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2010 Tempo Awards

Entry Kit

The complete Entry Kit includes the following sections:

1.   Entry Guidelines (2 pages)
2. [image: image20.png]


  Categories (2 pages)
3.   Special Awards (1 page)
4.   Entry Tips (1 page)
5.   Entry Form (3 pages)
If you should have questions while preparing your entries, please do not hesitate to contact the CADM staff at our headquarters’ office – contact information below.

Thank you, and good luck!

Chicago Association of Direct Marketing - 203 N. Wabash Ave., #2100 - Chicago, IL 60601-2418 

Phone: 312.849.CADM (2236) - Fax: 312.849.CAFX (2239)

E-Mail: info@cadm.org - Web: www.CADM.org
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2010 Tempo Awards

Entry Guidelines

Before you submit your entry, be sure to read these 2010 Tempo Award Entry Guidelines

1. All entries must have been first produced (mailed, aired, etc.) between October 1, 2008 and December 31, 2009. All entries must also be part of marketing programs designed to generate measurable response from a target audience.

2. Enter as many pieces in as many of the 17 categories as you want. Just remember, each submission must be entered separately. You may also enter the same campaign in multiple categories, but you must complete a separate entry form (with appropriate samples) each time.  You may only “check off” one category per entry form.

3. Submit one entry form for each entry.  Entry forms must be fully completed and signed. Each entry will be judged on a variety of criteria and is eligible to win a marketing and/or creative award. There is no need to submit separate entry forms for marketing and creative.

4. Report your results.  Results are the most important criterion for judging in the marketing category. Each entry should include a description of your direct marketing objectives and how you measured your results. If possible, try to state those results as an actual, absolute number, index, or percentage. If you can't provide absolute numbers because of corporate policy, you should indicate that fact and present the results as an index to describe your success versus the control or the previous program.*

5. Enclose two samples of your work for each entry. Samples should not be mounted, but should be loose. Put each sample in its own envelope and mark them clearly as “first sample” and “second sample.” Affix the original of the completed entry form securely to the “first sample” envelope, and a copy of the completed entry form to the “second sample” envelope.  

Special directions for samples: 
A. For broadcast advertising, submit CD-ROMs or DVDs for radio spots and 1/2-inch videocassettes or DVDs for TV spots.  For both, also include a script.

B. For electronic media entries, provide a Web site address where judges can experience the entry live. If this is not possible, it is okay to submit Web sites and display ads on a CD-ROM or DVD and to submit e-mail campaigns in hard copy.

C. Any entries in a foreign language require an English translation.  
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2010 Tempo Awards

Entry Guidelines – Page Two


6. Enclose your check, payable to the Chicago Association of Direct Marketing, covering your total entry fee. Standard Rate: $90 per entry if you're a CADM member, or $115 per entry if you're not a CADM member. Submit four or more entries and get a quantity discount: pay only $80 per entry for four or more entries if you're a CADM member, $105 per entry for four or more entries if not.

Special discounts for first-time entries: If you’ve never submitted a Tempo Award entry in previous years, your entry fees will be $65 per entry for CADM members, and $75 per entry for non-members. Indicate on your entry form that you’re a first-time entrant.

7. Send in your entries today. Carefully fill your entry envelopes with all necessary samples or other required materials and affix your entry forms. Then pack all your envelopes into one sturdy shippable package and send to:

 
CADM Tempo Awards
 
203 N. Wabash Avenue
 
Suite 2100
 
Chicago, IL 60601-2418
 
312-849-CADM (2236) 
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8. Consideration for Two Special Awards: Multicultural Marketing Award and Innovation & Excellence in Print Production.  Any entry submitted pursuant to one of the 17 categories may ALSO be considered for these special awards.  Simply check the appropriate box on page 3 of the entry form.  No additional fee or form is necessary.  Entries may be submitted in a foreign language, but you must include an English translation.

*For example, if the control got a response rate of 5%, it would be assigned an index of 100. Your entry, having achieved a response rate of 7.5%, would be indexed at 150 since it attracted 1-1/2 times as many responses as the control. "Projection vs. actual results" figures may only be submitted where there is no control and no prior-program results with which to compare your entry. Also, make sure you put enough background information on your Entry Form to fully explain all the numbers you've submitted with your entry. 


Chicago Association of Direct Marketing - 203 N. Wabash Ave., #2100 - Chicago, IL 60601-2418 

Phone: 312.849.CADM (2236) - Fax: 312.849.CAFX (2239)

E-Mail: info@cadm.org - Web: www.CADM.org
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2010 Tempo Awards

Categories

Enter your best work for the recognition it deserves in any of the following 17 categories

1. Consumer Direct Response Campaigns
Two or more related advertising efforts in the same direct response medium, or in multiple direct response media, whose results are measured cumulatively - consumer only.
2. Business-to-Business Direct Response Campaigns
Two or more related advertising efforts in the same direct response medium, or in multiple direct response media, whose results are measured cumulatively - business-to-business only.


3. Consumer Integrated Marketing Campaigns
Two or more related marketing efforts that integrate direct response channel(s) with other marketing discipline(s) (i.e., general advertising, sales promotion, public relations), using one or multiple media, whose results are measured cumulatively - consumer only.

4. Business-to-Business Integrated Marketing Campaigns
Two or more related marketing efforts that integrate direct response channel(s) with other marketing discipline(s) (i.e., trade shows, general advertising, sales promotion, public relations), using one or multiple media, whose results are measured cumulatively – business-to-business only.


5. Consumer Direct Mail (less than $300/M)
Single direct mail effort: Non-dimensional mailings, including self-mailers and catalogs, with a rollout budget of less than $300/M.*

6. Consumer Direct Mail ($300/M or more)
Single direct mail effort: Non-dimensional mailings, including self-mailers and catalogs, with a rollout budget of $300/M or more.*

7. Business Direct Mail
Single direct mail effort: Non-dimensional mailings, including self-mailers and catalogs.

8. Dimensional Mailings

Single direct mail effort: Mailings that are 3-dimensional when mailed (i.e., boxes and tubes), consumer or business-to-business.

9. Print Space Advertising
Single direct response ads, any size, from a magazine, newspaper or supplement (including free-standing or bind-in inserts) targeting a consumer or business audience.
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2010 Tempo Awards

Categories – Page Two


10. Other Media
Includes billing inserts, card packs, package inserts, take-ones, on-packs, bangtails, booklets and brochures, telemarketing, cooperative inserts, outdoor, point-of-sale materials, etc.

11. Direct Response Television and Radio
Short-form or long-form TV or radio advertising designed to generate response or support other direct response advertising.

12. Web Sites
Internet sites or microsites designed to generate response from visitors, consumer or business-to-business.

13. Internet Advertising
Banner advertising, landing pages, or other forms of online advertising designed to generate response from visitors, consumer or business-to-business.

14. E-Mail Advertising
Single direct response messages delivered to e-mail addresses, consumer or business-to-business.

15. Emerging Media
Digital media, such as Mobile, Blogs, Social Networks, Widgets, Online Video, and Gaming.

16. Loyalty/Frequency Marketing
Single efforts or campaigns using database marketing techniques, in any advertising medium, to retain or increase share of customers.

17. Nonprofit Direct Mail
Non-dimensional mailings, including self-mailers, used by not-for-profit organizations to promote services, build membership or raise funds.

*Rollout budgets include all "in the mail" costs except postage.  Costs for paper, printing, list rental, merge/purge, computer processing, and lettershop should be included.  Creative and development costs should not be included.

IMPORTANT NOTE:  Work consisting of related multiple pieces within the same channel (e.g., multiple related print ads, multiple related solo mailings) whose results were measured individually may be entered separately or together in the appropriate single-channel category.  CADM reserves the right to disqualify any entries that do not meet eligibility standards without refunding entry fees.  CADM also can expand or reduce the number of categories depending on entry volume.
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Chicago Association of Direct Marketing - 203 N. Wabash Ave., #2100 - Chicago, IL 60601-2418 

Phone: 312.849.CADM (2236) - Fax: 312.849.CAFX (2239)

E-Mail: info@cadm.org - Web: www.CADM.org
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2010 Tempo Awards

Special Awards

Each year, CADM honors the best of the best with these Special Awards
The Past Presidents’ Award
The Past Presidents’ award recognizes overall excellence in creativity and marketing innovation. The winner of this coveted award is selected from among all the first-place winners in one or more marketing and/or creative categories. As a group, these first-place winners are judged by past presidents of CADM.  Then, as the final award of the evening, the Past Presidents’ Award winner is announced. There can only be one winner. And this year, it could be you.

The Jay Gondelman Award
Named in memory of Jay Gondelman, an interactive marketing pioneer, this special award honors innovative achievement in electronic direct marketing. Jay was a champion of the integration of direct response marketing and interactive communications. As a founding member of CADM Online, Jay helped show CADM members the true potential of online marketing.  This award pays tribute not only to his contributions, but also to those of the winner of the Jay Gondelman award.

Multicultural Marketing Award
In recognition of exceptional work targeting ethnic and/or cultural groups, CADM’s Board of Directors created this award to honor special achievement in multicultural marketing.  Examples include, but are not limited to, these: Ethnic Groups – Hispanic, African-American, Asian; Cultural Groups – Gay and Lesbian (GLBT), Disabled Americans.  The winner will be chosen by members of CADM’s Multicultural Marketing Special Interest Group.

Innovation & Excellence in Print Production Award
The print production community has long been an essential partner in successful and award-winning direct and integrated marketing campaigns.  CADM is pleased to recognize the best-in-class work in this important discipline with the Innovation & Excellence in Print Production Award.  The winner will be chosen by members of CADM’s Production Special Interest Group.
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Chicago Association of Direct Marketing - 203 N. Wabash Ave., #2100 - Chicago, IL 60601-2418 

Phone: 312.849.CADM (2236) - Fax: 312.849.CAFX (2239)

E-Mail: info@cadm.org - Web: www.CADM.org
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2010 Tempo Awards

Entry Tips

Six tips for writing effective Tempo Award entries
Here’s some valuable advice on making your Tempo Award entries more effective, from Sid Liebenson, former EVP, Director of Marketing at Draftfcb.  Sid has written multiple winning Tempo entries, including the entries that won both the Past Presidents’ Award and the Jay Gondelman Award.
1. Be clear. Don't assume that judges have any background knowledge about your project. Clearly state the marketing situation you faced, and point out exactly how your entry addressed that problem. The more context you can provide for the challenges you faced, the easier it is for judges to understand exactly why your marketing and creative solution deserves to win. And always be sure to spell out and explain acronyms. Judges may not understand the jargon used by your particular client.

2. Explain your results completely and accurately. Rather than simply stating your response rate for a given entry, explain what your response target was, and provide the calculations to show how you beat your target. For example, if your mailing pulled 2%, that might not sound like much on its own. But if the control pulled 1%, then you beat the control by 100%! Don't leave it up to the judges to do the math. Include it in your write up.

3. Proofread and spell check. It sounds basic, but it's critical.  Double-check your text for grammatical and spelling errors. This includes any URLs that judges must use to view your work. Test all the Web addresses you provide to make sure they work—one typo in any URL will render it useless. The more accurate, clean, and understandable your entry, the better chance you have of winning.

4. Double-check your sample submissions.  Your samples are critical to demonstrating to the judges the value of your work. Be sure that all the print samples you submit are correct. Check your TV entries to see that they have been properly duplicated (and don't forget the scripts). If you're submitting digital media on CD-ROM or DVD, test the disc to make sure the files are saved correctly and can be viewed on any computer.

5. Read the rules.  Understand each entry category, and make sure that the work you're entering is appropriate for the category. Make sure all of your entries comply with all of the Entry Guidelines with respect to mail dates and other critical qualifying criteria. And above all, be sure to get your entries in on time.  There is no page-length limitation for entry forms, but be mindful of how much time it will take judges to thoroughly review your entry.

6. Be honest—let your passion for your work shine through. Begin with the premise, "I love this work because...”  And then explain why it's great. Don't try to impress the judges with flowery language or unnecessarily long descriptions. State your case as clearly and succinctly as possible and support your contentions with solid and understandable results. Your entry should passionately—but accurately—advocate the case for your work.

Chicago Association of Direct Marketing - 203 N. Wabash Ave., #2100 - Chicago, IL 60601-2418 

Phone: 312.849.CADM (2236) - Fax: 312.849.CAFX (2239)

E-Mail: info@cadm.org - Web: www.CADM.org
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2010 Tempo Awards

Entry Form

If you have any questions while completing this entry form, please call CADM at 

312.849.CADM (2236).  The deadline for entries is February 15, 2010.
Company Submitting Entry:

Company Address:

Suite #:

City:

State:

ZIP:

Contact Person at Company Submitting Entry:

Phone #:

E-mail Address:

Fax #:

Signature: _____________________________________ Date: ________________

I certify that the advertiser has been apprised of information submitted in this entry. (Signature required.)
Category (Please check appropriate box – only one box per entry form.  If you would like your entry to be judged under more than one category, please submit a separate entry form with appropriate samples for each category):
	
	1. Consumer Direct Response Campaigns
	
	10. Other Media

	
	2. B-to-B Direct Response Campaigns
	
	11. Direct Response Television/Radio

	
	3. Consumer Integrated Marketing Campaigns
	
	12. Web Sites

	
	4. B-to-B Integrated Marketing Campaigns
	
	13. Internet Advertising

	
	5. Consumer Direct Mail (less than $300/M)
	
	14. E-mail Advertising

	
	6. Consumer Direct Mail ($300/M or more)
	
	15. Emerging Media

	
	7. Business Direct Mail
	
	16. Loyalty/Frequency Marketing

	
	8. Dimensional Mailings

	
	17. Nonprofit Direct Mail

	
	9. Print Space Advertising
	
	


Please see pages 4 – 5 of the 2010 Tempo Awards Entry Kit
for a complete description of all categories.
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2010 Tempo Awards

Entry Form – Page Two

Description of Entry (Ex.: Self-Mailer for New Book):

Title of Entry (Ex.: “How to Win a Tempo Award”):

Advertiser:

Product or Service:

Program Objectives:

How Were Entry’s Results Measured?:

Target Audience:

Timing of Program: (Date mailed, duration of offer, etc.):

Reminder: Entry must have been first produced between October 1, 2008 and December 31, 2009.
Quantity Mailed (or circulation):

Rollout CPM* (Direct Mail only):

Summarize results and explain why this should be a winning entry:
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2010 Tempo Awards

Entry Form – Page Three

Special discounts for first-time entries.  If you’ve never submitted a Tempo Award entry in previous years, your entry fees will be:
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 $65 per entry for first-time entries, CADM members
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 $75 per entry for first-time entries, non-members*
Enclosed is the payment of: 
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 $90 standard fee, CADM members
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 $115 standard fee, non-members*
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 $80 quantity discount fee for 4 or more entries, CADM members
[image: image16.png]



 $105 quantity discount fee for 4 or more entries, non-members*
* Not a CADM member?  Join today and apply the member-only discount!  Call CADM’s headquarters’ office at 312.849.2236 for details and to sign up instantly!
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 Multicultural Marketing Award: Check here if you would like this entry considered for this special award.  (No additional fee necessary.)
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 Innovation & Excellence in Print Production Award: Check here if you would like this entry considered for this special award.  (No additional fee necessary.)

Send completed entry forms, including two samples for each entry to: 

CADM Tempo Awards, 203 N. Wabash Ave., Suite 2100, Chicago, IL 60601-2418.  

The deadline for entries is February 15, 2010.

Payment information (if you are paying for multiple entries, please copy this page, complete the section below, and submit it with one payment for total):  
$ ______ Total

__ Check enclosed (payable to “Chicago Association of Direct Marketing”)


__ Credit card payment:


__ Visa   __ MasterCard   __ American Express   __ Discover   __ Diners Club 





Card #: ____________________________________ Expiration Date: _______



Signature: ____________________________________________________
Reminder: You must enclose two samples of your work for each entry. 

See “Entry Guidelines,” paragraph 5.

(Rev.112509)
Chicago Association of Direct Marketing - 203 N. Wabash Ave., #2100 - Chicago, IL 60601-2418 

Phone: 312.849.CADM (2236) - Fax: 312.849.CAFX (2239)

E-Mail: info@cadm.org - Web: www.CADM.org
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-- For judging use only --


�  Screening completed by: _______ – Entry #: ______	Category #: ______











FOR JUDGING USE ONLY





�  Screening completed	Entry #: __________	Category #: _____________





Category Description: __________________________________





Marketing:       � 1st     � 2nd     � 3rd





Creative:          � 1st    st     � 2nd     � Entry Deadline:


February 15, 2010





Entry Deadline:


February 15, 2010





Entry Deadline:


February 15, 2010





Entry Deadline:


February 15, 2010





Entry Deadline:


February 15, 2010





Entry Deadline:


February 15, 2010





Entry Deadline:


February 15, 2010











*Rollout budgets include all “in the mail” costs except postage. Costs for paper, printing, list rental, merge/purge, computer processing, and lettershop should be included. Creative and development costs should not be included. 





