Direct marketers
at your agency
are in dire need
of recognition.

Enter the 2010 Target Awards.

At a cost of

just 34¢ a day,
your entry

could remove
the“un”from
unappreciated
direct marketer.

A heartfelt call for entries




Honorable mention category, afterglow party, and more.

Join us on Facebook® and Twitter."
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Réo'}Jgnition-Starved Copywriter
B
Meet Adam, a Detroit-area copywriter who has
1
been starved of recognition. Despite producing

butstanding work, Adam finds himself stalked by

' deadline-crazed AEs. Pressured by art directors

' to make paragraphs of copy fit in matchbox-size

spaces. And stripped of his professional dignity
by clients who rewrite a week’s worth of his
headlines during a 10-minute conference call.
For an entry fee of $125 — a mere 34¢ a day —
Adam’s agency could make it all worthwhile by
giving him the chance to enjoy a veritable feast
of recognition as a Target Award winner.



Your entry

can help dozens

(if that’s how many
you list on the credits).

Campaign dates Qualifying media

Eligibility

For a complete description of each

qualifying media, please visit dmad.org.

Download your entry form from dmad.org.

Complete a form for each entry you submit —
make sure to complete a new form for every entry.
Unfortunately, incomplete entries will not be judged.

Each entry may be entered in only one category.

Make three photocopies of your finished entry form
and send them with your entry.

Each vendor-submitted entry must include a completed
and signed release form. Blank forms may be
photocopied and completed (available at dmad.org).

Submit your entry form(s) and two separate sets of the
elements for each entry: a show set and a judging set
(for details, see Set Creation at end of this brochure).

Katy G.
Embattled Account Supervisor

This is Katy, an account supervisor who spends
her days caught in the endless crossfire of clients
screaming “l want!” and creatives shouting “l won’t!”
This past year, Katy has helped shape and sell many
exceptional creative ideas. But the only gratitude
she’s received is a stack of new assignments
that will thrust her right back into the ad world’s
equivalent of the Hatfields and McCoys. While hazard
pay may be most appropriate, Katy’s agency can
do something even better: Enter her work in the
2010 Target Awards. A win would bring untold
glory to her embattled work life.
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categorles The 2010 Target Awards are categorized, judged, and presented in 12 Primary Business Categories and then broken down by campaign budget ($500M and under or $501M-+).

The creative elements of your campaign or program can only be entered in the competition once. A first, second, and third place may be awarded in each category. This year,
we are adding Honorable Mention Awards to recognize one entry from the Automotive category and one entry from outside the Automotive category that deserve merit, but were
not chosen as first-, second-, or third-place winners. Please choose the business category that most accurately describes the product or service. The Target Awards committee
reserves the right to determine whether entries have been submitted in proper categories and can reassign entries (if necessary) according to the rules.

Programs designed to generate automotive dealer traffic; promote brand/
model loyalty; and/or market new or used vehicle sales or leasing, parts, or accessories.
Includes programs developed by automobile manufacturers and marketing organizations,
fleet operators, leasing companies, dealer groups, and individual dealerships.

Programs to market non-product offerings, including
home and office maintenance, employee recruitment, postal/delivery services,
government programs, professional services, and educational programs. Does not
include financial, travel, communications, or health-related services.

Programs initiated by communications or utility companies,
such as telecommunications carriers, electric or gas power companies, satellite or
cable TV franchise operators, or Internet and broadband service providers, designed to
generate sales, inquiries, or support; increase/maintain share; or increase distribution
for their products and services.

Programs to market banking, securities, investments,
loans, real estate, credit cards, or other financial products or services.

Programs to market computer hardware, software, accessories,
services, and/or upgrades, including educational programs sponsored by companies that
market IT products. Does not include electronic entertainment (gaming) products.

Programs that support the marketing of insurance products and services to
consumers or businesses. Includes agent support programs, health benefits/maintenance
plans, and third-party insurance offers.

Programs generated by not-for-profit organizations, such as charitable
foundations, cultural institutions, trade associations, or political/advocacy groups.
Includes fundraising, public health and safety, public service, and educational programs.

Programs created by pharmaceutical companies, healthcare
providers (such as hospitals and clinics), government-run health initiatives, and
manufacturers of health-related items designed to promote products and services that
benefit general health. Does not include fundraising efforts for hospitals and health-
related causes or professional recruitment efforts.

(continued)

Liz V.
Unappreciated Print Producer

Liz is a print producer at a Detroit ad shop where
TV is king and broadcast producers get wined and
dined at LA hot spots. Few care about the tri-fold
self-mailer that required Liz to spend two nights at
a press check in Gary, Indiana, where she ate three
of her meals at a local truck stop. Adding insult to
inequity, no one took the time to thank Liz when the
mailer produced an impressive 4.7% response. This
lack of appreciation is harder for Liz to stomach
than the truck stop’s Big Rig Breakfast. But her
agency has a cure. Submit the mailer to the 2010
Target Awards and give Liz a taste of something
she’ll find very palatable: gratitude.

Liz’s story is far too common.
Help everyone have a happy ending.
Enter the Target Awards.




Your thoughtfulness
can he continued too.

Product Manufacturing and Distribution

Publishing/Entertainment

Retail and Direct Sales

Travel and Hospitality/Transportation

Golden Target Award

Lifetime Achievement Award

For ECHO information, visit www.dma-echo.org.
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\D isn’t just
\agronym
Senior
irector.

Tami G.
PDF’d-0ff Art Director

This is Tami, a Detroit-based art director whose
diverse skill set enables her to move nimbly from
DM to collateral to POS. Unfortunately, there’s only
one skill that Tami’s account team seems interested
in: her ability to create PDFs. She can’t kern a word
without one of them exclaiming, “I need a PDF!” For
Tami, those three letters have become a four-letter
word. But there is hope, and it comes in the form
of a seven-letter word: T-A-R-G-E-T-S. By ensuring
the creative work that Tami makes into PDFs is also
made into Target entries, the account team can show
Tami how much they appreciate all of her skills.




To create your show set:

To create your judging set:

Entries must be received by
March 16, 2010.

Please make checks payable to:

Send or deliver entries to:

Joe K.
Ignored Digital Strategist

Over the past decade, Joe has
helped his Detroit agency venture
into the farthest reaches of the
digital space. Thanks to Joe’s
efforts, the agency and its clients
have not overlooked any new
online technology or capability.
But sadly, there is one important
digital element they did overlook:
Joe. Fortunately, Joe’s agency has
a simple way of expressing its
thanks for all that Joe has done:
Enter his digital work in the 2010
DMAD Target Awards. After all, if
it weren’t for Joe, they might not
even know how to download the
entry form at dmad.org.

It feels good
to make others
feel good!

Your work will be judged on the following:

RECYCLE
PLEASED

recycleplease.org



