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About SHIAF
XT LBEIR ST

PEER SheELBmEDBRNEERO Y, PH OBMESEE. D8mmphunEERSNPEH SM=sES T, BLES
[TEMEMIMG BN BEMER T, DEmERXKARBNNINEEERSY SHSE. e . BE2X, NE/
STHECE. B, ml. EAT R, [RENNMXFmSTWER, L "= E. 2. ©" fBeE:l, BE A SHETS0lH,
ITERRBWE., ZFENE. affllElsik¥e, PN LEERERNF S8, HPEIEERER,

The Shanghai International Advertising Festival is an annual international advertising event held under the direct guidance of the CPC Shanghai Municipal Committee and the
Shanghai Municipal People’s Government, with support from the Publicity Department of the CPC Shanghai Municipal Committee, the Shanghai Administration for Market Regulation

and the China Advertising Association. It is hosted by the Shanghai Advertising Association and SMG Shanghai Media Group, and co-organized by the People's Government of Putuo
District, Shanghai.

Based in Shanghai and connected to the world, this year's festival integrates creativity, technology, branding and academia, bringing together world-class works and industry elites
worldwide. Adopting an integrated model of “conferences, exhibitions, competitions and festivals” , it focuses on innovations in Al and digital advertising, building a high-end
platform for idea exchange, resource matching and collaborative empowerment. The festival supports Shanghai in building an international digital advertising capital and promotes
Chinese creativity to the global stage.
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About SHIAF Awards
XF bR S%

LEER SX2LEHK STEANREXI, MELE. BREX, RELE. B,
REWINENE, & /,mtljxﬁ NS PA, BEOWVRR. ATER. I RaERINX
BEMER, #3) EEERERSF 528,

SHIAF Awards are the official authoritative awards of Shanghai
branding and effectiveness. Gathering top works from home a
build an authoritative platform for industry communication, tal

553, CRERS )\"\f’Euu, F
, LARIFT R T & &, BN Ee)

dvertising Festival. Based in Shanghai a
select outstanding cases, organizations an
display and mdu nakémpovverment driving in

pen to the world, we focus on creativity, technology,
ividuals through international professional judging. We




Qur Vision
RTRIE S

2026 DEHERT SR WA eUHET. L
AZOER, SHIAF Awards §EERE T
KEEBSITSBEENENRS S22,

with the core philosophy of "Digital Intelligence, Innovation,
Effectiveness", SHIAF Awards 2026 honor outstanding

advertising cases that inspire and lead the development of the
industry.

U ZRANE, LIRS A%, ez, E55 A, 2]
SEIE, EESEEEE, LEHERE, 5. JEK, WeefTl
HNANERGESFE,

Rooted in digital technology and powered by intelligence, we integrate data, algorithms
and Al to reshape advertising creation, communication and operation, making marketing
precise, efficient and measurable for industry digital and intelligent transformation.

BrlSPL0, REEGRLR, AEKAZES =S5, IFMER,
Il BEeZ4iRty, LSEERESRBEILE, A STWEAFA
ENS 2O,

Adhering to creativity, breaking traditional boundaries and embracing technological
changes, we encourage innovation in concepts, forms and channels. Pioneering thinking
and bold practices inject sustained vitality and new possibilities into the advertising
industry.

LIERANER, RERMBKSHWHNE, BEEFREA, HETK
iE, BIHA. JRANEENR, BELHESTERIR, B &
Nz MMES T &R,

Result-oriented and focused on brand growth and commercial value, we reject empty
expressions and advocate verifiable, measurable and convertible communication
outcomes. Real data and market feedback highlight the core value and mission of
advertising.
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Value

LEERTEXZD RE "DEm” NERNT STUNENED.

The only advertising event certified as “Shanghai Brand” with autharitative recognition.

RE WO = EEEXE2EEE™ &WE XTI, 2, BHheUsSRERE,

winners enjoy national & Shanghai policy support, with rewards up to 1 million yuan.

IREFRBEREM ., WARC, S H SXINE, , AT BERTT,

warks collected in official website, WARC & ADToday Awards Database for global influence.



MEZE &I EE Judges & Judging :

R SXITFERSFHREBKMATVEREN, REEMIHSEWRE, HERE. IR, &&. FARITWAHARLE, KT
ZXMAA, DeHmETESEFR, ARAVEERASEES, BRITENE., AE. R,

The jury of Shanghai International Advertising Awards consists of top global industry experts annually, with international vision and professional depth, covering representatives from
brands, creativity, communication, academia and relevant industry organizations.

REWERBESRIMBIRE L,

Judge recruitment and award submission start simultaneously for this e

Bt Z%7] Contact Us [=];::; 4264 8) Key Date

TERLEN e e ° *—
EX Z A Contact Person: Lucy i 3 E|/ o~ » - -
B1% CellNo. 13012819368 (WIER) | mffly™, - March 27 toJuly 1 J | Late August The End of August
Bp%E E-mail; shiaf@shaa.org.cn E S e e g A
[ L e T T oo =11 5= HA

FEE  AESBAN 20265

Ca AW eremony
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15%

EF7N
Objective

SREHE2EBEmM
BRIZEEHN B R,
Whether the entry has
clear, scientific and
reasonable objectives.

Judges & Judging

Strateqy Creativity Execution

==y Sl
INMEEBLE TR,
therthe entry

a}a_rg eL
e

SRR EEE Jifil%l%%%% %EiZIJ\
MR, AT HIRES,
Whether the entry has
targeted and

executable strategies.

Creatlwty
innovative |n5|
commumcaﬂon

planning and marketir

30%

R
Effect

SEZHETENT
e Bir.
Whether the entry has
achieved the
predetermined
objectives.
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EIMPRFHS5 2R
Entry Requirements and Fees

/!
/!

RIMDRIAE, KIMXpPRXEH, dJREEMESE, PN RXFOHEE., —BRARIMID(EAERLERESRIDTR)
EATHGE, 28% s

The award is divided into 9 major categories, available in both Chinese and English; you may select according to language.Chinese and English entries shall be settled
separately.Once a case is successfully submitted (including completion of information and payment), the submission cannot be revoked and the entry fee is non-refundable.

W 1E20265 EBERR SEXIMAEMRMA2025F1 B 1HE20265E78 1 HEABLEIEm.

Entries submitted for the 2026 Shanghai International Advertising Awards must be campaigns implemented between January 1, 2025 and July 1, 2026.

2
A A58 S EYEVIES ¥ 12T 5 %

\

Category Date Brand & Case Category Fees Additional ltems Fees
S8 3.27-4.30 e/ 20 7T/

Early Bird Deadline ’ ' CNY/Piece Trophy CNY/Piece
B £ 1.5 31 T/ UE$ T/
Regular Deadline i ’ CNY/Piece Certificate CNY/Piece

S 6171 (T FERESRER. B . 25 K8 N ABKE—EERORES,

Final Deadine LHPARRAS)EERALKEE—BTH, XRADELRANASE
SEBZANNELILMERIT BB 9K, 55N TEEARFTHR, BAAERBRFPESHASTRZN, HREBMFATMAELTHD
TRSEER, EREROT RS RRY NN ST, — SR ENs) AT D, B s R TEA R,

Bronze, and Gra ophy plus a
Winners of the Annual Elite c presented with

on wishes to additionally customize
' als, please contact the

The entry fee is subject to the price at the time the order is actually submitted. If payment is not
made within 5 working days, the order will be cleared. Resubmitting the order will be
recalculated at the prevailing price.




TE R Payment Information

KPZ PSR 8 ER2NELSERA

K S:36520188000197845

F P17 e REBIT D8 O AT

BENEFICIARY'S NAME: CHINA CYTS M.I.C.E (SHANGHAI) SERVICE CO., LTD
ADD: 15th Floor, No. 739, Kunming Road, Yangpu District, Shanghai
BANK:CHINA EVERBRIGHT BANK SHANGHAI BRANCH

BANK ADD:NO.1118 CENTURYAVENUE, PUDONG SHANGHAI 200120, P.R.C
ACCOUNT NUMBER:3652018800019/845

SWIFT CODE: EVERCNBJSH1
CNAPS:303290000528

$1i 5*1 7‘32 EH

nal Adv

LSRR &EHBEES (UTER “BESL” ) HFRERER: F5ik (1§ ER
SWREBRARER 2026 (FAR) LEER SROE—EFEERREM, 2NG
REARTREMESERA, REBRBLRTNUIRESSLH T, FRUAIRA 2026 F 3
A 27 B ERFRERMEFE.

BRLFRZARNRBER AN RBEM SRR BUGRER, WHRAR
ERMEEM. BERE. RIENE.

BAERRHZ BE, IESRAMRMAXS IS ERLRMAINE LR EERGRE
LRF, BREHL.

The Organizing Committee of Shanghai International Advertising Festival (hereinafter
referred to as the “Committee” ) hereby officially authorizes CYTS (Shanghai) International
Conference & Exhibition Co., Ltd. to act as the sole official designated payee for the 2026 (9th)
Shanghai International Advertising Awards, responsible for the collection and settlement of all
entry fees, registration fees and relevant funds of this competition.this Authorization shall
be valid from the date of 27"Mar. 2026 to the date when this authorization content finished.

The Committee authorizes the aforementioned company to handle all collection matters in
accordance with national laws, regulations and the financial norms of the event, so as to ensure
compliance, fund security and standardized procedures for the financial affairs of the Awards.

As of the date of issuance of this statement, all participating entities and relevant parties

shall pay the relevant entry fees to the account of the above-designated payee to be deemed val id.

b’snﬂ“%{ﬁéﬁfﬁé :
2026 4 4[B./1 A
Organizing ‘C:o}m‘niﬂee‘ of SHIAE
Date: 1 Ap’r 2026




IR ZFEIE S Entry Guidance

FIESRIER, THREKSEMR: EREEEH NI
https://shiaf.com.cn/entry, TEFFHFARILSERER, =HEST
#; mxESEANELRE, JBERTIEAREE,
ERSELINEBERE. REBREFEREESELS, AEESH

B Y EE ST IS, TRER B I,

BESRED, EEDREN HELEAEREE, FRERESD
B (STHA/NREI200M, DIEERRTES . AWM. S5,

PDF &) , y
E%ﬁzﬁi%$ﬁﬁﬂ:éﬁﬁ&ﬁ%mmummﬁmmg!'m
SR E S BIRIEE . R RIEEE. BR ST
RS S,

\

b

S ERIHER MM INEREMBREIMECHEE AN EX,

WIATIRE, EFmEREILLHTMRERR.
FTABEAYN . FmRRXEBEES N IFARTMTR, AESKE
IHANEI0 N TIFHRSFERR,

TS
Register

Log in to the official competition website: https://shiaf.com.cn/entry, download
and read the Entry Guide carefully, and complete account registration. For any
guestions about the competition rules, please contact the staff for consultation.

. Select the entry category according to your application needs. This competition

sets up Chinese Track and English Track separately, which you can freely choose
based on the language you use.

. Select entries and prepare submission materials: Choose high-quality works and

prepare required materials (file size no more than 200M, including but not limited
to images, videos, audios, PDF, etc.).Log in to the Entry System:
https://shiaf.com.cn/entry, fill in the application information and upload your
works and relevant materials as instructed. Please do not use special characters
in the names of application documents.

Carefully check that all application materials comply with the official rules and
requirements. After confirming all information is correct, complete the final
submission before the work submission deadline.

Please-make the payment within 5 working days after submitting your works. The
{rganizingﬁommittee will send the invoice by post within 10 working days upon
successfﬂpayment.




FEKHRE
Competition Categories
2026 FBER;EEIGE 9 KRR, HE 7 NMNELRE, 2EEES SR, B8, BARIYEZ OE, UBEHE., EL T
HEE, REBESWVRBSERSFHNE.

The 2026 Shanghai International Advertising Awards consist of 9 major categories covering 97 sub-categories, spanning diverse fields including advertising creativity, communication,
technology and effectiveness. With more refined and professional judging dimensions, the awards aim to discover outstanding works and innovative forces in the industry.




A-1.8a Fo

A-2 Z1R Catering

A-3.ZZ 1 & Luxury

A-4 MNP Beauty & Personal Care
A-5.724) Pet

A-6. £ BHFRKZE Finance & Insurance

A-7 KB RIS 1% <2 Sports / Leisure & Entertainment
A-8.fXmnZE Beverage

A-9 %183 7T 52 2 Digital Products

A-10.Z 82 Home Appliances

A-11.B9 7825 Fashion

A-12. BEXINE 5 2L Internet Platform
A-13.32hRZE Culture & Tourism

A-14. 55 Z & Retail & Store

A-15 87125 Wine & Spirits

A-16.22 /& H B2 Home & Daily Necessities
A-17.2238 T B 25 Transportation

A-18. 8223+ 2 Mother, Baby & Parenting
A-19.3E B A /Z&E 2 Non-profit / Charity
A-20. KR 2L Greater Health

A-21.EAB Others

B-1.3FM@/ % Print Advertising
B-2.6) %1%+ Packaging Design

B-3.m k2 1%+ Brand Merchandise Design

D-1.X 28| Copy & Creative
D-2.TVC

D-3.58 414 Short Video
D-4.5p K A4M Medium & Long Video

E-1.24532% Integrated Marketing

E-2.3 =54 Scenario Marketing

E-3. A8 E%H Content Marketing
E-4.4H8E % Global Marketing

E-5 4t X EARE 55 Social Media
Marketing

E-6. 4N Outdoor Advertising

E-7 55 RIA% Digital Technology
Experience

E-8. 28K &% Full-Link Marketing

B-4.55 = 1% 1t Scene Design
B-5.#(=1% 1t Digital Design

D-5.84m &0 Live Event
D-6. B 1E Z A% Interactive Installation & Experience
D-7. HELW A A Internet Application

E-9. A4 BEE %4 Private Domain
Community Marketing

E-10.H P+ User Growth
E-11. 247 A Data Application
E-12.85 3254k, Sales Conversion

E-13. 585 AR EIH Marketing
Technology Innovation

E-14. %22 Z Film & Variety Show
E-15. 2 AR EL#h Celebrities / KOL
E-16.488 = Sports Event

B-6./" &A%t Product Design 'NEW

C-1.TvC

C-2.42414% Short Video

C-3.7 4141 Medium & Long Video
C-4. &40 #A Film Pre-Production
C-5.840/= 8 Film Post-Production
C-6. %M Z & Film Music

C-7.AIFLER Al Video NEW

F-17 12 &4 A\ Entertainment Product
Placement

E-18.5#%% Gaming
E-19.& 47 Audio
E-20.IPREA IP Integration

E-21.BRE&1E Cross-Border
Cooperation

E-22.48 ) Short Drama
E-23.5uE /K Converged Media NEW

E-24 358 4 Transportation

Advertising Lo




F-1. 40804 Video Advertising
F-2. 3 45E 30 Event & Campaign
F-3. 2454 Integrated Marketing
F-4.4 %% Ecological Protection

F-5. 4 £1M& Social Value

I-1.AIE %5 Al Marketing 'NEW

I-2. G E %8 Brand Marketing  NEW

I-3.NEE4

PEHEK
Early Bird Entry

K= Content Marketing NEW

F-6. AR Humanistic Care
F-7.3 4k B4 Cultural Confidence
F-8.2 ##=2% Rural Revitalization
F-9.{/2\VESG Corporate ESG

F-10.EA4t0 Others

-4 2=

|-5.] 25 /5 Commercial Film

I-6.1% 3+ Design 'NEW

EF R
Reqular Entry

=44 Digital Marketing

G-1.4£32 &1, Social Model
G-2. I, Monetization Model
G-3.&1Ef&1t Cooperation Model

H-1.AIGCEIEZE AIGC Creative 'NEW

H-2 AIZE S 45 Al Intelligent Marketing NEW

NEW

i8S B3R

Final Entry

NEW

|-7.6& Creative

|-8.ESG  NEW

G-4.z2 kg Operation Strategy
G-5.AR
G-6.77 5k g Product Strategy

G-7 P EE% Seeding Marketing 'NEW
S5 B Content Strategy

NEW

H-5.AI2f) NEW
Al Comic Drama

H-3.GEOE4H GEO Marketing NEW
H-4.Al Agent= 5 Al Agent Marketing  NEW

NEW 1-10.25 ™AL Offline Experience  NEW

I-11. 54t Others  NEW

I-9.4N4 Outdoor Advertising  NEW

G
Preliminary Rewevv
Launch

©-0-0-¢

PR PK
K ST B
Grand Final PK &
Awards Gala

A B4
Final Review
Launch




mBROIERE2 T RMEHE LR, DaMEM. eIERE. EERIRARONELEE, BE 21 KEENE, 2H2UmMEH
BIFTSEAANR . RERIARIR EEHEEN, NBPRBEFENNTWRE, HuSEEIR,

The Brand Case Category focuses on practical brand marketing cases across all industries, with brand positioning, creative strategy, and communication effectiveness as the core judging
criteria. It covers 21 vertical sectors, fully presenting the practical achievements of brand marketing innovation. This category has no restrictions on advertising formats; any brand that fits the

corresponding industry category is eligible to apply..

A-1 B & Food

SERRER. REXE. Aflm. MEEm. RAEm. HEEm. #XLE8
m. BAXm. RERBm. 249 J/LHEFEMmE. Includes snack foods, grain and
oil products, dairy products, baked goods, frozen foods, instant foods, canned foods,
condiments, health foods, infant complementary foods, and other food brands.

A2 & Catering

SBEEEET. WEEH. RRMEE, XREE., HaltE, BEeEE. 15
FEEIX., MtlXmhE. IZTFEEN. ZEMEFTLEMMmMIE., Includes formal
restaurants, fast-food chains, tea and coffee shops, hot pot and barbecue restaurants,

dessert and bakery shops, light meals, local specialty restaurants, pre-prepared meal brands,
takeaway platform restaurants, food markets, and other catering brands.

A-3 EE ' Luxury

SHaskpx. MEXKE. KFEEM. REAE. SRR, aKEaR. 2B
Wi, AR / EHL. BisxRE. ERLEELARSEFSEmME. Includes
high-end watches, leather goods, jewelry, luxury cars, haute couture, perfumes, fine wine

collections, private yachts/aircraft, high-end home furnishings, luxury lifestyle services, and
other luxury brands.

A-4 247 MP Beauty & Personal Care

SR, PR K PR SPE | ORPE, BTiPE,] ZEMES.
BENP, BEBH. PREEEZEME MDA ERE ., Includes makeup,
skincare, perfumes, hair care, body care, oral care, men's care, beauty devices, maternal and
baby personal care, aromatherapy essential oils, sunscreens, and other beauty and personal

A-5 F¥) Pet

SEBENER. BYMER. BYAm. BUET. BMES. BYWIEL. ZPK
. BRZ. BMSRIRE. BYARTFEERYEXME. Includes pet food,
pet snacks, pet supplies, pet medical care, pet grooming, pet training, pet insurance, pet
funeral services, pet smart devices, pet social platforms, and other pet-related brands.

A-6 EBIFK 2 Finance & Insurance

BaBRT. EHEAE. RRas. 2BV, BEEH. XT¥E. BIER
B, TR, HFRT. AETRESHAER M. Includes commercial banks,
securities companies, insurance companies, fund management, consumer finance, payment
platforms, trust and asset management, inclusive finance, digital banks, pension finance, and
other financial and insurance brands.

A-7 R8BI IR 512 &2 Sports / Leisure & Entertainment

BENEES. BBAKRS BaRIN. AAKE. EXBR. FUKRZ. BER
e, KTV /BIE, EBAE. 26 ARERERMERMME., Includes sports

events, fitness clubs, sportswear, outdoor equipment,-gaming and e-sports, film and television
variety shows, live streaming platforms, KTV/bars, theme parks, board game and script murder
clubs, and other sports, leisure and entertainment brands.

A-8 IR mn 25 Beverage

B, BRI, BITaRIR. Weetlet. EMERIR ) MER . FLEK .

SEBE. TUABERE. TEMNEEF X mmiE., Includes bottled water, carbonated
drinks, fruit juice and tea drinks, functional drinks, plant protein drinks, coffee drinks, dairy
drinks, sparkling wines, pre-mixed cocktails, sugar-free beverages, and other beverage brands:



A-9 #RD FE AR 2K Digital Products

B2EEFI. MEKEBHLI BFHE. TRBK. BNEER. BNEWE. JF
XEM . DB ﬁ%%%ﬁ@i VR/AR REFHWL /T mm . Includes

smartphones, laptops, smart wearables, tablet computers, cameras and imaging devices,
headphones and speakers, game consoles, digital accessories, smart home hardware,
VR/AR devices, and other digital product brands.

A-10 ZR 25 Home Appliances

618 IKAB AR *iﬂ}‘?%\ INREB, BEBRE. MPRE., SExRE. ¥5
8. AREL . G85FxH, BEFRBEERBEIE, Includes refngerators and
washing machines, air conditioners and kitchen appliances, small home appliances,
cleaning appliances, personal care appliances, smart home appliances, audio-visual
appliances, heat pump systems, maternal and baby appliances, commercial appliances, and
other home appliance brands.

A-11 B 18128 Fashion

ERRERT. BEEEE. MM, AXKRER. SHEE. BEEAK. R
TIPSR B S . BREERIN. BEmESIN B M, Includes apparel, footwear
and bags, trendy accessories, underwear and loungewear, streetwear, light luxury ready-to-
wear, designer brands, fast fashion, jewelry accessories, eyewear and watches, and other
fashion brands.

A-12 BEWEA £ Internet Platform

BEEETa. AxME. AKX, £FRS. Ha¥a. E¥a. EF
B ¢ Anﬂﬂ& TEZ App, BRMFEZEECMNFETamME, Includes e-

commerce platforms, social networks, content communities, lifestyle services, travel
platforms, education platforms, medical
and other internet platform brands.

A-13 MR Culture & Tourism

BarEaX, SmE/E. BESK. Roi, SOR IP. MR, ZIURE.
MERT. BRI, I X EEFE WK amAi# . Includes tourist attractions, high-
end hotels, homestays, travel agencies, cultural and tourism IPs, urban cultural tourism,
theme parks, study tours, cruise tourism, intangible cultural heritage creative products, and
other cultural and tourism brands.

platforms, fintech, utility apps, short-video platforms,

A-14 [ =E 2 Retail & Store

BEENEE. BHE. mBREEZE, £E5/5. BREm, EREERE. RE
Ty, BESER, TAZSE HXAWMEFTEEH R, Includes chain

supermarkets, convenience stores, brand specialty stores, multi-brand stores, premium
supermarkets, beauty collection stores, home furnishing stores, outlet malls, unmanned retail,
community group buying, and other retail store brands.

A=155B4X 2 Wine & Spirits

GERBF. . BE, it/ B, BB/ FE. FuRB. 28, &8,
FSERIEE . EEBNE BN, Includes baijiu, red wine, beer, whiskey/brandy,
sake/shochu, pre-mixed drinks, fruit wine, huangjiu, craft beer, low-alcohol beverages, and
other wine and spirits brands.

A-16 Z /& H B 25 Home & Daijly Necessities

BaRERY. J‘_tﬂﬁﬁ M. oBEeiP WAREE, RInEG. 2R B8
BR. AEBm. SExE. BEARSREHAE R, Includes furniture and
home textiles, kitchen and bathroom supplies, cleaning and care products, storage
organizers, decorative ornaments, scented candles, tableware and kitchenware, bedding,
smart home devices, daily necessities, and other home and daily necessity brands.

A-17 2218 T B 25 Transportation

BEEABE. FMEFAE. }ﬁ%i B, HITRS. RERME. HiERE
W, HEZHT. BFEEE. BeEENSERBE LA, Includes passenger vehicles,
new energy vehicles, motorcycles, electric vehicles, travel services, auto parts, tires and

lubricants, car-sharing, RV.camping, smart car systems, and othertransportation brands.
A-18 B2 2= ¥ 2 Mother, Baby & Parenting

SRR STUSILY N EE)T%%E BEGE, BEWA BEER. 2RSS E=FF
K. INEEE . S2EH. TEEBESHEFETMME, Includes maternal and infant

milk powder, diapers, children's clothing and toys, early education institutions, maternal and
baby-care products, maternity services, parent-child amusement, children's phatography,
maternal and infant e-commerce, postnatal recovery, and other mother, baby and parenting
brands.




A-19 HE%*‘J | ZZEZ Non-profit / Charity
BEr mEES. NMREL, HE A Am. B 8. shEFEP. RABE. XMETRP, #XKikES., EREFESFIERTA / ZEMA, Includes public welfare

foundanns, environmental organizations, educational charities, medical aid, ammal protection, poverty alleviation and disability assistance, cultural heritage protection, community services,
volunteer platforms, and other non-profit/charity brands.

A-20 KEERE Greater Health
BEETEN. AnFRER. BARS. Reia. coifE. dEARE. VEBEERE. EEn=. BEEEYE. AEZRSFAEESRM, Includes medical devices,

pharmaceuticals and health products, health care services, physical examination institutions, sports health, traditional Chinese medmme wellness, mental health, medical aesthetics and
anti-aging, health management platforms, elderly care services, and other greater health brands.

A-21 EA Others
BERFAALAREFNRE, WEWIRS ., TWEHE, RIVEER. INRXE, FMdEBERESE, HOJAIZE BB, Includes brands not classified in the above

categaries, such as professional services, industrial manufacturing, agricultural brands, niche cultural and creative products, emerging sector brands, etc., all of which can be declared under
this category.



RIFERETH & S @EBL. Hx. 8WF. @ KaE,
mEZESAFPRENRE, EmBIliERS eIt OS2,

FRE, sHENCIEREA.

REMTCESLANE, NFEEE. mRExI=EH=R. &

Design category covers six areas: print advertising, packaging, brand merchandise, scene, digital and product design. It focuses on visual creativity and practical value, integrating creative
expression, brand building and user experience from print communication to space scene and digital interaction, serving as the core category for brand visual presentation and innovative

design.

B-1. £@E/ 4 Print Advertising

DISFEAEAEERAK, BBk, ®RE. 2E. PHFER. EEEREER
BT EEBEESCERIANS SI8it, Advertising design that uses print visuals as
the main carrier, delivering messages and creative ideas through posters, newspapers,
magazines, outdoor print ads, flyers, etc.

B-2. 2} %1% 1+ Packaging Design

B miEE. MR, WSS el TR, RAERPINEE.
FERARN S mIAEFEINE, The overall design of product structure, material, visual
appearance and brand image, combining protection, user experience and market
communication value.

B-3. @42 F3i48 3 Brand Merchandise Design

ETFREBUR RS | IPERIEEERE B LANLA OIS BIL - migit,
B ER EINEN SIS ROEE, Design of physical cultural and creative products derived
from brand identity, IP image or brand philosophy, enhancing brand recognition and
emotional connection.

B-4..35 =% Scene Design

HXNZ T =E., FohllEm. Bani, glRisESERTHZEAn. SEES
5% 18T, Spatial visual, atmosphere and experiential design for offline spaces,
event sites, exhibition environments and commercial terminals.

B-5.#0=1% 11 Digital Design

WKEHFEN. FELnSNEREEMENA DRI, B850, Ul R
B, %45, #x728RE., Visual design based on digital media, screens and
internet environment, including motion graphics, Ul, interaction, online ads, digital posters,
etc.

B-6. T &%t Product Design
LIThge. 1. 5. MRS BRPAK A ZOBI LR S&elFTE 1T, ®IFsLA

M EFMSEr0/{7M,  Innovative design of physical preducts focusing on function,
structure, form, material and user experience, emphasizing practicality, aesthetics and mass
production feasibility.




HIEREE TVC, WM KAWM. M. EWEH.

FWER. AT AL, REMMESRECFSEAZI, NEIEHE.

EHEIEEIEREN. Al QIFTA, 2EENmEMMAENFIENESEERI,

The Production Category includes seven types: TVC, Short Video, Long Video, Film Pre-Production, Post-Production, Film Music and Al Video. It focuses on the whole video creation and
technical presentation, showing the production level and communication performance of brand video content from shooting, post-production to music and Al innovation.

AR

BB 58 mER, URBERE. mRE Az, BEETELR
A, BEMNESEWERENE, Professional TV commercials and short commercial

videos, focusing on brand communication and product promotion with complete creative
scripts, visual narration and commercial communication value.

C=2. 5947 Short Video

BERRFEEEN3I DHLURNEINEIM, HTERRR., EREE, B,
SEHEY, HEBRSWABEETET K, Short-duration videos within 3 minutes suitable
for social platforms, with brisk rhythm, dense information, strong creativity and high
spreadability to meet lightweight communication needs.

C-3. B4 Medium & Long Video

BEETENEBEMNIoHLLEIRIMAR, FEBT. RESRERE, &6
MBS, £FH. TAHFZEC1E, Medium and long videos over 3 minutes with

complete narrative structure, focusing on plot, depth and texture, suitable for brand stories,
documentaries and feature films.

C-4. ZZANE1EA Film-Pre-Production
FMEBUMAREINCEEELIE, BRCEERY. A, 28 FEX.

N

k=, HIFSEZORT, Creative preparation before film and commercial video
shooting, including creative planning, scripts, storyboards, art, location scouting and
production.

C-5..& 1./ 88 Film Post-Production

WHRBRZRENEERT, HEHE. Be. 5. 8K, alF, =M
w SIS B 5 FiRé, Production process after video shooting, including editing, color
grading, special effects, packaging and compositing to enhance visual presentation.

C-6. &M E K Film Music

A, T, T EESMENEMRNE, SFF /K. THaH., SN BEF,
BINIEZ 5 S EFRIKX, Audio content customized for videos, films and advertisements,
including soundtracks, theme songs, sound effects and dubbing.

C-7.Al Y87 Al Video
DIATEESEANZOCENNMAS, S8 A £, AlBIE AHER. #F

AR QIFTE S, Video content created with Altechnology asthe core, including Al
generation, Al editing, Al special effects and digital human videos.



BImEMBE R E TVC A,
REHS5L ENE, 2HMARENA

KA. A, BB,
PEEERE. REXREASHEPAR, REROIFRSERENE,

BEMMATKRKET, NXFE=. MRNSE%LT™ES. &

The Creative Category includes seven units: Copy & Creative, TVC, Short Video, Long Video, Live Event, Interactive Installation & Experience and Internet Application. It covers creative writing,
video content, offline events, tech interaction and online applications, fully demonstrating original insight, content expression and communication value.

D-1. X 28I & Copy & Creative

DX FoIENZL, B &8, XEMK, SIERIBSFINREEES B
£, BHEIEBESZEKIAK I, Focus on creative writing, realizing brand
communication and emotional transmission through slogans, scripts and creative strategies,
highlighting insight and expression.

OF2. VS
TUBUBH &FhH, FERNSTE. MBS @EEED, E5TEN

F1EGRZS 2. Professional commercial TV commercials, focusing on narratlve rhythm,
visual quality and brand communication, suitable for complete finished films.

D-3. 5240157 Short-Video

L@E$i§c$4‘1§}%.‘5573 LI REN KA SMM, BRPIR, LEER, T8
IBE=E 25 AP 5|3, Creative videoswithin 3 minutes tailored for social media
distribution, featuring a brisk pace and high communicability, with focus on creative
highlights and audience appeal.

D-4. th KA1 Medium & Long Video
E%%%&@%'ﬁm“ REN3DHL LNPEMMER, E8mEBHS. LR .

TR ERBEME, Medium and long video works over 3 minutes with complete
narrative and in-depth content, suitable for the creation of brand stories, documentaries,
feature films and other similar productions.

D-5.3375E ) Live Event
DA TIMmAIT S CIRSEAZOBEDRY, 88k hs. BiE. KB, /A

0 E T F AR B ,U\Tj_zm Offline event planning focusing on on-site execution and
creative implementation, including conferences, roadshows and experiential activities.

D-6. B2 E K% Interactive Installation & Experience
BURESREAANE TENEE, RARFPSSR. MRS w7

=Wia38, Offline interactive devices combining technology and creativity, emphasizing
user participation, immersive experience and brand communication.

D-7. BB i FB-Internet Application

ETEBNFEENCENALRRE, KE/NEFE. Mih, &£ t5iFEsE, F5
B PR S EBWE . Creative applications based on Internetplatforms, mcludmg mini-

programs, websites and online interactive activities, focusing on user experience and
communication.



EHEREEE. . B8

L, ARER. PN HFRREF 24 Mo RE, BENMEEE. BPEK. FUENAZR IPRE.

BREFEEESR, RERKOH. ENZSSPULEN, RIGEE2EEHRENSIHMNE.

The Marketing Category covers 24 tracks including integrated, scenario, content, global, social media, outdoor and digital experience. It covers the whole chain from brand communication,
user growth, data application to IP integration and cross-border cooperation, focusing on strategic innovation, media integration and commercial transformation.

E-1. &84 Integrated Marketing

Dz O BirnEn, BE2RE. ZRAEBERR, TW2ENE. £—
RENRGNEHEMRREZE, Systematic marketing solutions that integrate multi-
channel and multi-form resources under brand goals to achieve unified communication.

E-2. 25 % Scenario Marketing
BB ELBRSEEHSWEEBEER, BUTHSAAR, RBRAREMIK

SN Z, Build communication around real user scenarios to enhance immersion and
improve brand reach and conversion.

E-3. B&aE 4 Content Marketing
LMERA BN Z O, BIWEN. MEUFRAGERRER, LTI

BE50\E B, Use high-quality content to convey brand information through storytelling
and value expression for long-term influence.

E-4. B8 E % Global Marketing
HEBIHEREA R, SaE s &K, LI EREERE

5\ E, Targetoverseas markets with localized strategies to achieve international
brand communication and expansion.

E-5. 4L 33 AR E 55 Social Media Marketing
KIEMRFEEEDS, BENBED . BAERE. HHcEXLNEATEESHF,

REIERE, Realize fission communication and deep user connection via social platforms,
content interaction and community operation.

E-6. P 4N %5 Outdoor Advertising
BHEZTPAEARTR, FTERIT. B, IERANREER, BHET

=W, Create high-exposure, immersive brand display via offline outdoor media to
strengthen offline influence.

E-7. 82 H A 44 Digital Technology Experience
EAAR/NVR/ EFRIEEFE, JENER. XEX KR, ARmERESE

1517, Use AR/VR/interactive tech to create immersive experiences and upgrade brand
sensory memory.

E-8. £5E#E % Full-Link Marketing
BENEX. NB, B8R NK. EBNNTERP#E, SWSEARSHE

A, Coverthe full user journey from exposure to repurchase, forming a closed-loop for
maximum efficiency.



E-O. AL 4L BEE 58 Private Domain Community Marketing
EFREREMHETEANIZE, BIHBERSSXAEREABPBRES

S, Refined operation based on private traffic to improve loyalty and repurchase via
community service.

E-10. BB P84 User Growth
IR PAIET. BUE. BF. 2T NEMNR, EXRBESTRFERLIUFLEHF

MAEH 9K, Achieve sustainable user expansion through acquisition, activation, retention
and referral.

E-11. #4E M B Data Application
ISR R AR, SIBERM. MREER. ABESWSEHEI., Data-

driven decision-making for precise delivery, effect tracking, audience analysis and
optimization.

E-12. B4k Sales Conversion
REEHRABWER, BUEERAK. REHRESEATEXRE5XSMNE,

Focus.on final business results, optimize conversion rate and transaction value via strategies.
E-13. B AEIFT Marketing Technology Innovation
WIEHBE A, LR, SRR EHEERRE, RAEN. eSS

{6 8E 7], Breakthrough marketing models via new tech/tools to improve automatlon,
intelligence and scale.

E-14. &M% 2 Film & Variety Show
B, Z2ERNFTHEHITRESIESEX, BN RELINEE LR,

Brand cooperation and exposure through films and variety shows to break circle via content
traffic.

E-15. 2 A B N9 Celebrities / KOL
BCohBAE . TRUR A, B, TSNS, EEZNOIWEESRES

S B, Cooperate with Celebrities/KOLs/influencers for trust endorsement and efficient
audience engagement.

E-16. {85 == Sports Event
KIERERS IP 5RERYS, TR, BhEHE, RARBAMESAR

R, Carry out sponsorship and marketing via sports events to enhance brand image and
popularity.

E-17. & KME A Entertainment Product Placement
EEM. 272 . MBIENEZFEAMARBER, LUWHMHE. H=WIEL,

Naturally integrate brand into entertainment content for soft and situational exposure.
E-18. 5% Gaming
IR IT B X = St AT CBA. BRES, BEFREAP, TENRAERE

8, Conduct adverUsmg and cooperation in games to reach young users with immersive
marketing.

E-19. &40 Audio
=R, B0, B8, BEEESFEMENLIHER. =W mEMRIK

Reach users accompanyingly via podcasts, audiobooks, radio and voice interactions.

E-20.1P B4 IP Integration

BEIMZ P BE IP#ITRE. WK, mmEks), SERa .

Link with IP for content, visual and product cooperation to strengthen memory and emotional
premium.

E-21. B85 &1E Cross-Border Cooperation
miE S AR GE T AREKE I, BURBIESISIES, ARZARS MBS,

Joint innovanon across fields to create topics and expand aud|ence and market boundaries.
E-22. %2/&) Short Drama
IR RN EE, BYRIBEA. EFRESEAINENE. S5 EmEE

5., “Use short dramas for implantation and customization to achieve.strong narrative
communication.

E-23. Bi&/A Converged Media
TBERARASHEARRR, SWELK. 28in. —HKHURBERE, Integrate

traditional and new media for multi-format, multi-terminal integrated communication.
E-24. 22184 Transportation Advertising
FEHER. NA2. 7. BRSEREVNSEK, LHSRE. SMRMEE,

High-frequency brand exposure via subway, bus, airport and high-speed- rail media.



HERERBRE A m S IERMEERE,
. W ESGFM, BEALREEE

M F=ANS

H

s, SHED, BEEH,
%ﬁ%%ﬁﬁ%ﬁ%%,%i%ﬁ RESERIBE,

BENEEETRFE. 20

EZN

The Social Responsibility Category focuses on public welfare and positive value communication, including video advertising, events, integrated marketing, ecological protection, social value,
humanistic care, cultural confidence, rural revitalization and corporate ESG. It advocates using creativity and marketing to spread positive energy and demonstrate brand responsibility.

F-1. 980 & Video Advertising
DAL N8R, 2 AmER, e=xESEONENNT Sel=Em.

Advertising warks that convey public welfare concepts, social responsibility and positive
values through video.

F=2. 5#5E 50 Event & Campaign
B AmTAFRNE & FED. RERXKREMESES4750, Online and

offline activities, communication campaigns and social advocacy around public welfare
themes.

F-3. 2455 Integrated Marketing
BEZRERZF, ZRAUWEHARERSHSREEHNES SR, Integrated

solutions to systematically promote public welfare communication and social responsibility.
F-4. £ 753 EcologicatProtection
REWNERERF . ASUFLE. BRREFEEAEN L mOIEE L, Public welfare

creativity and practice focusing on environmental protection, ecology and low-carbon
development.

F-5. 2t =& Social Value
DleheanrnHERzm., It HES G2 ERAsF D ABRNeRINE,

Creative projects aiming to create public benefits and promote positive social progress.

XEBFHEER BRERE. BREBEAMBEN AmEFIA, Public welfare

expression focusing on vulnerable groups, people's livelihood and human warmth.
F-7. XA B1{5 Cultural Confidence
BRI A LXMW, RIEEBRESNSERXN, EEXWBENAEER.

Works inheriting local culture, national spirit and showing cultural confidence.
F-8. £ &’ #fz>% Rural Revitalization

REIN AR, PRER BREWINHNAEH S LK,

marketing and practice serving rural development and rural revitalization.
F-9. 1B\l ESG Corporate ESG
TPUYWEKRE, 5. A BEEENRELERSIFLELELERN ., Carporate

environmental, social and governance practices and sustainable development cases.
F-10. EAtt Others

RIALL L, BEEEOHESBYH AT M TEE(FR. Works with

positive social significance not included in the above categories.

Public welfare



MR RREB BRI QRSB KIEYE, RELR, T,
AR5 KMUIE KIS, BElmEE R SEaeen.

=2

SEERREE. WA, FREE, UAPSHEIRL, BRENELEE.

The New Business Category focuses on business model innovation and growth logic, including social, monetization, cooperation models, as well as operation, content and product strategies.

Centered on users and market, it explores efficient operation, sustainable profitability and long-term growth, demonstrating brand innovation and capabilities.

G-1. #3252 Social Model
EFAPHR%2R. BT A EHBRESHENEES s &8, SSTAPE

. T S5HMR T Acommunication and operation model based on user social
relatlonshlps interaction and community ecology to achieve user connection, growth and

engagement.
G-2. I Monetization Model
BIIAR. RE. REZTFRIITFUNEEZNCHNRA T, BEZTWELE

BWETIER., Proﬂt methods to realize commercial value through content, traffic,
services or products, including diverse revenue structures.

G-3. 51F1&E = €ooperation Model
R, A RE. IMEESZ2 A IR ZBNEREA. AEEE5BEHT

HNELENLE], A collaborative mechanism of resource complementation and benefit
sharing among brands, platforms, channels and creators.

G4z E R Operatlon Strategy

SR, HiE. RESWE, LUKzE. FHUEBRSHEEKNAR
ﬂﬁﬁﬁ%o Systemat|c strategies for long-term.operation, refined management.and

sustainable growth around users, data and channels.

G-5. B X B Content Strategy
LIRBE AL, MUMELM. BlE. peASER, LUEER. MESBERLE A

SMBIEEIR T 2, Anoverall plan for content positioning, creation, distribution and iteration
to achieve influence and user engagement.

G-6. /T fa sk % Product Strategy
LBRPEXREMHEE NSO, ¥FmEM.. N, AR S ELHTANEIE

RZRBE, An overall strategy for product positioning, functions, experience and iteration
guided by user needs and competition.
G-7. M EE4 Seeding Marketing

MRS, DEXOR. AZZFBLAAPEIN. sEHneimsEz
B, Innovative marketing cases that stimulate users' purchasing desire and achieve

efficient conversion through genuine word-of-mouth and preduct recommendations on
social platforms.



AIEHEREATHESSHEACH, B8 AGCEIE. AIMESH. GEOEH. AlAgent SHIUA LM, LLAISEARAZ OIS, LI
SIRAER. BEMX., HetizE 58MRR, BRENERTEREEHEPHCHNASIMNME.,

The Al Marketing Category focuses on Al and marketing tech innovation, including AIGC Creative, Al Intelligent Marketing, GEO Marketing and Al Agent Marketing. Driven by Al, it realizes
creative generation, precise reach, intelligent operation and automated decision, showing the application and value of cutting-edge technology in brand marketing.

H-1.AIGC &2 AIGC Creative
ZEHAEMIAISEHIXE. BE. M. IERNAaCHE, R/E Al KR CIFRIXASW TR CIH, Create copy, images, videos and creative content with generative Al

highlighting Al-driven original expression and visual innovation.
H-2.Al 212 E %4 Al Intelligent Marketing

WILAL B, XKEUEEEsETE, LB ERN. BREIR. B EEN BB EHMAE, Intelligent marketing system based-on-Al algorithms, big data and tools to

achieve precise delivery and automated operation.
H-3.GEO &% GEO Marketing
itREEATELE PR AERE, BEMATHRINSEODAE,, SIERAKES S, Enable brandsto be prioritized and recommended in Al tool responses,

accurately reach high-intent users who take the initiative to ask guestions, and achieve low-cast customer acquisition and high-efficiency conversion.
H-4.Al Agent E4%45 Al Agent Marketing

LAl BEER A0, - SMBERE . Het=R. EebRRSEHMLEHRITHEIFTA A, Innovative application with Al Agent as the core'to realize.autonomous interaction,
intelligent service and automated marketing.

H-5. Al ' &l Al*€omic Drama
LLALERL. Al REAZODEWES T, BlaEE s E. SN SEBRE, EoRElh. %K. RRBNNESES, | ZBTREKE. mREX. BREH

53 EERE. A content form centered on Al generation and Al editing, integrating comic panels, dynamic visuals and narrative storytelling. It is lightweight, highly spreadable and story-
driven, widely used in brand storytelling, product placement, emotional marketing and social media communication.



BN ERE T NBIINMEREMRIRIL, EOEINRLIHHEHR, FFELCWHESHE. BEAEH. mEEH. IEEH. HFEH.
JTER R IR ESG. PANTE. A THRRS, BESIERLICE. GESBLSLEK,

The Overseas & International Category is specially set up for entities in overseas regions, targeting local overseas markets (excluding Chinese enterprises’ global marketing). It covers Al
Marketing, Brand Marketing, Content Marketing, Digital Marketing, Advertising Films, Design, Creative, ESG, Outdoor Advertising, Offline Experience and others, focusing on local overseas

creativity, communication and practices.

I-1. A= %5 Al Marketing
AOENIHEAMER, CRALSERATINR. EH. SES5HAFPR

BHEENEHSE., Intelligent marketing practices for overseas markets using Al to
drive creativity, delivery, operation and user interaction.

1-2. = 5 Brand Marketing

LU T mE Az l, BEmBER. REmENE. B8N HHIA
MESEEENEHEIERE, Marketing focusing on local brand building in overseas
markets to enhance image, awareness and reputation.

I-3. IBE 2 Content Marketing
EFEHWXUERPRE, BXERRNBAIL, ABFZIBIZTR, BIIK

VOEEN N BEE SR, Contentcommunication based on local culture and
preferences to connect with overseas audiences effectively.

I-4. ¥ = &48 Digital Marketing

IKIEBN BB, HRER, HFrFaFRNEEE FE5HH &5, Online
marketing activities via overseas internet, social media and digital platforms.

I-5. =45 B Advertising Film

EEEIHHERENBN &, L LMM SFEBUVER, FedXK5E

B M3B ., Commercial films for overseas markets complying with local culture and
communication standards.

I-6. 1% 1+ Design
RSB ERENNTRIMER, 8aFH. 8k, HF. DEFZTR

1+ 2. Visual design works for overseas brands, including print, packaging, digital,
spatial and other forms.

I-7. Bl & Creative

A8 NRCCIERBERNIT IR, REATHRRE GHFIX,
Original creative strategies and executions for.overseas markets with local insight and
innovation.

1-8.ESG
BAERERE, £ SR 2GR EERNIFEREIES RERM,

Sustainable development and responsibility practices of overseas entities.in ESG.
[-9. R4 & OutdoorAdvertising
EBINMEX NP INERT &, BFEFPIIARE. BB, RBHSFE UK

{€#& . Outdoor media advertisements published overseas, including landmarks,
commercial and transpaortation areas.

I-10. 25 R K36 Offline Experience

EBIATEMNEG DEs. RAE. ARE. BEfxEFN=zARRINE.
Offline events, pop-ups, exhibitions and interactive experiences held overseas.

=11 ELfth Others

RIIAN L5, BRESMBHNNFTEH. | G058 Fm.

Marketing, advertising, creative and design works for.overseas markets-not listed above.




=21 Notice

FERTITEERED, (FREELTBROBIESRER:

L

During the awards review process, if any of the following dishonest circumstances occurs, the entry qualification will be canceled.

WW @%%@%M'

2. SEFREBEHBE. Y. MEENEFRER, Foser 4R
A,

3. ERMERXEN. MRHE, HEFEEELIED;

. BERftA. B SER, FIEEESDIER;

5. 2RERBEBRILE=SINZNARE, HEEELIE
MR BB, ZEN. Bir. BRNEEEEX

PIfAER;

6. FRABERTEEAENAXTENWBSVERTEEE. EH, FH4E
PR o E M E %),

7. RBASXREZPASMEIIN, FEEELIE. F4UHHH, H
REBEMNA,;

8. XR#MFE, KETFLBEIR SEBEXSEEN;

\

AZREERFEFEONF, WMRKAFRFIESLEN LB MBS &
%, AEBBYEEFaEMWEIXRI, —=

1.

Any content in the entry materials contravenes the relevant provisions of the Advertising

Law of the People's Republic of China (Amended in 2021).

The entry contains implied references to sensitive topics such as politics, religion, racism,

etc., which may cause negative social impacts.

Deliberate falsification of relevant delivery or performance data, with verified evidence

found.

Unauthorized use of works belonging to other individuals or companies, with verified

evidence found.

The entry contains content that infringes upon the rights of third parties, with verified

evidence found (including but not limited to intellectual property rights, copyrights,

portrait rights, authorship rights, trademark rights, name rights, etc.). The participating

entity shall bear full legal responsibility for such issues.

f visual elements that violate Chinese laws (e.g., commercial use of the Chinese

ational emblem, use of non-standard maps of China, etc.).

mp ymits the entry without approval from the client company, with

verified eviden und and disputes arising. The submitting entity shall bear full

responsibility fo disputes. 4

Failure to f de required translations or failure to comply with the rele
e Shanghai International Advertising Awards.

i

tentry

quent liabilitie

- m "\ oy A

| a winning
=
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“ N £ 81 FH I B8 Al Usage Disclosure

\®
LEHIR SRIENME A ERKENT, MESHEMFRAENFHIMFFIFEEIREEEERALIEE (Al) &K, IBFE, SHREFTHTULRE Al
APEARNALNSEAEE. AMVWEARTRESMFERE, REFTEARDNBFREMFERSHIERE, FREM. AENTIWITE,

The SHIAF Awards has officially introduced new specifications for Al Usage Disclosure. All entries must proactively declare whether artificial intelligence (Al) technology has been applied
throughout the entire creation and production process. Where applicable, participants shall further truthfully specify the exact application methods and scope of Al technology use. This
regulation aims to enhance the creative transparency of the competition, enable the jury to fully understand the creative background and production process of entries, and conduct
objective, impartial and professional evaluations.

. IR 53F88/EN Ethical Norms and Transparency Principles
7E|3Tf“i7€ﬂ‘*%"2 SHEESIAR, BT ALCRZEN
BIEESNABRAZA.

The SHIAF Awards always upholds the authenticity and origin of creati res to the principle of priority of human creative ingenuity. Al is positioned merely as a creative auxiliary
tool. All shortlisted and award-winning entries must take original hu ty, subjective decision—making and dominant control over core creation as the fundamental cornerstone.

A SRR BB EETWAERNTE, BFEEe. BENE. ATHEHE. AFA \E %TF%%&UE RSO RN,

The application of Al technology shall strictly comply with industrial ethical norms, and abideﬂ cluding legahty and compliance, rights respect, openness and transparency,

fairness and impartiality, as well as data privacy protection. /
/ / o~
AN

REMACMFHETE, IEABNRKEFR, BRUALERICIE. EMWRELZO

— . Al AR EFIEE KRequirements for Al Usage Disclosure Undertaking
ATLENOUENCIERBFER, MEBRNAXEEN RSN, AMEEL

Artificial intelligence may only serve as a creative auxiliary method. It is strictly proh|b|ted to repla jon ro wn eatars, and shall not te
4 —
and core leading position. .

SREZRZNNBNTHETAIN, MEFRREIRED, TE

By submitting entries to the competition, participants shall be deemed t have ¢

information during the entry submission process.

AY

1e place of cre onception

A

.A-l f




= a8k Frequently Asked Questions
\#

Ql.BIREBEE? FE, HANZEZE, ZHFHEAYIE, Isthere an entry fee? Yes, entries will only enter the preliminary
review after payment is completed.

Q2.E—NZRAT LABIRARZEFG? oJLA, (BRZHBHR 5 P25, Canthe same entry be submitted to multiple categories? Yes,

but a maximum of 5 cateqgories.

QM EERRBRNEFAESEMAIERCETME, DJLUSREIB? o ll, FEIHEBFE, Can entries co-created with other
companies participate? Yes, full clarification is req

Q4.PDF / ¥l3 / B/ E L2 HI5? BINE 2. 1> PDF R BT E R 7THAIE, 8E X264t B R,
EiMZ=RIEE, Are PDF, video or audio mandatory? A PDF is reC)ended for full prOJEEt context. Project video is required for
video-related entries, and audio for audio-related entries.

/ —
Q5 IREHEURFURRET BN EB? RLMTRITENE, 25418 3.27%4.30, K 31, BSHE61-7.1, BURSH
2%, Isthe entry fee based on case submission time? It is based on pa ment time Mar 27-Apr 30), Regular (May 1-Ma

31), Late Bird (Jun 1-Jul 1). Early payment is recommended. p




= a8k Frequently Asked Questions
\®

QeIERN AT LAEEmEHERIT? TJL, EEWNSAERESNEEMIE, Can materials be replaced after submission? Yes, so
early payment during the Early Bird period is recommended.

Q7R ZBEAESET I LLURFIE? REACTRAORELUIMNACTLL, (TREMFESEMNIFE., Canlgetarefundif | decide not
to participate after payment? No, except due to force majeure. Withdrawing after payment is regarded as abandonment.
Q8.%§EHE§5E%§%%H&E’\J%%$%? BINR ERERFMANEY, HBERFEAITS,;, EMEEXFEWNUP AT, BEERER
PRXLUMIZEA, BREFKIKRLZMAEZSE =

Category entries must be in English; other cat e recommended in Chinese. No other languages are accepted. For

Can untranslated cases be submitted? Overseas & International

translation, contact the official WeChat account.

QV.EEEZHETNRTHFRNEH2E? B2, BHESNRS Bﬁ i}ete;bmarket marketing cases accepted?

Yes, provided the project is completed with test results.

QTO.ZZDEX)”LE%ﬂé%i%%ﬁﬁlﬂ%?ﬁﬂ%&%%, 25 o] OB EATT I Spi=:E ﬁf»%ifmx,
2BAMIES. Canlsubmitvia other methods if online submissi ’/& - ust be submitte

official WeChat account for assistance. = e —

5768 R R o] BX R R T
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E.:;§§:5==::..:': :_.=;:::'::=:;';:== KINE B K ESE1E Award Consultation&Business Cooperation

PRt o BEZ A Contact Person: Lucy

B n.E waEad "t EmE E33% Cell No.: 13012819368
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e P i =1 Judge Application

E g e b B Z A Contact Person: E##& Monchhiwang
L B3F Cell No.: 13472739494

BEAERME
Official Customer Service WeChat
B 5 B%8 E-mail: shiaf@shaa.org.cn

BERib: EEHE R ABES 355795 CAE1 21
B WL Official website: https://shiaf.com.cn Address: 12th Floor, Building C, No.9, Lane 355,
S FZ Mk Entry system: https://shiaf.com.cn/entry Nanzheng Road, Putuo District, Shanghai



