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WHAT IS ELIGIOLE?

* Any work that fits in the categories within this entry kit can
be entered.

* All entries made in the context of a normal paying contract
with a client are eligible to enter. Exceptions can be made for
self-promotion work and work for non-profit organisations.

* For work created for clients, the client must have approved
and paid for all, or most of, the media and production costs.

* For non-profit work, the work can only be entered in the
special “Kancil for Good” subcategory under each category,
and/or the Craft Kancils category. The media implementation
and production of the work must have been approved by an
authorised representative of the non-profit.

INTERNATIONAL WORK

The Kancils is a celebration of the very best in Malaysian creativity.
We are the biggest champions of work that crosses borders, but
that work has to be proven to originate in Malaysia. If work does
not meet the following key criteria, the jury reserves the right to
withdraw the entry from the festival:

* |dea proven to have originated in Malaysia, not just an adaptation
of global work.

+ Key creatives credited on the work based in Malaysia, not just
senior creatives, but the working team.

* The work cannot have been entered into other local/National
awards shows (this does not include international shows).

* For foreign collaborations entered into the craft category, the craft
in question must have been executed by a Malaysian team.

50, What wark ig ¢)i9ib)e? Who ¢an enter?
Let’e 9€t gomeg o0F thoge rul)es aut of the way firet.

WHO IS ELIGIGLE?

» Anyone. We believe that it shouldn't matter if you're a 4As
Malaysia member agency, a client, a supplier partnering with
an agency, or an independent maker or creator. If you've had
a hand in creating great work, in the spirit of inclusion, you
should be eligible to enter.

* Be nice. Credit your partners. During your submission, clearly
indicate the role each partner played — Idea Creator or
Production Company — so we may accurately tally the points
for Agency of the Year and Production House of the Year.
Both Idea Creator and Production Company get full points
(although points are split equally for multiple Idea Creators),
so you don't lose out by crediting your partners. If you are
both the production company and idea creator, list yourself
twice, as the Idea Creator and Production Company.

WHEN IS5 THE
ELIGIGILITY PERIOD?

If you have any questions about who or what is eligible,
feel free to reach out to 4As Malaysia.




S'C'Q'M » That dreaded four-letter word. Scam
work devalues our local advertising award show. More
importantly, it devalues the honest work done by those
in our local advertising industry.

We believe this festival should be a celebration of
work that influences humanity, not the size of one's
award shelf. While there is never one perfect set of
rules to completely eliminate scams, we developed a
few guidelines to help:

6.

Speculative or conceptual work, as well as work that did not
legitimately run, are not eligible for entry. No matter how awesome
the idea is. Just run it properly and enter next year lah.

No copycats, no exceptions. That means no copies or clones of
other foreign or local work being passed off as legitimate entries.

Judges may raise concerns with suspected “scams” with the
judging panel, or in confidence with the Jury President, 4As
Creative Council Chairperson or 4As President.

During your submission, you'll be required to provide the name and
contact of your client. We reserve the right to verify the entry with
the client at any time.

When a piece of work comes into question, we will request
clarification or further information depending on the complaint
raised. We reserve the right to request proof of client involvement,
media invoices, proof of appearance (tear-sheet, photograph) or
other evidence that the entry is legitimate.

If any entry submitted fails to meet the requirements above, the
entry shall be rejected, entry fee forfeited and any award won shall
be withdrawn and disqualified. The 4As may opt to impose a ban
from entering future 4As Malaysia—run awards on the disqualified
entrant, at its discretion. The Jury President’s, 4As Creative Council
Chairperson’s and 4As President’s decision is final.

Forward proof of appearance to:
Kandegh

4As Malaysia Secretariat

Level 7, Unit 023, 129 Offices,
Block J, Jaya One,

72A, Jalan Profesor Diraja Ungku Aziz,
46200 Petaling Jaya, Selangor

kandesh@macomm.com.my
Godfrey@macomm.com.my




Someg mareg ¢ntry ¢onditiong 10 take note of:

1. For entries that are submitted to The Kancils 2026, proof of publication, 6. No Refunds on Entries. Under no circumstances will refunds of any fees or costs
transmission and approval as well as proof of payment by the client must be relating to Entries or entry into the Awards be issued to Entrants. The fees paid for
provided when requested. If such proof cannot be provided, or is insufficient, the Entries are intended to cover the costs of administration, processing and judging
entry shall be disqualified. The Jury President’s, 4As Creative Council Chairperson’s the Entries and Awards.

and 4As President’s decision is final.
7. Incorrect or incomplete entries risk disqualification.

2. The entrant agrees that the 4As will not accept responsibility for errors or
omissions reproduced in any exhibition for work lost or damaged. 4. Anydisqualified entries will not be refunded. This includes duplicate entries and
Entries that do not follow the specified rules.

%, Entries accepted for publication in the The Kancils 2026 Website and subsequent

materials received will be retained by the 4As for its digital, film and print library. 9. All entries must adhere to the various advertising regulations, restrictions and
> guidelines that are issued by the relevant authorities including but not limited to
""" 4. The entrant grants the 4As permission to show the entries at such times as The Malaysian Code of Advertising Practice (Advertising Standards Malaysia),
deemed appropriate. The Content Code (Communications and Multimedia Content Forum Malaysia)

and Government Ministries.

5. As for the credits, please ensure all information is correct. Information that you
submit will be taken as final and cannot be amended for any given reason, should For further clarity on any of these rules, you may reach out to 4As Malaysia.

your entry win.
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JUDGING PANEL

AWarding a 9reat body of work gtar+g
With havingd a 9reat paneg),

We're )ooking 10 expand an what we’ve
doneg in previoug Yyearg, Wwith the aim aof
haVvVingd a judding pane) that’s fair,
diverge and rigoraug hegause it’s what
aUr )aga) indugtry degerves:

GLOBALLY RENOWNED HEADS:

Each main panel will be led by a foreign-based jury member
who has won and judged at top regional and/or global shows.
This is to provide a global perspective, and to ensure the panel
is objectively moderated.

DIVERSE EXPERTISE:

The jury is made up of creative leaders from both major network
agencies and independent agencies, marketing professionals
from the client side, as well as creators from category-relevant
disciplines, to allow for more diverse perspectives in the

judging room.

INTRODVCING THE PRELIMINARY JURY:

A wider preliminary jury pool made up of current as well as rising
creative leaders from diverse backgrounds will aid the Executive
Jury in the first round of shortlisting. This would help us build a
shortlist that's more representative of the industry, while giving
future creative leaders exposure to the judging process.
Subsequent shortlisting and metal rounds will be conducted by
creative leaders in the Executive Jury.

A GALANCED PANEL:
So the body of awarded work better reflects our audience and industry,
we plan to continue with the previous Kancil Awards' initiative to have as
close to equal gender representation as possible. We also aim to have
representation from some of the promising young talent in our industry,
particularly in our preliminary jury. Bye bye, old boys’ club.

INDEPENDENT OBSERVERS AND FACILITATORS:
Each panel will be facilitated and observed by 4As Malaysia staff as well
as independent observers.

NO VOTING FOR YOVR OWN WORK:

Judges—local or international—will not be allowed to vote for their own
work, their network’s entries, as well as work from entrant agencies they
were formerly with during the eligibility period.

ANONYMOVS VOTING:

WEe'll continue to practice an anonymous silent shortlisting round as well
as anonymous scoring via an independently monitored electronic
judging system.

DISCOVRAGING eLOCK VOTING:

We will also discourage the practice “block voting” by having the Jury
President, 4As Creative Council Chairperson and independent observers
monitor voting and deliberations for suspicious voting behaviour.

There's noescare.
youWlLlL be judged.




IDEA CATEGORIES
For idea categories, the jury will evaluate the strategy, idea,
craft and impact of the work.

S¢rategy/Relevance:

Is the problem clearly defined,
and the solution, insightful?

14 ea: Is the idea inspiring?
Craf t: Isitbrilliantly executed?
ImpPact:lsitimpactful?

CRAFT CATEGORIES

For craft categories, the jury will evaluate the strength
and originality of the craft, as well as its relevance to
the idea and audience.

Craf'¢t: Isitbrilliantly crafted?
24 e4a: How does the craft lift the idea?

Relevance: Does the craft help the idea
connect with the audience?

THE AWARD LEVELS
After shortlisting the work via anonymous voting, the jury will
vote to award the work based on these levels.

Additionally, ideas in selected subcategories may also contend
for special awards. Do refer to the “Special Awards” section to
learn more about these awards.

MERIT:

I'm proud to have this represent
Malaysian creativity.

EBRONZE:

Exceptioqal example of locally relevant
Malaysian creativity. Encouraging.

SZLVER:

I am jealous of this idea,
Potential for regional award win,

GOLp:

'l.'h.is gives me hope in Malaysian
advertising again. Potential for a global win.



JUP4INg cRITERZY:




The Creative Effectiveness Kancils is designed
to honour work that uses creativity to deliver
business impact.

Judges will pay close attention to how the entry applies
creativity to achieve a clear goal. Entrants are highly
encouraged to include a clear objective, insight, as well
as verifiable results in their entries.

We will be inviting client marketers as well as agency
business leads to sit in on this special judging panel.

You cannot enter the Creative Effectiveness Kancils
directly. Instead, you must enter the "Creative

Effectiveness” subcategory under the relevant category.

The top ideas under each "Creative Effectiveness”
subcategory will then be judged together by a judging
panel to determine the winner of the Creative
Effectiveness Kancils.

Judges may award multiple "Creative Effectiveness
Kancils®, or none, at their sole discretion.

Entries that have won at least a Bronze at last year's
Kancils are eligible for entry.

For work that only won in last year's creative
effectiveness subcategory, the submission should also
prove sustained success from 19 Oct 2026 onwards.

CRITERZA FOR
EFFECTZIVENESS
LANC Z L 3:

Is there a clearly identified
business problem?

How did a clear understanding of the segment
translate to a brilliant strategy?

Does the idea demonstrate
the power of impactful creativity?

Does it drive clear, measurable,
sustainable results?
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JUP4INg cRITERZY
FOR NON-PROFIT WOR¥:

S&faﬁeqy'
Is the problem clearly defined,
and the solution, insightful?

ldea:
Is creativity being used
as a force for good?

Crafe:

Is it brilliantly executed?

IMpace:
Does it i
* We created a separate subcategory for all non-profit and branded CSR work to be judged in Impact the cause?
each category. This is to ensure a focus on commercial creativity, while ensuring that there's S : P PR
still space to celebrate impactful, legitimate creativity for causes. "‘c&¢’ ”abl /I 0,’:

Is it sustainable and scable?
+ Judges will be looking for insightful work that leads to sustainable impact to the cause.

+ Both branded CSR work (paid by a client) as well as work for non-profits/charities may be

entered in “Kancil for Good” subcategories. However, while branded CSR work may still be
entered in other subcategories, non-profit/charity work may only be entered in “Kancil for ‘ j ve 6 ZN 6 & K z T & K 4 4

Good” and “Craft Kancil” subcategories. Any work for a non-profit (non-branded CSR work) A “ F 0 K ‘ K 4 N ﬂ g ﬂ & s K W 0 K # 5

entered in any other subcategories will automatically be disqualified.

\ | S¢r y:
* We will be inviting leaders from social enterprises and NGOs to judge the entries in this | ) 1121'5 Et - Is th 0b abeq'y
special category, to ensure we reward work with sustainable impact. il *"’j*,ff“ ”ﬁﬂm i }ilf'*-'--"**"*.‘-:f- e problem clearly defined,
! i %}ih and the solution, insightful?
¢ You cannot enter the Kancil for Good directly. Instead, you must enter the "Kancil for Good" TN ' dabiin i &
subcategory under the relevant category. B, L | '5"':'r"'i'f%;r-%tH"**"-_:; .zdeﬁ:
B L b iy 2 .
T = Is the idea inspiring?

¢ The top ideas under each "Kancil for Good" subcategory will then be judged together by a
judging panel to determine the winner of the Kancil for Good.

Crafe:

Is it brilliantly executed?

IMPacy:

Does it impact both people and profits?

L
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/4 5,}{_ H u_--.j.:;-i! iﬁji i i* i?m ﬂﬁ ‘iﬁ:»{ﬂ .s_li ze,qu”‘e:

‘ Is it relevant to the brand?

| Mf;ﬁf "

¢ Judges may either award one Kancil for Good winner, or none at all, at their sole discretion.
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The Golden Kancil represents the best of the best for
the industry in the year that has passed.

You cannot enter the Golden Kancil directly.
Instead, you must enter any of the subcategories
under The Kancils 2026.

The top ideas (Gold) under each category will then be
judged together by a judging panel to determine the
winner of the Golden Kancil.

Entries shortlisted under “Craft Kancils” or

“Kancil for Good" subcategories will not be eligible for
the Golden Kancil, unless these entries are also eligible
for and win a Gold in the other categories.

Therecanonly beone
Golden Kancil winner.

SPECTAL AWARDS:




ADVERTISER
OF THE YEAR,

FILM PRODUCT ION
HOUSE OF THE YEAR,
AUDIO PRODUCT ION
HOUSE OF THE YEAR

2 AGENCY
OF THE YEAR

E—
L

The Advertiser of the Year, Production House of the Year &
Agency of the Year will be awarded based on the highest
accumulated points scored from all categories.

The Agency of the Year will be awarded to 4As Malaysia
member agencies based on points accumulated under the Idea
Creator role. Agencies must have submitted work as entrants
into The Kancils to be eligible to receive points.

The Production House of the Year will be awarded to companies
based on points accumulated under the Production
Company role.

The Audio Production House of the Year will be awarded to
companies based on points accumulated under the Audio House
Production Company role.

The Advertiser of the Year can only be awarded to a client
whose awarded works were created in the context of a normal
paying contract.

To submit your entries, you must credit the companies playing
the “Idea Creator” and “Production Company” roles in every entry
for the accurate tabulation of points. Both Idea Creator and
Production Company earn full points (although points are split
equally for multiple Idea Creators, including foreign Idea
Creators). If your company both created and executed the idea
without external support, you may list yourself as both “Idea
Creator” and “Production Company”.

4As Malaysia reserves the right to amend or include additional
Idea Creators and Production Companies, should it find that
other companies were significantly involved in the creation of the
work but were excluded.

HERE ARE THE POINTS
AWARDED T (O EACH
WINNINGENTR)Y:

Golden Kancil: 30 points
Kancil for Good: 20 points

Innovation/Culture
IEffectiveness Kaneils: 20 points

Gold: 15 points
S7/ver: 7 points
Eronze: 3points
Merié: 1 point

Note: If a piece of work wins a Gold, and eventually wins one of
the special awards (Golden Kancil, Kancil for Good, Innovation
Kancils, Culture Kancils or Effectiveness Kancils), points will be
awarded only for the highest award the entry achieved.

For instance, a Gold Kancil winner that becomes a Golden Kancil
winner will be awarded 30 points, not 30 + 15 = 45 points.



A lot of blood, sweat, tears and Ringgit goes into doing a good piece of
work. A whole series of work that works beautifully as a campaign? Even
harder. We want to give you a space to celebrate all that hard, good work
that went into your campaigns. But at the same time, we need to ensure
the campaign entry system isn't gamed for the sake of racking up points.

It's a balance that's tough to perfect. But we've got to start somewhere.
Here's the system we've developed:

- WHAT IS 4 CAMPAIGN?

If your idea has 3 pieces of work or more you may enter in the
campaign subcategories.

- SINGLE OR CAMPAIGN.
NEVER @OTH.

A piece of work can be entered as a single entry, or as part of a campaign.
Never both.

- ONLY CERTAIN SVE-CATEGORIES
ARE ELIGTIGLE.

We've created separate SINGLE and CAMPAIGN subcategories under each
category for subcategories that we feel could be judged either separately
or as a campaign. For certain subcategories, e.g. best use of influencers,

judges will be looking at the idea as a whole, so separate single entries will
not be accepted.

. SINGLE OR CAMPAIGN ENTRIES
UNDER CRAFT KANCILS

For works in a series entered in the Craft Kancils separately as singles,
they must be aesthetically different in terms of the craft being judged.
Else, a campaign of similar executions must be entered as one campaign.
For instance, if you are entering separate pieces under 9.9a TYPOGRAPHY:
SINGLE, then the pieces of work must employ executionally different
typographic styles and techniques.

- JUDGES' RIGHT TO COMEINE
ENTRIES INTO CAMPAIGNS

Following common practices in other award shows globally, judges may,
at their discretion, vote to combine single entries that are similar in idea
and/or execution, or aesthetically similar in the case of the Craft Kancils,
into one campaign entry. Entrants will not receive a refund on the
difference in entry fee.
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A ¢elebration of the
Us g of ¢reative
etoryte))ing
throudh maving
iMades N g(Greeng
)arde and gma)) £o
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1.14-FILM (BROADCAST 5 CINEMA): SINGLE

Branded film spots placed in on-air broadcast slots on FTA, cable and cinema.

110-FILM (GROADCAST 5 CINEMA): CAMPAIGN

A campaign of 3 or more.

1.24-FILM (ONLINE): SINGLE

Branded film on digital video platforms and streaming services, including
pre-roll adverts.

1.28-FILM (ONLINE): CAMPAIGN

A campaign of 3 or more.

1.2 - FILM (SOCIAL PLATFORMS)

Branded film content that makes the best use of social platforms to drive
meaningful engagement with the audience.

1.4 - BESTVSE OF VSER-GENERATED FILM CONTENT
Use of film content created by consumers through collaboration, creation
or contribution.

1.5 -BESTVSE OF INTERACTIVE 3
DYNAMIC CONTENT
Films that viewers can interact with, or that adapt based on user behaviour
(e.g. dynamic pre-rolls, personalisable videos).

1.6 - €ESTVSE OF LIVE-STREAMING/LIVE-EROADCAST
Broadcast or online live content, including live coverage of events as well as
live-streams on digital platforms.

1.7 - @EST MICROFILM (VNDER 15 SE£C)
Bite-sized content under 15 seconds (e.g. YouTube Bumper ads, Facebook PPVs)

designed to stop thumbs. For longer social films (e.g. IG Reels), please submit under
1.3: Film (Social Platforms).

1.8 - BEST LOW-GUDGET FILM

Big film ideas creatively executed with small production budgets (RM25,000 or
less). Please submit a production budget to support this entry.

1.9 - BESTVSE OF NEW REALITIES IN

STORYTELLING

Films created for emerging platforms, including 360° film, VR and AR to create
deeper immersion.

1.10- @ESTVSE OF GRAND INTEGRATION 3

SPONSORSHIP/PARTNERSHIP

Integration of brands into existing content such as films, TV series, radio/audio
shows, as well as strategic and creative partnerships or sponsorships for
branded content

1.11- @£ST FILM 5 GRANDED CONTENT-LED

INTEGRATED CAMPAIGN
A series of film content (whether online or broadcast) that works seamlessly with
at least two other media to engage the consumer.

112-@E£ST VSE OF CULTVRAL INSIGHTS IN FILM 3

eRANDED CONTENT
The creative use of insights derived from local culture, values, beliefs and
traditions to develop engaging film content.

1.12 - INNOVATION IN FILM 53 eRANDED CONTENT

An innovative breakthrough in the creative use of film and branded content
as platforms. This includes the application of Al.

114 - CREATIVE EFFECTIVENESS: FILM 5

@RANDED CONTENT
The creative use of film to achieve a clear goal. Entries must demonstrate
verifiable results.

1.15-KANCIL FOR GOOD: FILM 3

@RANDED CONTENT
The use of insightful creativity to solve a problem for a cause, ultimately leading

to real societal impact. Branded CSR work may also be entered here, but work for
non-profits can only be entered into this subcategory.
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214 - BESTVSE OF RADIO: SINGLE

Best use of audio ads placed either on-air or online.

210 - GEST VSE OF RADIO: CAMPAIGN

A campaign of 3 or more.

to engage with consumers.

" L 2,26 -C£S5TVSE OF GRANDED AVDIO CONTENT: CAMPAIGN
A campaign of 3 or more.

2.24-CE£ST VSE OF GRANDED AVDIO CONTENT: SINGLE

Includes podcasts, music, DJ mentions or on-air promos, either online or on-air,

2.3 - GESTVSE OF AUDIO 5 VOICE TECHNOLOGY

The use of audio-based technologies, such as interactive voice assistants, Spotify API, etc.

: é The Audio KanCile ¢elebrate the ingidhtful uge of andio gontent an radio
or didita) aundio forma+tg to interadt with the theatre of aur mindse.

2.4 -BE£ST AVDIO-LED INTEGRATED CAMPAIGN

A series of audio content (whether online or broadcast) that works seamlessly
with at least two other media to engage the consumer.

2.5-BESTVSE OF CULTVRAL INSIGHTS IN AubIO

The creative use of insights derived from local culture, values, beliefs and traditions
to develop engaging audio content.

2.6 - INNOVATION IN AuDIO

An innovative breakthrough in the creative use of the radio or digital audio media.
This includes application of Al.

2.7 - CREATIVE EFFECTIVENESS: AvbIO

The creative use of audio media to achieve a clear goal. Entries must demonstrate
verifiable results.

2.2 - KANCIL FOR GOOD: AUbIO

The use of insightful creativity to solve a problem for a cause, ultimately leading
to real societal impact. Branded CSR work may also be entered here, but work for
non-profits can only be entered into this subcategory.
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Shining the gpot)idht oan ¢reativity that ¢ombinegg
a human-gentred ingidht with sutgtanding ¢raft
to ¢reate ideag that )eap off the pade.

Engaging print ads on newspapers and magazines that leap off
the page.

A campaign of 3 or more.

The creation of books, magazines and other printed publications for
commercial or promotional purposes, to help the brand engage with
the consumer.

A campaign of 3 or more.

Publications created for a digital platform, including e-books and
digital magazines. Note: Pieces like native digital content and blogs
would fall under the Digital Experience Kancil.

A campaign of 3 or more.

A series of printed or published content (whether online or offline)
that works seamlessly with at least two other media to engage
the consumer.

The creative use of insights derived from local culture, values, beliefs
and traditions to develop engaging printed or published content.

An innovative breakthrough in the creative use of the print &
publishing medium. These may include print ads with physically
active or digital and interactive elements, such as downloadable
applications, QR codes, Al, augmented reality and NFC.

The creative use of print & publishing to achieve a clear goal.
Entries must demonstrate verifiable results.

The use of insightful creativity to solve a problem for a cause,
ultimately leading to real societal impact. Branded CSR work may
also be entered here, but work for non-profits can only be entered
into this subcategory.






414 - BESTVSE OF @ILLROARDS: SINGLE

Best use of sheet or static digital billboards made for standard billboard spaces
including roadsides, highways and transit sides.

410 - BESTVUSE OF €ILLEOARDS: CAMPAIGN

A campaign of 3 or more.

4.2R-CESTVSE OF POSTERS: SINGLE

Best use of static free-format posters made for public spaces.
(Digital posters should be entered under 4.3a or 4.3b)

4.28 -BESTVSE OF POSTERS: CAMPAIGN

A campaign of 3 or more.

43R-BESTVSE OF DIGITAL SCREENS: SINGLE

Best use of digital out-of-home (DOOH) advertising spaces. This may include
animated DOOH content, interactive elements that require consumer interaction,
or dynamic screens that uses personalised or real-time data.

420 - BE£ST VSE OF DIGITAL SCREENS: CAMPAIGN

A campaign of 3 or more.

4.4 -CESTVSE OF AMBIENT: SINGLE

Best use of non-standard and free format outdoor that leverages on the use
of public spaces, objects and environments. This may include displays,
special builds, point-of-sale marketing, distributed promotional items, and
vehicle or transit wraps. For static posters, please enter under 4.2a or 4.2b.

4,40 -@ESTVSE OF AMGIENT: CAMPAIGN

A campaign of 3 or more.

A celebration of endaging, immersive and

4.5 -

4.6 -

4.7 -

4.8 -

4-7 "

4.10 -

4.11 -

@ESTVSE OF LIVE ADVERTISING EVENTS
Live out-of-home activations that are witnessed by an audience in real-time.

This may include live performances, demonstrations, stunts, roadshows or
live games.

€L£ST OVTDOOR INTERACTIVE EXPLRIENCE
Eliciting customer participation in the outdoor space. This may include audience

participation events, or the use of techniques such as location-based technology,
gamification, or immersive VR, AR or mixed reality experiences.

@£5T OVTDOOR-LED INTEGRATED CAMPAIGN

A series of outdoor content and experiences that works seamlessly with at least
two other media to engage the consumer.

GEST VSE OF CULTVRAL INSIGHTS IN OVTDOOR

The creative use of insights derived from local culture, values, beliefs and
traditions to develop engaging outdoor ideas.

INNOVATION IN OVTDOOR

An innovative breakthrough in the creative use of the outdoor medium. These may
include new ways to engage with, interact with or respond to outdoor content and
use of Al.

CREATIVE EFFECTIVENESS: OVTDOOR
The creative use of outdoor to achieve a clear goal. Entries must demonstrate
verifiable results.

KANCIL FOR GOOD: OVTDOOR

The use of insightful creativity to solve a problem for a cause, ultimately leading to
real societal impact. Branded CSR work may also be entered here, but work for
non-profits can only be entered into this subcategory.
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A ¢elebration of human-gentred degign that
¢ombingg eX¢eptiona) aegthetic form with
intuitive fungtion to ¢onnegt With people and
Wtimate)y, s2)ve a praob)em for a brand or ¢auge,

5.1- BRAND IDENTITY DESIGN

Creation of a new brand identity, or refresh of an existing brand.

5.2-PRINTED COMMUNICATION DESIGN

Publication & editorial design for printed books, annual reports, brand

collaterals, promotional items and other printed media. For posters, please

enterin 5.3.

53-POSTERDESIGN

The design of printed posters on standard, transit, in-store and free-format

sites, or digital posters on digital OOH screens.

5.4 -MOTION DESIGN

The use of motion graphics, video or moving images, etc.

5.5-DIGITAL 3 INTERACTIVE DESIGN

Design on digital media, including website Ul, apps, social channels,
digital installations, wearables, data visualisation, etc.

5.6 - BRAND ENVIRONMENT 3 RETAIL DESIGN

Retail environment design, spatial & sculptural installations, point-of-sale

marketing and in-store collaterals, wayfinding and signage, and other
physical exhibitions and experiences.

5.7-EXPERIENCE DESIGN

Design of a customer journey or experience—physical or digital—
that elicits an emotional or behavioural response.

P

s:l-.

5.8 -

5.9 -

5.10 -

5.11 -

512 -

513 -

5.14 -

PACKAGING DESIGN

Packaging for products, as well as special & promotional packaging.

PRODUCT/SERVICE DESIGN (ELIGIOLE
FOR INNOVATION)

Product or service that creatively fuses human-centred function,
intuitive usability, and well-crafted aesthetic form. This may include
limited-edition promotional items, branded merchandise, other physical
goods or digital platforms.

e£STDESIGN-LED INTEGRATED
CAMPAIGN

A series of design experiences that works seamlessly with at least two
other media to engage the consumer.

EL£ST VSE OF CULTVRAL INSIGHTS
INDESIGN

The creative use of insights derived from local culture, values, beliefs and
traditions to develop engaging design.

INNOVATION IN DESIGN

An innovative breakthrough in design application and technique. This may
include innovative packaging design, environmental design, interactive
design, use of Al or product design.

CREATIVE EFFECTIVENESS: DESIGN
The creative use of design to achieve a clear goal. Entries must
demonstrate verifiable results.

KANCIL FOR GOOD: DESIGN
The use of insightful creativity to solve a problem for a cause, ultimately

leading to real societal impact. Branded CSR work may also be entered here,
but work for non-profits can only be entered into this subcategory.

4 g






A celebration of didita) experienges that demongtrate
re)evant and geam)eggg Uger gndadement and experienge
ag We)) ag Mmagterfu) execution,

6.1- BEST VSE OF WEE PLATFORMS 6.8 - DIGITAL GRAND COLLACGORATIONS
Websites, microsites, web platforms and web applications (including A creative collaboration or partnership with a digital channel or platform,
mobile-responsive sites) to promote an entity, product or service. including but not limited to games, content portals or applications that

led to better reach and engagement for the brand.

6.2-0£5T VSE OF MORGILE 5 WEARAGLE | |
PLATFORMS 6.7 - @£STVSE OF DIGITAL COMMERCE

The creative use of eCommerce, mobile commerce or social commerce

platforms, tools and techniques to optimise the customer journey, increase

engagement and drive conversion.

Creative leveraging of mobile technology, including mobile websites,
mobile applications & utilities, branded mobile utilities and mobile games.

This includes smart watches and other wearable platforms.
6.2-0£5TVSE OF ONLINE ADVERTISING 6.10-OTHER DIGITAL EXPERIENCES
Includes paid online advertising such as web banners, rich media ads, Digital experiences that may not fall in any of the other categories.
dynamic ads, search marketing, pre-rolls as well as native ads
(e.g. sponsored content). 6.11-BESTDIGITAL-LED INTEGRATED CAMPAIGN
A digitally led series of experiences that works seamlessly with at least two
6.4 - DATA-ENHANCED CREATIVITY other media to engage the consumer.
The creative use of data to elicit an emotional or behavioural response,
including data-driven dynamic content and targeting, data visualisation, 6.12-@E£STVSE OF CVLTVRAL INSIGHTS IN
or creative use of real-time data and APIs. DIGIT‘QL QXP!E,RI:CNC:CS
The creative use of insights derived from local culture, values, beliefs and
6.5 - DIGIT‘QLLV £NH4NC£D PH‘/SIC‘QL traditions to develop engaging digital experiences.
EXPERIENCES
The creative use of digital technology to enhance live events or physical 6.1 - INNOVATION INDIGITAL EXPERIENCE
experiences, including digital installations, AR, VR and mixed reality An innovative breakthrough in the use of Al, web, mobile, digital, social or
experiences, Internet-of-Things/digitally connected physical products, digitally connected physical products and experiences.
cross-platform experiences (e.g. a second-screen experience working
with TV content, etc). 6.14 - CREQTI\/Q E,FFE,CTIVE,NESS

DIGITAL EXPERIENCE
The creative use of digital experiences to achieve a clear goal. Entries must
demonstrate verifiable results.

6.6 - NEW REALITIES

The creative application of immersive new realities to entertain and
engage with users. Including, but not limited to: AR, VR, mixed reality,
immersive systems or virtual worlds.

6.15-KANCIL FOR GOOD: DIGITAL EXPERIENCE
6.7 - QEST ng OF CONTENT MQRK\ETING The use of insightful creativity to solve a problem for a cause, ultimately

leading to real societal impact. Branded CSR work may also be entered here,

The creation, placement and delivery of content in a digital context to but work for non-profits can only be entered into this subcategory.

engage with users. This may include storytelling across a single or
multiple digital channels, contextual content in response to real-world
events or user behaviours, dynamic content or personalised storytelling.






7. COMMERCE

7.1-

7.2 -

7.3 -

7.4 -

7.5 -

7.6 -

7.7 -

BESTVSE OF COMMERCE (PHYSICAL)
Includes flat and dimensional mail, print & outdoor, small-scale

handheld collaterals, large ambient sites and more with a clear and
direct call-to-action.

GEST VSE OF COMMERCE (FILM 53 RADIO)

The use of film (including infomercials) for television, cinema and
outdoor, as well as radio spots, radio promos or DJ mentions where
there is a demonstrable link to driving sales, either via a call-to-action.
For online film and audio content, please enter in 7.3.

BESTVSE OF COMMERCE (DIGITAL-LED)
Websites, microsites, social media, online advertising, online content,

eDM, mobile, and location-based marketing that can demonstrate a
clear path to sales.

EESTVSE OF TARGETING, INSIGHTS
AND PERSONALISATION
Use of data and dynamic content that attracts and enriches the

customer’s shopping experience and helps drive a targeted and
personal user journey to achieve business results.

GEST CUSTOMER RETENTION/
LOYALTY CAMPAIGN
A relationship-building initiative to encourage retention, employing the

full length of the sales funnel, reinvigorate lapsed relationships and
drive loyalty.

GEST COMMERCE-LED
INTEGRATED CAMPAIGN
A series of experiences across three or more media that works

seamlessly to elicit a clear commercial impact via response from
the consumer.

BEST VSE OF CVLTVRAL INSIGHTS

IN COMMEZRCE

The use of insights derived from local culture, values, beliefs and
traditions to develop engaging, culturally relevant marketing initiatives
and open up new customer relationships.

KANCILS

The Commer¢ge Kan(ile shines a ¢pot)idht on wark that
applies iNnhovation and ¢reativity to ¢ommerge,
payment gd)utiong and trangadgtiona) journegys.

Inghor+4, ideag that ¢an tandib)y demongtrate the
power of greativity to drive ¢ongumer gndademend,
¢oanvergion, and impa¢t the boattom)ine.

7.8 - INNOVATION IN COMMERCE

An innovative breakthrough in the way we elicit a commercial response
from the consumer. This includes the application of Al.

7.9 - CREATIVE EFFECTIVENESS: COMMERCE
The creative use of direct marketing initiatives to achieve a clear goal.
Entries must demonstrate verifiable results.

7.10 - KANCIL FOR GOOD: COMMZRCE
The use of insightful creativity to solve a problem for a cause, ultimately

leading to real societal impact. Branded CSR work may also be entered
here, but work for non-profits can only be entered into this subcategory.

MONEY.

Tavem)y mones
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A ¢elebration of ¢reative brand bui)ding througdh immergive retai),
agtivation, didita) or an-graund ¢uegtoamer gndadement.,

Entries show)d demangtrate how the Cugtomer journey,
brand e¢xperignge and aptimiged toucgh paintg led €0 ingreaged
brand affinity ancdrsor commer¢ia) snCCess.

A\

Use of film, radio, print, conventional outdoor, promotional merchandise
and/or ambient collaterals and sites leading to immediate activation
and/or sales.

A brand experience, activation, promo or stunt that used mobile, web, AR,
VR, mixed reality, social media, tangible digital installations and/or other
forms of digital tech leading to increased brand affinity and sales.

Guerilla marketing stunts, launch events, roadshows, field marketing,
sampling activities, experiential events, and/or live promotional stunts
that lead to immediate activation.

Creative utilisation of sponsorships and/or tie-in partnerships (e.g.
sports, music, entertainment) to drive brand affinity and activation.

An engaging launch or re-launch of a brand, product or service through
the creative use of brand experiences or activations.

In-store and retail location activities including product
launches/activations, demonstrations, sampling activities, pop-ups and
in-store promotions or competitions that drive shopper engagement.

Any type of media format produced by entrant agencies to promote itself,
its expertise, philosophy and services.

Big ideas, smartly executed despite its small scale, to drive brand
engagement. Please feature your scale with the proper context in your
case study.

A seamless series of experiences across three or more media with
a promotional or activation element to drive brand affinity and sales.

The use of insights derived from local culture, values, beliefs and
traditions to develop engaging brand experience and activation initiatives.

An innovative breakthrough in the way we elicit immediate activation
from the consumer. This includes the application of Al.

The creative use of brand experience and activation initiatives to achieve
a clear goal. Entries must demonstrate verifiable results.

The use of insightful creativity to solve a problem for a cause, ultimately
leading to real societal impact. Branded CSR work may also be entered
here, but work for non-profits can only be entered into this subcategory.






The £ntertainment KanGile We)Gomeg goGia)
(reatorg, gtreamerg, 9amerg, fi)mmakerg,
MUugiCiang, bandg, gtudisg, publigherg and mare,
anyoneg whoge goudht-after ¢ontent doggn’+t
Feel)like an ad Yyet sti)) g€lls. £ntries Mugt
de)iver ungkippab)e ideas that ¢aptivate, Cut
througdh and gannect brandg With audienges in
fregh ways. Jud9ding weidhts: 20% gtratedy 3
ingidht, 20% ¢reative idea, 30% ¢raft 3
eXeCUution, 20% results. Submiggion boardsg
ancd/or gage videdg are higdh)y engouraged.”

Creative work that turns branded content into culture.
The work should capture attention, communicate a
brand message and connect with consumers in a fresh
and compelling way.

Branded fiction or non-fiction films or series created for cinema,
TV, online or video-on-demand platforms.

If you are submitting a series, please upload all episodesin a

single video file with slates denoting the start of the next episode.

A case video (less than 2 minutes) of the entry to explain the
business objective, insight, execution and results may also
be entered.

Cinema, TV or online live content, including live coverage of
events and use of live streaming platforms.
*Please provide a sample film file of up to 30 minutes.

Integration of brands into existing content such as films,
documentaries, series, live streams, TV or radio/audio shows.

The creative and innovative use of content creators, streamers
and/or influencers to drive a brand’s message and engage with
a specific audience through entertainment.

This may include, but is not limited to, collaborations,
sponsored content and user-generated content.

This category is also open to influencers and content creators as
well. Please provide a case video alongside submissions.

If there are social videos in the platform, do submit a video file of
the content alongside the link to the actual video in the platform.
Submission can be singular or a series of content.

Strategic brand partnerships and collaborations that leverage
branded content and entertainment to meet specific business
goals and mutually benefit everyone involved.

Creative work that connects brands with gaming
communities through gameplay. The work should add
genuine value to the gaming experience while
delivering meaningful results for the brand.

Creative content crafted to build awareness for a brand by
associating it with culture and values through the use of gaming
and storytelling. This includes but is not limited to audio-visual
content as well as broadcast/live streaming.

Brand or sponsor integration into live coverage of gaming events
and esports. E.g. the use of live streaming platforms, where a
brand contributes a unique narrative or expertise that clearly
enhances the overall quality of the content.

Mobile games either specifically made for a brand or the strategic
and creative integration of a brand into a game designed for and
played on a mobile device.

Work that focuses on the development, maintenance and
nurturing of a gaming audience.

The work should demonstrate how engaging with a gaming
community has increased social engagement, enhancing
the brand reputation and trust within the community.

The creative and innovative use of content creators, streamers
and/or influencers to drive a brand’s message and engage with
a specific audience within the gaming community. This may
include, but is not limited to, collaborations, sponsored content
and user-generated content.

Strategic partnerships and collaborations between gaming brands

and non-gaming brands that leverage gaming experiences, branded

content and entertainment to meet specific business goals and
mutually benefit everyone involved.

Creative musical collaborations and branded music content.
The work should demonstrate original music production,
promotion or distribution that creatively leverages artists,
creators or platforms to connect with consumers.

Eligible brands include talent, artists, creators,
influencers, sponsors, platforms, media owners,
rights holders and other music-related organisations.

Exceptional examples of original music videos and interactive
music videos.

Relevant and symbiotic brand integration into music videos or other
music content.

The impact and success of original music compositions created
specifically for a brand’s use. The artistic achievement of the track
itself will be considered, as well as its successful use in branded
content. Can be original compositions from film commercials.

Placement of a track that has been licensed or adapted by, but not
specifically created for, a brand for use in its communications. The
sourcing and suitability-of the music for the brand and content will
be considered.

The creative and innovative use of content creators, streamers and/or
influencers to drive a brand’s message and engage with a specific
audience through music. This category is also open to content
creators who are the originators of the content. This may include,

but is not limited to, collaborations, sponsored content and
user-generated content.

Strategic brand partnerships and collaborations that leverage music,
branded content and entertainment to meet specific business goals
and mutually benefit everyone involved.

If you're new to the Kancils, please reach out to kandesh@macomm.com.my/godfrey@macomm.com.my for details
on what to prepare and one of our creative council team of experienced creative leads will be happy to give you

a 15 minute video call for FAQ and briefing.
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A celebration of ¢reativity in media, where ideag are broudht 10 )ife
throudh the innavative uge af pl)atformg, Channelg and techna)ogy.
gntries show)d demangtrate the effective implementation of media ideag,
ehhanged by a 9ame-chanding channe) gtratedy 1o del)iver meganindfu)

brancd and ¢commerg¢ia) impacd+t.

10.1- BESTVSE OF SCREENS 5 DISPLAYS
Use of TV, cinema, video-on-demand, in-flight screening, digital & interactive
screens, online film, and other online service providers.

10.2-@E£STVSE OF AvbIO

Use of radio, podcasts, and other audio platforms.

10.2-BE£STVSE OF PRINT 3 CONVENTIONAL
OVTDOOR

Use of magazines, newspapers, inserts, trade journals, printed collaterals,
posters, billboards and other conventional media.

10.4-BE£3TVSE OF AMETIENT: SMALL SCALE
Use of non-mail and print collaterals, including small physical objects and all
other hand-held (or equivalent in size) items. This includes but is not limited
to items in bars & restaurants, glasses, beer mats & ashtrays, petrol pumps,
flyers, stickers, signage and door hangers.

Note: ‘Small Scale' refers to the physical size of the object, not the
quantitative volume or scale of distribution.

10.5-CESTVSE OF AMGIENT: LARGE SCALE
Use of non-traditional outdoor / billboards. This includes but is not limited to
supersize sites, 3D and non-standard shaped sites, ticket barriers, signage,
floor media, digital billboards and other executions that utilise a space or an
existing permanent feature.

Note: ‘Large Scale' refers to the physical size of the object, not the
quantitative volume or scale of distribution.

10.6 - @ESTVSE OF DIGITAL PLATFORMS

Use of online platforms or associated technologies in a digital environment.
These may include websites, search engines, eCommerce platforms, banner
ads, mobile apps, etc.

10.7 - GEST VSE OF SOCIAL PLATFORMS
Use of social platforms including social media, vlogs, blogs, streaming

platforms, online communities etc to create or enhance relationships with a
community/consumer.

10.8 - BESTVSE OF COLLAGORATION 3
MEDIA PARTNERSHIP
The use of brand collaborations or partnerships between brand and media
to connect with the consumer.

10.7 - @EST INTEGRATED MEDIA CAMPAIGN
A seamless series of experiences across three or more media touchpoints
to connect with the consumer.

10.10- @EST VSE OF CULTVRAL INSIGHTS
IN MEDIA
The use of insights derived from local culture, values, beliefs and traditions
to develop culturally relevant media solutions.

10.11 - INNOVATION IN MEDIA

An innovative breakthrough in the use of media platforms, channels and
technologies to create new ways for brands and audiences to connect.
This includes the application of Al.

10.12 - CREATIVE EFFECTIVENESS: MEDIA
The creative use of media to achieve a clear goal. Entries must
demonstrate verifiable results.

10.12-KANCIL FOR GOOD: MEDIA4
The use of insightful creativity to solve a problem for a cause, ultimately

leading to real societal impact. Branded CSR work may also be entered
here, but work for non-profits can only be entered into this subcategory.
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A celebration of ¢reativity in soCia) and influengcer marketing,
where ideag are brougdh+t t2)ife throudh the innovative uge of

6dCia) platformg, ¢reatorg, influengereg and brand ambaggadareg,

g£ntrices chow)d demaongtrate how gagial)-firgt thinking, andien¢ge
endadement and ¢greator parthnerghips )ed to0 ¢ommer¢gia) sUGGess.

11.1- BESTVSE OF SOCIAL FILM

Use of social film specifically created for online social platforms that are
intended for widespread sharing.

11.2-@£5TVSE OF SOCIAL FILM SERIES

Use of social film series specifically created for online social platforms
that are intended for widespread sharing.

11.2-C£5T VSE OF SOCIAL PLATFORMS

Use of social media platforms to effectively engage consumers to
maximise the impact of a campaign by tailoring content to align with the
platform'’s strengths, audience behaviors, and tools.

11.4-CESTVSE OF CONTENT PLACEMENT

Use of effective and creative content placement on social platforms
to engage consumers and enhance their relationship with the brand.

11.5-BE£STVSE OF CO-CREATION 5 VSER

GENERATED CONTENT
Use of social activities designed to encourage a community/fanbase

to contribute or collaborate with a brand initiative to enhance loyalty
and engagement.

1.6 -CEST VSE OF CREATOR COLLAGORATION

Use of impactful and creative collaborations between a creator and a
brand. The work should demonstrate a blend of the creator’s unique
voice with the brand’s identity to produce compelling, authentic and
engaging narratives.

11.7-@£ST VSE OF COMMUNITY ENGAGEMENT

Use of existing social platforms and/or online communities to enhance
relationships with a brand, community or consumers.

1.8 -

1.9 -

GEST VSE OF SOCIAL COMMERCE
Use of social media, social platforms and virtual communities for
eCommerce and mCommerce to drive business results.

BLST VSE OF REAL-TIME RESPONSE
Use of social platforms to respond to world events, public affairs and

other real-time activity in a meaningful, time-sensitive and creative way
that prompts social sharing and engagement.

1110 - 8£ST INTEGRATED SOCTIAL CAMPAIGN

1111 -

A seamless series of experiences across three or more media
touchpoints on social platforms to connect with the consumer.

£ST VSE OF CULTVRAL INSIGHTS
IN SOCIAL

The use of insights derived from local culture, values, beliefs and
traditions to develop culturally relevant social content and experiences.

11.12- INNOVATION IN SOCTAL

An innovative breakthrough in the use of social platforms, formats,
features and technologies to create new ways for brands and
communities to connect, participate and engage. This includes the
application of Al.

11.12-CREATIVE EFFECTIVENESS: SOCTIAL

The creative use of social media to achieve a clear goal. Entries must
demonstrate verifiable results.

11.14 -KANCIL FOR GOOD: SOCTAL

The use of insightful creativity to solve a problem for a cause, ultimately
leading to real societal impact. Branded CSR work may also be entered
here, but work for non-profits can only be entered into this subcategory.






1214 - FILM DIRECTION: SINGLE

Overall artistic direction; how production design,

casting, cinematography, editing come together to
tell a story.

12.1€ - FILM DIRECTION: CAMPAIGN
12.24 - CINEMATOGRAPHY: SINGLE
12.2@ - CINEMATOGRAPHY: CAMPAIGN

12.24 - PRODVCTION DESIGN/ART
DIRECTION: SINGLE

1228 - PRODVCTION DESIGN/ART
DIRECTION: CAMPAIGN

12.44 - FILM £DITING: SINGLE
12.4€ - FILM EDITING: CAMPAIGN

12.54-VISVAL EFFECTS: SINGLE

In-camera or digital.

12,56 - VISVAL £FFECTS: CAMPAIGN

In-camera or digital.

12.64 - ANIMATION: SINGLE

non-prafit work,

12,66 - ANIMATION: CAMPAIGN
12.7 - INTERACTIVITY IN STORYTELLING

The use of interactivity to make storytelling more personal
and immersive.

12.8 - MIXED REALITY STORYTELLING

Including but not limited to 360° VR, AR, Al mixed reality.
12.9 - MUSIC IN FILM CONTENT
12.10 - SOVND DESIGN IN FILM CONTENT

12.11 - MUSIC IN AvDIO MEDIA

Including digital audio platforms.

12.12 - SOUND DESIGN IN AvDIO MEDIA

Including digital audio platforms.

12,124 - ART DIRECTION: SINGLE

Aesthetics on packaging, graphics, print & publishing,
outdoor and digital.

12.126 - ART DIRECTION: CAMPAIGN
12,144 - TYPOGRAPHY: SINGLE
12.148 - TYPOGRAPHY: CAMPAIGN
12.154 - ILLVSTRATION: SINGLE
12156 - ILLVSTRATION: CAMPAIGN

12,164 - ABVERTISING PHOTOGRAPHY:
SINGLE

12.16€ - ADVERTISING PHOTOGRAPHY:
CAMPAIGN

12,17 - VSER INTERFACE 5 DIGITAL
VISVAL DESIGN
Including Ul and aesthetic design across web, mobile
and wearable applications.

12,18 - VSER £EXPERIENCE 5 JOVRNEY
DESIGN
The creation of a seamless, consistent, usable digital user
experience to elicit an emotional or behavioural response.

12,17 - INTERACTION 3 DIGITAL
MOTION DESIGN

Including the use of interaction & animation, motion graphics,

use of Al, moving image & video on digital platforms.

12.20 - MUSIC 5 SOVND DESIGN ON
DIGITAL EXPERIENCES
Please submit in 12.9/12.10 for music & sound design in film

content and 12.11/12.12 for music & sound design on audio
platforms, including Spotify.

0D

12.214 - ENGLISH COPYWRITING,

A)) subCatedorieg are dspen +o both ¢ommer¢gia) and

CONTENT WRITING 3
SCRIPTWRITING: SINGLE

12.21€ - ENGLISH COPYWRITING:

CAMPAIGN

12.224-eM COPYWRITING, CONTENT

WRITING 5 SCRIPTWRITING:
SINGLE

12,220 - 6M COPYWRITING: CAMPAIGN

12,224 - CHINESE COPYWRITING,

CONTENT WRITING 3
SCRIPTIWRITING: SINGLE

12.22@ - CHINESE COPYWRITING,

CONTENT WRITING 3
SCRIPTWRITING: CAMPAIGN

12,244 - TAMIL COPYWRITING,

CONTENT WRITING 5
SCRIPTWRITING: SINGLE

12.24€ - TAMIL COPYWRITING,

CONTENT WRITING 3
SCRIPTWRITING: CAMPAIGN






12.1 - CULTVRE KANCILS

12,.2-CREATIVE EFFECTIVENESS KANCILS

1.3 - INNOVATION KANCILS

12.4-KANCIL FOR GOOD

12,5- THE SICK SIX: YOUNG DIRECTORS’ CHALLENGE®

12,6 - STVDENT KANCIL *

*RULES AND DEADLINES WILL £ COMMUNICATED SEPARATELY.

13,7 - YOUNG KANCIL*

12.6 - GOLDEN KANCIL

12,9 - AUDIO PRODVCTION HOVSE OF THE YEAR
13,10 - PRODVCTION HOVSE OF THE YEAR

12.11 - ADVERTISER OF THE YEAR

12.12- AGENCY OF THE YEAR







ENERAL MATERIAL
SUBMISSION REQUIREMENT S

Please submit your videos (e.g. case films, full films, user journey In addition, we recommend that you provide a 30-second version
walkthrough videos) in MP4 format online. Please name the MP4 files for use during the award ceremony should your entry win.
SRR _ . e according to your entry name in this format: ‘Entry name.mp4’. Avoid
e S Ry I e AN special symbols in your file name. File size should not exceed 100MB. All films should have 1/2 second black before and after the entry.
2 s : - ik RN No slates, clocks or freezes, as well as agency branding can be
e R S S BTN ST Y, 3 SN R o Please submit your images (e.g. presentation boards, supporting included in your film.

sdessdesatssdeordecospasiondod o] soovisnso s, L L o T o A images) in JPEG format online. Please name the JPEG files accordin
.'_':.'_':: T A Sl - i~ e i S v aiw fesan 9 ) . | g i ’ p L 9 DO NOT send your Case Film as a URL.
b B S e SO PR e O : to your entry name in this format: ‘Entry name.jpeg’. Avoid special

" T ~ g : o 1_-_-_-;-._: e symbols in your file name. File size should not exceed SMB.
PO e i Film Materials must strictly be in the following format:

No “replacement materials” as well as “holding” or “temporary” Only in MP4, submitted via the Kancil Awards entry site.

Qi . -,'- s . (fake/incorrect) media. Please make sure the version that you have
DIy st e R g : s (o e J File size should not exceed 100MB.
S REOREEE s . SRR S N R - uploaded is final and can be used for judging and shown publicly.

CH SR e Rl Please name all film material with the title of the entry.
c Agency branding must not be found anywhere on your entry materials. Please name the files according to your entry name in
this format: ‘EntryName.mp4’

Please do not use any special symbols in the file name.
Encoding Standards: We strongly advise that you submit
your case film in 16:9 format.

Please follow the following formatting guidelines for all video and

S = P71 = S _ 4 Film entries must be submitted as they originally aired and in the film materials:
' : original language. For non-English language entries, you are required

to subtitle entries in English. VIDEO MATERIALS
Container/Codec & Specs

It is highly recommended that you submit case study videos to . .

e support your entries. These films will be used during the jury GERSarRat MP4/H.264 (Audio: AAG, Stereo, 48kHz)
""" deliberations along with your written submission. We recommend 4:3 or 16:9 720 x 576 / 640 x 480
you tailor your case film to the subcategory you're entering. HD720p 1280 x 720
The case film can only be up to 2 minutes long. HD1080p (recommended) | 1920 x 1080




GENERAL MATERIAL
SUBMISSION REQUIREMENT S

Images must strictly be in the following format:
JPEG, 300 dpi, RGB.

The longest size must be no longer than 420mm.
Digital images must be uploaded online (max 5MB).

Please name all images with the title of the entry. Please tag
the images according to your entry name in this format:
‘EntryName.jpeg’

Please send in just ONE mounted proof:

Not larger than 60cm x 40cm (A2) including the mount.
Oversized boards are not encouraged.

It should be mounted on a lightweight card with the print label

pasted on the top right corner on the front of your print materials.

Printed labels are available on the submission site.

If you have an accompanying case study film, please ensure
that both materials (print material and case study film) have the
same name, i.e. ‘EntryName.jpeg’ and ‘EntryName.mp4'.

Individual entries in a campaign should be mounted on separate
boards and taped together concertina-like and numbered in
sequence. e.g. 1 of 4, 2 of 4, etc.

Submission to be delivered to the following address by 5 pm on
23 October 2026:

4As Malaysia Secretariat

Level 7, Unit 023, 129 Offices,

Block J, Jaya One,

72A, Jalan Profesor Diraja Ungku Aziz,
46200 Petaling Jaya, Selangor, MalaysiaA

Tel: (603) 7613 1510

Press and outdoor poster/billboard entries must be submitted as they
originally ran in JPEG format. For other media (e.g. publication design,
ambient media, packaging design), please lay the images out in a
single presentation board format.

For all entries, we highly recommend that you provide a presentation
board summarising your entry in JPEG format. The presentation board
will be a summary of your entry and must be contained in one image.
This presentation should contain some key visuals and a simple,

clear 100-word summary of the written part of your entry.

For non-English entries, kindly provide an English translation in
PDF format.

Images must strictly be in the following format:

JPEG, RGB, 300 dpi, 7063 x 5008 pixels. Submitted via
the Kancil Awards entry site.

Maximum file size: 15MB

Please name all images with the title of the entry.
Please tag the images according to your entry name in this format
‘EntryName.jpeg’.

If you have an accompanying case study film, please ensure that
both materials (print material and case study film) have the same
name, i.e. ‘EntryName.jpeg’ and ‘EntryName.mp4’

Individual entries in a campaign should be humbered in sequence in
the file name. E.g., EntryName 1.jpeg, EntryName 2.jpeg and so on.



ENERAL MATERIAL

For all Digital/Mobile entries, entrants MUST supply a URL link for
the judges to review the entry. It can be a direct link to the app’s
page on the Apple App Store, Google Play Store, or other store,
as well as the main desktop or mobile site, or a case website
specifically set up for the entry.

In the event the URL link is too long, we recommend you shorten
the URL of your entry using any online URL shortening tool.

For Android-OS based mobile entries, APK files will NOT be
entertained due to security reasons. Please submit a Google Play
Store link instead.

You should submit your supporting case film in MP4 format when
you submit your entry. You may also support your entries with video
walkthroughs of the user experience. Please see the guidelines on
Film Materials for further info on film submission details.

We highly recommend that you supply a presentation board in
JPEG format. Please see the guidelines on Images for further info
on presentation board submission details.

Audio media entries must be submitted as they were originally
aired and in the original language.

BM and Vernacular entries will be judged alongside the
English entries. Please provide the necessary translations, as some
judges may not understand BM or other Vernacular languages.

For audio media entries, please submit your entry in
MP4 format only with accompanying supers as well as
translations if applicable.

Name your submission according to your entry name in this format:
‘EntryName.mp4’



you’'ve warked hard an gour gampaidn, Spent late nidhte perfecting your gubmiggion,

The Jagt thingd Yyou want 19 happen is 12 submit the wrong materials. Pleasge doubl)e ¢chegk
vour gntrige. The 44e ¢annot agCept respongibi)ity for damaded ar migging entrigs.

Entries submitted by 11.59 pm, 12 October 2026 will cost:

4As Member Price per entry, RM Non 4As Member Price per entry, RM

Tier Single Campaign Single Campaign
Faranyg Mary. 1-10 entries 550 1210 825 1815
Favar pup Maory. 11- 20 entries 465 1025 700 1540

21 entries or more 380 840 S0 1260

Entries submitted by 11.59 pm, 19 October 2026 will cost:

4As Member Price per entry, RM

Non 4As Member Price per entry, RM

Tier Single Campaign Single Campaign
1-10 entries 825 1815 1240 2730
11- 20 entries 700 1540 1050 2425 [0
21 entries or more 570 1260 855 1890

Payment can be made via cheque or via online payment.
For cheques:

To complete the submission process please email the following to:
kandesh@macomm.com.my / godfrey@macomm.com.my

All cheques must be crossed ‘A/C Payee Only’ and be made
payable to:

The Association Of Accredited Advertising Agents Malaysia.

Master Entry List generated by the entry submission site.
Proof of full payment. For interim payment, only a Purchase

Order is accepted. Payment terms is seven (7) days from the

Please ensure that the amount written on the cheque covers all
date of our quotation. Non-negotiable.

entries submitted. The agency’s name, address, and telephone
number should also be written on the outside of the envelope.

For online payment:
Online payment can be made to:

Account Name: The Association Of Accredited Advertising Agents Malaysia
Bank Name: United Overseas Bank (Malaysia) Bhd.
Account Number: 260-302-993-5




Ensure your agency details are complete and correct. 2 oAl g ~+ All entries must include ECD or Head of Creative, as well as authorlsed |
| wal, gt - g, e * - client details' (name deS|gnat|on and contact detalls)
EnsUre that all credits are complete and cortect. -
, : : : : « Ensure that the Su_bmission ID number is stored for future reference.
Please correctly credit the companles in the Idea Creator and = . . =t R | e
3 Productlon Company roles. . | e SN ~_+ Ensure that the correct payment amount that covers all entries
4 ' et : G submitted is written on the cheque, or when making online payment.
Ensure all reqmrements on technlcal and submission formats are | Tk e . | - |0 _ | Y
- correct for JPEG & MP4 files. All JPEG & MP4 files are to be submltted | ~+ Please e-mail us the Master Entry List together with proof of payment.
online via the Kancil Awards submission site. ' ' | |
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