2020 IPA EFFECTIVENESS AWARDS ENTRY PACK
To win an IPA Effectiveness Award is to achieve the highest recognition by senior
clients and agency peers. The Awards set the global benchmark for excellence in
effective communications by requiring entrants to prove the increased financial value
they have created for clients.
For more than four decades, the Awards Effectiveness Databank has been a unique
and credible body of learning for the industry. Authoring a case offers a route to fame
and glory for the companies and the authors involved with them; but more than that it
also ensures you'll have proof that what you do works. And that is a powerful message
to share with prospective clients in pitches or to offer a strong case for defending or
increasing budgets in the boardroom.
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In this pack you will find the following information you need to enter the Awards:
ENTERING THE AWARDS






WHO CAN ENTER?
WHAT CAN BE ENTERED?
WHERE TO ENTER
KEY DATES & REQUIREMENTS
ENTRY FEES

THE JUDGING




JUDGING CRITERIA
SPECIAL PRIZES
JUDGING PROCESS

YOUR ENTRY






ORGANISING YOUR TIME & RESOURCES
COLLECTING DATA
STRUCTURING & WRITING YOUR CASE STUDY
OTHER HELP FOR ENTRANTS
CHECKLIST

APPENDICES:

o
o
o
o
o

GAINING CLIENT APPROVAL
GUIDANCE NOTE ON CALCULATING PAYBACK
GUIDANCE NOTE ON USING ECONOMETRICS
GUIDANCE NOTE ON REPORTING ON SOCIAL MEDIA
TERMS & CONDITIONS OF REGISTRATION & ENTRY

Good luck with your entry.
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WHO CAN ENTER?
The Awards are open to any agency, media owner or advertiser worldwide.
The IPA encourages joint Awards entries featuring more than one party, including partnerships of
agencies and clients; or agencies with different disciplines and beyond.
You do not need to be an IPA Member agency to enter.

WHAT CAN BE ENTERED?
Entries can feature communications activity involving any product category, country (or countries) or
size of budget. Brand activity can be anything from advertising to sponsorship or digital experiences
to the development of new products or service. UX, CX, product innovation, experiential, CRM,
performance activity - all the way through to mass, multi-channel advertising campaigns are welcome.
An element of the activity that the entry evaluates must have been live within the last three years of
the date of submission (i.e. between 31st March 2017 and 5th May 2020), although the activity may
have commenced much earlier.

WHERE TO ENTER?
In order to enter please visit the Awards Entry Site to upload your case study, as well as provide us
with information regarding your communications activity, case study authors, credited companies and
supplementary materials.
The Entry Site is open to pre-registrations until 29th January, and will open to full entries on 3rd of
February 2020. The Entry Site is also where you will be required to complete the Databank
Questionnaire following the submission of your entry.
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KEY DATES AND REQUIREMENTS
By 12 noon GMT Wednesday 29th January 2020



Pre-register your entry if you would like 15% discount of the final cost of your entry.
Those that pre-register their entries can also sign up for Awards Advisory Service (more
detail follows)

By 12 noon BST Tuesday 5th May 2020:


Complete online entry process, provide payment of fees and agree to Terms & Conditions.
(See Appendix for full Ts & Cs).



Upload case study of up to 4,000 words (this word count excludes any text in appendices,
titles, footnotes, charts or images). Joint entries, such as those submitted by a media agency
working with a creative agency, can be up to a maximum of 4,500 words in length with the
extra 500 words used to explain the broader context of the campaign.
Have obtained senior client and senior agency authorisation (see point 4.8 in the T&C’s). By
entering the awards you are submitting to your case study being published by the IPA and
Warc (from October 2020). Client sensitive material can be put in the appendices which are
not for publication (see T&C number x for details)
Note that hard copies of the entry paper are no longer a requirement of entry for 2020.

By 12 noon BST Tuesday 12th May 2020:


Complete online IPA Effectiveness Databank Questionnaire (this questionnaire collects key
data points on the communications activity, business objectives and market conditions; which
uniquely allows the IPA to produce seminal analysis into how communications work and how
to drive marketing effectiveness.



Entrants must supply at least one high resolution visual example of each media channel used
in the campaign.. Each example must be clearly labelled: Brand, Media etc. Entrants
submitting campaigns that feature TV advertising must upload at least one example of a TV
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execution from the campaign in question. Any video provided should be uploaded in MPEG4
formats.


Entrants are required to supply photos in high resolution JPG or PNG format photos of the
primary author(s). These will be featured alongside their paper, should they be shortlisted, in
the 2020 edition of Advertising Works.



Optional Video Summary: entrants may submit an optional case film of their work. The video
summary may also be used for PR purposes. The film file should be uploaded in MPEG4
format, and should be a maximum of 2 mins in length, and no more than 250MB in size.

Between May and July 2020:
 Judging will be taking place. You may be contacted for clarification on technical issues in this
time.

July 2020


The shortlist is announced. Celebration is encouraged!



If any of your papers are shortlisted for a 2020 IPA Effectiveness Award, you will be required to
supply promptly to the IPA a statement for publication of up to 300 words written by your client
explaining what they have done and/or are planning to do in order to embed the insights and
experiences gained from the activity featured in your Awards entry into the wider effectiveness
culture of the brand and its agencies.

October 2020


The Awards Ceremony and Dinner will take place on 14th October, during the IPA’s
Effectiveness Week 2020
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ENTRY FEES:
The IPA Effectiveness Awards exist to create a body of learning for the industry as such the Awards
are run on a non-profit basis; any fees are designed simply to recoup IPA costs.
The full entry fee is £2,050 (£2,460 including VAT)
A discounted IPA Member full entry fee is £1,100 (£1,320 including VAT)
However, below there is a summary of other discounts available:

1) Fees for registered entries:
Entrants that register by the registration deadline of 12:00 noon GMT, 29th January 2020, will
receive a 15% discount off the final, full fee of their entry. Until this date they will also be
eligible to sign up for the Awards Advisory Service* (separate fee for this service)
Registration costs £100 + VAT (if VAT is applicable). This payment acts as a non-refundable
deposit towards the final cost of the full fee. (For advice on how VAT rules affect non-UK
Awards entrants, please see the full T&Cs.). Registration is however, not mandatory.
IPA member agency - £935 (£1,122 including VAT)
Non-IPA member - £1,742.50 (£2,091 including VAT)
The £100 registration fee will be deducted from the above costs.

2) Joint agency entries:
Agencies submitting joint entries, including non-members partnering with IPA members, can
share payment of their fees. In the case of a joint entry by an IPA member and a non-member,
the fee payable will be the lower, IPA member rate.
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3) Fees for Awards Advisory Service
Up to the 29th January 2020, registered entrants can also take advantage of the Awards
Advisory Service. This service pairs entrants with an awards expert (previous author, judge,
entrant – see ipa.co.uk/effectiveness/advisory (check for full details on our experts) during the
writing and entry process to help them create the best possible case study from their material.
Access to the Awards Advisory Service costs £400 + VAT and is payable at registration (up to
29th January, 2020.)
This Advisory Service is provided free of charge to IPA member agencies who have never
previously entered the IPA Effectiveness Awards. To find out if you are eligible and to obtain a
waiver code please contact awards@ipa.co.uk. Full details on the service are available here.
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JUDGING CRITERIA
Above all, judges are looking to reward the entries that most persuasively establish the link between
communications activity and an increase in financial value created for the client organisation.
Other key criteria are:
Financial contribution: how impressive is the financial contribution of the activity to the
business?
Strength of proof: How convincingly and credibly does the paper establish the link between the
activity and financial contribution?
Clarity of case: How well written, structured and presented is the case?
Scale of task: How difficult is the task undertaken?
Strength of solution: How imaginative or difficult are the strategic, creative or media solutions
employed in the case?
Use of channels: How well did the entrant exploit and evaluate channels?
Scale & breadth of impact: How big and wide ranging was the impact of the activity, relative to the
investment made?
Learning and new thinking: Does the case provide useful learning for others? And/or has it
taught us anything new about how communications /design/technology work or about how to
evaluate them?
Of these criteria, the most important are the financial contribution and strength of proof.
Performance in these areas often determines whether an entry wins an Award and whether it is a
Gold, Silver or Bronze.
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SPECIAL PRIZES
All entries are eligible for a Gold, Silver or Bronze award, and there are no categories which restrict
entries. The Grand Prix is awarded to the Gold-winning paper that is considered the most outstanding
by the judges. The judges also award special prizes in the following areas:

Best New Learning (The Channon Prize)
Awarded by the Industry panel (see judges section below), this prize rewards the best contribution to
new learning in terms of insight, deployment, ideas and/or measurement and evaluation.

Best Dedication to Effectiveness (The Simon Broadbent Prize)
The Industry panel will award this prize to the client company that has consistently demonstrated its
commitment to effectiveness and evaluation.

Best International (The Tim Broadbent Prize)
Awarded to the best paper entered by a non-UK agency.

Best Multi-Market
Awarded to the best paper which demonstrates the effects of a campaign in more than one market.

Best Small Budget
Awarded to the best paper with a total marketing communications budget under £2.5million.

Best Use of Data
Awarded to the best paper demonstrating innovative use of data to fuel new routes to
communications strategy

Best Contribution to Effectiveness through Technology (President’s Prize)
Awarded to the best paper demonstrating the most effective use of technology to help reimagine how
a brand engages with its consumers.

Grand Prix
Awarded to the single best paper from among the Gold-winning awards.

Effectiveness Company of the Year Prize
This Prize will go to the organisation that accumulates the largest number of points (according to the
points system set out below) from at least two papers in any one year of the Effectiveness Awards.
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Effectiveness Network of the Year*
Awarded to the best agency network that has had at least two winning papers from at least two
agency offices according to the points system below:
Points system:







Gold 6
Silver 4
Bronze 2
Grand Prix 3
Channon Prize 2
Special ** 1

* If the companies are part of the same network then only one company will accrue points on behalf
of that network towards Effectiveness Network of the Year.
**excluding the Best Dedication to Effectiveness Award.

2020 IPA Effectiveness Awards Entry Pack

Page 10

JUDGING PROCESS
Awards entries are judged by a Technical, Industry and a Client panel.
The Technical panel judges all entries on their evaluation methods. This includes a detailed analysis
of entries using econometrics, attribution modelling, area test, extrapolation, or client financials or
other methods.
This panel exists purely to validate or question the methodology applied. It does not award prizes, but
makes recommendations to the Industry panel based solely on the technical details supplied (and
may require further details to be supplied from entrants). For more information on what information
needs to be supplied to validate an econometrics model in the Awards, see the guidance note later
on in this pack.
The Industry panel is comprised of expert practitioners from a variety of marketing disciplines. It
assesses all entries and draws up a shortlist of papers, ensuring that each has clearly demonstrated
the payback on its marketing investment. The Industry panel also awards two of the special prizes
(the Channon Prize and the Simon Broadbent Prize).
The Client panel comprises senior advertiser figures. After the Industry panel has created the
shortlist of papers, the Client panel decides whether each paper is worth a Bronze, Silver or Gold,
and agrees the overall Grand Prix winner. The Client panel also awards most of the Special Prizes.
All papers that are shortlisted win an Award of some type.
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ORGANISING YOUR TIME & RESOURCES
Creating a winning entry requires more than just impressive thinking and writing. It also involves
creating and collating disparate material (text, images, data etc.), collaborating with different parties
(managers, clients and co-authors) and managing deadlines.
Bear in mind that, in addition to uploading a case study, entrants also need to complete the IPA
Effectiveness Databank Questionnaire and to provide supplementary materials such as hard copies
and visuals that are used for judging and PR purposes. By creating an entry plan early on, you can
keep the process manageable, predict bottlenecks and boost your chances of success.

This plan will likely need to cover areas such as:
Whose sign-off do you need on both the agency and client side, and who will manage these
relationships to ensure parties provide consent in good time?
Can you create a writing team with other agencies/partners to share the work and/or improve
the overall case?
Who is in charge of logistics (writing sections/arranging payment of fees/collecting
data/researching images/pre-registering and uploading your entry on the IPA
website/supplementary materials)?
What are your internal deadlines for completing different elements and drafts and who will
enforce them?
Can you set up a regular time to review progress and invite feedback? Can you get away from
the office (and its distractions) to do this review?
Do you have a final ‘fresh pair of eyes’ to proofread your work?
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SAMPLE 2020 AWARDS ENTRY TIMELINE
October/November:






Download Awards packs from the IPA website. Start internal selection of potential entries.
Audit what data you have and alert clients about cases likely to be submitted.
Trawl third party data (e.g. market research) to fill gaps in your proof.
Secure client approval for use of data.
Confirm list of awards entries and tell clients.
Investigate using IPA Awards Advisory Service for mentoring.

November/December:


Commission the writing, visual and any additional data elements.

January:





Complete all data gathering and start securing any needed copyright permissions.
Finish data analysis and econometric modeling (if used). Make sure you refer any
econometricians to the Econometrics Appendix Guidance.
Write/review first draft, starting with your results section.
Register by 12 noon GMT 29th January to receive 15% discount on final entry fee, also the
final chance to sign up to the IPA Awards Advisory Service.

February:
 Write/review second draft. Complete all imagery requirements and consider whether you are
going to submit a video summary. Share a draft with client & managers. Complete any
necessary copyright permissions.

March - May:





Review third draft and obtain final sign-off from clients and managers. Final proofing and
checks.
Organize supplementary materials.
Upload entry and start to complete IPA Databank Questionnaire well ahead of Closing
Deadline 12 noon BST 5th May 2020.
Deadline for completion of IPA Databank Questionnaire, client statement, supplementary
creative materials for publication, submission of author photos and optional video summary
due 12 noon BST 12th May 2020.
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Effective case study writing starts with effective case study reading; learn from what has worked
before you.
Spark thinking about your entry by reading previous winning cases on the IPA website
(www.ipa.co.uk/ease) or via our publishing partner, Warc.
Among the 1,500 plus Effectiveness Awards cases in the Databank, you should be able to find
examples of cases featuring brands, categories, and communications tasks similar to yours
(ipa.co.uk/ease).
If there are no comparable cases from the history of the Awards, you can turn this to your advantage
by emphasizing the unusual nature of your campaign (see more advice below on “Structuring and
writing your entry”).
Whether you read many or few previous winners, you should note how clearly each addressed the
judging criteria. You are advised to ensure that your submission does the same.
Before you get started you might want to consider drafting a ‘bare-bones strategy’. This will help
determine whether the case is a strong one, which gaps need filling and, critically, the angle and story
you want to tell.
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COLLECTING DATA
Collecting and presenting the right data to demonstrate your effectiveness is a vital part of creating a
winning Awards entry. In fact, you should prioritise this part of your entry and write it first.
You should aim to have at least one ‘killer’ chart that provides a clear visual summary of the beneficial
impact of your activities.
It is important that you think broadly about the types of data that you could analyze either to provide
evidence that your activities worked, and/or to show that this effect was not due to other factors.
To prompt your thinking, we have listed below several types of data that you could collate and chart
to prove the effectiveness of your marketing activity.
However, the Awards judges will also be looking to reward authors who innovate in the data they use
to make their case, so you should feel free to cite other datasets not listed here.

Business results
●

Return on marketing investment – specifically profit ROI, (other ROI e.g. Sales/revenue ROI
can be a bit misleading).

●

Other sales related results – e.g. sales uplift Year on Year, performance in the context of
market/key competitor results.

●

Pricing elasticity changes/promotional efficiency.

●

Additional effects for the client – e.g. Increase in productivity, or cost savings.

●

Share price shifts.

●

Additional value created for business such as:
○

Mitigated risk of roll out of campaign to other markets.

○

NPD spin-offs as a result of the campaign idea (e.g. sponsorship, apps, new products,
partnerships etc.)

○

Beneficial results on distribution/channels.

○

Employee value added (see behavioural results below)
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Behavioural results
●

Penetration/numbers of new customers or enquiries, levels of repeat purchase vs. previous
years, changes in spend etc.

●

Profile of customers versus targets.

●

Promotional participation effects.

●

Employee behavioural effects e.g. recruitment response/ improvement in employee
churn/sickness days.

●

Quantitative proof of changed behaviours or even future-facing effects of behaviours that have
not happened/anecdotal proof of effects where behaviour cannot be quantified directly.

Stakeholder mindset shifts
●

Quantitative data – e.g. audience brand tracking over campaign period or other data sources
such as Brand Index or brand image maps pre and post campaign.

●

Qualitative data – e.g. consumer perceptions pre and post campaign.

●

Improvements in staff perceptions/morale through internal communication e.g. A company
people are proud to work for.

Activity response results
●

Digital metrics – e.g. social media mentions, video views, site visits, increase in followers/fans
etc.

●

Clear comms awareness/messaging out take, e.g. from tracking.

●

Content participation e.g. online.

●

PR – e.g. PR worth, PR opportunities to see, coverage etc.

●

Media metrics – e.g. media payback.

Reputational results
●

Special mentions/quotations – e.g. by senior clients/ industry/city representatives.

●

Awards won by the communications.

●

CSR benefits that the campaign had e.g. increased perceptions that the brand does good.
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Other broader impacts
●

Learnings in the use of an unusual creative process e.g. Photos/ drawings/psychologists etc.

●

Any use of the campaign as additional resources e.g. If it is deployed in schools as a learning
aid.

Contextual isolation of effects
Any other data that you’ll need to explain in order to help you isolate exactly what the activity
contributed towards/caused versus all the other factors that may explain those same results.
●

Price, promotional activity, distribution, competitor/overall market activity and results, seasonal
patterns, other campaigns by the brand that may have caused contributed to success.

●

Any evidence of how the competition did it the usual way and achieved lesser results.

●

Benchmarks of expected effects based on previous media spend.
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STRUCTURING & WRITING YOUR CASE STUDY
There are many different ways to write your case study, but two points always hold true.
First, most of your energy and word count should be focused on proving the results and payback from
your activity.
One former IPA judge and serial Awards entrant estimates that the first third of an entry should be
dedicated to describing the problem facing the organisation and its solution. The remaining two-thirds
should be allocated to demonstrating the proof of effectiveness and financial contribution from the
marketing investment.
You should also be able to summarise your overall argument for effectiveness in one paragraph, or
better yet, in one sentence. And your “killer chart” should be able to present this in visual terms.
Bear in mind that proof is a dual concept. You should be able to prove there was a significant
improvement in performance during the period the activity ran and that this benefit cannot be
attributed to other factors such as promotions, pricing, seasonality, distribution increases, underlying
market growth, competitor weakness and so on.
Following is an outline that might be helpful to think about as you compile your case:

1) Explain the background
This should be in the context of the commercial situation of the brand, going back several years (if
needed) before the campaign. If the campaign in question has a public policy objective, you should
explain the background that shaped this objective.

2) Define the problem and the role for your activity
Define the objectives as:
i.
ii.

Commercial objective – e.g. Increase profits/revenue by X% within X year(s) of the
campaign
Marketing objectives – e.g. Increase penetration of the target audience by X% within Y
period of time
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iii.

Behavioural objectives – If your case study features a public policy campaign, you may
also want to identify specific behaviour change targets e.g. reduce incidence of drink
driving by X%

What was the role for your activity? You need to define this clearly. What was the problem that
communications could solve?

3) Strategy (you need to bring this to life in the most engaging way)
How did the agency get to its solution or approach? What did you do? Research? Qualitative?
Quant? Be honest about the idea’s origins – sometimes it’s just a brilliant creative flash (although
you’d expect the groundwork to have been prepared correctly). Clearly define the strategy in as
engaging a way as possible. Make sure that you articulate each part of the strategy clearly.



Media strategy
Creative strategy

4) Results
This section should take up about 50% of the paper if not more. Re-list the objectives above and then
go out to prove them beyond doubt.






What happened? Profits went up, sales rose, web visits increased, etc.
Why it happened (linking it to the activity), this is about using ad/brand tracking and other
consumer metrics to show the link between the impact and the campaign.
Discounting all other factors (look at everything and don’t ignore anything – the judges won’t).
Attribution model/Econometric model/Area test/Extrapolation/ Client financials (forecast of
sales vs. actuals). See Guide to Econometrics on p. 34
Any other manifold effects that could have been due to the activity (e.g. employee satisfaction
rose due to the campaign).

Throughout you should refer back to the full set of Judging criteria to ensure you are building the
kind of case that will win. Here are some points you might want to consider:
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Financial contribution:
Have you fully accounted for all the ways in which your activity has created financial value for
the client organisation? This includes if your campaign has a public policy aim (e.g. antismoking) which triggered measurable reductions in health costs.
Strength of proof:
Be as precise as possible about what happened as a result of the work and when it occurred.
Be clear about what method or combination of methods you are using to prove the impact of
what you did.
Clarity of case:
Would your parents understand what you have written? Have you avoided all jargon? Is it
clear what activity you did and where and when you did it?
Scale of task:
Where appropriate, emphasise the difficulty of the task you undertook, especially if it had never
been done before; contrast the situation before and after the activity.
If there are no comparable cases from recent Effectiveness Awards, let the judges know this.
If precedents do exist, show how much harder your objective was to achieve than that of
previous winners.
Strength of solution:
What was clever or new about your solution? Underline how innovative or risk-taking your
approach was by contrasting it to previous efforts by the brand or by its peers. Once again,
citing earlier IPA cases can support your argument.
Use of channels:
If your campaign used an unorthodox channel or deployed an established channel in an
unorthodox way, emphasise this. Or you might want to consider not only traditional ways of
evaluating by medium but the importance of emerging multi-platform channels across
Paid/Earned/Owned channels.
Show how all your channels worked together, with a specific role identified for each.
If you are a media agency submitting an entry by yourself or in partnership with another group,
this is an opportunity to be precise about the size and characteristics of your target audience
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but also to humanize your consumers, discussing their use of media and any relevant
behaviour.
It is worth remembering that joint entries can avail themselves of a word count of up to 4,500
rather than the standard 4,000, so make good use of these extra words to explain your broader
approach.
Scale and breadth of impact:
How big was the result in both the short-term and long-term, relative to the investment made?
If you have the data, compare the impact of this campaign to that of previous campaigns by
the brand or by comparable organisations, including any that won IPA Effectiveness Awards.
Think in terms of the size of the profits generated/or costs saved by the campaign and not just
sales.
Learning and new thinking:
What new thinking does your case contribute towards? This could relate to measurement,
strategy, media planning, creative expression or other elements.
Your contribution could apply to use of new techniques, innovative channels, theory or
practice, and/or geographic or product markets about which little has been written.
Familiarity with previous IPA winning cases will allow you to establish the elements that are
genuinely new and significant about your entry, and highlight these to the judges.
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OTHER HELP FOR ENTRANTS
The IPA wants you to succeed with your entry. For this reason, it provides other resources for Awards
entrants.

1) Guidance notes
Check out our guidance notes on using gaining client approval, econometrics, calculating payback
and/or reporting social media in the attached appendices.

2) Awards Advisory Service:
Entrants who register their entry before 29th January 2020 can take advantage of a discount on a
special Awards Advisory Service which will pair them with an experienced mentor to help them create
the best possible case. The service covers five hours of the mentor’s time for each paper worked on.
This help includes feedback and meetings with the mentor to discuss different drafts of the entry. Find
out more about the Awards Advisory Service here.

3) Top tips from past winners
Read Les Binet author of two IPA Effectiveness Grand Prix winning papers and more ‘How to write an
IPA Effectiveness Paper’ or download the slides here

4) Check out previous winners
Read past case studies here or if you are a WARC subscriber they are all available there. It would
also be worth checking out all the 2018 Winners here.

5) Workshops, Webinars and Roadshows
Throughout the entry period the IPA will be conducting workshops, webinars, roadshows and other
events. Keep your eyes peeled on ipa.co.uk/effectiveness

6) Help by email
For other questions related to the IPA Effectiveness Awards, email awards@ipa.co.uk. If you are an
IPA member, you can also commission detailed information searches for your entry from our Insight
Centre (insight@ipa.co.uk).
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CHECKLIST
It is worth a final run through to check that you have fulfilled everything on the list
below. Have you…
 Obtained consent from senior representatives of your agency and your client?
 Checked your case study is no more than 4,000 words in length (this word count
excludes text in appendices, titles, footnotes, charts or images) or 4,500 words
for joint entrants?
 Prepared your 100 word entry summary?
 Reviewed all images and charts in your case study for legibility?
 Provided an appendix explaining your model and method for econometrics or
attribution models, if used.
 Completed the online entry process including supplying all contact and
authorization details, payment of fees and agreement to the Terms & Conditions?
Supplied the IPA with…






Author photos
Supplementary creative materials for publication
Video summary (optional)
Filled in the online IPA Databank Questionnaire
Client statement

Congratulations - you are now in the running for an IPA Effectiveness Award.
If you have any remaining questions about the Awards, please email
awards@ipa.co.uk
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APPENDICES:
The following guidance notes are supplied and should be referred to when appropriate:
1) Gaining Client approval
2) Calculating payback
3) Using econometrics
4) Reporting on social media

All entries must comply by the terms and conditions please see attached.
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Appendix 1.

GAINING CLIENT APPROVAL
All entrants have to obtain formal permission from clients for their Awards entry to be published.
For the reasons detailed below, we recommend that you ask for client approval for the final draft of
your case no later than April 24th, 2020 – two weeks before the final deadline for case study entry.
In this section, we offer suggestions - some for good practice and some for arguments which can be
deployed to ensure that your client makes an informed decision and that your effort is not wasted on
unpublished cases.
The main, if not the only, reason for refusal to grant permission is concern that publication will bring
confidential, commercially significant client data into the public arena.
It is important to restate at the outset, therefore, that the risk of this disclosure is inherently small and
often non-existent.
Any commercially important data can be put in appendices that will be seen by judges but not
included in the published version of the entry, and can also be masked by using selective quotation or
indices to represent scale of impact rather than actual business figures.
You can find many examples of cases employing indices to good effect in the IPA Databank.
The fact is that data can be up to three years old when it is submitted in an IPA Awards entry. It will
be several more months before the final case is published because of the lag between entering a
case into the Awards and its publication.
By the time case study data is made public, therefore, it is either likely to be out of date or well known
by the brand’s competitors, especially if the campaign in question has been successful.
However, some companies, particularly US-owned ones, have strict policies about disclosing any
information regarding their business. It may not be possible to get around these, so it is worth finding
this out early on.
Conversely, do not assume that permission will be withheld until you have asked and done your best
to persuade the client in question. Such disclosure rules typically relate to new information. They do
not tend to apply if information is already in the public domain by means of annual reports and public
filings etc. by clients.
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Below, we list further suggestions and arguments that may help you make the case for publication:
1. Maximise your chances of getting permission to publish by identifying and contacting early on the
individual who needs to give approval. If it is a very senior person, an approach by a top agency
person may oil the wheels and emphasise the value the agency attaches to the Awards.
2. Seek approval from the most senior client possible. Sign-off should ideally come from the brand’s
Managing Director or CEO, not just the Marketing Director. An approach to the top usually flushes
out any issues and gives plenty of time for a rational debate. It is a fatal error to get a 'soft'
authorisation at the Marketing Director level or below, only for that person to decide that – having
seen the final paper – he or she needs to get sign-off higher in the organisation. At a very late
stage and under time pressure, it is hardly surprising that a Managing Director or CEO will often
opt to say 'No' to a request for publication.
3. Assure clients that they will be able to vet the paper in question before entry and that you will
submit it to them in sufficient time for them to read it and for you to make any changes requested.
Do your best to find out about the key person's availability in Jan-March and do not forget that
reading your case study is unlikely to be a priority for them, so the earlier you can provide them
with a final draft, the better. Consequently, we would suggest that you need to finish your final
draft and send it to the client no later than 20th April 2020 – or two weeks before the final
deadline for submitting the case for entry to the IPA.
4. Make full use of appendices. If the use of indexing and other techniques such as industry average
figures fails to reassure your client, point out that you can include data in an appendix which will
be read by the Judges but not published to a wider audience. Since clients' anxieties typically
relate to their data falling into the public domain, this should alleviate concerns. Indeed,
econometric and attribution-based entries must include an appendix setting out the assumptions,
methods and calculations used.
5. Establish as early as you can any sensitivities for the client, and see if you can agree ground rules
for excluding or disguising via selective quotation or indexing. Try to clarify how the client thinks
any particularly sensitive information could be used by a rival.
6. Some clients have a misguided view that only an agency will benefit from winning an award. Point
out that the IPA Effectiveness Awards benefit advertisers by improving the industry’s overall
standards of evaluation and by making establishing proof of effectiveness a higher priority for
agencies. In fact advertisers are increasingly entering the awards themselves (see Direct Line,
2016 & 2018)
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The Awards depend on clients allowing cases to be published in detail and the high global
standing of the communications sector in the UK has been enhanced by this culture of openness
over the last three decades.
An IPA paper can also be of invaluable use within the client's own organisation. It can be used to
vindicate the key role that marketing plays in the organisation and to validate the effectiveness of
investment in advertising, media and marketing communications to the company’s main board, to
shareholders and to the City. In addition, the Awards reward both the client and agency while
creating good PR for the brand.
7. More than 1,500 Effectiveness Awards case studies are listed on the IPA Databank and more
than several hundred appear in the Advertising Works series of books. Many of them feature blue
chip companies and you should feel free to cite this fact to any anxious client. Across many years
of publishing the Awards cases, there are no known instances of a competitive disadvantage
being suffered by a brand as a result of being featured in a case study.
8. If you have a client who has published an Awards case and been successful in the past, you might
even try and enlist his/her help in persuading a more reluctant client.
9. The evidence suggests that if a client and agency form a team to produce an entry paper, it can
have a beneficial effect on their working relationship. Writing an effectiveness case may involve
getting answers to questions the client and agency don't often ask, and it means they will probably
get a lot of useful analysis and extra work done for the brand.

If you think it would help, the IPA is happy to meet with any client who may have concerns about
allowing an entry.
Please contact the Awards team, at the IPA on +44 (0) 207 201 8266 to make an appointment for IPA
Director General Paul Bainsfair to meet with the client in question.
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Appendices 2:

GUIDANCE NOTES ON CALCULATING PAYBACK
If your paper describes an activity for a commercial business you must demonstrate that the
campaign in question created financial value for the client organisation. Ideally, you should try to
prove that the activity paid for itself and generated a net profit.
Even if your case study is from the not-for-profit sector, your paper must estimate the financial value
created by your activity.
The basic calculation
Below, there is some guidance on how to calculate the financial payback from your activity.
For a campaign that aims to generate sales, for instance, the steps involved in the calculation should
be as follows:
1) Calculate the value of incremental sales
First, estimate the total value of the incremental sales generated by the campaign. To do this,
you will need to estimate the ‘base level’ of sales – i.e. sales that would have been made even
if the work hadn’t run.
Incremental sales is then simply calculated as:
Incremental sales value = Actual sales value – Base sales value
Common methods for calculating base sales include econometrics (see below), regional
analysis, and extrapolation from previous historical trends or industry estimates. However, you
should aim to find new and better ways of measuring this incremental effect.
2) Calculate incremental sales revenue
Next, you need to calculate the incremental revenue to the client from the incremental sales.
This is usually less than the incremental sales value, because retailers and other
intermediaries take a cut.
The calculation is:
Incremental revenue = Incremental sales value – Intermediary margins
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3) Calculate marginal contribution to profit
Extra sales lead to extra revenue, but they also lead to extra costs. As sales go up, clients
need to buy more raw materials and pay more wages.
Incremental costs = Variable cost per unit x Incremental units
These costs need to be deducted in order to work out the payback. The best way to do this is
to work out the variable costs associated with each extra item sold, and then subtract them.
The resulting number is called the marginal contribution.
Marginal contribution = Incremental revenue – Incremental costs
Alternatively, if you don’t have P&L data, you may be able to estimate the marginal contribution
by knowing the client’s average profit margin:
Marginal contribution = Contribution margin x Incremental revenue
[Note that this method may underestimate payback, since the margin on an extra sale is often
higher than the average contribution margin of a sale. If you can find a more accurate estimate
of the marginal contribution from the client or industry sources, then consider using this figure.]
4) Calculate net profit
The net profit generated by the campaign is then simply the marginal
contribution minus the cost of the campaign:
Net profit = Marginal contribution – Cost of Campaign
This is the ultimate measure of effectiveness, the measure of how much money the campaign
made for the client.
5) Calculate return on investment
However, you may wish to include a measure of financial efficiency as well, in which case you
should calculate the return on marketing investment (ROMI).
If you have the necessary figures to input, you can also use the IPA’s free ROMI calculator to
calculate the efficiency of your communications activity or to confirm your own estimates of
this.
ROMI simply expresses net profit as a percentage of campaign cost:
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ROMI = (Net profit)/(Cost of campaign) x 100%
ROMI is a useful measure, because it allows you to compare the efficiency of different
campaigns with different budgets. It also allows you to compare the return from your campaign
with returns from other investments.
However, it is important to remember that ROMI is a measure of efficiency and not
effectiveness, and the IPA Awards reward effectiveness, not efficiency per se.

Common mistakes in calculation
A recent review of IPA entries revealed that a high proportion miscalculated payback in one way or
another. Here are some common mistakes:
1) Assuming all sales growth is incremental
Your work may not be the only reason why sales increased. If it was, then you should make
sure you have proven this beyond doubt by ruling out other possible causes.
If other factors did play a role, then you should try to disentangle their effects. Econometric
modelling is one way of doing this. Another is to use some kind of regional analysis, comparing
regions or countries where the campaign ran with those where it didn’t.
Conversely, just because sales didn’t grow very much, it doesn’t mean that the campaign
didn’t work. Perhaps sales would have declined without it.
Once again, econometrics and regional analysis can help. Or you may simply be able to
extrapolate from historic trends.

2) Assuming all direct sales or promotional sales are incremental
It is common practice to measure the sales effect of a piece of direct response activity
(whether online and offline) by counting the number of people who responded to it, and then
counting how many of them went on to buy the product.
However, this calculation assumes that all of those sales were incremental sales generated by
the direct response activity. In fact, some of those people would probably have bought the
product anyway, even if they hadn’t been exposed to the activity.
Rigorous evaluation of direct response should take account of this. You should try to estimate
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the base level of sales that you would have achieved without the activity, and calculate
incremental sales as in step 1 in the calculation above.
Similar problems exist when evaluating promotions. The number of packs sold on offer is not
the same as the number of incremental packs sold, because many of those packs would have
been sold anyway.

3) Treating revenue as profit
Many IPA authors seem to be confused about the difference between revenue and profit. If a
campaign costs £1m, and generates £10m worth of sales, then it is not true that it pays for
itself 10 times over. Once the retailer has taken his cut, and the extra manufacturing costs are
taken into account, it is quite possible that the campaign made a loss.
Where this is possible, entry authors should try to give an indication of the profitability of the
campaign. This may be difficult, since clients are often reluctant to share data on profitability.
However, there are various ways in which profit figures can be disguised so as to avoid any
fears about confidentiality. You are advised to study previous papers to see how other authors
have tackled this issue.

4) Miscalculating net profit
When calculating net profit, you should subtract off incremental variable costs (the cost of extra
raw materials, wages, etc.) as well as the costs of the campaign itself. You should not subtract
off any other fixed costs, otherwise you will underestimate the payback from your campaign.
Similarly, if you calculate net profit by applying an average percentage profit margin to the
incremental sales revenue, make sure you use the right margin. The figure you want is the
contribution margin, which is the profit margin before fixed costs are deducted. Don’t use the
overall profit margin, otherwise you will underestimate payback.
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Further refinements
The basic calculation outlined above is fine for simple marketing effects, but there are various ‘longer
and broader’ effects of communications that you may wish to consider:
1) Supporting higher prices
Rather than increasing volume, your campaign may be allowing the brand to sell a higher
percentage of its sales volume at full price compared to on promotion, or the campaign may
even have helped a brand to increase its prices. Measuring such effects is tricky, and may well
require econometrics. However, the payback calculation is basically the same as before,
except that the increase in sales value comes from higher prices.
2) Reducing costs
In principle, marketing can also reduce costs. For example, trade marketing, internal
communications and recruitment advertising are all likely to have an effect on costs.
Measuring such effects is hard, but the payback calculations do not change significantly,
except that the incremental costs now become incremental cost savings.
3) Longer-term payback
If your campaign has longer-term effects, then the payback calculations do become more
complex. First, you may need to project the incremental sales, revenue and costs into the
future. This will typically require some kind of forecasting model.
Second, you need to take account of the time value of money. A campaign that generates
£1m over the next five years is not as valuable as a campaign that generates £1m this year.
Get a financial expert to help you here. Accountants have a technique called discounted cashflow analysis (DCF) for dealing with this. You should always use DCF when dealing with
longer-term effects.
DCF allows you to calculate the ‘net present value’ (NPV) of any flow of money over time. Use
DCF to calculate NPVs for incremental sales, incremental costs and campaign costs. Then
repeat the basic profit calculation outlined above using NPVs for all values.
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4) Creating options
Marketing may create options to launch new products or enter new markets. Little has been
written on this aspect of marketing.
5) Changing market expectations
By improving the market’s expectations of a product or company’s performance, marketing
may increase the product or company’s financial value. Increases in the financial value of
brands or in a share price can generate real financial returns for the owners. Linking these
effects to marketing presents an interesting challenge to authors.
6) Reducing the cost of capital
If your campaign causes the City to reassess your client’s company, then one effect of this
may be to reduce your client’s cost of capital – i.e. the cost of raising money or refinancing
existing debt with banks and investors.
Again, little research has been done on this effect, although the potential benefits for firms with
large amounts of debt may be large.
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Appendix 3.

GUIDANCE NOTE ON USING ECONOMETRICS
Using econometrics is optional in the Effectiveness Awards.
Typically, just under half of recent Effectiveness Awards winners employed econometrics in their
entries.
With the right data, however, econometrics can measure and demonstrate the impact your
communications had on sales and profit. It can even forecast the effects of future campaigns.
This can make it an invaluable and persuasive part of the payback demonstration in your submission.
However, if you use econometrics, it is vital that you include an appendix in your submission with
full details about the modelling process, the data used, definitions and any other material that would
allow the judges to see how you have arrived at your econometrics-based claims.
This appendix should include technical information such as the particular econometric approach
taken, variables used and rejected, testing methods and model structure. For these reasons it is
appropriate that this appendix is written by the econometrician involved and not the case’s main
author (if different).
The appendix will not be published, only the IPA and judges will see it in confidence for judging
purposes. You can find advice on how to write an econometric appendix here.
For those who are not econometricians but are interested in understanding more, or commissioning
an econometric study to be used as part of an Awards entry, the IPA also has an introductory guide to
using Econometrics.

What to submit in your econometric modelling appendices
Following is advice on what to submit in support of your model. It’s important to note that only about
half of the papers shortlisted for an award use econometrics; and that econometrics can’t make up for
a weakly argued case, so you shouldn’t rely completely on econometrics to prove your case.
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Introduction and overall purpose of the appendix
The judges need to be confident that the modelling included in a paper is robust and that the
approach taken was appropriate. All the technical judges are practising econometricians. They are
thus fully aware that this means different things in different markets.
The appendix should demonstrate that the model(s) as a whole are valid and this is what the
technical judges will be assessing. This is in terms of their functional form (e.g. log, non-log), their
parameter values and also the properties of their error structures. The list of tests below is therefore
designed to be a guide, but may not be appropriate to every type of model. Please feel free to adapt,
if your particular situation requires a different set of tests.
Where models are supporting new learning about the nature of any communication effects, validation
is particularly important, as it needs to be clear that this is a genuine finding, not a chance result.
Within the body of the paper itself, it is always useful to show how econometric results and other
research outputs fit together to build the story, as this both strengthens the argument and enables
non-technicians to grasp what the modelling adds.

How much of the actual model do you need to show?
Commercial confidentiality can preclude showing the actual model equation(s) and sometimes even
the exact data on which a model was based. But it should always be possible to present a list of
factors included and to show the residuals (if not the actual and fitted plot itself). The residual plot is
vital. The error structure gives the judges an initial overview of a model’s likely properties.
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What should you aim to provide / show?
1. Brief description of the model and data used. It can sometimes be helpful to acknowledge any
data limitations here and say how you have surmounted them or what implications they have
for the results.
2. Dependent variable (and if transformed, how).
3. Model fit (both R2 and model standard error) and Sum of Squared Residuals.
4. The estimation technique used. If not an obvious choice, a brief explanation as to why it was
chosen may be helpful. This might apply to situations such as the use of Newey-West.
Hopefully, it wasn’t just a quick fix - had other options genuinely been exhausted?
5. The factors (parameters) which the final model includes and their level of statistical
significance. There may be good reasons why a parameter is not significant at the “usual” 95%
level. In which case, explanation would again be helpful. Include dummy variables and indicate
what they are capturing.
6. Correlations between dependent and independent variables over model sample. VIF can also
be helpful here.
7. That the error terms have appropriate properties, for example they:
a) Are normally distributed (Jarque-Bera)
b) Are not auto-correlated either at first or higher-order (DW, LM)
c) Don’t display heteroscedasticity (a range of possible tests)
d) If the model includes a lagged dependent variable, that Durbin’s h-test is satisfied
e) That the functional form of the model is appropriate.
f) That any unit roots have been appropriately explored and dealt with.
g) That model parameters are stable. (CHOW, Recursive Least Squares or in-sample
forecasting)
h) That anything which seems unusual isn’t or has been thoroughly validated. For example,
there are different schools of thought as to whether very high adstock carryover rates are
plausible. Showing comparative sums of squares for models with different retention rates
could be helpful support.
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Appendix 4:

GUIDANCE NOTE ON REPORTING ON SOCIAL MEDIA
It is likely that your entry will include social media data as one 0f the channels in your activity, rather
than the sole channel – either in the development of the insight, or as part of the communication
solution. However, in either case, it may be useful to bear in mind the following :
1) Demonstrate measuring, not counting.
Judges will not be impressed with a series of numbers – impressions, followers etc, that have been
delivered in isolation. This can be considered just reach, not effectiveness. You will need to link these
to a demonstrable brand benefit. This likely to be in the form of one of the following :








Through inclusion of econometric analysis or similar MMM study. And remember your
modelling approach will be analysed separately as part of your entry in its own right and the
strength of its technique will be assessed and passed on to the judges.
Through A/B testing where you can be assured that the other factors in the sample were the
same.
Through continual experimentation and iterative learning on what is driving increasing
engagement with the brand, market, issue or other objective sought.
Through the tracking or other brand health measure. Can you demonstrate that your social
activity was key to driving customer or colleague satisfaction levels, which in turn are a key
lever to churn reduction, or that awareness levels of x or y need to be generated to deliver trial.
Alternatively, how does your tracking or model demonstrate the additional impact of adding
social directly to your other channels?
Direct Response from leads generated by social activity, service or campaigns.

2) Why is social being used?
It may be relevant to explain the particular value and role that social channels offered the brand and
its objectives, that would not have been as easily delivered through alternative channels.

3) Is insight from social data as part of an insight dataset, or used in isolation?
It is very possible that some of the insight that has been used to create your entry was developed
using social listening, either as a principle tool, or as a catalyst for additional quantitative or qualitative
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work. However, ensure that the insight gleaned is not from a biased sample, eg a brand’s social
media group - which is then extrapolated to be representative of those in market, rather than the
impact on those in market. Increasingly it is being perceived as standard to integrate social as part of
an insight dataset. Your entry will be seen as more credible if the genuine benefits of social listening
are noted, but also part of a wider group of insight tools.

4) Be wary of confusing leading indicator (X happens before Y) and causal relationship (X
made Y happen).
Causation and correlation is a difficult area and attribution is often misallocated to social because it
often correlates with sales. Check what else can be contributing to the effect seen.

5) Is there any innovative use of social media, its data or technology that has been used to
develop the activity in the case?
Has your activity demonstrated the use of social to detect longer term trends; key levers in the health
of the brand; the ability to segment the audience in more profitable ways or predict future customer
behaviour that is then proven? Did your analysis enable your client to monitor changes faster or spot
changes earlier that they were then able to exploit in cost savings; distribution channels; product
development time, or better customer service

You may find that the #IPASocialWorks guides available from ipa.co.uk/socialworks can provide
some additional useful direction when assembling your case.
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Appendix 5:

TERMS & CONDITIONS OF REGISTRATION & ENTRY
By submitting your entry (including registration as explained below) to the IPA Effectiveness Awards
2020 (the “Awards”), you agree to be bound by these Terms and Conditions (“Terms”).
Entry instructions form part of these Terms. Entries submitted with incomplete information, or found to
contain invalid information, shall be deemed invalid.
Entries will only be accepted if they comply with these Terms.
1.

Definitions

1.1. For the purposes of the Awards and these Terms the following definitions apply:
Advertising Agency: means a company primarily concerned with the provision of branding
services to clients, designed to create maintain and enhance the value of their brands through
advertising, design, media planning and buying and marketing communications.
Advertiser: means a person, firm, company or other organization in the role of the originator or
sponsor of an advertisement or advertising campaign.
Campaign: means the advertising campaign or activity that forms the subject matter of the Entry
Paper.
Databank Questionnaire: means the questionnaire which entrants will be prompted to fill in as
part of the Entry process and is used to enable key elements of the case to be coded into a
database for ongoing analysis.
Entry Paper: means the 4000 word or 4500 case study that meets the Criteria for Entry Papers
at clause 5 of these Terms.
Media Owner: means an organisation or company that has the right to sell advertising space or
advertising time.
Supplementary Materials: means the materials set out at clause 10 of these Terms.
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2.

Who can enter?

Subject to compliance with these Terms, the Awards are open to any Advertising Agency, Advertiser
or Media Owner from any territory in which these Terms are lawful. Each entrant must have the
necessary authority to enter as set out at clause 5.8 of these Terms.
3.

How to Enter

3.1. To enter the Awards each entrant must:
3.1.1.

Complete the online entry form for each Entry Paper, submit the Entry Paper and make full
payment online on the entry site or via BACS of all required fees by 12 noon BST,
Tuesday 5th May 2020 (the “Registration Deadline”);

3.1.2.

Submit all additional Supplementary Materials by 12 noon BST, Tuesday 12th May 2020;

3.1.3.

Complete the Databank Online Questionnaire on the entry site by 12 noon BST, Tuesday
12th May 2020.

3.2. The Entry Paper may not be amended after the Entry Deadline and may only be withdrawn in
exceptional circumstances and not after the judging process. No refunds will be given after the
Entry Deadline.
3.3. Payment can either be made in full by credit card online or via BACS, requested via the online
entry system:
HSBC Bank PLC
Sort code: 40-03-17
Account no: 41681982
Swift code: HBUKGB4B
IBAN no: GB37HBUK40031741681982
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4.

Cost of Entry

4.1. Entrants that submit their entry before 12 noon GMT, 29th January 2020 (the “Pre-Registration
Deadline”), will receive a 15% discount off the final, full fee of their entry.
4.2. Entrants that choose to submit their entry before the Pre-Registration Deadline will be eligible to
sign up for the Awards Advisory Service at the IPA, at a subsidised rate of £400 + VAT, per entry
(the “Awards Advisory Service Fee”). The Awards Advisory Service Fee is payable online at via
the entry site.
4.3. The Awards Advisory Service Fee will be waived for entries that are submitted before the PreRegistration Deadline by an Advertising Agency that is a member of the IPA and has not
previously submitted an entry to the Awards. Please confirm with awards@ipa.co.uk that you are
eligible for this Awards Advisory Service Fee waiver, and obtain a waiver code to be inserted
online.
4.4. The Pre-Registration fee is £100 + VAT (if VAT is applicable, see 4.8 of these Terms). This
payment acts as a non-refundable deposit towards the final cost of the full fee but is deducted
from the final fee payable.
4.5. For entries submitted before the Pre-Registration Deadline the entry fee will be:
IPA member agency - £935 (£1,122 incl. VAT)
Non-IPA member - £1,742.50 (£2,091 incl. VAT)
The £100 registration fee will be deducted from the above costs.
4.6. For entries submitted after the Pre-Registration Deadline (and before the expiry of the Entry
Deadline) the entry fee will be:
IPA member agency - £1,100 (£1,320 incl. VAT)
Non-IPA member - £2,050 (£2,460 incl. VAT)
4.7. Agencies submitting joint entries, including non-members partnering with IPA members, can
share payment of the applicable fee. In the case of a joint entry by an IPA member and a nonmember, the fee payable will be the lower, IPA member rate.
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4.8. For VAT-applicable transactions, the place of transaction rule applies. VAT-registered EU entities
who are outside of the UK may opt to not be charged UK VAT under the reverse charge principle
(Article 44 EC directive 2006/112). Non-EU entities will not be charged VAT where the place of
transaction is outside the EU.
5.

Criteria for Entry Papers

5.1. Entry Papers must demonstrate an increase in financial value for the client organisation – or the
nearest equivalent measure of success in non-profit organisations – generated by the relevant
campaign.
5.2. Entry Papers may include marketing strategies for either single markets or multi-markets, or both.
Entry Papers do not need to be restricted to, or include UK markets: single markets entries may
relate to any country.
5.3. Entry Papers entered from a single entrant must be no more than 4,000 words (excluding
appendices/titles/footnotes/and any wording in figures or graphs provided). Entry Papers that are
jointly entered (by a creative agency and media agency, for example) may have an additional 500
words for the purposes of making specific reference to the broader marketing strategy deployed.
Authors must write the word count on their entry submission.
5.4. Appendices may be included. They should be used to include data which supports an argument,
or to disclose information which may be sensitive (only case papers are published). They should
contain the equation(s) and all associated statistics that you have used to evaluate any model(s).
Please note however that judges will base their judgments in the main on the case papers and
not on the appendices (although thorough appendices will be given greater credit.)
5.5. Where econometrics, attribution or other modelling techniques are cited in an Entry Paper, an
appendix must be included to explain the assumptions and methodology. Failure to do so could
result in any data cited being discounted. You can find the technical appendix writing guidelines
on p. 34 of this pack.
5.6. The Campaign that the entry evaluates must have been published within three years of the date
of submission (i.e. between 31st March 2017 and 5th May 2020), although it may have
commenced earlier. Agencies acquiring a new account may not submit a case history in respect
of that account unless they have contributed creative work to the Campaign/client. Any text or
creative work submitted must be credited to the agency that originated it.
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5.7. Papers that are simply resubmissions of the same paper entered into a previous competition are
not eligible. Papers will be eligible however, if they provide significant, additional data (reflecting
the new data in the Campaign or Activity for example) or new learning, for example.
5.8. Each Entry Paper must be authorised by the entrant’s chief executive or MD and by the senior
client executive responsible for the Campaign. Entrants are advised to obtain this authorisation
as soon as possible and certainly before the closing date. On receipt of your Entry Paper, the IPA
will send, by automated email, notice to each of the individuals named by you in your online entry,
that we have received your Entry Paper together with confirmation from you that those individuals
have each authorised the entry. Please ensure that you do obtain authority from each individual
prior to submitting your entry. Failure to do so may lead to your disqualification from the
competition.
6.

Technical Issues

6.1. Your Entry Paper must be uploaded to the online Awards entry system in both MS Word and PDF
formats (case studies in other formats such as InDesign are ineligible). Please include all graphs,
tables and images within these documents.
6.2. Please ensure all diagrams that you put in your Word doc are editable files, preferably from the
original software which the diagram was prepared in (e.g. Excel, Illustrator etc.). EPS and PDF
files are acceptable if they contain only vector information and no bit-maps. Bit-map files (e.g.
JPG, JPEG, TIF, TIFF, BMP, and Photoshop) are not acceptable.
6.3. All images/diagrams/graphs and charts must be printed in colour. Please ensure your images can
be reproduced legibly. Check that axes are labelled appropriately with a scale or with units of
measurement or value.
6.4. All images should be at least 115mm wide and have a resolution of at least 300dpi. Please review
images containing type for legibility.
6.5. Images can be supplied in the following formats: TIF, TIFF, PNG, and EPS. Composite images
(several images combined into one overall image) should be supplied as one file.
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7.

Entry Information

7.1. Authorship of Entry. There is no limit to the number of contributors that can contribute to an
Entry Paper. Each Entry Paper must define each contributor’s interest and input into the Entry
Paper and the Campaign. For the purposes of the Awards, the following rules shall apply:
7.1.1.

Single company entry. A single company Entry Paper is an Entry Paper authored and
submitted by one company. Contributions to the Campaign by other companies or
individuals will be recognised but, in the event of a single company Entry Paper winning,
only the company authoring and submitting the winning Entry Paper will be awarded a
trophy and will accrue points towards the Effectiveness Company of the Year prize.

7.1.2.

Joint company entry. Joint entries are permitted. A joint company Entry Paper is an
equal collaboration between two or more companies who share the authorship of the
Entry Paper and costs. The entry fee for a joint company Entry Paper is the same as for
a single company Entry Paper. However, if an IPA member is entering in conjunction with
a non-IPA member then the IPA member entry fee is payable. Only one trophy will be
awarded to each winning paper. Additional trophies can be purchased after the ceremony
(prices available on request). Each company involved in a joint entry will accrue points
towards the Effectiveness Company of the Year prize. If the companies are subsidiaries
of the same group then only one company will accrue points on behalf of the group
towards Effectiveness Network of the Year.

7.1.3.

Principal author(s). The principal author is the individual (or individuals) who is
responsible for, and dedicates the most time to, drafting the Entry Paper. There is no limit
to the number of principal authors attributed to each Entry Paper.

7.1.4.

Contributing authors and partners. Contributing authors are the individuals who assist
the principal author in writing the Entry Paper. There is no limit to the number of
contributors per company or per Entry Paper. All contributing authors of winning papers
will (at the discretion of the entrant company) be credited with a name check at the
presentation ceremony, in any published works and awards literature.

7.1.5.

External Consultants. External consultants may be used as principal or contributing
authors. Any consultant used must be declared. If a consultant is a principal author, they
will be credited in the Awards ceremony in the following manner: “[Joe Bloggs] for [Agency
Name]”. If a consultant is a contributing author, they may be attributed in the awards
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ceremony to their own companies in the following manner: “[Joe Bloggs] from [Joe Bloggs
Consultancy]”.

8.

7.1.6.

The IPA Awards Advisory Service. Agencies who subscribe to the IPA Awards Advisory
Service are not required to credit the advisor on their paper but may if they wish.

7.1.7.

Credited Companies. These are companies who have significantly contributed to the
advertising campaign featured in the Entry Paper but who are not involved with the writing
of the Entry Paper. These companies should be credited by the entrant company.
Credited companies will be listed in the “Advertising Works” book of winning cases, but
they will not receive trophies or certificates.

Legal and regulatory compliance for entries

8.1. Upon becoming members of the IPA all agencies undertake to adhere to the IPA Rule Book, the
EACA Code of Ethics, the law and regulation of marketing communications and the underlying
principle that communications should be legal, decent, honest and truthful. All entries to the IPA
Effectiveness Awards should comply with these requirements.
8.2. No campaign that has been subject to an upheld ASA adjudication or an adverse adjudication by
any other regulatory body may be included in an Entry Paper. If such a campaign is entered into
the Awards then, no matter how insignificant or technical the breach, the whole entry shall be
disqualified.
8.3. If an adverse adjudication exists in relation to a specific execution or campaign element that forms
part of the Entry Paper, the entrant must disclose this fact upon entry and provide a copy of the
adjudications. This will be brought to the attention of the judges. The mere fact that an execution,
against which an ASA adjudication was upheld, exists will not mean the whole entry will be
disqualified providing the adjudication was not in relation to the whole concept underlying the
Campaign.
8.4. No campaign or execution that has been held by a relevant authority to be in breach of any laws
of the territory/territories in which it ran may be entered for an Award. For example, any campaign
or execution which has used illegal fly posting in the UK in any way will not be permitted.
8.5. The IPA reserves the right to refuse entry to, or to disqualify, papers relying upon or involving
executions against which adverse legal judgments have been given.
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8.6. Any Award winning entry that is, subsequent to the Awards ceremony, found to have broken the
law or any relevant regulations may be disqualified and have its Award withdrawn.
8.7. For the avoidance of doubt, the entry fees paid in respect of papers which are subsequently
disqualified will not be refunded.
8.8. The judges’ attention will be brought to those Entry Papers for Campaigns which include
executions that have benefited from less restricted creative freedom. For instance, campaigns
from territories with less stringent advertising regulation. Entrants will be required to demonstrate
the case for effectiveness without reliance on such executions.
9.

Intellectual Property and Acknowledgements

9.1. Entries must be original and not infringe the intellectual property rights of any third party, although
parts of the material included may have been previously published. Any company that uses or
references work in an Entry Paper undertaken by another agency or other third party must ensure
that it is entitled to use or reference that work and must credit that agency or other third party in
the copy or appendices.
9.2. If an Entry Paper has been jointly written, or where an Entry Paper includes written contributions
from any other individual or company, the company submitting the Entry Paper must ensure that
it is entitled to include those contributions and the entry must include full acknowledgement of all
and any significant contribution made by individuals or organisations that are not, or no longer,
part of the company. This includes specialists such as econometricians and consultants.
9.3. Upon submitting their entry, each entrant assigns with full title guarantee all intellectual property
rights, including copyright, in the Entry Paper, irrevocably, throughout the world and in any media,
to the IPA, for the legal term of copyright and any and all renewals, extensions and revivals of
such rights (“Assigned Material”) and waives all moral rights in the Entry Paper. If requested to do
so by the IPA, the entrant shall execute all documents and shall perform such further acts as the
IPA may require to perfect the assignments under this clause.
9.4. In respect of any and all third party material included in or supplementary to the Entry Paper that
cannot be assigned, any permissions and waivers of moral rights necessary from the copyright
owners to use their material in connection with the Awards must be obtained in writing prior to
submission for the entry and must be delivered to the IPA on request. Such permissions must
include a worldwide, non-exclusive, royalty-free sub-licence to the IPA to use all such third party
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materials on the same terms as the Assigned Material can be used, including the right for the IPA
to commercially exploit the entry, and grant sub-licences to third parties to do the same.
9.5. The entrant warrants to the IPA that: (i) the Entry Paper is true and accurate in all material respects
and complies with these Terms; (ii) the authors of each Entry Paper as stated on the Entry Paper
are the sole authors; (iii) it is the owner of or otherwise has the right to grant the licences in all
content provided to the IPA under these Terms; (iv) the Entry Paper (and all constituent elements)
are, unless expressly declared to be otherwise, original to their authors and have not been
previously published; (v) the entry does not infringe any copyright or trademarks of any third party
or breach any obligations of confidentiality, right of privacy, publicity or personality or any other
right whatsoever of any third party; (vi) all fees/royalties have been paid to any owners of copyright
works included in the entry; and (vii) the entry does not contain any libellous, offensive,
discriminatory or otherwise unlawful content.
9.6. The entrant shall, on demand, fully indemnify and keep fully indemnified and hold the IPA
harmless from and against all losses, liabilities, damages, costs and expenses (including legal
fees) which the IPA may suffer or incur at any time as a result of any claim (whether actual or
alleged and including third party claims) that the rights granted to the IPA pursuant to these Terms
and/or the materials provided by the entrant and/or the possession or use by the IPA of such
materials (as appropriate) infringes a third party's intellectual property rights or otherwise
breaches any of the warranties in clause 9.5.
9.7. Entrants must note that their Entry Paper may be used in whole or in part in any way the IPA
thinks fit, including (without limitation) publication by the IPA or third parties. All entries will be
coded and listed in the IPA Databank. All Entry Papers (without appendices) will be available for
download in full via the Warc and the IPA website.
10. Judging
10.1. If any judge of the Awards has a specific conflict of interest in relation to any Entry Paper, s/he is
required to declare that conflict and s/he will be excluded from any decision in relation to the
affected entry.
10.2. There are three rounds of judging and three judging panels.
10.3. All papers are judged by a first panel made up of industry experts. This first panel decides the
shortlist and awards two of the special prizes: The Channon Prize (Best New Learning) and The
Broadbent Prize (Best Dedication to Effectiveness).
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10.4. The second panel is comprised of econometrics and attribution or other modelling experts. This
panel exists purely to validate econometric models supplied in a technical appendix and does not
decide whether an entry wins an award.
10.5. The third panel of judges is made up of advertisers from different, broad disciplines. These judges
decide what level of Award each entry should attain and allocates the Grand Prix and other special
Awards.
10.6. The Effectiveness Company of the Year is awarded to the best performing company that has at
least two winning papers, according to the following points system:
Points
Gold
Silver
Bronze
Grand Prix
Channon Prize
Special*

6
4
2
3
2
1

(* excluding the Best Dedication to Effectiveness Award).
10.7. The Effectiveness Network of the Year is awarded to the best performing agency group company
that has at least two winning papers, according to the following points system:
Points
Gold
Silver
Bronze
Grand Prix
Channon Prize
Special*

6
4
2
3
2
1

(* excluding the Best Dedication to Effectiveness Award).
10.8. The judges' decisions are final and no correspondence will be entered into. After the Awards
ceremony, however, entrants will, at the discretion of the IPA, be offered a call with the Convenor
or Deputy Convenor of Judges for feedback.
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10.9. Entrants may be required to present their entries at seminars/conferences on behalf of the IPA
without remuneration.
11. Supplementary materials
11.1. Entrants must provide the following Supplementary Materials via the online entry system:
11.1.1. at least one visual example of each media channel used in the Campaign, no later than
12 noon BST, Tuesday 12th May 2020. This should be provided in EPS, JPEG, PNG or
TIFF formats, at 300dpi in CMYK, as an MPEG4 or MP3. Each example must be clearly
labelled: Brand, Media etc. Entrants submitting campaigns that feature TV advertising
must upload at least one example of a TV execution from the campaign in question. Any
video provided should be uploaded in MPEG4 formats. Individual files should be high
resolution, but no more than 250MB in size per file.
11.1.2. photos in high resolution JPG or PNG format photos of the primary author(s), no later than
12 noon BST, Tuesday 12th May 2020. These will be featured alongside their paper,
should it be shortlisted, in the 2020 edition of Advertising Works.
11.2. In addition, entrants may submit an optional case film of their work. This may be a useful tool
should the entrants wish to acquaint the judges with their activity. The video summary may also
be used for PR purposes. The film file should be uploaded in MPEG4 format, and should be a
maximum of 2 minutes in length, and no more than 250MB in size.
11.3. If any of your papers are shortlisted for a 2020 IPA Effectiveness Award, you will be required to
supply promptly to the IPA a statement for publication of up to 300 words written by your client
explaining what they have done and/or are planning to do in order to embed the insights and
experiences gained from the activity featured in your Awards entry into the wider effectiveness
culture of the brand and its agencies.

12. Data Protection
12.1. Personal data submitted to, or collected by, the IPA in connection with the submission of Entry
Papers will be processed by the IPA for the purposes of conducting, administering and marketing
the Awards. The IPA has a valid legitimate interest in processing such personal data for these
purposes.
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12.2. Any personal data submitted to, or collected by, the IPA will be processed in accordance with the
IPA’s privacy policy at ipa.co.uk/privacy-policy/.
13. Governing Law
These Awards are conducted in accordance with and subject to English Law, as are these Terms
and any issues or disputes which may arise out of or in connection with these Terms and these
Awards. Entrants hereby irrevocably submit to the exclusive jurisdiction of the English courts.
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