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Editor’s introduction

General entry rules and information

The Asia-Pacific PR Awards have become

an unrivalled benchmark for the region’s
communications industry. In our commitment
to delivering an awards programme that
showcases the industry’s best and brightest,
we are once again setting out to honour
clients and agencies for the strategies, people
and achievements that have transformed
businesses and brands.

The competition, now in its 10th year, is
about more than just identifying the very best
that the region has to offer. We believe, in
these challenging times, it gives the industry
an opportunity to reflect on the remarkable
diversity of audience across Asia-Pacific.

These awards are unique in their efforts to shine
the spotlight on the campaigns and research
that define cutting-edge thinking and the
communicators and agencies that are driving
the public relations industry forward.

Supporting organisation:
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The judging, as always, will be led by leading
professionals from the in-house ranks, as well
as senior agency executives. The judges will
ensure that entries are reviewed according to
the demanding set of criteria.

So, if you believe your work has achieved real
resonance and created a compelling relationship
with consumers, this is your chance for appraisal
by the industry’s leading PR luminaries.

We look forward to another truly competitive
year and uncovering work that’s innovative and
inspirational.

Good luck!

Mo

Atifa Silk
Editorin chief
Media

Haymarket Media’s Asia-Pacific PR Awards are the industry’s foremost
recognition of excellence, attracting entries from all over the region and
recognising the campaigns, agencies and individuals that define the cutting
edge of work in the public relations arena. The gala awards presentation dinner
has grown to be the premier eventin the PR calendar.

The awards presentation

Award winners will receive a trophy which will be presented at the Asia Pacific
PR Awards dinner in Hong Kong. For further information about the awards
dinner, please contact Andrea Hayes

Tel: +65 6579 0542 Email: andrea.hayes@haymarketasia.com

Who can enter?

The awards are open to PR consultancies, solo practitioners and in-house
departments from all countries in the Asia-Pacific region (including Australia,
Japan and New Zealand).

Eligibility period
Except where indicated, submissions should relate to the period between
September 1, 2009 and August 13,2010.



The judging

The awards will be independently judged by a panel of at least 12 leading
senior PR practitioners from agency and in-house environments. The judging
panel will be selected by Media’s editorial team and great care is taken

in selecting a jury comprising the right balance of specialist knowledge,
experience and objectivity. Strict guidelines are designed to eliminate vested
interest or breaches of rules of entry. Confidentiality is key to the judging
process, with judges discussing the entries but scoring independently and
confidentially. Judges will vote in a secret ballot for the prestigious Campaign
of the Year Award, and for the Gold Awards. Entrants will be notified by email if
they are a finalist in the first week of October 2010.

Entry fees

HKS$ uss$
Standard entry fee 1,248 160
Late entry fee 1443 185

(for entries received after Friday, July 30)

Entries may be withdrawn at any point up to September 3, 2010 upon written
request. Please note, however, that entry fees are non-refundable.

No refunds will be given for wrong, disqualified or withdrawn entries. In addition
to the above, should entry fee remain unpaid by Friday, September 10,2010,
the entry will be disqualified and Haymarket Media Ltd will retain the right to
claim for unpaid entry fees.

Dates and Deadlines

Entry deadline: Friday, July 30,2010
Late entry deadline: Friday, August 13,2010
Awards Presentation: October2010

Entries should be sent to:
Andrea Hayes

Asia Pacific PR Awards 2010
Haymarket Media Asia Pte Ltd.
35A Kreta Ayer Road
Singapore 089000

Preparing your entry

Rules of entry

1. Written entry

Your written entry is of utmost importance as the judges will base their initial
decisions on the strength of the arguments made (supporting materials will
not be reviewed until the second round of judging). Your written entry must be
no more than two single-sided pages of A4 paper. Please be sure to include 6
copies of each written entry for each submission.

Please review each category in this entry kit for specific
sub-headings that you must include in the two-page summary.

Atthe beginning of your written entry, please list the following information:
1. Category entered

2. Title of project or campaign covered in your written paper

3. Clientname

2. Support material

To accompany your written submission, entries may be supported with
relevant back up material. The support material should show evidence of the
success of your work. [t may vary depending on the category but can range
from branded media coverage, photographs, internet coverage, attitudinal
research, media evaluation, sales figures, detailed market share, share price
movement etc. In the case of internal audiences, consider staff retention rates
and productivity analysis. Please consider that it is better to be targeted than
copious.

All supporting material must be contained within a single folder or box file (one
file for each entry submitted). Do not send original work. All items of support
material must be clearly labelled with category entered and campaign title.

Please submit photos in digital form only (jpg, minimum 300dpi RGB). Video
should be on DVD or CD in MPEG2 format. Please note that judges will only
have the opportunity to watch approximately one minute of each video so be
relevant and concise. All internet-based support material (including websites)
should be submitted via a URL or landing page.

Label each item of support material clearly with the campaign title, and

entry category. No agency names or logos in your written entry or support
material please. Materials with agency names or logos may be disqualified.
Credits /suppliers should be listed on a separate, unbound sheet, in addition
to your two-page written entry.

The entry form must be fully completed, including the signed client
endorsement (in the case of submission by agency). Entries which do not
include the signed client endorsement (please see the entry form), and/
or exceed the two page written submission limit run the risk of point
deduction and/or possible disqualification.

= Companies or individuals may submit entries on behalf of themselves
or their clients, provided they submit documentary evidence of direct
involvement in the campaign entered.

= Multiple entries: there is no limit to the number of categories that can
be entered, but no single campaign may be entered into more than
three categories. For each category entered there must be one full set of
documentation and support material.

= Only the entries that follow the prescribed format stated in the entry kit
will be accepted.

= Your two-page written entry must be typed or printed using not less than
12 point size.

= Entries are non-returnable.

= Judges may move entries between categories if deemed to be
unsuitable for the category entered.

= Awards will be made solely at the discretion of the judges, no feedback
or correspondence will be entered into about the results and the judges’
decisions are final.

= After judging, all entries that have not been shortlisted as finalists will be
destroyed. All other entries will be destroyed after the awards ceremony
has taken place.

= Where both PR consultancy and client enter work, the submissions will
be treated as a joint entry for the purposes of judging. Any duplicated
entry fee will be forfeited.

= The judges’ decisions are final and neither the organisers nor the
judging panel will enter into any correspondence about them.

= The organisers reserve the right to publish all entries wholly or in part,
as case studies or for publicity purposes.

= Entrants may mark various sensitive parts of their submission as “Not
for publication” and tick the “Confidentiality request” box on the entry
form, provided these restrictions are not used excessively.



Categories

General Consumer Awards

The two-page entry should be divided into the following sub-headings:

Situation analysis

Objectives

Target/audience analysis

Budgets

Strategy

Creativity and originality
Execution/tactics

Evaluation of success/measurement

1. Arts, Entertainment & Media Campaign of the Year
This award honours success in the arts and entertainment, including films,
magazines, TV shows, books, newspapers, or websites. Entries for outstanding
work in promoting individual celebrities are also welcome.

2. Product Brand Development Campaign of the Year
This award recognises outstanding success in the ongoing development,
repositioning, reinvigoration, or re-launch of an established consumer brand
(either a product or a service) through the use of PR.

3. Consumer Launch Campaign of the Year

This award is for the launch of a new product or service through the use of PR.
The ability to create buzz and brand recognition, as well as evidence of sales/
usage, are all essential factors in determining the winner.

Industry Market Awards

The two-page entry should be divided into the following sub-headings:

Situation analysis

Objectives

Target/audience analysis

Budgets

Strategy

Creativity and originality
Execution/tactics

Evaluation of success/measurement

4. Healthcare Ethical Campaign of the Year

This category covers ongoing work or one-off projects undertaken by oron
behalf ofa pharmaceutical company relating to ethical (prescription only)
drugs. Campaigns can be at any stage in a product lifecycle and include
communications with target audiences such as prescribers, primary care
teams, patient groups and specialist media as well as disease awareness
and direct-to-consumer work. A campaign on behalf of a health-related cause
(forexample, set by a government agency), however, should enter the Public
Sector Campaign of the Year.

5. Technology Campaign of the Year

Both business-to-business and consumer campaigns are eligible, provided
they are focused in the area of technology. These may include, but are

not limited to, product launches or innovations, uses and applications of
technology, or technological issues and advancements.

6. Business-to-Business Campaign of the Year

The target audience might be a niche business sector or the business
community at large. However, entries that involve switching to the consumer
market should be entered in either the Consumer Launch Campaign of the
Year or the Product Brand Development Campaign of the Year categories.

Targeted Audience Awards

The two-page entry should be divided into the following sub-headings:

Situation analysis

Objectives

Target/audience analysis

Budgets

Strategy

Creativity and originality
Execution/tactics

Evaluation of success/measurement

7. Employee Communications Campaign of the Year

An award recognising skill in communicating a merger or acquisition, change
management, rebranding, restructuring, layoffs, or other issue/problem of an
internal communications nature.

8. Regional PR Campaign of the Year

Awarded to the PR campaign that is most effectively executed across at least
5 countries in Asia. This category is open to PR campaigns with a purely Asian
focus, or a global campaign that includes at least 5 countries in the Asia-Pacific
region. Entries in this category are not precluded from entering any of the other
campaign categories.



Corporate Awards

The two-page entry should be divided into the following sub-headings:

Situation analysis

Objectives

Target/audience analysis

Budgets

Strategy

Creativity and originality
Execution/tactics

Evaluation of success/measurement

9. Corporate Branding Campaign of the Year

Honours the most outstanding use of PR in the launch of a new company, or
in a corporate rebranding initiative. The winner will demonstrate effective
recognition beyond mere brand-name recognition to show an appreciation
and understanding of key message points among the target audience.

10. Public Affairs Campaign of the Year

Entries should relate to the most effective use of public affairs to change/
enlist political and/or public opinion. Although advertising materials will be
considered, the judges also will be looking for -evidence of work in research,
media relations, grassroots community activity, and also lobbying.

11. Corporate Publications

This category includes both printed material and electronically published
material produced on behalf of an organisation. This includes internal
publications such as staff newsletters and magazines, as well as consumer
publications, brochures and annual reports and shareholder information.
Three different sample copies should be included together with details of how
and where the publication was circulated and a circulation figure. The budget
should be broken down into editorial, production and distribution costs.

12. Financial Communications Campaign of the Year
This award will be given to the most effective on-going campaign or one-off
project in the financial sector during the year. Judges will be concentrating on
work that is primarily targeted at investors or other financial industry audiences
and not personal finance campaigns.

13. Crisis or Issues Management Campaign of the Year
This award will be given for the most effective crisis- or issues-management
work by an agency or corporate PR team, or a combination of both. The
objectives, strategy and method deployed should be clearly set out. Because
of the sensitive nature of crisis-or issues-management work, entrants may mark
parts of their submission as strictly confidential and not for publication.

Social Education & Philanthropy Awards

The two-page entry should be divided into the following sub-headings:

Situation analysis

Objectives

Target/audience analysis

Budgets

Strategy

Creativity and originality
Execution/tactics

Evaluation of success/measurement

14. Public Sector Campaign of the Year

Open to government departments and public-sector agencies (e.g. federal,
state, military, municipal, local or public health authorities). Judges will look
for the most effective campaign or communication programme on a single
topic (e.g. health, crime, defence, etc.)

15. Corporate Social Responsibility Campaign of the Year
This award recognises a campaign or ongoing project that utilises or integrates
a social responsibility to promote or enhance corporate image or specific
products/services. This award recognises a campaign or an ongoing project
that creates sustainable benefits to society while enhancing corporate
reputation, employee retention and customer loyalty.

16. Environmental Campaign of the Year

This award recognises a campaign or ongoing project that utilises or integrates
environmental responsibility to promote or enhance corporate image or
specific products/services. This award recognises a campaign or an ongoing
project that creates sustainable benefits to the environment while enhancing
corporate reputation, employee retention and customer loyalty.

Technique Awards

The two-page entry should be divided into the following sub-headings:

Situation analysis

Objectives

Target/audience analysis

Budgets

Strategy

Creativity and originality
Execution/tactics

Evaluation of success/measurement

17. Best Use of Digital

This category covers projects primarily using online, mobile phone or other
digital techniques to reach the target audience. It may be anything from the
creation or upgrading of an internet or intranet website, webcasts, blogging,
podcasting, mobile technology, or the use of targeted or viral e-mail or the
addition of a key function such as online polling as a key PR tool. Entry is open
to clients, consultancies and specialists or a combination of the above. The
judges will look for evidence of the digital project’s effectiveness in its own
right, as well as part of an integrated PR strategy.

18. Promotional Activity of the Year

For the most effective, attention-grabbing promotional event of the year.
Please include information on the aim, cost breakdown, use of outside
vendors/contractors, size of the event/activity and whether it stood alone or
was part of a larger campaign.



People & Consultancies Awards

Please refer to the individual category descriptions for details/headings to
include in your two-page written submission.

Support materials
May include client or employer testimonials, as well as media coverage, and
samples of work achievements in all formats.

19. Young PR Professional of the Year

Open to PR professionals in consultancies and in-house departments who

are underthe age of 30 as of July 31, 2010. Nominations are accepted from
employers, who should include details of the nominee’s career history, their
exact age, and professional qualifications. Judges will look for evidence of
outstanding achievements in handling PR campaigns, showing creativity,
relevance to brief and results. They will also look for evidence of the nominee’s
ability and willingness to extend their range of PR skills.

The two-page entry should be divided into the following sub-headings:
=+ Bio of the nominee/brief resume/education background

=+ Accomplishments achieved during entry period

= Activities outside work, including charity, industry associations, etc.

Gold Awards

The Gold Awards are the most prized of all, recognising the overall
achievements in the industry from the talented professionals, agencies, and
communicators within the region.

Atwo-page entry is required in each of the Gold Award categories. Please refer
to the individual category descriptions for the headings / details to include in
your written submission.

Support materials
Client testimonials are welcome as part of your supporting documentation.

20. PR Agency Head of the Year

This award will be given in recognition of outstanding professional
performance by an individual who has full operational responsibility for either
a specific consultancy, or a network of consultancies.

Candidates may nominate themselves, or be nominated. The two-page entry
should be divided into the following sub-headings: 1) bio of the nominee

/ brief resume / education background 2) Accomplishments achieved
during the entry period 3) Activities outside work, including charity, industry
associations etc. Other information may be included as considered relevant.

21. PR Consultancy of the Year

Open to any PR consultancy. In case of owned groups, any single office may
enter this award. This category does not recognise a network (see Asia Pacific
Network of the Year). Include: date of incorporation, numbers employed

(split executive and support staff); key clients; two years’ fees and profits

data. Judges will look for evidence of financial growth, client list growth, client
retention, talent retention / development and PR innovation. Emphasis should
be placed on the consultancy’s achievements within the period covered by this
year's awards.

22. Mid-Size Network of the Year

This award is open to owned groups with at least two offices, each in separate
markets, with total billings of no more than US$10 million during the
12-month judging period. Include: date of incorporation; numbers employed
(split executive and support staff); key clients; two years’ fees and profits
data. Judges will look for evidence of financial growth, client list growth, client
retention, talent retention / development and PR innovation. Judges will also
be looking for demonstrated ability to work in a cooperative manner, servicing
clients in more than one office. Emphasis should be placed on the network’s
achievements within the period covered by this year's awards.

23. Asia Pacific Network of the Year

This award is open to any owned group with at least three offices in the region.
Include: date of incorporation, numbers employed (split executive and
support staff); key clients; two years’ fees and profits data. Judges will look for
evidence of financial growth, client list growth, client retention, talent retention

/ development and PR innovation. Crucially, judges will also be looking for
demonstrated ability to work in a cooperative manner, servicing clients in more
than one office. Emphasis should be placed on the network’s achievements
within the period covered by this year's awards.

24. Corporate Communicator of the Year

This award, given to the communicator or communication team, that has
demonstrated outstanding communication / PR ability to reach stakeholder
audiences. Brands must highlight significant achievements in the period
covered by this year's awards, as well as achievements to date.

Campaign of the Year

This award cannot be entered directly. The chairman of the judges, along with
the judging panel will decide on the entry considered the best of the individual
campaign winners in the General Consumer Awards, Industry Market

Awards, Targeted Audience Awards, Corporate Awards, Social Education &
Philanthropy Awards and Technique Awards categories.



Entry form (please complete all fields)

Please return this form (one form per entry please), together with any relevant
support materials and your written work.

Entry checklist

Each entry must include the following:
B TWO copies of your completed entry form with each submission
B SIX copies of your written submission (no more than 2 pages)
B ONE set of supporting materials for each entry
M Total payment for all entries submitted
and please ensure that:
Your entry form for each submission has been signed off by the client
You have labelled all your support material with the category entered,
and campaign title
B You have removed all agency logos and mentions from the entry
(except People & Consultancies awards and Gold awards entries)

Entrant Information

Title of project / Nomination:

Contact person’s name:

Position:

Company:

Country: Tel:

Email:

Address:

Category for this entry: refer to the list of categories in the entry kit
and tick one box only for this entry.

General Consumer Awards

[ 1. Arts, Entertainment & Media Campaign of the Year

[ 2. Product Brand Development Campaign of the Year

[ 3. Consumer Launch Campaign of the Year

Industry Market Awards

[ 4. Healthcare: Ethical Campaign of the Year
[ 5.Technology Campaign of the Year

[ 6. Business-to-Business Campaign of the Year

Targeted Audience Awards
[ 7. Employee Communications Campaign of the Year
[ 8. Regional PR Campaign of the Year

Corporate Awards

1 9. Corporate Branding Campaign of the Year

[J 10. Public Affairs Campaign of the Year

[ 11. Corporate Publications

] 12. Financial Communications Campaign of the Year
[ 13. Crisis or Issues Management Campaign of the Year

Social Education & Philanthropy Awards

[ 14. Public Sector Campaign of the Year

[ 15. Corporate Social Responsibility Campaign of the Year
[J 16. Environmental Campaign of the Year

Technique Awards
[ 17. Best Use of Digital
] 18. Promotional Activity of the Year

People & Consultancies Awards
[ 19. Young PR Professional of the Year

Gold Awards

[J 20. PR Agency Head of the Year

[ 21. PR Consultancy of the Year

[ 22. Mid-Size Network of the Year

[ 23. Asia Pacific Network of the Year
[ 24. Brand Communicator of the Year

Confidentiality request

If you wish any of the data submitted in your brief to be kept confidential, please
tick the box below and mark in the margins of your entry submission the relevant
confidential areas as “Not for publication”.

] Please keep confidential the information as marked in the entry submission.

Client endorsement

| confirm that this submission is an accurate representation of a campaign
completed for my company which took place between September 1, 2009
and August 13, 2010.

Client company name

Client signature

(Please print)

Job title

Date Tel:

Email

Please send your completed entries to:
Andrea Hayes
Asia Pacific PR Awards 2010

Haymarket Media Asia Pte Ltd.
35A Kreta Ayer Road
Singapore 089000

Entry deadline: Friday, July 30,2010
Late entry deadline: Friday, August 13,2010

Entry fees HK$ us$

Standard Entry fee 1,248 160

Late entry fee (for entries received

1,443 185
after Friday, July 30, 2010) '

Payment - please tick
[J Cheque enclosed:

Name of Bank:

Total amount: HK$ / US$

Cheque No.:

All cheques must be made payable to: “Haymarket Media Limited” and
must accompany your entry. One cheque is acceptable for multiple
entries.

] Please charge the following: HK$ / US$

1 American Express  [] MasterCard ] VISA

Cardholder's name

Card number Expiry date

Signature

(If different from above)

Billing name Email

Address

Email

Tel Fax

Payment methods available are cheque or credit card. We regret that
telegraphic transfer is no longer accepted.

Entries unpaid by Friday, August 27, 2010 will be disqualified and
Haymarket Media Ltd retains the right to claim for unpaid entry fees.
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