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The Creative E�ectiveness Lions celebrate 

the measurable impact of creative work.

Entries into this Lion will need to 

demonstrate how an e�ective strategy 

rooted in creativity has met its chosen

business objectives, how it generated

positive customer outcomes and drove 

sustainable business impact over time.

In close collaboration with the 
industry, we have updated the 
Creative Effectiveness Lion for 2021 
to ensure that the Award accurately 
reflects the new language of 
effectiveness, variety of measurable 
results and breadth of work driving 
business impact and commercial 
success.

We have taken principles from the 
Creative Effectiveness Ladder 
created by Cannes Lions and WARC 
to embed the shared language for 
creative effectiveness 
measurement.  More information 
about the Creative Effectiveness 
Ladder can be found on our website. 

This comprehensive guide aims to 
help entrants through each stage of 
the process.  Here you will find 
information on the new and 
updated categories as well as a 
breakdown of the  restructured 
entry form along with all the other 
information required to craft a 
successful Creative Effectiveness 
entry.

Why now?

Launched in 2011, the Creative 

E�ectiveness Lions have been 

de�ned by a demanding entry

process involving detailed 

dissection of the work, focused 

largely on articulating

demonstrable results. It’s a 

requirement that has had the

e�ect of bringing companies and 

their brands together to 

collaborate on submissions – a 

process that is in itself bene�cial.

We understand now more than 

ever that creativity drives 

e�ectiveness and that creativity is 

the most actionable driver of

e�ective work.

Our aim is to provide a shared 

language around what e�ective 

work looks like and how it is 

discussed and assessed. Through 

the redesign and restructure of our 

entry form and new and updated 

categories we have provided a 

framework around which entries 

should be built and also assessed 

by our panel of expert jurors.

The newly designed and restructured 

entry form consists of four main 

sections relating to di�erent types of

results including Engagement & 

Awareness, Social Behaviour & 

Insight, Brand A�nity & Sentiment

and Sales Success. 

This will allow entrants to provide a 

range of results across a variety of

areas. There is also the opportunity 

to upload any relevant graphs, charts 

or images at the end of each of the

sections. The form also includes 

questions around the objectives of

the work and discounting factors.

What kind of work can 
be entered?

Creative E�ectiveness Lions is open 

to any organisation that has won or

been shortlisted for a Lion in 2018, 

2019 or 2020/2021, that can

demonstrate that their creative work 

has driven results and achieved 

commercial success for a brand.



Creative E�ectiveness Lions

The Categories

A. Creative Effectiveness: Sectors
Work in this section should focus on effectiveness achieved in a particular sector, and 
whether the strategy achieved or exceeded its objectives and goals. The same entry 
can be submitted only once in this section.

A01. Food & Drink

All food & drinks.

All fast food entries should be entered into A05. Retail.

A02. Consumer Goods

Beauty, cleaning products, household goods, technology, 
furniture and lighting, toys, fashion, home appliances, other 
FMCG / consumer durables.

A03. Healthcare

Pharma, OTC drugs, wellness.

A04. Automotive

Vehicles, other automotive.

A05. Retail

Retail, eCommerce, restaurants, fast food.

A06. Travel / Leisure

Travel, tourism, transport, live events, museums & galleries, 
gambling, sports, gaming, other recreation. 

A07. Media / Entertainment

Music, film, television, publications & media, books, news, digital 
platforms, other media.

A08. Consumer Services / Business to Business

All commercial public services, Legal, financial, B2B technology, 
consultancies & professional services, other business services, 
internal & corporate communications.

A09. Not-for-pro�t / Charity / Government

Government, public information, NGOs, military, charities, non-
profit organisations.
All CSR work should be entered in the relevant sector and/or B04. Creative 
E�ectiveness for Good category in section B. Market.

Read everything you need to know about entering the Cannes Lions Awards
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B. Market
Work in this section should demonstrate how the work enabled the brand to 
effectively achieve their objectives in a chosen market.

B01. Single Market

Work which has been implemented in a single market with a single 
target market at its core. Entries should describe how the work 
was creatively designed for the target market and the tangible 
business and/or awareness results achieved.

B02. Multi Market

Work which has been implemented across multiple markets. 
Entries should describe how the work was creatively designed for 
multiple markets and the tangible business and/or awareness 
results achieved.

B03. Global Market

Work which has been implemented globally. Entries should 
describe how the work was creatively designed to run globally 
and the tangible business and/or awareness results achieved.

B04. Creative E�ectiveness for Good

Celebrating the measurable impact of creative work with social 
purpose at the heart. The work should be for a charity, non-profit
or government body or for brands who can demonstrate they 
worked in partnership with a not-for-profit organisation. Entries 
should illustrate how the campaign drove tangible results, was 
instrumental to cultural change or integral to achieving a brand's 
purpose.

Read everything you need to know about entering the Cannes Lions Awards

Awards Support

Creative E�ectiveness Lions

The Categories



C01. Launch

Work created to launch a product or service.

C02. Re-Brand

Rebrand / refresh of an existing brand identity for any product, 
service or organisation.

C03. Acquisition

Work which effectively attracts new customers or drives new 
engagement. Entries should show an increase in new business or 
customer activity.

C04. Retention

Work which enhances or strengthens existing customer 
relationships. Entries should show an increase in new business or 
customer activity.

C05. Real-time Response

Effective targeted work which responds to world events, public 
affairs and other real-world, real-time activity prompting social 
sharing and a measurable response.

C06. Sustained Success

Celebrating the long-term impact of creative work. Entries 
should demonstrate how a long running campaign drove tangible 
business results, was instrumental to cultural change or integral 
to achieving a brand’s purpose. Entries in this category must show 
results over several years.

C07. Collaboration

Celebrating the measurable impact of creative work that is the 
result of a collaboration between brands and agencies or partner 
agencies to achieve a business goal. Entries should demonstrate 
how the collaborative effort drove tangible business results.

C08. Breakthrough on a Budget

Creative use of modest budgets and/or resources in relation to 
the market and/or industry to create maximum impact. Entries 
should demonstrate how fresh insight, smart spending and 
compelling strategic thinking solved a business problem despite 
limited resources.

C09. Challenger Brand

Brands which have creatively adapted their approach in response 
to competitor pressure by challenging the status quo to create 
game-changing work that uses progressive thinking and 
innovative creativity.

C10. Market Disruption

Brands that have creatively adapted their strategy in response to 
local / regional / global issues, embracing new ways of delivering 
their brand while showing consideration for the consumer.

Read everything you need to know about entering the Cannes Lions Awards
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C. Brand Challenges & Opportunities
Work in these categories should focus on the brand challenge or opportunity 
identified. Entries should explain their strategic response, as well as specific channels 
and touchpoints chosen and why.

Creative E�ectiveness Lions

The Categories

https://www.canneslions.com/support/awards-support


Creative E�ectiveness Lions

Eligibility For

Entering

Make sure you 
check your work 
is eligible before 

you enter

Is my work eligible?

In order to be eligible for the Creative Effectiveness Lions, the work 
must have won or been shortlisted for a Lion in either 2018, 2019 or 
2020/2021. If you would like to receive a list of your eligible work, 
please email awards@canneslions.com.

Is there a limit to how many times I 

can enter?

The same piece of work can be entered into Creative Effectiveness 
Lions up to four times as long as the categories chosen are relevant. 

However, the same piece of work may only be entered once in ‘A. 
Creative Effectiveness: Sectors’.

Not sure if you 
are entering the 
right category? 

Get in touch

If you’re not sure whether your work is eligible, get in touch. Drop us an email including a description of your work and

any video/ images to awards@canneslions.com. We strongly recommend checking eligibility before you start to create

your entry submissions.

Click here for information on Refunds and Withdrawals

https://www.canneslions.com/support/awards-support/summary-of-the-rules
https://www.canneslions.com/support/awards-support/help-entering
mailto:awards@canneslions.com
https://www.foleon.com/


What do I need to provide with my entry?

To enter Creative E�ectiveness Lions you will need to complete an online entry form which can be found on the 

Cannes Lions website. You will be asked to answer a series of questions relating to your work and provide evidence 

and data to demonstrate creative e�ectiveness. 

You will also be able to submit optional support materials including graphs and charts, URLs to support your case.

Common Info

ENTRY TITLE Title, Brand, Product/Service, Sector and Subsector

COMPANIES Details of companies which were involved in the work: advertising agencies, media agencies, PR agencies, production companies, 

etc.
CONTACTS The contact details of someone in your company from the brand that we can contact about the entry.

CREATIVE TEAM Details of the people who were involved in the work (e.g. John Smith, Creative Director, BBDO, New York)

Entry Speci�c Info

Media Placement Information

ENTRY HISTORY Please let us know when the work won/was shortlisted for a Lion previously and what it won. 

BUDGET/SPEND Please give an indication of the total spend in relation to media / agency / production costs.

LOCATION/REGION Please tell us in what region or location the work ran.

DURATION OF THE WORK Please tell us time period of the work, i.e. 3 months or less, 3 months to 3 years or 3+ years

Target Market Information

GENDER Please tell us what gender/s the work was aimed at, e.g women, transgender/non-binary or men.

LIFE STAGE Please tell us what life stage the work was aimed at, e.g. children (0-12), teenagers & young adults (13-25), parents & families or  

seniors (55+).
SOCIO ECONOMIC LEVEL Please tell us which socio economic level the work was aimed at, e.g. low, middle or high income.

What is the Judging Criter ?ia

A number of criteria will be considered during judging and weighted as follows: 25% idea; 25% strategy; 50%

impact and results. 

Judging consists of viewing, voting, discussion and awarding of trophies. Judges consider and score each entry on a scale of one to nine based on 
whether they consider it a shortlist candidate. The jury will then review and finalise this proposed shortlist.

Guided by the Jury President, judges review and debate entries in the shortlist before voting on whether they consider each a Gold, Silver or 
Bronze winner, or Shortlist only. It takes a two-thirds majority vote to claim a trophy.

After voting, results are read out and juries confirm the decisions. Candidates for Grand Prix, selected from Gold, are also identified and further 
discussion follows before a last vote to determine the Grand Prix winner. Entries for non-profit organisations and charities aren’t eligible for this 
award, but may be considered for the Grand Prix for Good if it was not considered in previous festivals.

Creative E�ectiveness Lions

Entries and
Judging

mailto:awards@canneslions.com


Creative E�ectiveness Lions

The Written

Submission

Below you will find an overview of the questions you will be asked relating to your work. This is an example only. In 
order to enter Creative Effectiveness 2021 please visit our website.

The information provided in the following questions is what the Jury will refer to during the judging process. For this
reason, we recommend that it’s as detailed as possible.

1. Objectives

Tell us about the objectives that were most important when

creating this work? Please be aware that having all four will 

strengthen your entry. The word limit for this section is 150 words.

Overachieve on brand metrics - (e.g. awareness, engagement etc.)
Change consumer behaviour - (e.g. attitudes, frequency, penetration etc.)
Improve brand health - (e.g. consideration, preference etc.)
Create short / medium / long term sales success - (e.g. shareholder value, profit, 
revenue, sales, share etc.)

In order for the jury to accurately assess the 
work they need to �rst establish what the 
objectives of the work were. As you work 
through the form it is important to link your 
results to your original objectives.  

This question is compulsory. 

2. Summary of the Work

Please provide a summary of your entry. Entries should highlight 

the creative idea behind the work and describe how the objectives

of the campaign have been successfully met. The word limit for 

this section is 500 words.

Background & Context
Creative Challenge
Solution 
Execution

This should be an overview of the work and an 
analysis of its e�ectiveness. You should �rst 
highlight the creative idea behind the work, then 
describe how the objectives of the campaign 
have been successfully met.  

This question is compulsory. 



In questions 3-6 you will be asked to provide a wri�en explanation and metrics regarding di�erent 
types of results relating to your work. You will also have an opportunity to upload any relevant 

supporting materials to support your case. It is highly recommended that you complete as many of 
these questions as possible however we understand that di�erent cases will have di�erent types of 

results.

3. Engagement & Awareness

Tell us how the work engaged your target audience and increased

awareness. Please include any metrics used to measure 

engagement and awareness in your narrative. Some examples of 

these can be found in the table below. The word limit for this

section is 500 words.

As well as providing a wri�en summary you will 
also have an opportunity to upload any 
graphs/charts/images or URLs related to this 
section in order to help strengthen your case. 

This question is compulsory.



4. Social Behaviour & Insight

Tell us about a behaviour breakthrough that inspired the work. 

Please include any metrics used to measure a change in behaviour

in your narrative. Some examples of these can be found in the 

table below. The word limit for this section is 500 words.

As well as providing a wri�en summary you will 
also have an opportunity to upload any 
graphs/charts/images or URLs related to this 
section in order to help strengthen your case. 

This question is compulsory.

5. Brand A�nity & Sentiment

Tell us about how the work improved your brand’s reputation and

positioning. Please include any metrics used to measure brand

a�nity and sentiment in your narrative. Some examples of these 

can be found in the table below. The word limit for this section is

500 words.

As well as providing a wri�en summary you will 
also have an opportunity to upload any 
graphs/charts/images or URLs related to this 
section in order to help strengthen your case. 

This question is compulsory.



7. Conclusion

What impact did it have in the market? Please explain what 

happened a�er the communications went live. Entries should give 

as many examples as possible on how the communications have 

worked, in order to strengthen the case. The word limit for this

section is 400 words. 

Here you will be asked to give a brief conclusion 
of the work and the impact it had on the 
market. Please provide examples in order to 
illustrate the success of the work to the jury.

This question is compulsory.

6. Sales Success

Please tell us about the commercial success of the work. Please 

include information on the time period of the work, i.e. 3 months

or less, 3 months to 3 years or 3+ years. Please also include any

metrics used to measure commercial success in your narrative.

Some examples of these can be found in the table below. The word

limit for this section is 500 words.

As well as providing a wri�en summary you will 
also have an opportunity to upload any 
graphs/charts/images or URLs related to this 
section in order to help strengthen your case. 

This question is compulsory.



8. Discounting Factors

Please explain if there were any other discounting factors that may 

have impacted on the e�ectiveness of your work. E.g. sales, 

promotions or events that occurred during the campaign period 

and that would have in�uenced the results.  

You may use econometrics, tests, and/or simply explain why 

communications were signi�cant to the brand’s success and

illustrate other key factors via charting/tables etc.  The word limit 

for this section is 400 words. 

Here you will be asked to put your results into 
the appropriate context by outlining any 
discounting factors. Proving causality rather 
than correlation will strengthen your case. 

This question is compulsory.

9. Con�dential Information

Con�dential information for the jury, text entered here will only be 

visible to the jury during the judging process. The word limit for 

this section is 800 words. This question is optional.

Additional Materials

Brand Approval Le�er

It is the responsibility of the entrant to ensure that the 
commissioning brand has approved the work to be entered into 
Creative Effectiveness. In addition, it is also strongly 
recommended that the brand review the entry before it is 
submitted into the festival. Please upload written confirmation 
from the brand on their official company paper including company 
logo here.

Appendix

If you have any additional material to support your case that you 
haven’t previously added please upload it here. This could include 
additional graphs, diagrams, press clippings, screen grabs, original 
source data submitted as a single file. Format: xls, xlsx, zip, jpg, 
doc, docx, pdf.

This material is compulsory.

This material is optional.

If you’d like more information or check whether your work is eligible, get in touch.

Ask Questions Here

mailto:awards@canneslions.com


Everything 
you need 
to know to 
enter
We’ve put together a 
set of support 
resources to help you 
enter your work to 
Cannes Lions. Read all 
the information about 
entering here.

Download the Entry 
Kits here.

We are 
here to 
help
Our Awards Team know 
the Lions inside-out. 
Whether you have a 
specific query or would 
like expert advice, 
we're here to help. We 
know that entering 
Cannes Lions is tough, 
but it's now easier than 
ever to find the 
information you need 
to enter your work.

Email: 
awards@canneslions.com

Helpline: +44 (0) 20 

3033 4000

Talk to us

https://www.canneslions.com/support/awards-support/entry-kit
mailto:awards@canneslions.com



