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IMPORTANT: You should refer to the Judging Criteria specific to this Award at the rear of this form to confirm exactly what must be submitted, and the weighting that judges will give to aspects of your entry.

	Advertiser
	

	Publisher
	

	Name of Campaign
	

	Date Range
	Start                                   Finish 


	This entry requires signed authorisation here from either the Publisher, CEO or otherwise authorised person confirming that the information submitted is accurate.
	Name & Role
	Type your answer here

	
	Signature
	

	
	Email
	Type your answer here​

	Advertiser approving use of this case study
	Name, Company & Role
	Type your answer here


	Media agency that placed the booking (if not booked direct by the advertiser)
	Name, Company & Role
	Type your answer here


	Publisher’s Contact Person for this entry
	Name and Role

	Physical address
	Type your answer here

	Postal address
	Type your answer here

	Phone
	Type your answer here
	Mobile
	Type your answer here

	Email
	Type your answer here

	Name of person 
organising payment
	Type your answer here

	Phone/email
	Type your answer here

	THIS IS THE ENTRY FORM COVERING SHEET.

EACH ENTRY BAG MUST SHOW THIS COVERING SHEET AS PAGE 1, 

CLEARLY VISIBLE THROUGH THE ZIP LOCK BAG.
Answers must be entered directly into this form and must not exceed the maximum number of words specified.  

DO NOT INCLUDE PAYMENT WITH THIS ENTRY: You must also complete and send separately both the Payment Form, 
and the Summary Sheet detailing TOTAL number of entries per publisher. Both forms are available from 
the Awards page of www.mpa.org.nz 
ALL JUDGES ARE UNDER STRICT CONFIDENTIALITY RULES, AND ENTRIES ARE RETURNED 
TO MPA FOR DESTRUCTION AT THE CONCLUSION OF THE JUDGING PROCESS.




	Advertiser
	

	Publisher
	

	Name of Campaign
	

	Date Range
	Start                                   Finish 


	Publisher’s Magazine Titles used in this entry
	Cover dates

	
	

	
	

	
	

	
	

	
	


Q 1. 
What was the challenge presented by the Advertiser’s brief?  Describe the target audience for the 
Advertiser’s campaign and outline the objectives and KPIs of the campaign.

(500 words max)

Type your answer here
Q 2.  
What was the Publisher’s solution for the Advertiser?  Clearly describe the elements and strategy 
rationale.  Why was the Advertiser compelled to use magazines?  What innovation (if applicable) made this campaign stand out in the marketplace? 
(800 words max)

Type your answer here
Q 3. 
What was the result for the Advertiser?  Show that the Advertiser’s objectives / KPIs were met.  
What was the return on investment?  NB: verifiable sources / measurement tools must be cited.
(300 words max) 


Type your answer here
JUDGING CRITERIA & WHAT TO SUBMIT   REFERENCE PAGE ONLY (Please do not submit this page with your entry)
Most  effective  use  of  maGAZINEs  by  an  ADVERTISer 

Publishers may enter on behalf of an Advertiser, or an Advertiser/ Agency may enter directly, a case study of a campaign in magazines which concluded between January 2011 and December 2011, which demonstrates how magazines achieved success for that Advertiser.  
The entry must clearly outline the Advertiser’s objectives for the campaign, and show how the Publisher’s solution for their Advertiser enabled these objectives to be met successfully.  A statement from the Advertiser is an essential part of the submission.

**********************
The Award is given to the Advertiser who funded the campaign (where appropriate, a media booking agency will also be acknowledged).   At judges’ discretion, recognition may be given separately to an Agency-booked campaign and to a Direct client campaign.

Entry may relate to a campaign combining two or more magazines of a Publisher’s portfolio, and/ or to a campaign using a variety of media under those magazine masthead brands. 
Campaigns which ran across multiple publishers, or which used unrelated media, are eligible, but this entry relates only to the magazine brand’s component of the campaign.  
Magazines cited must be those of MPA members – check the member list  or  view members’ titles at www.mpa.org.nz  
Judges marking criteria 

Marks awarded as follows:  

20%
Degree of difficultly of objectives / strategic challenge presented by Advertiser’s brief

50%
Clarity and persuasiveness of Publisher’s pitch back to Advertiser.  Degree of innovation demonstrated by the campaign concept. 
30%
Results / Return on Investment for the Advertiser (includes Advertiser’s statement). 

NB. Credibility of ROI measurement used is important.
What to submit: Three complete sets of entry materials containing:   

A) 
One completed entry form of questions, and any supporting material
B) 
Tear-sheets of the magazine(s) relating to the campaign

2012 ENTRY FORM:�most effective use of magazines by an advertiser
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