compete in this
competition.

THE WINNERS

Gold, Silver and Bronze medals will be
presented to the winners. The Gold medals will
be presented onstage during the Cannes Lions
Award Show on Monday 19 June.

Software is provided by Adobe. The teams also
have access to the Getty Images website. Each

workstation consists of an Apple iMac.




The Competitions

Media

HOW DOES IT WORK?

The Young Lions Media Competition
challenges the brightest professional minds
working in media agencies to demonstrate their
strategic thinking and innovative approaches
to solving an important marketing challenge to
drive critical business success.

A charity or non-profit organisation,

whose identity will remain secret until the
competition, will present the brief onsite
during Cannes Lions Festival of Creativity. This
briefing will detail the challenge, including
suggestions as to the target

audience. Each team will then be required to
generate the necessary insight to develop an
innovative media strategy.

These submissions will seek to evaluate the
most innovative media selection as well as their

creative uses.

Each team will have access to the competition
area between 08:30-20:00. They will be asked
to deliver a 10 slide presentation explaining
their innovative Media strategy.

At 20:00 teams will need to hand in their
work and can start practicing for judging the
following day.

Each team will present their work in English
to a select media jury. With 5 minutes to
present and 5 minutes for questions teams
need to make sure their campaign is clear and
concise and be ready to answer any questions
from the Jury.
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ELIGIBILITY

To be eligible to compete in the Media
competition the team must be made up of

two young professional, under 30, born on or
after 25 June 1986 working for media agencies
or specific in-house media departments in
agencies. In-house Media departments of
clients are not allowed to take part in the Media
competition.

THE WINNERS

Gold, Silver and Bronze medals will be
presented to the winners. The winning Gold
team will be presented with their medals
onstage during the Cannes Lions Award Show
on Wednesday 21 June.

The teams also have access to an image bank

provided by Getty Images.
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The Competitions

Cyber

HOW DOES IT WORK?

The Young Lions Cyber Competition will
challenge teams to create an integrated
digitally led campaign in 24 hours.

Teams will be briefed by the client, a charity or
ngo, and expected to use digital led executions
and the technology behind them to solve the
problem.

The competitors will be expected to show how
the power of technology can answer the client’s
brief and provide a creative solution aligned

to the ever moving technological evolution of
digital communications. Creating an online
presentation page using the tools provided by
the Festival, which includes an iMac, Adobe
Creative Suite and the Getty Images library
teams will work in booths marked with their

country flags.

Their campaign should be presented in three

parts:

1. Creative insight - How can creativity help
solve the problem using technology?

2. What is your solution? — The platforms,
technology and tools used and why?

3. How will it work? — How will the digital led
solution help answer the brief and solve the
problem faced by the client?

Each team will be expected to include a 250
word explanation for each part with links to
relevant mock-ups, images etc. Teams

should include three social media platforms
in their supporting material within the online
presentation page.

Teams will be judged on how they have used
technology in a creative way to answer the client’s
brief, as well as insight into how the technology
will help solve the communication problem.
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The work must be completed by the 8pm
deadline and will then be judged by a select
panel the following day.

ELIGIBILITY

To be eligible to compete in the Cyber
competition the team must be made up of two
young professional, under 30, born on or after 25
June 1986 working in creative communications /
advertising / digital agencies. Freelancers will be
accepted to compete in this competition.

THE WINNERS

Gold, Silver and Bronze medals will be
presented to the winners at a live winners
announcement on a stage at the festival.

The Gold medals will be presented during the
Cannes Lions Awards Ceremony. Software is
provided by Adobe.




The Competitions

Film

HOW DOES IT WORK?

Imagine having only 48 hours to film and edit a
60-second commercial, filmed entirely on

a camera that the Festival provides. This is the
challenge that young Creatives face in the Film
Competition.

The client will present the brief to the team, a
one pager with key challenges and KPIs
highlighted. Creatives will then have 48 hours
to film original footage. An iMac video suite
will be available for teams to edit their final
film. Access to the Young Lions Competition
Area will be between 08:30 - 20:00 on Thursday
22 June and between 08:30 - 18:00 on Friday

23 June. All films must be completed by 18:00
on Friday 23 June.

The competition is judged by the Cannes Lions
Film Jury who select a Bronze, Silver and Gold
winning film and announce these winners at

a live announcement in the basement of the
Palais straight after judging.
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ELIGIBILITY

To be eligible to compete in the Film
competition the team must be made up of

two young professional, under 30, born on

or after 25 June 1986 working in creative
communications /advertising/ digital agencies.
Freelancers will be accepted to compete in this
competition.

THE WINNERS

The Gold winning Film team will be presented
with their medals onstage during the Cannes
Lions Awards Ceremony and win passes and
accommodation for the following years Festival

Software includes Apple Final Cut Pro and
Apple iMovie. Each workstation consists of an
Apple iMac. The contestants also have access

to a music library courtesy of Getty Images.




The Competitions

Marketers

HOW DOES IT WORK?

The Young Marketers Competition champions
the worlds best young client marketers. Over an
intense 24-hour period, teams of two will work
to come up with a concise, direct and effective
brief - the kind that will clearly act as a creative
springboard for an agency.

It’s the ultimate test of your teamwork and
ability to think under pressure. It’s also a

great opportunity to raise your profile among
industry leaders and prove yourself on a global
stage.

A non-profit organisation will set the challenge.
Each team will be expected to:

e Produce a brief (maximum two pages)
answering the charity’s challenge.

Create a product/service based on the
knowledge and understanding of the brands
the teams are working for. The ideas will
be presented in front of a jury on a 10 slide
PowerPoint presentation in 5 minutes.

A summary slide which visually represents
the campaign created

The jury will act as the advertising agency
and will be represented by creatives and
strategists selected by the Festival.

A maximum of ten slides are allowed (title
slide optional - must form part of the ten
slides). The jury will have a maximum of
five minutes to ask questions immediately
following the presentation.

Teams will be judged on the clarity of the
brief: the knowledge it displays about the
product/service, the client organisation
and its aims, and the specific aims of the

campaign.
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ELIGIBILITY

To be eligible to compete in the Young
Marketers competition the team must be
made up of two young professional, under
30, born on or after 25 June 1986 working for
client companies that engage the services of
advertising and communications companies
(i.e. Intel, Coca-Cola). We do not accept
advertising agencies to compete in the Young
Marketers competition. Freelancers are not
eligible to compete in Young Marketers.

THE WINNERS

Gold, Silver and Bronze medals will be
presented to the winners at a live winners
announcement. The Gold winning Team will
be presented with their medals on stage during
the Cannes Lions Awards Ceremony.




The Competitions

Design

HOW DOES IT WORK?

The Young Lions Design Competition, gives
graphic and other specialist designers the
space to showcase their talent and test their
skills against the rest of the industry.

Teams of two are required to deliver a brand
identity that includes a logo/ brand, a 150-
word description of how the brand identity
fits the brief and a 150-word description of
how the brand would evolve. The work should
be innovative, exciting and energetic taking
into considerations the limitations of the brief
setting charity and the face the work needs to
work on a global stage.

The client will present the brief to the teams
and Creatives will then have 24 hours to create
their work with workstation access to the
Young Lions Competition Area between 08:30-
20:00. The work will then be judged by the
Cannes Lions Design Jury on the following day.
The jury rank the work using the Cannes Lions
judging system and then go to a round of, often
heated, discussions.
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ELIGIBILITY

To be eligible to compete in the Design
competition the team must be made up of

two young professional, under 30, born on

or after 25 June 1986 working in creative
communications /advertising/ digital agencies.
Freelancers will be accepted to compete in this
competition.

THE WINNERS

Gold, Silver and Bronze medals will be
presented to the winners. The Gold winners
will be presented with their medals during the
Cannes Lions Awards Ceremony on Tuesday
20 June.

Software is provided by Adobe. The teams
also have access to an image bank provided by
Getty Images. Each workstation consists of an

Apple iMac.




The Competitions

PR

HOW DOES IT WORK?

The Young Lions PR Competition offers the
opportunity to young professionals working in
PR agencies to test their skills and showcase
their talent. In 2017 we had 27 teams of 2
young PR professionals aged 30 years old or
younger going head to head in this global
challenge. After flying to Cannes teams are
briefed and given insights from the panel of
judges selected by the Festival.

The brief will be set by a charity or non- profit
organisation that will act as the ‘client’. The
competition will show how PR is effectively
used to engage audiences with an organisation
or a specific topic that the ‘client’ is dealing
with. Teams are asked to think bravely and use
a big creative idea to solve the clients brief.

The PR campaign should:

e Connect with the charity’s brand value and
have an impact (i.e increase in donations or
other applicable parameters)

e Increase awareness/create engagement with
the publics

e Identify and build relations with relevant
stakeholders (journalists, interest groups,
opinion leaders, industry representatives,
internal audiences etc.)

e Create PR supporting material applicable
in relevant media channels (press releases,
infographics, statistics, online content, etc.)

e Each team will need to prepare a 10 slide
PowerPoint presentation as well as a written
submission. They will have access to their
workstations between 08:30 - 20:00 and

e All work must be submitted by the 20:00
deadline. teams must then prepare for the
delivery of their presentation to the jury the

next day.
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ELIGIBILITY

To be eligible to compete in the PR competition
the team must be made up of two young
professional, under 30, born on or after 25 June
1986 working for PR agencies or specific in-
house PR departments in agencies. In-house PR
departments of clients are not allowed to take
part in the PR competition.

THE WINNERS

Gold, Silver and Bronze medals will be
presented to the winners. The Gold winners
will be presented with their medals during the
Cannes Lions Awards Ceremony on Tuesday
20 June.

Software is provided by Adobe. The teams
also have access to an image bank provided by
Getty Images. Each workstation consists of an
Apple iMac.
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Global Citizen

ABOUT GLOBAL CITIZEN

We are a social action platform for the global
generation that wants to solve the world’s
biggest challenges. On our platform you can
learn about issues, take action on what matters
most and join a community committed to
social change. We believe we can end extreme
poverty by 2030, because of the collective
actions of global citizens across the world.

Through our disruptive mix of compelling
content and events, grassroots organizing

and digital channels, we are building the
world’s largest movement for social action. We
organize massive global campaigns to amplify
the actions of global citizens, including the
Global Citizen Festival that takes place every
September in New York City. Each year world
leaders and artists take the stage in Central
Park in front of 60,000 people who earn their
tickets by taking action.

We focus on building a global movement for
change: mobilising people to make a difference
now, and changing the systems and policies
that keep people in poverty. We do this by:

e Aligning with the goals provided by the United
Nations Sustainable Development Goals
(SDG)

e Campaigning for government, business and
consumer action that will create important
systemic change for the world’s extreme poor,
and

e Building a movement that engages and
educates people, and supports them to take
simple but effective individual actions for

change.

CEO & Founder, Hugh Evan’s TED Talk “Why
are our dreams limited by where we’re born? «

OUR PURPOSE
We give meaning to being a Global Citizen in
these ways:

JOINING IN- Get smart, sign up, be part of our
global community

SPEAKING OUT - Make our voices heard,
express our shared values, recruit our friends

TAKING ACTION- Make an impact, measure
our impact, live our values, change the world

OUR CREATIVE TERRITORY

I AM A GLOBAL CITIZEN: Our core story is
one of identity: an individual story that defines
who we are, how we live our life, what actions
we take, who we call our friends, and what our
world looks like. At the heart of the story is a
moment of transformation and inspiration: the
instance of individual agency when we changed
ourselves to make the world a better place.

We seek to tell the stories of real people
becoming global citizens - from the everyday
to the renowned- in their authentic voices and
contexts. All of our ideas may differ in content,
but they always highlight the individual
participant as part of the collective movement.

Tonality

Friendly but not flip
Smart but not smug
Driven but not dull
Uplifting and urgent
Bold and bright
Brand Values

e Improving ourselves & our world. Global
change begins with changing ourselves. We
make the world a better place by making
ourselves better people. Lifestyle choices,
purchase decisions, career moves, personal
education, political actions: they define who
we are, who we befriend and the world we
choose to live in.

e Hungry to learn & share. New sources of
information are everywhere. Our restless
quest is to learn and share learning rapidly: to
acquire knowledge and disseminate it to our
friends as an expression of our identity.

g)

CANNES LIONS
SCHOOL

e Diversity & equality. Our world is becoming
more diverse with every passing year. We
insist on tolerance, equality and open-
mindedness. We celebrate our differences and
diversity. We believe in collective action as
well as our individual freedom.

e Change is constant. In an uncertain and
rapidly changing world, we are optimistic
about the direction of change and embrace
the opportunities presented by the global
transformation that is all around us.

Our Beliefs

We believe that our work today is more
important than ever towards resolving the deep
divisions in our society. The cultural divide
that expands across class can not be resolved
with isolationism nor by building walls and
cutting aid

We strongly believe that through the global
community of citizens who support local
initiatives, the vision of true global citizenship
and a world without want will be realized.

Our Challenge

It is critical for us to be able to articulate what
we represent to a world that is desperate for
unity and equality, no matter where one was
born, because we are all Global Citizens. We
want to assure people that we offer a way for
them to channel their growing frustration with
this divided world, into proactive activism, and
therefore, create a better planet for all.

As an advocacy organization who rallies
diverse movements on the ground and online,
we often struggle to articulate who we are,
clarity of mission and what global citizenship
means and move citizens to action and
advocacy. What we stand for is more relevant
than ever and we want to articulate that
message.

a1
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THE BRIEF

Create an iconic print ad which clearly explains
what GC stands for with meaningful call to
action- When we come together to work for the
greater good, we become global citizens.

This ad must include a way to leverage the
campaign or part of the campaign on digital
outlets.

Campaign Objectives

e This print ad must further the Global Citizen
movement.

e Itmust be striking and iconic.

e It must successfully call the print audience to
action asking the print audience to become
digital activists. Ultimately check us out

online and become a Global Citizen activist.

Target Audience

We aim to reach and recruit the largest possible
number of people who care about global issues.
At the center of our target is empowered
millennials- 18-35 years old, female 70/ male
30.

We want to focus on the unlikely to vote
regularly, who are in the swing middle
which has irregularly engaged with our work
movement

e Statistics about your key target audiences (BD/
Marketing) Link here to Metrics
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Current Audience Insights:
Our audience isn’t them. Our audience is us.

Registered Users -succinctly, our most engaged
audience is Female, Caucasian, no children,
well- educated and are just embarking on their
careers.

e (69% Female

e 72% Caucasian

e 35% Single & 30% are couples without
children

e 46% are well educated (College + Post
Graduate Degrees)

e 78%annual salary > $35k / year

e 93% are registered voters (28% are infrequent
voters)

®  22.6% (2.03MM) users via social channels
(YouTube, G+, FB, Tw, Insta, Tumblr)

Seasoned Advocate (aka Christine): Christine
is a believer. She cares about issues related to
global poverty and believes that these problems
are solvable and that her contributions

can have a meaningful impact on people’s
lives. Christine has been involved in other
advocacy organizations before, and is likely
currently active in another. She understands
the influencer model, and trusts it. She is
dialed-in to the advocacy space, and rapidly
moved to the point of taking online advocacy
actions. She wants content that can make her
smarter and deepen her understanding about
specific issues. She also seeks a steady diet of
actions she can take to impact these problems.
Christine is not personally interested in events
of celebrity aspects of social movements, but
does recognize the value of raising the issue’s
profile on a global scale.
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Empathy Builder (aka Sarah): Sarah reads and
cares about social issues. She was raised in a
family that was involved directly in helping
out those in need including volunteer work at
alocal foodbank. These experiences instilled a
deep sense of moral obligation to help others,
and a belief that she can impact people’s

lives. Now an adult, Sarah is seeking out an
organization where she can “make a difference”
despite her busy schedule. Sarah doesn’t yet
understand the petition model or how online
actions make a difference, but is eager to learn
and contribute. She wants to understand how
the broader set of issues including sanitation,
education, and the environment all connect
up to solving for global poverty. She is eager to
share her experiences and enlighten friends
and family about the potential to make the
world a better place.

Half Believer (aka Kyle): Kyle heard about

a certain social movement through his
friends, and saw festival footage. His interest
is piqued about it as an effective force for
driving change around poverty. However, his
intermittent interactions with this particular
organization thus far haven’t done enough to
offset his general mistrust of organizations

as vehicles for social good. Kyle can be won
over, but needs a better understanding of

the organization’s mission, education about
the issues, and perhaps most importantly,
evidence that it is having an impact on people’s
lives - directly or indirectly. Kyle is more likely
to interact through social channels, perhaps
through his newsfeed. He needs content that
will educate and instill trust. Kyle doesn’t yet
understand the petition model or how online
actions make a difference, but is eager to learn
and contribute. He wants to understand how
the broader set of issues including sanitation,
education, and the environment all connect
up to solving for global poverty. He wants to be
armed with information to come across as “in
the know” in social settings.
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Festival Fan (aka Jason): Jason wants to drink
a pint or three with Ed Sheeran. He attends
University in Boston but will hop the train

to NY if he won tickets to the festival. Jason
noticed an email from a social movement
organization announcing another chance to
win tickets to the festival this year, he jumped
right on and completed all the actions within
a couple of days. Jason was one of the lucky
ones, and won tickets. Going in, he knows that
this organization has a social mission, but this
is truly a side-dish to the main course that is
Beyoncé. Jason was always aware of global
poverty as a majorsocial issue, though he
never previously felt strongly enough to make
it a personal priority. The strange thingis, he
was actually inspired at the festival seeing

10s of thousands of people who were into the
cause led by major celebrities. He has always
been interested in environmental issues, but
learned at the Festival how it deeply affects
the world’s poor. He is open to learning more.

Tone of voice
We speak with the voice and values of our
generation:

e Friendly but not flip
e Smart but not smug
e Driven but not dull
e Uplifting and urgent
e Bold and bright

User messaging revolves largely around calls to
actions, including:

e Learnabout issues that contribute to the
world’s biggest challenges

e Take Action on the issues that you care about
most

e Join the Movement be part of an international
community committed to global causes (“Join
the movement. Be a Global Citizen.” / “Join the
movement. Become a Global Citizen”)

e Get Rewards for your efforts by earning points
as a Global Citizen.

We must remain bipartisan in all messaging

Style Guide

Timeline

We would want this to be a foundation KO

post Cannes for specific engagement ahead of
our Hamburg Festival on July 6 and lead into
broader amplification ahead of the NYC GC
Festival Week September 16-23. Again, it would
be great to unpack some of this campaign for
future evergreen work.
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Amnesty International

About us

Amnesty International is a Nobel Peace Prize
winning movement of over 7 million people
globally standing up against human rights
abuses.

From defending the rights of refugees, to
promoting women’s rights around the world,
to campaigning against arms trading to
responding to crisis situations around the
world, Amnesty’s power is in its ability to give
the tools to change the world to the individual.

As abrand, Amnesty is Compassionate,
Outspoken, Powerful, Committed and Expert.
We are outspoken and brave, but effective and
reliable too.

Political and Cultural Context
This year, from the USA to Hungary, the
United Kingdom to the Philippines, leaders
and political movements are openly peddling
dangerous rhetoric that implies some people
are less human than others.

We have seen this kind of divisive and toxic
politics before. But if we are to learn any lesson
from history, it is that we cannot remain silent
in the face of these trends. Human rights
abusers often depend on a small group to carry
out their dirty work, and rely on the rest of us
to stay silent and keep out of their way. Yet
even in the darkest moments of history, brave
individuals have stood in their way. Amnesty
says - if you want to make a difference: get in
the way.

Besides the rise of hateful rhetoric this year,
Amnesty International tells another story

- one of resistance. In every corner of the
world, people are taking a stand - confronting
governments and holding them to account.
Taking a stand doesn’t have to be standing in
front of a tank - taking a stand can be small
acts of human solidarity.

This brief seeks to inspire individuals to
become activists in simple ways.
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The Brief

Get millennials to take part in our ‘Write for
Rights’ campaign (we run it annually. Write for
Rights is an internal title but need not be used
externally).

We want them to write to human rights abuse
victims around the world.

We want them to see that changing the

world doesn’t have to start with toppling
governments or scrapping laws, it could start
with a letter to someone that needs to hear that
they aren’t fighting for change alone.

Our experience shows us that these letters do
make a difference

Every year Amnesty supporters globally get in
the way - they write letters to other people who
are getting in the way.

After 44 years in solitary confinement on

19 February 2016, his 69th birthday, Albert
Woodfox walked free. Of the letters he received
from Amnesty supporters he said, “These
messages from beyond the prison walls have
become an enormous source of strength for me
as I continue my fight for freedom”. 200,000
people globally wrote messages for Albert
through this campaign in 2015.

Costas from Athens who was brutally beaten
in a homophobic attack in Greece received
150,000 letters from Amnesty supporters in
2015. He said, “this is what I think the letters
from all over the world stand for: that all love
is equal, and it must be seen as nothing else
under any circumstances. Your letters remind
us we are not alone in this... Thank you”

In Burma Phyoe Phyoe Aung was arrested with
other students at a peaceful protest. She was
another person Amnesty supporters wrote to in
2015. She said, “Receiving letters gives me real
inspiration... Your letters are not just letters,
they are also big presents and great strength
not only for the students but also for Burma’s
future.”
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Competitive Context

Amnesty’s primary action takers and
fundraisers tend to be significantly older than
the millennial audience. We’re testing ways to
drive engagement with this younger audience
all the time.

In our experience so far, millennials don’t give
to organisations, they support causes. When
they do donate, they donate impulsively. We
find that the younger audiences also tend

to be more actively concerned with where
their money is going or what their actions are
achieving - we have to very clearly explain
how we think we can make change happen to
engage them successfully.

Challenge

To effect human rights change at the scale we
need to, we need to grow our movement in
the UK. Our research says that one of the best
directions to grow in for us is to reach more
Millennials.

One of our most successful campaigns,
which we run annually, is our letter-writing
campaign. It’s a campaign where impact is
personal and massive.

We know Millennials want to change the world,
and we have a really effective tool for changing
people’s worlds - but we haven’t been able to
put those two things together.

Target Audience

Politically left-leaning Gen Y-ers. We call

them our Young Optimists. They’re not
necessarily ‘hard’ left-wing activists, but they
are reasonably open to human rights friendly
views. They’re typical of the demographic and
are seeking self-actualisation; they want to
engage on their own terms. We find them to be
really sociable, we see that in their behaviours;
the majority of this group tend to engage

with charities and causes when they see their
friends and networks are doing it too. They

are seeking knowledge; they don’t have a lot

of social justice knowledge to back up their
opinions, but they want to be experts and have
trend-setting opinions. They are idealists and
are marked by a passionate belief that given the
right tools, they can change the world for the
better — and we tend to agree.



Briefs: Young Lions Media Competition

Campaign objective

We want to increase action taking. We want

a campaign that inspires a new generation of
caring activists. And at the same time we want
them to redefine activism for themselves — we
want them to see that some of the biggest
changes are small changes. You can fight for
human rights by writing a letter and supporting
someone who’s also fighting for human rights.

Basically we want to:

e Increase number of millennials writing letters
e Increase number of personalised messages
written by millennials

But success for this campaign is not as simple
as getting someone out of prison for example,
though these actions can certainly lead to
that. Our broader campaign objective is about
solidarity.

Letters written to human rights defenders:

e Give them strength and hope in their own
campaigns for justice

e shine a spotlight on the case, which gives
them protection, often securing positive
changes to their conditions

e Highlights their case and makes it more
difficult for abuses to continue

Key message
Write a letter, change a life

No-Nos:

We can’t use religious messaging or imagery.
So, despite the time of year, we can’t talk about
Christmas or writing Christmas cards.

Budget
Circa £15,000

Timeline
The campaign runs from 1 November to 31
December 2017

KPlIs

e Total 250,000 actions taken in the ATUK
- with data capture (2016 we hit approx.
152,000)

e General increase in Young Optimist action
taking (2016 not measured accurately, but
low)
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(RED)

CONTEXT

According to the CAF (Charity Aid
Foundation) World Giving Index of 2016,
the disparity between older demographics
giving to charity and younger audiences has
been reduced. Young people are as likely to
donate and be involved in charitable work
as older audiences thanks, in part, to more
innovative ways to get involved (donate
buttons, patron apps, online donation drives,
recently Facebook’s own support-gathering
functionality)

However, younger consumers have become
accustomed to the radical transparency of
Everlane’s production process, charity: water
providing GPS coordinates of the well they
helped build, and Patagonia’s constant updates
about the business choices it makes and how
those choices impact the environment.

Transparency in business is the new norm and
just saying that good is being done on behalf of
a purchase isn’t enough.
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BUSINESS CHALLENGE

The (RED) model was intentionally created
to make doing good incredibly easy. Buy

the (PRODUCT)RED version of the Apple
iPhone instead of the standard version, and
money goes from Apple directly to work on
the ground to fight AIDS. It costs exactly the
same, but lives are saved with the (PRODUCT)
RED version. However, since the transaction
happens through partner channels, (RED)
can’t share with actual consumers the impact
of their purchase.

We want to be able to communicate more
directly to individual consumers how their
support to (RED) has been translated into real-
world action.

AUDIENCE
(RED)’s would like to focus on one key
audience:

INDIVIDUAL CONSUMERS - These are
millennials or generation Z who are active on
social media and will be able to share and build
momentum around the campaign

INSIGHT

Consumers want more transparency and to
know exactly the impact they are making in the
fight against AIDS. Among (RED)’s audience,
for consumers under the age of 25 compared

to consumers over 25, the biggest difference

in inciting more (RED) purchases would be
providing more information on the impact of
the purchase.
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OPPORTUNITY

Develop a way to inject (RED) in relevant ways
during the shopping experience, so (RED) can
acquire a more direct way to communicate to
the (RED) product buyers about the impact of
their purchase.

This campaign must be owned by (RED) and
cannot change the transactional experience
already in place with the (RED) brand partners.

The aim of this campaign is to acquire a user’s
email address or gain new followers on social
media.

REALITY CHECK

As a non-profit, we're working with limited
budgets so the more clever the solution and
more value provided by the solution (in terms
of acquiring user information and data), the
more likely it is to be actually implemented.

THOUGHT STARTERS

We are looking for any solutions ranging from
a standalone app, an optimized shopping
experience via red.org, a social campaign to
capture and learn who buys (RED) or some
other means of getting (RED) more involved
in a consumer’s shopping experience for
(PRODUCT)RED items. And remember.....the
products are ultimately sold on the partner
websites not via red.org.
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Recording Academy

Background: The Recording
Academy

When a few of music’s most influential and
iconic names gathered together in a Los
Angeles restaurant on May 28, 1957, what
started as a meeting to determine the proper
means for rewarding musical artistry quickly
turned into something bigger and laid the
groundwork for the Recording Academy, an
association committed to promoting the
cultural relevance of music.

As the Recording Academy, our first initiative
was to establish music’s only peer-voted award:
the GRAMMY Award. Shortly thereafter, there
came the idea of producing an accompanying
telecast that would become one of the most
recognizable cultural moments in the world.

Today, the Recording Academy is music’s
leading membership-based professional
organization, representing songwriters,
producers, engineers, and recording artists
across the United States. And while the
GRAMMY Awards are where the Recording
Academy has greatest visibility, our deepest
impact resides in our philanthropic and
advocacy work on behalf of creators.

The Academy celebrates artistic and technical
excellence in music, honors music’s rich
history, invests in education, and advocates

for the rights and livelihood of the music
community through its affiliates, including The
GRAMMY Awards, the GRAMMY Museum,
GRAMMY Foundation, and MusiCares. SDG
Area: The Value of Music in Society

Music is much more than a soundtrack to

our lives. It binds us through shared cultural
experience, transcending race, gender, income,
and every other socially manufactured human
barrier. It’s the voice that speaks to you when
you're feeling alone. A unifying chant, it creates
spiritual spaces for individual and collective
meditation. Music rallies tribes around
political causes, as it did during the French
revolution with the Marseillaise. It comforts
the suffering, as it did with the slaves that
birthed gospel music through their pious cries.
Music has the power to ease the perceived
intensity of pain, strengthen personal
endurance, and increase cognitive and
emotional understanding. Through it, we find
common ground, inspiration, and purpose.

The Recording Academy believes that the world
is a better place when we give music as much as
it gives us.

Over the course of our history, we’ve worked

to ensure that music remains a valued part

of our society. But in a world of increasingly
rampant consumerism and freely accessible
media, the arts and music are not as valued
they ought to be. Attention spans have dropped
40% within the past few decades and although
people are more connected than ever, studies
indicate that the depth of those connections
has waned. American consumers currently
listen to more music than ever, yet they often
do so without considering the creative effort
required to produce what they consume. We
use and dispose while giving little thought to
the human lives behind the products we enjoy
or the broader impact of our cheap-and-fast
consumption habits. America has witnessed
these behavioral patterns jeopardize its food,
textile, and media industries, diminishing

the quality of life of those who work in these
sectors and negatively impacting the quality

of product delivered at large. And, as we
continue to evolve in the digital age, music

is precipitously close to operating in an
unsustainable model. The Recording Academy
is wary that consumers’ increasingly superficial
relationship with the arts will lead to similar
results with music, in turn, diluting its inherent
value and undermining its ability to fulfill its
critical role in society.
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What is the challenge?

How do you create value in something that

is already taken for granted? Most of the

world doesn’t perceive music as something

in need of protection, thinking of it solely as
entertainment that will endure with no great
effort on our part. The under appreciation

of music’s value naturally leads people to
neglect the rights of its creators, the need for its
preservation, and the importance of funding its
future through music education.

While this general sense of apathy results

in alack of active measures in support of
music, there is also a second dynamic at play:
That is consumer distrust of institutions and
corporations, including the music industry,
and a growing frustration about being asked
to subsidize the lives of artists who ostensibly
have much more than they do.

When considering artist compensation, people
often think solely of the industry’s highest
earners. When reflecting on music’s place in
society, they leave it to find its own way. In
turn, people effectively absolve themselves
from the role they play in shaping our creative
ecosystem and culture at large. This dynamic
not only rationalizes a lack of support

for the arts, but also generates a friction
between consumers and those in the creative
community who seek support, especially when
that support is monetary.

Together, these two forces work quietly to
degrade music’s future vibrancy. What do we
need you to do?

We want a big idea to shift the perception of
music from something that we automatically
receive as disposable entertainment to
something in which we collectively invest for
the betterment of our culture. We need more
people to realize that music is a vital part of
any healthy society, and that, as consumers, we
play a role in shaping that society, specifically
through our support of cultural institutions,
the recording arts, and creators themselves.
Target Audience
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18-34 year olds are a contradictory crowd.
They’re the most likely to connect with a
company or product based on the mission
behind the offering, but are the most
comfortable stealing media and not investing
in the arts, despite the fact they listen to music
significantly more than any other generation.

e Millennials listen to music 75.19% more than
Baby Boomers on a daily basis, according to
data shared this morning with Digital Music
News.

e 30% of all consumers of licensed music
engaged in stream ripping and that number
is growing yearly. That number is 49% when
focused on the 16-24 year olds category and
40% for the 25-24 category. Thankfully, 64% of
13-15 year olds see stream ripping as stealing.
How do we make sure they don’t form bad
habits as they grow?

e 77% of people aged 18 to 24 responded “yes”
when asked, “When nothing is occupying my
attention, the first thing I do is reach for my
phone,”

e - When asked about the importance
of participating organizations’ mission
statements, 18-34 year olds were more likely
than any other age group to say the mission
was very or extremely important. True for
nonprofits of all sizes and a variety of sectors.

e When asked about their likelihood to donate
in the future, 18-34 year olds were more
likely than all other age groups to say they
probably or definitely would donate. True
for organizations large and small, and across
sectors.

e 92% if Millennials believe business should be
measured by more than their profits.

e 78% of surveyed Millennials say they would
choose to spend money on experiences over
buying something desirable.

e 80% of Millennials attended or participated
in live experiences, concerts, festivals, and
performing arts in 2016.

e 72% of Millennials say they would like to
increase their spending on experiences rather
than physical things/objects in 2017.

e Consumers respond to brands that they
perceive as authentic and seek to create
genuine connections.
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There is a disconnect between millennials’
desire to connect with the world around
them based on mission or desire to spend on
experiences and their spending or investment
in the arts. How do we make that connection?

Key Message
We must actively support music and its
creators.

KPI

What does success look like with this Film?

We’'d like to see a conversation started on the
social web that results in viewers expressing
shifts in their perception around social issues.
It might be easiest to track along with a hastag.
Initial thoughts are 1 million views in the first
month and 20K shares, posts, or retweets.

Are you looking to purely change mindsets or
would you like people to donate to the cause,
buy music from a certain site/supplier, support
certain institutions, join a movement, sign a
petition.

We're really looking to change mindsets but
can invite people to follow our organization
to stay up to date. The primary goal is around
education.

Is there any call to action that you would like to
be in the film big or small?

Share the video and join in the conversation.
Secondary CTA is around following our social
accounts to stay up-to-date, but the main
concern is that they amplify the video.
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International Rescue

Commitee

How do we persuade anxious
citizens that we must welcome
refugees?

INTERNATIONAL RESCUE
COMMITTEE (IRC)

With 65 million people displaced globally

in the largest refugee crisis since World War
11, there has never been a greater need for
organisations like the International Rescue
Committee (IRC). We’re a humanitarian aid
organisation that works in war zones and
neighbouring states in 40 countries around
the world, whilst also resettling refugees in 26
U.S. States. In Europe, we advocate for change
amongst governments on policy that affects
the people we serve — refugees and people
displaced by conflict. Last year we supported
26 million people worldwide.

Brand Values

We believe in human dignity and the right
of every human being to freedom, equality,
safety and opportunity. Our core values are
the foundation of our mission and they are
expressed in our brand. Perceptions change,
but our core values are constant.

The IRC brand is:

e Confident: we know what we’re doing; we are
dedicated, experienced, prepared.

e Influential: we effect change; we move policy.

e Respected: the communities we serve and
our peer charities / non-governmental
organisations recognize our good work.

e Committed: our history of service is long,
varied, steadfast and unceasing.

e Independent: the breadth and quality of
our work sets us apart; we are nonpartisan,
nonsectarian.

e Courageous: we go where others don’t; we
act boldly and unconditionally where we can
make a difference, by any means necessary.

e Effective: we get the job done; we are efficient,
smart and resourceful; our impact in the world
is powerful.

Key Themes

e Better Aid: reforming the humanitarian sector
e Overseas Aid: defending aid budgets

e Global Displacement

e Refugee Crisis: Europe and the Middle East

WHO

Target Audience

Globally, we are seeing the rise of populist
far-right parties and politicians. Stoking fear
with antirefugee myths, they are implementing
hasty and harmful policies which are against
the values of tolerance and openness that many
citizens believe in.

To take just two examples; in Europe, the rise
of these parties has been dramatic, and in

the U.S. the election of President Trump was
compounded by his repeated attempts to inflict
aban on refugees from entering the country.
This was a blow to America’s long-standing
tradition of welcoming refugees. His attempts
have been paused by legal rulings but the threat
remains live.

WHAT
Rescue-UK.org @IRCEurope

Your response to this brief should match the
global nature of the refugee crisis and be global
in its appeal.

The public mood, according to recent

research also remains broadly hostile to
welcoming refugees, despite underlying

levels of compassion for their plight. Only
around one quarter of the population are
consistently supportive — the segment

known as the “cosmopolitan elite”, and our
natural IRC supporters. The tougher but
necessary segment of the population to reach
is the “anxious middle”, those who could be
persuaded to support refugees but don’t buy
the arguments that charities like IRC currently
make. Crucially, this is generally the group that
decides which way elections go.

There is however, genuine concern and
compassion more broadly, as is evidenced in
the Tent Tracker Survey of 12.000 people in 11
countries:

We consider this a previously untapped
audience. The trouble is: the wrong people and
organisations currently captivate this audience:
the far right groups.

To win the rights needed for vulnerable people
to escape conflict and build a life worth living,
we need to reach out beyond our existing base in
our communications. This will help us win the
argument and increase support for refugees.
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Campaign Objective

To raise awareness and change perceptions
amongst anxious citizens that refugees should
be welcomed -- not feared

Success would be increased positive sentiment
in wealthy countries towards people displaced
from their homes by conflict, and increased
appetite to support them, whether through
welcoming them to our countries or supporting
them in developing countries. This could be
quantified by:

1) Increased positive sentiment shown in
perceptions surveys taken after the campaign

2) Increased traffic to our website, increased
support on social through gaining more
followers and / or gaining traction on a
campaign-related traffic

3) Increased donations

Key Message
Together, we have more in common than we
might think. Refugees contribute to society by

bringing skills, creativity and talent that enrich
our world and match the best of our values.
This happens when refugees are welcomed

in their new homes through empowering
integration programmes as part of their
‘resettlement.’

Refugee resettlement explained
Tent Tracker Study 2016 2017

My country has a responsibility to
accommodate at least some refugees 71% 72%

government should provide financial
assistance for refugees, alone or alongside
charities 56% 55%

much more” needs to be done immediately to
help with the refugee crisis 53% 52%

Rescue-UK.org @IRCEurope

Most refugees and displaced persons return

to their communities when peace and stability
has returned to their country. When conditions
in home countries remain unstable or there

is a danger of persecution upon return, some
refugees are able to stay in a refugee settlement
in another country.
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Unfortunately, many host countries are unable
to accept refugees permanently. Resettlement
in a third country is the last option, and is
available to only a tiny fraction of the world’s
refugees.

Tone of voice

The IRC positions itself as a “thought leader”

in Europe. We are an impartial, apolitical

and nonreligious organisation. We engage

in political developments after careful
consideration. Our thoughts are considered
and based on evidence. Our programming is
committed to being evidence based or evidence
generating. We try to avoid jargon -- just clear,
simple language.

Budget

For this campaign, we envisage a budget of
£10,000. We would like to realise the campaign
to change perceptions at this cost to keep

it relatively low-budget and achievable for a
charity.

We do have some celebrity support, through
IRC Voices. These influencers can occasionally
be mobilised to support an issue or campaign.

Timeline

We would like this campaign / campaign assets
to be “evergreen,” and run across our / external
channels as part of our general output, rather
than be tied to a specific hook or moment.

The timing for the campaign would be to run
from early 2018 until World Refugee Day, June
20th 2018. There will be a few ‘hooks’ that we
could be tied in along the way, for example the
annual anniversary of the conflict in Syria in
March, the annual release of UNHCR statistics
on the number of people displaced globally,
every June, as well as news hooks related to
the refugee crisis that will come up from time
to time.
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KPIs
We could judge the success of this campaign in
the following ways:

Converts to the cause: how many people have
we persuaded? How many minds have we
changed?

e Target: raising perceptions amongst the
“anxious middle” populations who are open to
be persuaded by 15%

Social media presence: have we increased our
following, and reached out beyond our base?

e Target: above-average increase in social media
followers of 75% within this time period

Reaching out beyond our base: capturing
how much this campaign reaches beyond
the cosmopolitan elite and into the “anxious
middle”

e Target: through social media demographics,
reaching a 25% change in our following
towards these groups

Although the primary objective of the
campaign would not have to be to raise
donations, a subsequent consequence could
be to increase donations made through digital
media by 25%

Ultimately, success would mean policy change
that is beneficial towards people displaced by
conflict

DISTINCTIVE ASSETS
Entries should include the IRC logo & icon. See
full brand guidelines here.

Rescue-UK.org @IRCEuropeYoung Lions
Marketers Competition
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UN Women

Background Information

UN Women is the global champion for women
and girls. Created in 2011 by UN Member
States and backed by the global women’s
movement, we act on the fundamental premise
that all women and girls have the right to live
free of discrimination, violence and poverty,
and that gender equality is central to achieving
development.

As part of the UN system, we work with UN
Member States to advance global standards

to achieve gender equality. Our advocacy

and programmes in over 80 countries help
translate these standards into reality for
women on the ground, focusing on five priority
areas: increasing women’s leadership and
participation; ending violence against women;
engaging women in all aspects of peace

and security processes; enhancing women’s
economic empowerment; and making gender
equality central to national development
planning and budgeting.

Currently high on the agenda are the centrality
of women’s empowerment to achieve the
Sustainable Development Goals, a global
blueprint for people and planet leading up to
20130 and adopted by all UN Member States.
For 2017, key themes are women and the
economy, with a special focus on equal pay;
and ending violence against women and girls.

The Challenge: Stepping up UN
Women Brand Alignment

UN Women is a relatively young brand, still not
very well known to the larger public beyond
the UN and its constituencies. Given thatitis a
global brand, a strong visual identity is a must.

That being said, a number of UN Women
sub-brands, including some successful
campaigns, have been launched since its
inception, leading to brand fragmentation and
campaign confusion whereby it is not clear
how the different sub-brands connect with the
“mothership brand” UN Women.

To remedy this situation, in 2016 we developed
avisual system, based on the Connecting Line
concept, aimed at conveying the link between
the “mothership brand” UN Women and its
sub-brands. The new system also introduced a
new lockup, locking together the UN Women
logo, our “SDG girl” icon and our motto (Planet
50-50 by 2030: Step it Up for Gender Equality).
See Powerpoint presentation below under
“Insight” for more detail about the system.
This system is in use and will continue to be
used by some of the established UN Women’s
sub-brands.

The Big Idea

The question is: going forward, how can we
create a new visual system that allows us to
create identities for future initiatives and
campaigns while at the same time being
immediately recognized as UN Women brand?
In other words, how can we allow visual
diversity within the parameters of the UN
Women brand?

We need you to create a visual branding
system which evolves and revolves around
the UN Women Logo. Including but not
limited to typography, colour palette, visual
communications and guidelines to show how
the system can grow and flex on an individual
campaign, local and global level.
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Target Audience

UN Women’s audience is global and it is wide.
Gender equality is an issue that impacts all
segments of society. Our target audience
includes government representatives from UN
Member States, policy makers, civil society and
the women’s movement, journalists, academia
and of course the general public, with a focus
on capturing younger audiences, the new
feminist leaders of tomorrow.

This incredibly diverse and global audience is
one of our great challenges. We want to look
fresh and contemporary, but can on the other
hand not push the envelope too far to avoid
alienating the more conservative segments of
our audience.

Insight

The lack of brand guidelines when creating
new sub-brands led to brand fragmentation
and “campaign confusion” whereby it is not
clear how the different sub-brands connect
with the mothership brand UN Women.

That resulted in sub-brands like HeForShe,
empowerwomen.org, or the UN Trust Fund to
End Violence against Women being perceived
as separate from UN Women. Going forward,
there is a strong and urgent need for branding
consistency for future campaigns and
initiatives.

Key references for this exercise are:

1. The UN Women Branding
Guidelines: https://www.dropbox.
com/sh/u3oe314kfm4ytrc/
AABIfLiOtowsr3NKucwOl2Lgazdl=0

2. The Strategic Brand Alignment Presentation:
https://www.dropbox.com/s/8elikd2qyhjmy94/
Ppt%20Brand%20Alignment_23%20Nov%20
2016.pptxzdl=0
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Branding Campaign Objective
Ensure that our audiences instantly recognize
and associate all future UN Women sub-brands
with the UN Women “mothership brand”.

A stronger brand will help us expand our
advocacy reach and increase our brand’s value
and attractiveness to corporate and individual
donors.

Tone of Voice

As the global champion of women and girls,
and as part of the United Nations, UN Women
is committed to:

e Representing active, empowered women and
girls in simple, bold, optimistic ways. This
includes steering away from stereotypical
representations of women and girls and/or
portrayals of women and girls as victims or
subservient.

e Globally applicable. Maintain a global tone
and avoid Western bias.

e Culturally sensitive. Be aware of cultural

sensitivities in different countries.
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Budget

No budget has yet been allocated but please
bear in mind we are an NGO so work on tight
budgets

Timeline
Launch date Fall 2017

Key Performance Indicators

e Creating equity and recognition.

e Increased awareness of UN Women brand
globally.

e For UN Women and all the sub brands within
it to be linked in a clear and inspiring way.
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Red Cross

How do you put a Silent
Emergency in the spotlight?

Background

The Red Cross helps people in crisis, whoever
and wherever they are. We are part of a

global voluntary network, responding to
conflicts, natural disasters and individual
emergencies. We enable vulnerable people at
home and abroad to prepare for and withstand
emergencies in their own communities. And
when the crisis is over, we help them to recover
and move on with their lives.

Nine out of ten of the emergencies the Red
Cross respond to are ‘silent’.

You can read more about our work here:

www.redcross.org.uk / www.facebook.com/
BritishRedCross / @BritishRedCross

What is a ‘Silent Emergency’?
Social media and 24-hour news mean it is easy
to stay informed about the latest events across
the world.

However, there are serious emergencies
happening every day that never make the
headlines. We call them ‘silent” emergencies.

Floods, disease outbreaks, landslides,
droughts, food shortages - the type of
emergency or the numbers affected are not
important. What’s important is the impact they
have upon individuals.

Too often these emergencies are effectively
silent: marginalised by donors, the media and
humanitarian organisations.

But not by the Red Cross and Red Crescent -
we refuse to ignore people in crisis, wherever
and whoever they are.

That’s why we are calling on the nation to help
us break the silence. Together, we can help
change the lives of people in crisis.

Objectives

e Increase public awareness about a silent
emergency, inspiring the audience to engage
and take action

e Increase donations to the Red Cross, so we can
reach more people in crisis

The brief

One of the world’s biggest silent emergencies is
the ‘Lake Chad crisis’. This refers to the crisis
across Nigeria, Niger, Chad and Cameroon;
known as Africa’s Lake Chad region. Conflict,
displacement, food shortages and disease have
combined to create this devastating crisis in
one of the world’s poorest regions. Since 2009,
the north-eastern part of Nigeria has been
plagued by conflict, characterised by extreme
violence against civilians. In 2013, the fighting
spread to neighbouring countries, drawing
Cameroon, Chad and Niger into the conflict.
There are currently 10.7 million people in need.

The Red Cross is one of the few humanitarian
organisations able to access communities

in each of the four countries. The crisis is
complicated and protracted, underreported
and underfunded and for too long has been
ignored by the world.

We must wake up to the humanitarian crisis
gripping Lake Chad. Millions of people are
struggling without the very basics to survive —
food, clean water, safety and shelter.

Audience
e Discerning Philanthropists
e Additional audience insight - in appendix

Task

Design a PR campaign that reaches the target
audience, meets the objectives and inspires the
audience to take action.
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Consider:

e What is the action we want our audience to
take? Is it about more than raising money?

e What creative ideas and new technologies
could be harnessed to enable the silent
emergency to seem more relatable? Can we test
innovative new communications approaches
and understand the role these can play in
generating support for silent emergencies?

e How can we play on themes of silence and
noise to engage audiences?

e How would you ensure that your activities
reached the target audience?

e What key elements do you need to make the
campaign a success?

e How would you measure and evaluate whether
your campaign had been successful?

e What would the main risks be with a PR
campaign like this?

Supporting information
e Watch this explainer to understand more
about the Lake Chad crisis

e Take some inspiration from our Dutch
colleagues Serious Requests campaign
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First Name Last Name Job Title Company Country
Gold Federica Scalona Copywriter M&C Saatchi, Milan. | ltaly
Gold Lorenzo Guagni Art Director M&C Saatchi, Milan. | ltaly
Silver Leo-Constantin Scheichenost Creative Hfa Studio Austria
Silver Jonas Weber Creative Jonas Weber Austria
Bronze Daniel Alejandro Zaldumbide Garzon | Copywriter El Universo Ecuador
Bronze Carlos Josue Granda Bermudez Designer El Universo Ecuador
Guido Donadio Art Director Oygilvy Argentina Argentina
Sebastian Regiani Art Director Ogilvy Argentina Argentina
Jenna Morrissey Copywriter Grey Sydney Australia
Rachel Harley Graphic Designer Grey Sydney Australia
Nikolai Krivets Copywriter Vondel Hepta Belarus
Daria Strizhenock Design Vondel Hepta Belarus
Rafael Melo Copywriter Wieden + Kennedy Brazil
Lara Roncatti Art Director F/Nazca Saatchi & Brazil
Saatchi
Etienne Goulet Art Director Tank Canada
Stephanie Bibeau Copywriter Tank Canada
Patricio Orellana Araya Copywriter Prolam Y&R Chile
Daniel Cariqueo Perez Art Director Prolam Y&R Chile
Yew Xian Goh Senior Art Director Amber China China
Qian Wang Group Head Amber China China
Javier Acufia Creative Fcb/Crea Costa Rica
Pablo Sanchez Creative Feb/Crea Costa Rica
Pavel Hejny Photographer And Art | Creative Embassy Czech Republic
Director
Roman Biath Strategist Zaraguza Cz Czech Republic
Sebastian Hartbel Eskesen Art Director Saatchi & Saatchi Denmark
Peter Conlan Art Director Saatchi & Saatchi Denmark
Aina Viukari Designer Mirum Agency Finland
Tero Karjalainen Copywriter Mirum Agency Finland
Alexandre Girod Copywriter Betc Pop France
Julien Vergne Artistic Director Betc France
Khatia Arveladze Graphic Designer Mccann Erickson Georgia
David Mchedlishvili Graphic Designer Mccann Erickson Georgia
Jeannette Bohné Junior Copywriter Weischer.solutions Germany
Francesca Nepote Junior Art Director Weischer.solutions Germany
loanna Archontaki Art Director Bold Ogilvy & Mather | Greece
Aikaterini Dimitrakopoulou Digital Copywriter Bold Ogilvy & Mather | Greece
Edgar Daniel Palala Pérez Creative Ugap Guatemala
Diego Gonzdles Robles Creative Ugap Guatemala
Mithila Deepak Saraf Account Director Famous Innovations India
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First Name Last Name Job Title Company Country
Nishad Prashant Jagtap Art Director Famous Innovations India
Laura Halpin Copywriter Havas Dublin Ireland
Rafael Ferla Art Director Havas Dublin Ireland
Shota Kojima Promotion Planner Hakuhodo Inc. Japan
Reki Hashimoto Designer Hakuhodo Inc. Japan
Renata Khusnutdinova Senior Copywriter Cheil Kazakhstan Kazakhstan
Bakhyt Meirkhanov Art Director Cheil Kazakhstan Kazakhstan
Elie Fakhry Art Director Fortune Promoseven | Lebanon
Stephanie Michele Koyess Art Director Fortune Promoseven | Lebanon
Noe Hilarion Silva De La Luz Junior Copywriter La Doblevida Mexico
Adalia Aridaf Espejel Vazquez Junior Art Director La Doblevida Mexico
Tolulope Bamgbose Creativity Manager Ddb Lagos Nigeria
Kim Follesoy-Thuen Creative Heisholt Inc Norway
John E. Njoki Creative Heisholt Inc Norway
Juan Molina Coloma Copywrtiter 180Heartbeats+Jung | Poland
Von Matt
Pablo Dominguez Agregan | Art Director 180Heartbeats+Jung | Poland
Von Matt
Tiago Silva Copywriter O Escritorio Portugal
Hugo Suissas Art Director O Escritorio Portugal
Angel Rivera Lugo Art Director Ddb Puerto Rico
Alexandra Rivera Copywriter Ddb Puerto Rico
Diana Belianina Copywriter Jami Russia
Mariya Kupriyanova Senior Designer Jami Russia
Milica Radovic Copywriter Leo Burnett Serbia
Katarina Keti Zaharijev Art Director Leo Burnett Serbia
Denise Cheong Copywriter Govt Singapore Singapore
Simran Kaur Art Director Govt Singapore Singapore
Jakub Novota Developer This Is Locco Slovak Republic
Juraj Kovae Creative Director This Is Locco Slovak Republic
Aysha Musthafa Copy Writer Leo Burnett Solutions | Sri Lanka
Sri Lanka
Jayana Rashintha Silva Junior Art Director Leo Burnett Solutions | Sri Lanka
Sri Lanka
Therese Bohlen-Kinn Copywriter Welcom Sweden
Nina Friman Art Director Welcom Sweden
Benjamin Staudenmann Junior Art Director Jung Von Matt/ Switzerland
Limmat
Lukas Amgwerd Junior Copywriter Jung Von Matt/ Switzerland
Limmat
Rachel Kennedy Youngdogs Independent / Other | The Netherlands
Netherlands
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First Name Last Name Job Title Company Country
Chen-Huan Wang Youngdogs Independent / Other | The Netherlands
Netherlands
Albert Millar Copywriter J. Walter Thompson The Philippines
Philippines
Alyssa Denise Babasa Art Director J. Walter Thompson The Philippines
Philippines
Fatma Nur Zeynel Junior Copywriter Y&R Istanbul Turkey
Tankut Agdemir Art Director Y&R Istanbul Turkey
Oleksandra Badiia Art Director Tabasco Ukraine
levgeniia Dziubenko Associate Creative Ogilvy & Mather Ukraine
Director Ukraine
Sarah Guessoum Art Director Saatchi & Saatchi United Arab Emirates
Dubai
Anika Marya Art Director Saatchi & Saatchi United Arab Emirates
Dubai
Douglas Redfern Art Director Wers United Kingdom
Joseph Roberts Copywriter Wers United Kingdom
Nicolas Delos Art Director Go Uruguay
Santiago Cancela Copywriter Young & Rubicam Uruguay
Nedal Ahmed Associate Creative Bbdo New York Usa
Director Copy
Bryan Barnes Associate Creative Bbdo New York Usa

Director Art
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First Name Last Name Job Title Company Country
Gold Robert Bellamy Strategist lpg Mediabrands United Kingdom
Gold William Parrish Strategist lpg Mediabrands United Kingdom
Silver Charlotte Berry Strategy Executive Um Australia
Silver Grace Espinoza Strategy Executive Um Australia
Bronze Thomas Kelly Associate Director Mindshare Usa Usa
Bronze Patrick Lylo Content Strategist Mindshare Usa Usa
Cristian Tarzi Copywriter Havas Buenos Aires Argentina
Barbara Gedacht Creative Havas Buenos Aires | Argentina
Gabriel Délano Media Consultant Havas Vienna Austria
Katharina Tesch Media Buyer Havas Vienna Austria
Sviatlana Miatselskaya Media Planner Optimum By Belarus
Anatol Danilchyk Senior Media Planner | Optimum By Belarus
Douglas Silveira Media Planner Wieden + Kennedy Brazil
Sofia Raucci Media Supervisor Africa Brazil
Elizabeth Mcphedran Communications Media Experts Canada
Manager
Jessica Burnie Visual Media Experts Canada
Communications
Director
Carolina Pizarro Concha Art Director Mccann Worldgroup | Chile
Maribel Carolina Maneiro Olivares Copywriter Mccann Worldgroup | Chile
Zhen Tan Art Director Cheil China
Yanchao Qu Copywriter Cheil China
Laura Daniela Padilla Medina Graphic Sancho Bbdo Colombia
Sergio Chona Torres Account Manager Sancho Bbdo Colombia
Tatiana Horavova Copywriter Wunderman Czech Republic
Mikolds Gal Art Director Wunderman Czech Republic
Ada-Maria Weéick Strategic Planner Vizeum Oy Finland
Noora Peitsara Mobile Product Carat Finland
Manager And Digital
Media Specialist
Jonas Hofmann Account Manager Weischer.solutions Germany
Sophia Schulze Account Manager Weischer.solutions Germany
Vivien Horvath-Hegedus Content Specialist Mec Hungary Hungary
Daniel Csepregi Head Of Data And Mec Hungary Hungary
Technology
Ronnie Thomas Valiyaveetil Supervisor Mobile Phd India India
Solutions
Tejas Bharat Shah Group Head Digital | Phd India India
Planning
Sarah Dennehy Digital Client Starcom Ireland
Associate
Greg Ashe Client Manager Starcom Ireland
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First Name Last Name Job Title Company Country

Marco Russo Media Rai Pubblicita ltaly

Roberta Occhino Media Rai Pubblicita Italy

Hiroto Obuchi Public Relations Hakuhodo Inc. Japan
Planner

Masato Onodera Account Planner Hakuhodo Inc. Japan

Qassem Naim Digital Planner Val Morgan Cinema | New Zealand

Network

Mitchell Wiffin Media Planner Fcb New Zealand New Zealand

Mussa Dagnew Head Of Phd Norway
Programmatic

Christoffer Nergérd Audio And Video Phd Norway
Advisor

Bartosz Brennek Strategy And Insights | Zenithoptimedia Poland
Specialist Group

Joanna Lenart Senior Social Media | Zenithoptimedia Poland
Specialist Group

Filipe Rodrigues Media Planner Mec Portugal Portugal

Ménica Cabago Media Executive Mec Portugal Portugal

Nikita Kumacovs Copywriter Mediacom Russia

Daria Davidenko Graphic Designer Art | Future Action Russia
Director

Jana Kvardova Digital Media Ps:digital Slovak Republic
Specialist

Martin Pite[] Digital Marketing Ps:digital Slovak Republic
Consultant

Sunghyun Lim Junior Copywriter Hs Ad South Korea

Jeongsil Lee Copywriter Hs Ad South Korea

Cristina De Pedroso Moro Account Manager Havas Media Group | Spain

Alejandro Pefalba Martf Strategy And Data Havas Media Group | Spain
Insights Junior

Kumarini Rajakaruna Assistant Business Dentsu Grant Media | Sri Lanka
Group Head

Achala Ramanayeka Brand Service Dentsu Grant Media | Sri Lanka
Manager

Eline Helmonds Yim (Young In Media) | Independent / Other | The Netherlands

Fianna Nieuwenstein Yim (Young In Media) | Independent / Other | The Netherlands

Isil Sager Strategy And Mindshare Turkey
Planning Executive

Deniz Haznedar Strategy And Mindshare Turkey
Planning Executive

Anton Kudinov Creative Strategy Mediascope Ukraine
Planner

Roman Polishchuk Creative Strategy Omd Media Ukraine

Specialist

Direction Ukraine

58



Entrants:

Cyber

g)

CANNES LIONS

SCHOOL

First Name Last Name Job Title Company Country
Gold Michael Phillips Youngdogs Independent / Other | The Netherlands
Netherlands
Gold Scott Kooken Youngdogs Independent / Other | The Netherlands
Netherlands
Silver Casper Mandrup Art Director Zenith Denmark
Silver Fie Lyster Creative And Social Zenith Denmark
Media Manager
Bronze Martina Gonzalez Calderon Copywriter Wunderman Buenos | Argentina
Aires
Bronze Matias Paglieri Art Director Wunderman Buenos | Argentina
Aires
Karsten Jurkschat Senior Art Director Ogilvy Austrailia Australia
Alex Little Senior Copywriter Ogilvy Austrailia Australia
Christoph Thim Digital Creative Humanbrand Austria
Philipp Gartner Digital Strategy Gaertner Austria
Consultant
Yauheni Stralets Web Designer Noduck Belarus
Pavel Samalazau Chief Executive Noduck Belarus
Officer
Andrea Souza Art Director Akqa Brazil
Caio Muratore Copywriter Akqa Brazil
Jordan Gladman Art Director Sid Lee Canada
Alex Boland Senior Designer Sid Lee Canada
Jose Ignacio Veliz Fuentes Copywriter Wunderman Chile Chile
Francisco Molina Rubiales Digital Art Director Wunderman Chile Chile
Jiaqi Yu Copy Director Trioisobar China
Ciping Hu Senior Strategy Trioisobar China
Planner
Bairon Arturo Poveda Art Director Mullenlowe Ssp3 Colombia
Matthew Kamau Mcnish Bowie Copy Mullenlowe Ssp3 Colombia
Diana Kuhlmann Creative Ogilvy & Mather Costa Rica
Costa Rica
David Salazar Creative Ogilvy & Mather Costa Rica
Costa Rica
Fran Mubrin Creative Director 404 Croatia
Matko Buntic Designer 404 Croatia
Tomés Hrabek Creative Strategist Symbio Digital Czech Republic
Véclav Krbusek Motion Art Director | Symbio Digital Czech Republic
Taneli Lahtinen Project Worker Dingle Finland
Veera Hevosmaa Marketing Trainee Dingle Finland
Leo Palti Artistic Director We Are Social France
Fabien Gailleul Art Director We Are Social France
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First Name Last Name Job Title Company Country
Pavle Gabritchidze Head Of Digital Leavingstone Georgia
Advertising Unit
Ana Koniashvili Graphic Designer Leavingstone Georgia
Chris Endecott Senior Copywriter Weischer.solutions Germany
Concept
Volker Henze Art Director Weischer.solutions Germany
Panagiotis Doukas Creative Director Padu Creative Studio | Greece
Jesus Kallergis Senior Marketing Upstream Systems Greece
Executive
Mei Lam Kenie Kwok Senior Art Director Ogilvy & Mather Hong Kong
Hong Kong
Yuk Ling Elaine Li Art Director Ogilvy & Mather Hong Kong
Hong Kong
Gabor Bagladi Copywriter Ogilvy & Mather Hungary
Hungary
Kata Kerekes Art Director Ogilvy & Mather Hungary
Hungary
Kurniawan Hatigoran Copywriter Bates Chi & Partners | Indonesia
Kevin Reinaldo Arffandy Freelancer Gdp Venture Indonesia
Patricia Prezotto Digital Project Target Mcconnells Ireland
Manager
Tamara Mount Charles Strategic Planner Target Mcconnells Ireland
Martino Caliendo Art Director Rai Pubblicita ltaly
Marta Nava Copywriter Rai Pubblicita [taly
Kenta Kuzuhara Planner Dentsu Inc. Japan
Tatsuya Ogawa Strategic Planner Dentsu Inc. Japan
Rihards Gromuls Co-Founder & Lead | Riddle Digital Latvia
Designer
Andrejs Kirma Ux Ui Designer Riddle Digital Latvia
Marco Aurelio Garcia Salgado Art Director Mirum Agency Mexico
Juan Pablo Balcazar Flores Copywriter Mirum Agency Mexico
Ingrid Lea Creative Mccann Oslo Norway
Thale Hoy-Petersen Creative Mccann Oslo Norway
Adriana Hochmanska Copywrtiter Grandes Kochonos Poland
Irmina Paczek Junior Social Media | Grandes Kochonos Poland
Creative
Pedro Maia Art Director Bbdo Portugal Portugal
Inés Cabrita Digital Account Arc Worldwide Portugal
Ivan Vlasov Copywriter Leo Burnett Moscow | Russia
Sergey Pleshkov Art Director Tppt Creative Agency | Russia
Zara Kok Dengyun Art Director R/Ga Singapore
Selena Soh Ting En Copywriter R/Ga Singapore
Michal Hornicky Senior Art Director Ps:digital Slovak Republic
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Entrants: Cyber

g)

CANNES LIONS

SCHOOL

Planner

Communication

First Name Last Name Job Title Company Country
Ivana Paco[Jové Senior Copywriter Core 4 Slovak Republic
Bostjan Laznik Designer Saatchi & Saatchi Slovenia
Gregor Vuk Copywriter Saatchi & Saatchi Slovenia
Eva Landaluce Bastida Art Director Kepler 22B Spain
Flavio Jiménez Calvo Copywriter Kepler 22B Spain
Udara Dharmasena Senior Digital Media | Neo@Ogilvy Sri Lanka
Executive
Havishmi Sivananthan Digital Media Neo@Ogilvy Sri Lanka
Executive
Luca Schneider Art Director Wirz Werbung Switzerland
Dominique Magnusson Art Director Wirz Werbung Switzerland
Meng-Ching Fan Project Manager E21 Magicmedia Taiwan
Jen-Lin Ting Copywriter Kleinerfisch Taiwan
Annop Khunwong Art Director J. Walter Thompson | Thailand
Bangkok
Thamonwan Rojanawanichkit Copywriter J. Walter Thompson | Thailand
Bangkok
Joaquin Torres Copywriter Ogilvy & Mather The Philippines
Philippines
James Dominic Mendoza Art Director Ogilvy & Mather The Philippines
Philippines
Ismail Anil Guzelis Art Director Tribal Worldwide Turkey
Istanbul
Hakan Yilmaz Copywriter Publicis Yorum Turkey
Sergii Malyk Copywriter Bbdo Llc Ukraine
Olha Bandura Graphic Designer Bbdo Ukraine Ukraine
Paula Pereira Cuhna Senior Associate Sapientrazorfish United Kingdom
Experience
Technology
Hugo Miguel Dos Santos Sousa Senior Visual Kbs Albion United Kingdom
Designer
Angela Bode Art Director Rodgers Townsend Usa
Erin Holcomb Copywriter Rodgers Townsend Usa
Vy Nguyen Thi Thanh Marketing Executive | Suntory Pepsico Vietnam
Vietnam Beverage
Giang Nguyen Dinh Senior Creative New Dialogue Vietnam
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Entrants:

Film

g)

CANNES LIONS

SCHOOL

First Name Last Name Job Title Company Country
Gold Eduardo Lubiazi Film Director The Youth Brazil
Gold Luiz Paccillo Copywriter Cp+B Brazil
Silver Sonya Persichini Copywriter Herezie France
Silver Capucine Lanz Art Director Herezie France
Bronze Jaroslav Vigh Copywriter Zaraguza Slovak Republic
Bronze Rébert Ludrovsky Director Zaraguza Slovak Republic
Isac Neto Art Director Bbdo Argentina Argentina
Florencia Morado Copywriter Bbdo Argentina Argentina
Teresa Pentzold Creative Virtue Austria
Max Hammel Producer Infamous Pictures Austria
Anastasiya Avdeyenko Copywriter Forte Advertising In Belarus
Cooperation With
Grey Global
Vladimir Varava Copywriter Forte Advertising In Belarus
Cooperation With
Grey Global
Tijs Dejonckheere Art Director These Days - Belgium
Wunderman
Jolien Tuyteleers Copywriter These Days - Belgium
Wunderman
Aleksandar Antonov Deputy Creative Next-Dc Bulgaria
Director
Yanitsa Dobreva Content Manager Next-Dc Bulgaria
Jake Bundock Art Director Rethink Canada
Andrew Chhour Copywriter Rethink Canada
Ricardo Astudillo Roa Art Director Los Quiltros Chile
Gonzalo Diaz Vargas Copywriter Los Quiltros Chile
Lea Flodgaard Madsen Art Director &Co./Noa Denmark
Anna Katrine Winblad | Nielsen Art Director &Co./Noa Denmark
Wander Mercedes Copywriter Brother Dominican Republic
Gabriel Madera Copywriter Brother Dominican Republic
Kuisma Véadnénen Creative Taivas Finland
Ida Timonen Freelancer Finland
Beka Meparishvili Executive Creative Windfor's Georgia
Director
Sandro Nakashidze Computer Graphics | Windfor's Georgia
Artist
Mo Sadeghi Junior Copywriter Weischer.solutions Germany
Marco Bienek Junior Art Director Weischer.solutions Germany
Dimitra Karagianni Associate Creative Bold Ogilvy & Mather | Greece
Director
Panagiotis Myriagkos Senior Copywriter Soho Square Greece
Zacharia Lorenz Director/Editor Dji Hong Kong
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Entrants: Film

g)

CANNES LIONS

SCHOOL

First Name Last Name Job Title Company Country
Paul Moore Creative Director Diji Hong Kong
Laura Cahill In-House Producer Rothco Ireland
Conor Hamill Junior Producer Rothco Ireland
Corina Patraucean Art Director Auge Headquarter Italy
Veronica Ciceri Art Director Rai Pubblicita Italy
Minayo Aoki Planner Dentsu Inc. Japan
Takao Mizumoto Art Director Hakuhodo Inc. Japan
Anastassiya Guryanova Copywriter Green Penguin Media | Kazakhstan
Yurii Kurov Film Producer Green Penguin Media | Kazakhstan
Diego Armando Angeles Ramirez Copywriter Nomades Mexico
Daniel Alberto Diaz Arroyo Copywriter Nomades Mexico
Nick Dellabarca Art Director Val Morgan Cinema | New Zealand
Network
Liz Richards Creative Ddb Group New New Zealand
Zealand
Christer Magnussen Creative The Oslo Company Norway
Martin Brurés Tonnessen Creative The Oslo Company Norway
Nicolas Soto Copywriter Circus Grey Peru Peru
Joaquin Belaunde Art Director Carne Peru Peru
Damian Kitowski Copywriter Vml Poland
Michal Oleksow Creative And Art Vml Poland
Director
Rita Branco Art Director Havas Lisbon Portugal
Fernando Cunha Copywriter Mustard Portugal
Christian Torres Copywriter Adworks Corp Puerto Rico
Lillinette Diaz Art Director Adworks Corp Puerto Rico
Alexey Almazov Copywriter Leo Burnett Moscow | Russia
Stepan Durov Art Director Cheil Russia Russia
Joscelyn Heng Wei Qian Art Director Mullenlowe Singapore
Singapore
Jonathan Ng Yung Sheng Copywriter Mullenlowe Singapore
Singapore
Carina Joanita Coetzee Copywriter Ster Kinekor Theatres | South Africa
Amri Botha Art Director Ster Kinekor Theatres | South Africa
Yoonsun Choi Art Director Cheil Worldwide South Korea
Yuri Cho Art Director Cheil Worldwide South Korea
Sahil Gunesekere Art Director Shift Integrated Sri Lanka
Kaushalya Kathireson Creative Group Head | Shift Integrated Sri Lanka
Ginter Zumbach Junior Copywriter Serviceplan Suisse Switzerland
Cinthia Stettler Art Director Serviceplan Suisse Switzerland
Hsin-Wen Hsu Associate Art Director | Bbdo Taiwan Taiwan
Tzu-Chin Kao Copywriter Bbdo Taiwan Taiwan
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CANNES LIONS

g)

SCHOOL

64

First Name Last Name Job Title Company Country

Yannapat Boonkate Art Director Creative Juice\ Thailand
Bangkok

Kunat Chaengcharat Art Director Creative Juice\ Thailand
Bangkok

Tomas Lievense Lievense Youngdogs Independent / Other | The Netherlands

Netherlands
Sam Du Pon Youngdogs Independent / Other | The Netherlands
Netherlands

Adil Can Ocak Copywriter Innocean Worldwide | Turkey

Abdulkadir Temir Copywriter Innocean Worldwide | Turkey

Christopher Marley Art Director Ogilvy Public United Kingdom
Relations

Briony Chappell Copywriter Oygilvy Public United Kingdom
Relations

Rodrigo Gonzdlez Francisco Creative The Community Usa

Cora Pérez Ferndndez Creative The Community Usa

Brett Simone Copywriter Publicis Usa

Lillian O'connor Art Director Publicis Usa

Huong Ngo Thien Senior Designer The Purpose Group Vietnam

Vinh Sy Huu Copywriter The Purpose Group Vietnam




Entrants:

Marketers

g)

CANNES LIONS

SCHOOL

First Name Last Name Job Title Company Country
Gold Virginia Bond Nfiez Horcajadas Product Manager Shisheido Spain
Gold Marfa Isabel Ortiz Ortega Product Manager Shisheido Spain
Silver Sachit Handa Manager Rural Hindustan Unilever India
Marketing
Silver Vikram Shashi Mohan Marketing Manager | Hindustan Unilever India
Bronze Mério Alves Brand Management | Unicer Portugal
Carlsberg
Bronze José Silva Brand Management | Unicer Portugal
Super Bock
Michael Stocks Product Marketing Google Australia Australia
Manager
Jesse Arundell Senior Open Commonwealth Bank | Australia
Innovation Consultant
Stephanie Leuthner Marketing Manager | Osterreichische Austria
Lotterien
Barbara Antensteiner Digital Marketing Osterreichische Austria
Manager Lotterien
Yelizaveta Syrokvash Marketing Manager | Game Stream Belarus
Aryna Laziuk Marketing Manager | Game Stream Belarus
Alicia Dubois Brand Manager Ab Inbev Belgium
Josse Peremans Brand Manager Ab Inbev Belgium
Kimberly Farrell Brand Marketing Google Brasil Brozil
Manager
Deborah Teixeira Marketing Analyst Johnson & Johnson Brazil
Christian Alaimo Associate Marketing | Pepsico Canada Canada
Manager Away From
Home
Mike Alaimo Marketing Manager | Pepsico Canada Canada
Gatorade
Junyi Tao Art Director Bbdo China China
Liang Liv Copywriter Bbdo China China
Maria Vargas Brand Coordinator Fifco Costa Rica
Flory Angelica Rodriguez Brand Coordinator Fifco Costa Rica
Jose Hermida Credit Manager And | Banco Popular Dominican Republic
Innovation Manager
Jhantel Hernandez Brand Manager Banco Popular Dominican Republic
Noora Kangas Copywriter Polar Oy Finland
Jukka Ahola Copywriter Polar Oy Finland
Ana Markozashvili Marketer Bank Of Georgia Georgia
Nino Ungiadze Marketer Bank Of Georgia Georgia
Krisztina Viola Nagyidai Junior Online Allianz Hungary Hungary
Marketing Specialist
Emese Bognar Marketing Specialist | Allianz Hungary Hungary
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Entrants: Marketers

g)

CANNES LIONS

SCHOOL

First Name Last Name Job Title Company Country

Rachael Crawley Brand And Vodafone Ireland
Communications
Lead Mass Segment

Paddy Carberry Sponsorship Vodafone Ireland
Specialist

Silie Seim Okstad Brand Manager Orkla Norway

Gohar Sheikh Ali Brand Manager Orkla Norway

Woijciech Kozlowski Brand Manager Kompania Poland

Piwowarska

Kamil Zug Brand Marketing Kompania Poland
Specialist Piwowarska

Stefania Bugan Junior Brand Electrecord Romania
Manager

Florentina Dumitru Junior Brand Gsk Romania
Manager

Juraj Zamborsky Business Developer Kontentino Slovak Republic

Bohumil Pokstefl Chief Operating Kontentino Slovak Republic
Officer

Umeshinie Kurukulasuriya Brand Manager Nestle Lanka Sri Lanka

Ashani Ratnayake Assistant Brand Nestle Lanka Sri Lanka
Manager

Kaan Fisek Marketing Associate | Vodafone Turkey Turkey
Manager Corporate
Segment

Tonguc Akbas Marketing Associate | Vodafone Turkey Turkey
Manager Innovation

Katherine Cummings Planner Gtb United Kingdom

Peter Oller Planner Gtb United Kingdom

Elisha Gada Content Program Dell Usa
Manager

Tom Yu Digital Marketing Dell Usa
Manager

Thao Vu Huong Brand Manager Unilever Vietnam Vietnam

Minh Nguyen Duc Brand Manager Unilever Vietnam Vietnam




Entrants:

Design

g)

CANNES LIONS

SCHOOL

First Name Last Name Job Title Company Country
Gold Kyle Schouw Designer Richardsdee Ireland
Gold Emma Wilson Senior Designer Richardsdee Ireland
Silver Magdalena Jo Umkehrer Designer Bazzoka Creative Austria
Silver Marion Fresacher Designer Bazzoka Creative Austria
Bronze Elsa Rodrigues Designer Fuel Lisbon Portugal
Bronze Inés Coelho Designer Fuel Lisbon Portugal
Sebastian Dana Visual Designer Rga Argentina Argentina
Julieta Bernstein Graphic Designer Rga Argentina Argentina
Andrei Piacherski Designer Practica Belarus
Volha Abramchuk Designer Practica Belarus
Shuang Sun Art Director Sapientnitro China
Qishan Bai Planner Sapientnitro China
Juan Manuel Prieto Moreno Art Director Mullenlowe Ssp3 Colombia
Eyleen Carolina Camargo Higuera Art Director Mullenlowe Ssp3 Colombia
Jesper Nord Designer Bold Scandinavia Denmark
Emil Holm Art Director Essencius Denmark
Inga Svandze Account Manager Windfor's Georgia
Nikoloz Monaselidze Designer Windfor's Georgia
Kerstin Kriger Junior Art Director Weischer.solutions Germany
Ines Thaller Junior Art Director Weischer.solutions Germany
Evros Voskarides Web Designer Ogilvyone Worldwide | Greece
Athens
Antonios Margaronis Web Designer Ogilvyone Worldwide | Greece
Athens
Agnes Szabo-Amon Account Executive Ogilvy & Mather Hungary
Hungary
Regina Szabé Art Director Ogilvy & Mather Hungary
Hungary
Camilla Sartor Art Director Rai Pubblicita Italy
Sofia Girelli Art Director Rai Pubblicita Italy
Leona Mori Art Director Dentsu East Japan Japan
Ippei Morimoto Graphic Designer Taki Corporation Japan
Haider Ahmad Designer Smfb Norway
Umer Ahmed Designer Smfb Norway
Mateusz Ledwig Community Manager | 180Heartbeats+Jung | Poland
Von Matt
Adam Caban Art Director 180Heartbeats+Jung | Poland
Von Matt
Alexey Kalyan Junior Copywriter Bootleg Russia
Arsen Mollakaev Art Director Bootleg Russia
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Entrants: Design

CANNES LIONS

g)

SCHOOL

First Name Last Name Job Title Company Country
Anfon Dubravec Social Media Daren & Curtis Slovak Republic
Manager And
Copywriter
Michal Salva Creative Director Daren & Curtis Slovak Republic
Falul Hallaj Senior Brand Leo Burnett Solutions | Sri Lanka
Executive Sri Lanka
Amrit Paulraj Art Director Leo Burnett Solutions | Sri Lanka
Sri Lanka
Victor Lund Motion Designer Swedish Association | Sweden
Of Communication
Agencies
Sara Eriksson Designer Swedish Association | Sweden
Of Communication
Agencies
Mitchell Diercks Youngdogs Independent / Other | The Netherlands
Netherlands
Imre Engbers Youngdogs Independent / Other | The Netherlands
Netherlands
Pylyp Bilianskyi Art Director Provid Ukraine
Vitalii Kapustian Copywriter Provid Ukraine
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PR

g)

CANNES LIONS

SCHOOL

First Name Last Name Job Title Company Country
Gold Luca Hadnagy Public Relation Hps Experience Hungary
Manager
Gold Paloma Medina Public Relation Hps Experience Hungary
Account Executive
Silver Jack Davy Senior Account The Romans United Kingdom
Executive
Silver Oftilie Ratcliffe Creative The Romans United Kingdom
Bronze Estefani Solorzano Planner Comunidad De Costa Rica
Empresas De
Comunicacion De Cr
Bronzre Christian Gomez Planner Comunidad De Costa Rica
Empresas De
Comunicacion De Cr
Philipp Schmidt Public Relations Mindworker Austria
Consultant
Sebastian Mayer Public Relations Ketchum Publico Austria
Consultant
Yuliya Znak Account Manager Prkvadrat Belarus
Viktoryia Makei Account Executive Prkvadrat Belarus
Danijel Tepsic Director Mania Bosnia & Herzegovina
Dajan Javorac Creative Director Mania Bosnia & Herzegovina
Mulan Xu Business Editor Netease Media China
Yingyi Luo Planner Netease Media China
Andrés Felipe Villalobos Mufioz Art Director Mccann Colombia Colombia
Stephanie Calderén De Barros | Copywriter Mccann Colombia Colombia
Segolene Redon Senior Consultant Havas Group France
Felix Vo Senior Consultant Havas Group France
Lavinia Haane Public Relations Weischer.solutions Germany
Consultant
Anna Schroth Public Relations Weischer.solutions Germany
Consultant
Emma Williams Associate Director Edelman Ireland
Brand
Jennifer Hyland Account Director Edelman Ireland
Digital
Noemi Fulli Public Relations Rai Pubblicita Italy
Giacomo Galli Public Relations Rai Pubblicita ltaly
Ryo Nakagawa Planner Dentsu Inc. Japan
Takuro Yamawaki Communication Dentsu Inc. Japan
Designer
Eivind Hammer Myhre Consultant Pr-Operaterene Norway
Cathleen R. Renning Pr Pr-Operatgrene Norway
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g)

CANNES LIONS

SCHOOL

First Name Last Name Job Title Company Country

Marta Zienkiewicz Social Media And Hill+Knowlton Poland
Influencer Marketing | Strategies
Manager

Jakub Kiraga Senior Account Hill+Knowlton Poland
Executive Strategies

Erica Rodrigues Communication Youngnetwork Portugal
Consultant

Eva Goncalves Communication Youngnetwork Portugal
Consultant

Sergey llyukhin Pr Manager Makelove Agency Russia

Pavel Zhukov Copywriter Makelove Agency Russia

Matog Kvas Online Specialist Seesame Slovak Republic

Martin Spellko Graphic Designer Seesame Slovak Republic

Didrik Persson Creative Wenderfalck Sweden

Katharina Sand Pr Consultant Wenderfalck Sweden

Nick Van Wagenberg Youngdogs Independent / Other | The Netherlands
Netherlands

Nevil Van Outheusden Youngdogs Independent / Other | The Netherlands
Netherlands

Bulent Can Sackan Digital Mpr Communications | Turkey
Communications Consultancy
Executive

Asli Meci Senior Mpr Communications | Turkey
Communications Consultancy
Executive

Angelina Hedra Account Manager Weber Shandwick United Arab Emirates

Mena

Viviana Villasmil Senior Account Weber Shandwick United Arab Emirates
Executive Mena

Rachel Carlisle Supervisor Ketchum Usa

Patty Bloom Senior Account Ketchum Usa

Executive
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The Jury

PRINT

PRINT & PUBLISHING CANNES
LIONS JURY PRESIDENT

Fran Luckin, Chief Creative
Officer, Grey Africa

Britt Nolan, Chief Creative
Officer, Leo Burnett, USA

Claudio Lima, VP Executive
Creative Director, Ogilvy Brazil

Daniel Fisher, Executive Creative
Director, The Martin Agency, UK

Dario Rial, Executive Creative
Director, Mercado McCann,
Argentina

Gigi Lee, Chief Creative Officer,
TBWA\Kuala Lumpur, Malaysia

Kristine Holzhausen, executive
creative Director , DDB
Dusseldorf, Germany

Marcelo Vergara, Worldwide
Creative Director, Renault,
Publicis, France

Samer Zeidan, Executive Creative
Director, bbdo, Chile

MEDIA

Harjot Singh, Chief Strategy
Officer, McCann Worldgroup
EMEA

Maribel Vidal Giménez VP
Planning Director, McCann
World Group Chile

Ben Winkler, Chief Innovation
Officer, OMD

CYBER

David Kolbusz, CCO, Droga5
London

Rohan Routroy, Brand Strategist -
SEA and GCN, Twitter

Jiri Bures Digital Creative
Director EMEA / Global Creative
Director SHELL,Imagination

FILM

FILM CANNES LIONS JURY
PRESIDENT

Pete Favat, Chief Creative Officer,
Deutsch North America

Adrian Rossi, executive creative
director, AMV BBDO, UK

Andreas Pauli, Chief Creative
Officer, Leo Burnett, Germany

Camilla Bjgrnhaug, Senior
Copywriter, TRY, Norway

Elissa Singstock, Executive
Producer, Wieden+Kennedy,
Netherlands

Erh Ray, Founder & Co-CEO, Betc
Sao Paulo, Brazil

Faustin Claverie, Executive
Creative Director, TBWA/Paris,
France

Ivan Carrasco, Creative Vice
President, Ogilvy & Mather,
Mexico

Joanna Carver, Executive
Creative Director, Grey, US

Joaquin Molla, Co-Founder
and Creative chief Officer, La
Comunidad, Argentina

Josephine Wallin, Art Director,
King, Sweden

Koichiro Tanaka, Creative
Director, Projector, Japan

Laurie Geddes, Creative Group
Head, J. Walter Thompson,
Australia

Luc Du Sault, Partner, Vice-
President & Creative Director,
Ig2, Canada

Moénica Moro, General Creative
Director, McCann, SPain

Sonal Dabral, CHAIRMAN &
CCO, DDB Mudra, India

MARKETERS
HEAD JUDGE

Karen Strauss, Chief Strategy and
Creativity Officer, Ketchum

Alastair Cotterill, Head of
Creative and Brand Strategy,
Pinterest

Andrés Ordéiiez, Chief Creative
Officer, BBDO

Patricia Dimichele, Development
Manager at Procter & Gamble

DESIGN

DESIGN CANNES LIONS JURY
PRESIDENT

Sandra Planeta, Founder &
Creative Director, Planeta Design

Dmitry Tutkov, Founder &
Creative Director, TutkovBudkov,
Russia

Eddie Opara, Partner, Pentegram
NY, United States

Jenny Ehlers, Executive Creative
Director, King James Group,
South Africa

Jonathan Burley, Chief Creative
Officer, Y&R London, UK

Karen Ellis, Executive Creative
Director, Leo Burnett, Singapore

Leong Wai Foong, Chairman and
Chief Creative Officer, BBDO,
China

Marc Blanchard, Global Head
of Experience Design, Havas
Worldwide, Global

Marie-Elaine Benoit, Creative
Director, Sid Lee, Canada

Mario Narita, Chief Executive
Officer, Narita Design and
Strategy, Brazil

Mark Sloan, Director of Design,
TBWA\Chiat\Day, United States

Mark van Iterson, Director Global

Heineken Design, Heineken,
Netherlands

Marta Swannie, Creative
Director, Brand Union, UK

Niccola Phillips, Head of Art,

g)

CANNES LIONS
SCHOOL

M&C Saatchi, Sydney

Philippe Becker, Chief Creative
Officer & Managing Director,
Sterling Brands, United States

Ruediger Goetz, Managing
Director, KW43 Branddesign,
Germany

Stephen Masket, Experience
Director, DNA, New Zealand

Suzanne Stahlie, President,
Future Brands, France

Teresa Martin de la Mata,
Executive Creative Director,
Delamata Design, Spain

Viral Pandya, Co-Founder &
Chief Cretaive Officer, Out of the
Box, India

Yoshihiro Yagi, Cretaive Director,
Dentsu Inc., Japan

PR
HEAD JUDGE

Blair Metcalfe, Client Director,
MSL

Candace Kuss, Interactive
Strategist, Director of Social
Media, Technology Speculator,
HK Strategies

James Hacking, Senior Vice
President, BlueCurrent Hong
Kong
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HISTORY OF CLIENTS AND WINNERS

1995-2017

Clients

g)

CANNES LIONS

SCHOOL

YEAR CLIENT COMPETITION YEAR CLIENT COMPETITION
2017 | Global Citizen Print 2014  The fred hollows Cyber
foundation
The Red cross PR WWF Print
Amnesty International Media Internqtllonal child art Design
foundation
Internfmonul Rescue Marketers Sense international Media
Committee
The Recording Academy Film World food programme Marketers
(RED) Cyber Barnardo’s Film
UN Women Design United nahops office on PR
drugs and crime
2016  United nations - global 2013 | Room to Read Marketers
goals
. Bill & Melinda Gates .
Gender equality Cyber Foundation Design
Health Design WADA Cyber
Migration & refugees Film Doctors Without Borders | Media
. . Macmillan Cancer .
Climate change Marketing Support Print
Education Media HelpAge International Film
Food and nutrition PR Right to Play Cyber
Water and sanitation Print MTV Switch Film
2015 WWF Film 2012 Gender Equality Cyber
Malaria no more Media Room to Read Marketers
Greenpeace Pr Health Design
Wateraid Marketers Opportunity Knocks Marketers
City of cannes Design City of cannes Design
UI:I office on drugs and Print Ul? office on drugs and Print
crime crime
A world at school Cyber A world at school Cyber
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. )
Clients o
CANNES LIONS
SCHOOL
YEAR CLIENT COMPETITION YEAR CLIENT COMPETITION
2011 PumpAid Print 2000 Médecins Sans Frontiéres | Print
. American Foundation for .
The Planet Earth Institute | Cyber 1999 AIDS Research Print
TIE Iracambi Media 199g | Variety Clubs Print
International
Global Angels Film 1997 Save the Children Fund Print
2010 Plan Print 1996 WWF Print
Channel 16 Cyber 1995 Plant-It 2000 Print
. American Foundation for .
Peace One Day Media 1995 AIDS Research Print
WSPA Film
2009 IFAW Print
Tck Tck Tck Cyber
World Food Programme Media
Film Aid Film
2008 Amnesty International Print
UNICEF Tap Project Cyber
War Child Media
MTV Switch Film
2007 Right to Play Print
International Commit- tee .
2006 of the Red Cross Print
2005 UNESCO Print
Global Buisness Coali- .
2004 tion on HIV/AIDS Print
2003 Olympic Games Print
The International Sec- .
2002 retariat for Water Print
2001 Leuka
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HISTORY OF CLIENTS AND WINNERS
1995-2017

Winners

2017
Global Citizen

PRINT

(/?)

CANNES LIONS
SCHOOL

Gold: ltaly

Silver: Austria

Bronze: Ecuador

The Red Cross

PR

Gold: Hungary

Silver: UK

Bronze: Costa Rica

Amnesty International

MEDIA

Gold: UK

Silver: Australia

Bronze: USA

International Rescue Committee

MARKETERS

Gold: Spain

Silver: India

Bronze: Portugal

The Recording Academy

FILM

Gold: Brazil

Silver:France

Bronze: Slovakia

(RED)

CYBER

Gold: The Netherlands

Silver: Denmark

Bronze: Argentina

UN Women

DESIGN

Gold: Ireland

Silver: Austria

Bronze: Portugal

2016 United Nations — Global Goals

Gender Equality

CYBER

Gold: Singapore

Silver: UK

Bronze: Brazil

Health

DESIGN Gold: Brazil

Silver: Norway

Bronze: Potugal

Migration & Refugees

FILM

Gold: France

Silver: Mexico

Bronze: Finland

Climate Change

MARKETING

Gold: Georgia

Silver: Turkey

Bronze: Canada
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Winners (’J’)
CANNES LIONS
SCHOOL
Education MEDIA Gold: China
Silver: Spain
Bronze: Chile
Food and Nutrition PR Gold: USA
Silver: Norway
Bronze: UK
Water and Sanitation PRINT Gold: Uruguay
Silver: China
Bronze: Austria
2015
WWEF FILM Gold: Germany
Silver: Australia
Bronze:Russia
Malaria No More MEDIA Gold:Autralia
Silver: Canada
Bronze:Belarus
Greenpeace PR Gold: Sweden
Silver: Colombia
Bronze: China
Wateraid MARKETERS Gold: UK
Silver: Dominican Republic
Bronze Turkey
City of Cannes DESIGN Gold: Norway
Silver: Sweden
Bronze: Brazil
UN Office on Drugs and Crime PRINT Gold: Mexico
Silver: Argentina
Bronze: Peru
A World at School CYBER Gold: Switzerland
Silver: Lithuania
Bronze: Brazil
2014
The Fred Hollows Foundation CYBER Gold: Romania

Silver: Spain

Bronze: Russia
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Winners

WWF

PRINT

(/?)

CANNES LIONS
SCHOOL

Gold: Japan

Silver: Germany

Bronze: Denmark

International Child Art Foundation

DESIGN

Gold: Germany

Silver: Sweden

Bronze: Dominican Republic

Sense International

MEDIA

Gold: China

Silver: Sweden

Bronze: Norway

World Food Programme

MARKETERS

Gold: Argentina

Silver: India

Bronze: Finland

Barnardo’s

FILM

Gold: Bulgaria

Silver: Australia

Bronze: Norway

United Nations Office on Drugs and Crime

PR

Gold: Japan

Silver: UK

Bronze: Austria

2013

Room to Read

MARKETERS

Gold: Sri Lanka

Silver: Dominican Republic

Bronze: Canada

Bill & Melinda Gates Foundation

DESIGN

Gold: Romania

Silver: Belarus

Bronze: Japan

WADA

CYBER

Gold: Russia

Silver: Australia

Bronze: Hungary

Doctors Without Borders

MEDIA

Gold: UK

Silver: Australia

Bronze: Argentina

Macmillan Cancer Support

PRINT

Gold: Mexico

Silver: France

Bronze: The Netherlands
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Winners

Helpage international

FILM

(/?)

CANNES LIONS

SCHOOL

Gold: Spain

Silver: Canada

Bronze: Japan

Right to play

CYBER

Gold: Russia

Silver: Australia

Bronze: Hungary

Mtv switch

FILM

Gold : Spain

Silver : Canda

Bronze: Japan

2012

Room to Read

Marketers

Gold: Portugal

Silver: Australia

Bronze: Canada

Opportunity Knocks

Design

Gold: Colombia

Silver: Italy

Bronze: The Philippines

Gates Foundation

Cyber

Gold: Poland

Silver: Finland

Bronze: ltaly

The Big lIssue

Media

Gold: Czech Republic

Silver: UK

Bronze: Portugal

Oxfam

Print

Gold: Singapore

Silver: UAE

Bronze: Belgium

Movember

Film

Gold: ltaly

Silver: Poland

Bronze: Chile

2011
PumpAid

Print

Gold: Autralia

Silver: ltaly

Bronze: UAE
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Winners

The Planet Earth Institute

Cyber

(/?)

CANNES LIONS
SCHOOL

Gold: Canada

Silver: Denmark

Bronze: Czech Republic

Bronze: Portugal

TIE Iracambi

Media

Gold: Czech Republic

Silver: Germany

Bronze: Brazil

Global Angels

Film

Gold: US Hispanic

Silver: South Africa

Bronze: USA

Room to Read

Marketers

Gold: The Philippines

Silver: Belarus

Bronze: Brazil

2010

Plan Press

Gold: Peru

Silver: Colombia

Bronze: Denmark

Channel 16

Cyber

Gold: Brazil

Silver: Venezuela

Bronze: Hungary

Peace One Day (POD)

Media

Gold: Denmark

Silver: Sweden

Bronze: USA

WSPA (World Society for the Protection of Animals)

Film

Gold: Korea

Silver: USA Hispanic

Bronze: Canada

Competitors selected their own real world cause

Marketers

Gold: Dominican Rep

Silver:The Philippines

Bronze: Latvia

2009

International Fund for Animal Welfare

Press

Gold: Portugal

Silver: Costa Rica

Bronze: Romania
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Winners

Global Humanitarian Forum

Cyber

(/?)

CANNES LIONS
SCHOOL

Gold: ltaly

Silver: Portugal

Bronze: Slovakia

WFP

Media

Gold: Australia

Silver: Belarus

Bronze: USA

Film Aid

Film

Gold: Mexico

Silver: Canada

2008

Amnesty International

Press

Gold:The Netherlands

Silver: Turkey

Bronze: Germany

UNICEF

Cyber

Gold: Brazil

Silver: Korea

Bronze: Latvia

War Child

Media

Gold: ltaly

Silver: Germany

Bronze: USA

MTV Switch

Film

Gold: Argentina

Silver: USA

Bronze: Italy

2007

Right to Play

Press

Gold: Chile

Silver: Australia

Silver: The Philippines

Bronze: Brazil

Cyber

Gold: Brazil

Silver: Japan

Bronze: Poland

MTV Networks International

Film

Gold: ltaly
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2006
International Committee of the Red Cross Press Gold: Poland
Silver: New Zealand
Bronze: Argentina
Bronze: Finland
Cyber Gold: Brazil
Silver: Norway
Bronze: Germany
City of Cannes Film Gold: The Netherlands
2005
Unesco: Literacy for Young Adults Press Gold: Sweden Silver: Spain
Bronze: Brazil
Cyber Gold: Puerto Rico
2004
The Business Coalition for AIDS Press Gold: ltaly
Silver: USA Hispanic
Bronze: Turkey
Cyber Gold: Portugal
2003
Olympic Games 2004 Press Gold: France
Silver: Spain
Bronze: Brazil
Cyber Gold: Brazil
2002
The International Secretariat for Water Press Gold: Finland
Silver: USA
Bronze: Italy
Cyber Gold: Brazil
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2001

Leuka 2000 Press Gold: Brazil
Silver: USA
Bronze: UAE

Cyber Gold:Germany

2000

Medecins Sans Frontieres Press Gold: Sweden
Silver: Norway
Bronze: UK

1999

American Foundation for AIDS Research Press Gold: Portugal
Silver: USA
Bronze: Turkey

Cyber Gold: Venezuela

1998

Variety Clubs International Print Gold:Portugal
Silver: South Africa
Bronze: Australia

1997

Save the Children Fund Print Gold: Argentina
Silver: Canada
Bronze: South Africa

1996

WWF World Wide Fund for Nature Print Gold: Canada
Silver: Turkey
Bronze: Colombia & Brazil

1995

Plant-It 2000 Print Gold: Norway
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PRINT CYBER MEDIA FILM DESIGN MARKETERS PR
G| s/ B|G|S B|G|S|B|G|S B|G|S|B|G|S|B|G|S|B]|TOTAL
Argentina 1 1 1 1 1 1 1 7
Australia 1111 1 112 2 1 10
Austria 1 1 1 1 4
Belarus 111 1 1 4

Belgium 1 1

Brazil 1 3| 6 2 1 1 1 1 1 17
Bulgaria 1 1

Canada 11 1 1 2 1 3
Chile 1 1 1
China 1 2 1
Colombia 1 1 1

Colombia & Brazil 1

-
o

Costa Rica 1 ]
Czech Republic 112
Denmark 2 1 1 1

Dominican Republic 1 112

Ecuador 1
Finland 1 1 1 1 1

France 1 1 1 1

Georgia 1

Germany 1 1 1 1 2 1 1

Hungary 2 1
India 2
Ireland 1
Italy 201011 111 112 1 1
Japan 1 1 1 1 1

=N WM = h O ="K O OGN =0,

-
N

Korea 1 1

Latvia 1 1

Lithuania 1
Mexico 2 1 1

New Zealand 1

Norway 1 1 1 1 1 1 1 1

Peru 1 1
Poland 1 1 1 1
Portugal 3 1 1 1 1 1 1 1 1

Puerto Rico 1

BN = |bh = NG

-
-

Romania 1 1 1

Russia 1 1 1

N QW =

Singapore 1 1
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PRINT CYBER MEDIA FILM DESIGN MARKETERS PR
G, s/ B|G|S B|G|S B|G|S|B|G|S|B|G|S|B|G|S | B]|TOTAL

N

Slovakia 1 1

South Africa 1 1 1

Spain 2 1 1 1 1

Sri Lanka !

Sweden 2 2 2 1

Switzerland 1

The Netherlands 1 1 1 1

The Philippines 1 T 0171

Turkey 2|2 111

W (o h A= N = 0O

United Arab 112
Emirates

United Kingdom 1 1 2 |1 1 2 |1

United States 3 3 1 1 1

Uruguay 1

USA Hispanic 1 1 1

N | @ |= 0 |9

Venezuela 1 1

* Cyber Young Lions added in 1999
e Film Young Lions added in 2006

* Media Young Lions added in 2008
* Marketers added in 2011

* Design Young Lions added in 2012
* PR Young Lions added in 2014
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For any other queries please contact

Laura Bishop

Laurab@canneslions.com

T: +44 (0) 20 3033 4098




