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This category celebrates the strength, creativity, 
and innovation in WA’s digital landscape – covering 
everything from UI/UX and digital products to websites, 
apps, and other interactive experiences. It recognises 
the strategic use of technology, creative thinking, and 
performance that drive effective digital work.
Digital nominees will champion innovation, 
inclusiveness, and design, while also addressing 
security, accessibility, and performance.
The work may come in the form of websites,  
MarTech campaigns, ecommerce platforms,  
content-led experiences, or digital products  
that deliver measurable results.

INNOVATIVE EXPERIENCES  
IN THE DIGITAL REALM

B.

Outdated structures topple. 
#hose who are ready adapt 

before the dust settles,  
letting new perspectives  
build on foundations of  

trust, value, and connection.

Digital
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This category recognises outstanding creative work built 
for social platforms, whether that’s a campaign, content 
series, brand presence, or creator collaboration. The focus 
is on work that demonstrates a native understanding of 
social – how people actually use, consume, and engage on 
each platform.
Judges will be practitioners who understand the platforms 
they’re assessing. They’ll be looking through the lens 
of the audience: does this work respect how people 
behave on the platform? Does it align with platform best 
practices while still pushing creative boundaries? Entries 
will be assessed on creativity, platform-native execution, 
audience engagement, and effectiveness.

CREATIVITY  
MADE TO BE SHARED

C.

Attention comes easily; 
connection does not. 

Understanding the difference 
between performance  

and intimacy transforms 
fleeting interactions into 

authentic attachment.

Social
Media



14

SUB-CATEGORIES

C.01 Social media – single platform

A brand or organisation’s presence on one platform  
(such as Instagram, TikTok, LinkedIn) that uses features, trends,  
and tone native to that channel. Judged on entertainment  
or educational value, engagement, and effectiveness.

C.02 Social media – multi-platform

Use of multiple social platforms to build a cohesive brand 
presence, with content thoughtfully adapted to the audiences, 
behaviours, and formats of each platform. Entries should show 
how each platform was used strategically and creatively, and how 
the work was tailored across channels.

C.03 Social video – short form

Short-form video created specifically for social platforms (such as 
TikToks, Reels, YouTube Shorts). Can be a single piece or a series. 
Entries will be judged on creative craft, platform-native execution, 
and effectiveness.

C.04 Social advertising campaign

An advertising campaign designed for social channels only, judged 
on the strength of the idea, execution, platform fit, engagement, 
and results.

C.05 Social component – integrated campaign *New in 2026

For integrated campaigns where social played a key role alongside 
other channels. Entries should highlight the social approach 
specifically, demonstrating how it extended or amplified the 
broader campaign idea in a way that was native to the platform. 
Judged on the strength and effectiveness of the social execution, 
not the campaign as a whole.

C.06 Creator or influencer collaboration

Work that features a creator or influencer partnership. Judges will 
consider collaboration fit, creative execution, and the impact on 
brand or business goals.

C.07 Community engagement

Celebrates social media management that fosters real community. 
Entries should show how the brand uses voice, tone, and  
dialogue to build loyalty, spark conversation, and maintain  
an active presence.

C. Social
Media
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This category celebrates work that uses public 
spaces to connect with audiences – whether through 
a striking visual, a disruptive placement, or an 
immersive brand experience.
Judges are looking for ideas that stand out in  
public settings, create impact, and engage people 
beyond the screen. This includes traditional outdoor 
formats as well as installations, activations, and 
experiential environments.
Out of home includes bus shelters, street posters, 
billboards, retail spaces, pop-ups, outdoor digital,  
in-store experiences, guerrilla marketing, and more.

COMMERCIAL CREATIVITY
THAT LIVES IN THE REAL WORLD

D.

Under the sun’s rays,  
powerful ideas do not merely 
occupy the space around us  

— they alter how it feels  
to move through it.

Out of Home
& Experiential
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SUB-CATEGORIES

D.01 Out of home advertising – single

A standalone outdoor execution that delivers a powerful idea 
through placement, format, or creative concept.

D.02 Out of home advertising – campaign

A cohesive out of home campaign made up of multiple 
placements or executions, working together to deliver  
a unified message.

D.03 Out of home advertising – interactive, installation,  

or experiential

Work that goes beyond static display, including interactive  
pieces, physical installations, or immersive brand experiences  
in public spaces.

D.

Visibility matters,  
but it is warmth, energy, and 
human connection that leave 

the lasting impression.

Out of Home
& Experiential
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This category celebrates work that communicates 
a brand message through sonic innovation, rich 
storytelling, and purposeful use of audio.
Judges are looking for work that uses sound to connect, 
provoke, and engage. This could include traditional 
radio, streaming platforms, branded content, or 
experimental audio experiences. Entries should 
demonstrate creativity, clarity, and effectiveness in 
using audio as a core component of the idea.
Work created for charity or not-for-profit organisations 
can be entered into any relevant subcategory. However, 
if it is being judged primarily on its social impact, it 
should be submitted to E.05 or E.06.

THE POWER OF SOUND IN
ALL ITS CREATIVE FORMS

E.

In darkness,  
whispers travel further. 

Atmosphere, intimacy, and 
the unexpected merge into 

rippling frequencies  
people remember.

Radio, Streaming,
& Audio
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SUB-CATEGORIES

E.01 Single audio execution

A one-off piece of audio work, including radio ads, streaming 
audio, or sonic content that brings a message to life.

E.02 Audio campaign

A series of audio executions developed to work as a cohesive 
campaign. Should include at least three connected pieces.

E.03 Branded audio & podcasts

Audio storytelling developed as part of a brand, organisation,  
or creative project. May include branded podcasts, audio series,  
or long-form content.

E.04 Audio for good – single

A one-off audio piece created for charity, community impact,  
or social good.

E.05 Audio for good – campaign

A campaign of audio work created for charity, community impact, 
or social good. Should include multiple executions.

E.06 Innovative use of audio

Audio that pushes the boundaries of format or execution, 
including interactive audio, sound design, spatial audio, or 
experimental uses of voice and sound technology. Entries should 
clearly outline what makes the work original or inventive.

A NOTE ON DURATION

Please note that categories are not based on audio length  
(such as 30 or 60 seconds). Any length of audio can be  
entered into any category.

E. Radio, Streaming,
& Audio
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This category recognises creative work brought to 
life through physical formats – from newspapers and 
magazines to brochures, catalogues, and books.
Judges are looking for ideas that make an impact in 
print. This could mean beautiful design, bold thinking, 
clever headlines, or inventive use of format.
What matters is how well the work captures attention 
and communicates its message in a printed medium.

WHERE COPY AND VISUALS  
MEET THE PRINTED PAGE

F.

Crackling pages endure.  
Ink carries authority: 

considered, permanent, and 
grounded in artefacts  
that people can hold  

in their hands.

Print &
Publication
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SUB-CATEGORIES

F.01 Print & publication advertising – single

A standalone print ad, including work appearing in or produced as 
a newspaper, magazine, brochure, flyer, book, catalogue, or other 
printed format.

F.02 Print & publication advertising – campaign

A series of related print ads designed to work together across one 
or more formats. Must include at least three executions.

F.03 Print & publication advertising for good – single

A one-off print execution created for a not-for-profit,  
community cause, or social impact message.

F.04 Print & publication advertising for good – campaign

A campaign of multiple print executions created for a  
not-for-profit, community cause, or social impact message.  
Must include at least three executions.

F. Print &
Publication
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This category celebrates campaigns that use multiple 
media types to tell a consistent and compelling story.
To be eligible, entries must include at least three 
distinct creative pieces delivered across three or more 
different channels.
Judges are looking for ideas that adapt effectively to 
each format. Strong entries will show how concept and 
execution come together across platforms to build a 
message that is greater than the sum of its parts.

CREATIVE THINKING THAT 
CONNECTS ACROSS CHANNELS

G.

A message travels in  
disparate pieces, yet still feels 

whole wherever it appears. 
Each element strengthens 

the next, aligning to build a 
complete system of meaning.

Integrated
Campaign
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SUB-CATEGORIES

G.01 Integrated campaign – brand

A multi-channel campaign created for a brand, 
organisation, product, or service. Should include at least 
three different types of media, with creative adapted to 
suit each.

G.02 Integrated campaign – for good

A multi-channel campaign created for a not-for-profit 
or community initiative. Same eligibility as G.01,  judged 
with a focus on social or community impact.

G. Integrated
Campaign
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This category recognises design that brings ideas  
to life through clear thinking, visual craft, and  
strategic execution.
Judges are looking for work that uses design to define a 
brand, express a message, or elevate an experience. 
Please note, if your project is primarily digital  
(such as a website or app), consider entering it  
in Category B: Digital.

CELEBRATING POWERFUL  
VISUAL CREATIVITY

H.

In a forward surge of 
creativity and craft, the road 
unfolds beneath the wheels  

of intention — branching paths 
of possibility emerge.

Design
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SUB-CATEGORIES

H.01 Brand identity (for a new organisation, product, or service)

H.01A Small to medium – smaller-scale, bespoke projects

H.01B Large – comprehensive, larger-scale projects

H.02 Brand refresh (for an existing organisation,  

product, or service)

H.02A Small to medium – smaller-scale, bespoke projects

H.02B Large – comprehensive, larger-scale projects

H.03 Campaign branding

Visual identity systems developed to support a campaign across 
multiple touchpoints.

H.04 Publications & books

Design of editorial, long-form, or printed publications, including 
books, reports, or magazines.

H.05 Logo

Standalone logo design developed as part of a broader brand  
or as a single mark.

H.06 Design communications

Creative work that communicates an idea through design across 
various formats – brochures, print campaigns, catalogues, direct 
response, digital, social, street posters, billboards, and other out 
of home and visual campaign assets.

H.07 Business communications

Corporate design projects for internal or external audiences – 
corporate comms, annual reports, brand books, and style guides.

H.08 Packaging

Packaging that balances form, function, and brand impact across 
physical goods.

H.09 Spatial design

Design within physical spaces – such as environmental graphics, 
murals, exhibition, signage, or wayfinding.

H.10 Design for good

Design-led work created for social, cultural, environmental,  
or community impact.

H.

Design
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This category recognises the insights, strategy, and 
execution that shape how a brand shows up in the world, 
including positioning, campaign planning, PR, media, 
and launch moments.
Judges are looking for work that demonstrates 
clear thinking, strategic direction, and measurable 
impact. This could include influencing opinion, shifting 
behaviour, growing a brand, or helping an organisation 
connect more meaningfully with its audience.
Entries may include written strategy, creative 
executions, results, media planning, launch tactics,  
or PR activity (depending on the sub-category).

THE THINKING THAT DRIVES  
GREAT CREATIVE WORK

I.

An orchestration of strategy 
and human insight creates 
clarity from the complex.  

#he resulting chorus  
steadily shifts perception.

Strategy, Media,
PR, & Promotion
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SUB-CATEGORIES

I.01 Brand strategy

The strategic thinking that defines, evolves, or repositions a 
brand, including audience insight, brand platform, positioning, 
messaging architecture, tone of voice, customer experience,  
and long-term brand direction.

I.02 Integrated campaign strategy

The strategic thinking behind an integrated campaign, including 
audience insight, communication objectives, channel planning, 
messaging strategy, customer journey, and measurable outcomes 
across paid, owned, and earned media.

I.03 Product or service launch/relaunch

Strategy and execution surrounding the launch or relaunch of a 
product, service, brand, venue, initiative, or offering to market. 
Judges will consider audience targeting, launch strategy, creative 
rollout, and market impact.

I.04 Sponsorship or partnership campaign

How a brand, organisation, or collaboration used sponsorship, 
partnerships, ambassadors, creators, influencers, or strategic 
alliances to build awareness, credibility, audience connection, 
or cultural relevance. Judges will consider strategic fit, creative 
integration, audience engagement, and measurable impact.

I.05 Creative & innovative use of media

Work that used media channels, placements, technology, 
audience behaviour, or cultural context in a clever, unexpected, 
or innovative way to maximise impact. This may include non-
traditional placements, earned media, experiential integration, 
real-time media, or channel innovation.

I.06 PR campaign or earned media

Strategic PR, publicity, or earned media activity designed to 
generate conversation, influence perception, shape public 
opinion, or create cultural impact. Judges will consider strategic 
thinking, execution, media relevance, and measurable outcomes.

I. Strategy, Media,
PR, & Promotion
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This category focuses on the executional craft behind 
creative work. It celebrates the design, writing, 
direction, sound, and production elements that 
transform a good idea into something unforgettable.
Judges are not evaluating the idea itself but the 
execution of the craft. Entries should demonstrate 
technical skill, creative flair, and a clear understanding of 
how the chosen medium supports the overall message.
This is where the makers, builders, and storytellers are 
recognised for the craft behind the concept. It could be 
copy that cuts through, visuals that captivate, or sound 
that stirs emotion.

THE ARTISTRY THAT BRINGS  
AN IDEA TO LIFE

J.

Mastery lives in the  
details others overlook. 
Like the steady hum of 
an incantation, craft is a 
meditation in making the 

conceptual concrete.

Communication
Crafts
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SUB-CATEGORIES

J.01 Copywriting

Short-form writing that demonstrates originality, clarity, and  
a strong brand voice – headlines, taglines, and campaign copy.

J.02 Long-form copy

Extended writing used to inform, entertain, or persuade –  
scripts, editorials, key messaging, speeches, or brand stories.

J.03 Art direction & design

The visual concept and direction of a campaign or project,  
judged on originality, cohesion, and execution.

J.04 Typography

The creative use of type to enhance a message – layout,  
hierarchy, and typographic expression.

J.05 Photography

Still images created or commissioned as part of a campaign  
or brand. Judged on concept, technical execution, and  
relevance to the idea.

J.06 Digital image manipulation/finished art

Creative use of digital imagery, retouching, compositing, or 
generative tools to realise a visual concept. AI-assisted imagery is 
eligible where disclosed (see page 39). Judged on craft, ambition 
and how the finish elevates the idea. For hand-drawn or stylised 
illustration, see J.07.

J.07 Illustration

Hand-drawn or digital illustrations that bring originality  
and clarity to an idea or story.

J.08 Direction

The directorial vision behind a film. Judged on tone, casting, 
performance, pacing, visual storytelling, and how the director’s 
choices serve the script and the brief.

J.09 Cinematography

The visual language of a film, expressed through camera,  
lighting and framing. Judged on craft, mood, and how the image 
supports the story.

J.10 Editing

How footage has been shaped in post-production to build  
rhythm, emotion, clarity, and narrative flow.

J. Communication
Crafts
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SUB-CATEGORIES

J.11 Digital visual effects & animation

VFX, CGI, character animation, and moving image techniques  
that creatively support the story or elevate the idea, such as 
invisible VFX, hero CGI, and traditional or 3D animation.  
For design-led graphics, kinetic type, and title sequences,  
see J.12 Motion Design.

J.12 Motion design

Design-led motion, such as kinetic type, animated brand systems, 
title sequences, infographic, and editorial motion graphics. 
Judged on design rigour, animation principles, and how motion 
strengthens the brand or content. For character animation  
and VFX, see J.11.

J.13 Use of sound

Creative sound design or use of audio elements that 
strengthen the emotional or narrative power of the work.

J.14 Original composition

Music or score composed specifically for a project.  
Judged on originality and how well it supports the idea.

J.15 Digital development

The technical build behind digital experiences – websites, 
platforms, tools, or interactive content. Judges will consider 
innovation, user experience, and execution.

J. Communication
Crafts
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The Diamond Skulls are the highest individual honour 
awarded by the PADC, recognising the standout talent 
driving WA’s most inspiring commercial creative 
work. These awards celebrate not just a single idea or 
execution, but the sustained creative excellence of 
individuals shaping our industry.
This category champions the thinkers, makers, 
and leaders whose creative contributions have 
pushed boundaries and elevated the standard 
of work in WA.

RECOGNISING THE STARS  
OF OUR INDUSTRY

K.

Some lights alter  
the atmosphere itself.  

A constellation of inspiration 
guides others forward  

through vision, originality,  
and belief in what creativity 

can become.

#he
Diamond Skulls
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Entries must include a portfolio of three distinct 
pieces of commercial work. All submitted work must 
have been created for a real client or brand in 2025  
or 2026. An integrated campaign counts as one piece 
of work. Each submission should clearly outline your 
role in the work. 

ELIGIBILITY

•	 Open to individuals working in WA, including freelancers, 
agency staff, or in-house professionals.

•	 Students are not eligible for this category.

•	 Work must be commercially undertaken and published  
or released within the eligibility period.

•	 Entrants must have played a leading or defining role in  
the work submitted.

•	 Entry is exclusive to PADC Members. Regional entrants do not 
need to be an existing member. *

* 	DIAMOND SKULLS ARE EXCLUSIVE TO  
PADC MEMBERS AND REGIONAL TALENT

Entrants to the Regional talent award will be provided with 
a complimentary 12-month membership. Entrants to the 
Regional talent award will also have access to member pricing 
for other categories. 

Non-member pricing is no longer available. Membership costs 
around the same as previous non-member entry fees, so we 
encourage you to join at:

padc.com.au/become-a-member

SUBMISSION EXAMPLES

•	 A photographer might submit a portrait series for a brand,  
a print campaign, and a commercial commission.

•	 A designer might submit a brand identity, packaging project, 
and a typographic-led piece.

•	 A producer or strategist might showcase their involvement 
across three separate client campaigns.

K. #he
Diamond Skulls

padc.com.au/become-a-member
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SUB-CATEGORIES

K.01 Art director of the year

Celebrating the creative vision behind the look, feel, and visual 
storytelling of commercial work.

K.02 Copywriter of the year

Recognising the craft of writing that sells, persuades, and sticks.

K.03 Composer of the year

Honouring original music created for commercial purposes.

K.04 Digital talent of the year

Celebrating excellence in digital craft – whether that’s  
UX, animation, social, content, or emerging platforms.

K.05 Designer of the year

Recognising standout graphic, brand, or communication  
design in a commercial context.

K.06 Director of the year

Honouring the creative force behind film, video, or  
content production.

K.07 Emerging talent of the year

Celebrating talent with less than five years in the industry,  
who is already making their mark.

K.08 Editor of the year

Recognising the skill of shaping raw footage into 
compelling, finished work.

K.09 Photographer of the year

Honouring photography created for commercial campaigns  
and brand storytelling.

K.10 Sound designer of the year

Celebrating the craft of audio – from sound effects to full  
sonic landscapes – in commercial work.

K.11 Cinematographer of the year

Recognising the technical and artistic eye behind the camera  
on film and video productions.

K. #he
Diamond Skulls
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A NOTE ON K.12 – K.16
For categories K.12 – K.16, please include a short overview 
(written or filmed) explaining how you were integral  
to the creation, selling, or production of the work. 

K.12 Client service person of the year

Honouring the account or client service professional who 
champions creativity from brief to delivery. 

K.13 Producer of the year

Celebrating the person who makes the work actually happen –  
on budget, on brief, and on time.

K.14 Strategist of the year

Recognising the thinking that shapes creative direction and  
drives commercial outcomes. 

K.15 In-house talent of the year *New in 2026

Celebrating in-house talent working within a brand or 
organisation – proving great work happens from the inside too. 

Recognising the quiet achievers who build brands from within, 
nurturing and evolving over time. The creative teams found in the 
rooms of corporates, government agencies, and not-for-profits. 
The ones who don’t often shout about their work, but deserve to 
be celebrated. It’s open to all disciplines. If you make great creative 
work, or are an enabler and leader of creative teams, it’s your time 
to celebrate the people and the work that goes unseen.

K.16 Regional talent of the year *New in 2026

The Diamond Skulls were born in regional WA ten years ago, and 
this year we’re bringing them home. Regional talent of the year is 
open to professionals from any creative discipline, based outside 
of the metro area.

We’re not just for Perth – we’re for the Peel, the Pilbara, and 
everywhere around and in between. Regional creatives are 
encouraged to enter work into any category across the Skulls,  
but this award is especially for you.

To be eligible you must be outside of the Perth metropolitan area, 
as defined by the Perth Metropolitan Boundaries Map.

Entry in this inaugural year includes a complimentary 12-month 
PADC membership.

K.17 The Mettle Skull

Nomination-based recognition for a client who has  
championed commercial creativity.

K. #he
Diamond Skulls

https://www.wa.gov.au/system/files/2022-06/Metropolitan_Perth_LGA_boundaries.pdf
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The Student Skulls category recognises 
emerging talent. Entries must respond to 
one of the official Student Skulls briefs, which 
are available across four streams: Design 
& Advertising, Digital Experience, Film & 
Animation, and Photography & Illustration.
Work will be judged on the strength of the 
idea, creativity, and execution, and how well it 
answers the brief. All specifications, deadlines, 
and submission requirements are available at: 
padc.com.au/student-skulls-specs

CELEBRATING THE FUTURE OF  
WA’S CREATIVE INDUSTRY

L.

One chapter closes  
as another begins.  

#he familiar falls away,  
making room for emerging 

voices, new instincts, and ideas 
not yet bound by convention.

#he
Student Skulls

padc.com.au/student-skulls-specs
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ELIGIBILITY

•	 Open to students and recent graduates (within 12 months of 
graduation) based in WA

•	 Entrants must not be currently employed in the advertising, 
design, or marketing industry (in a paid creative role)

SUB-CATEGORIES

L.01 Design & advertising

L.02 Digital experience

L.03 Visual narrative 

L.03A Motion (film or animation)

L.03B Static (photography or illustration)

KEY DATES

Briefs released: Monday 13 July

Industry feedback sessions: 

Design & Advertising/Visual Narrative (Static): 

Saturday 15 August 

Digital Experience/Visual Narrative (Motion): 

Wednesday 19 August

Entries close: Friday 11 September

For up-to-date information please visit: 

padc.com.au/student-skulls-specs

L. #he
Student Skulls

padc.com.au/student-skulls-specs
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CALL FOR ENTRIES SUBMISSION PERIOD:
30.06.2026 – 10.08.2026

To be eligible for the 2026 Skulls, entries must have been first 
published, launched, or aired between the Thursday 1 May 2025 
and Friday 7 August 2026.

Please note that work entered into the 2025 PADC Skulls Awards 
is not eligible for re-entry in 2026.

Early bird entry period: Best value

Tuesday 30 June – Sunday 12 July

Standard entry period: Standard fee

Monday 13 July – Friday 7 August

Late entry period: Late fee applies

Saturday 8 August – Monday 10 August

PADC SKULLS JUDGING  PERIOD:
12.08.2026 – 11.09.2026*
 
Preliminary Review: Tuesday 11 – Sunday 16 August 

Round 1 Scoring: Monday 17 – Sunday 23 August

Round 2 Scoring: Monday 24 – Sunday 30 August

Data preparation: Monday 31 August – Sunday 6 September

Live discussions: Monday 7 – Friday 11 September 

*Note: Dates are subject to change pending chair approvals

TELOS
THE 2026 PADC SKULLS AWARDS
FRIDAY THE 13TH NOVEMBER 2026
PERTH TOWN HALL

Early bird tickets: September 2026

General release tickets: October 2026

Note: PADC members get early access to Skulls Awards  
tickets. Make sure you’re registered and keep an eye out  
for more details.

Key
Dates
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The Skulls are judged by more than 25 highly accomplished 
creative leaders from across Australia and New Zealand.  
To ensure independence and objectivity, all judges are based  
outside Western Australia and selected for their expertise 
 in the disciplines they assess.

The judging process is overseen by the Chair of Judges, who 
works across all jury rooms to maintain consistency, rigour, 
and the standard of the awards. Each jury room is also led by a 
dedicated Room Chair with specialist expertise in that discipline.

Pre-Vetting

Submissions are reviewed for eligibility and correct category 
allocation.

Round One

Independent online scoring identifies the highest-performing 
work in each category.

Round Two

A second round of online scoring determines the work 
progressing to Final Deliberation.

Final Deliberation

Finalists are reviewed and debated live by specialist jury rooms 
comprising a Room Chair and 7–10 judges. Every finalist 
is discussed before medals and Gold Skull recipients are 
determined. The Chair of Judges attends all jury rooms to  
ensure consistency across the awards.

Best of Show & Diamond Skulls

A final panel comprising the Chair of Judges, Room Chairs  
and representatives from across the disciplines reviews the 
highest-awarded work to determine Best of Show and  
Diamond Skull recipients.

This rigorous process is what makes a Skull worth winning.

Skulls 
 Judging
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Each entry must meet the submission requirements outlined for 
its category. It is the entrant’s responsibility to ensure all materials 
are submitted correctly, meet technical specifications, and include 
all required information.

EVERY ENTRY MUST INCLUDE:

•	 Creative materials as outlined in the relevant category section

•	 Completed written responses to the entry rationale fields: 
problem, insight, execution (outcome is optional)

•	 A signed Award Entry Declaration form

padc.com.au/cfe-declaration-form

•	 Accurate and final entry credits

•	 Be sure to also review the file format specifications and entry 
checklist on the following pages

ENTRY RATIONALE

Problem (100 words)

What challenge were you trying to solve? What was the issue, 
opportunity, or brief behind the work? This might be a business 
need, brand challenge, or social problem. 
Tip: Keep it simple. Focus on why this work needed to happen.

Insight (100 words)

What key idea helped shape the work? Share the audience, 
cultural, or behavioural insight that sparked the thinking.  
What helped you look at the problem in a new way? 
Tip: This is the ‘aha’ moment that led to your creative direction.

Execution (100 words)

How did you bring the idea to life? Explain how the idea was made 
and delivered. Mention creative elements, design, production,  
or craft – whatever is most important to your work. 
Tip: Keep it clear. Highlight the details that make this  
work stand out.

Outcomes (Optional – 100 words)

Talk about the impact. This could be results, engagement, 
awareness, or recognition. Data helps, but real-world impact 
matters too. 
Tip: Results will look different depending on your category –  
make sure what you share is relevant.

ENTRY CREDITS

If your entry is awarded, all listed contributors will appear 
onscreen at the PADC Skulls Awards and across digital channels. 
Credits will be displayed exactly as entered, so please double 
check all names and spellings. For non-individual awards, only the 
name of the organisation entering the work will be printed on the 
official certificate unless otherwise stated. 
Important: Judging is anonymous to ensure fairness. All creative 
files must have entrant branding and identifying information 
removed before uploading.

Entry
Requirements

https://padc.com.au/cfe-declaration-form
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Artificial Intelligence is becoming a powerful tool in the creative 
process, and we’re not here to shy away from it.

The PADC accepts the use of AI where it meaningfully contributes 
to the creative outcome. What matters most is transparency.

If AI was used in your submitted work – in ideation, development, 
execution, or delivery – you must clearly explain how it was used 
as part of your entry. Our judges are active creative professionals 
who also navigate AI in their own practices, and they’ll take your 
approach into thoughtful consideration.

Lack of disclosure around the use of AI is taken seriously.  
Should you fail to disclose AI involvement where used,  
PADC reserves the right to revoke awards without  
refund or disqualify future entries.

We hold ourselves and our community to the highest  
standards of honesty and integrity – that’s part of what  
makes the Skulls meaningful.

THE USE OF AI IN ENTRIES

Creativity evolves, 
but honesty remains 

the benchmark.

#he devil is in 
the details.
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A. Film

J. Communication Crafts (J.08 – J.12) 

Uploads
•	 Final film: MOV or MP4  

(campaigns must include a minimum of 3 spots)
•	 Campaigns: Individual executions uploaded as separate files
•	 4 x stills (JPEG/PNG)
•	 Signed Award Entry Declaration form (PDF) 

padc.com.au/cfe-declaration-form

Submit online
Complete mandatory fields as outlined on page 38

•	 Problem, insight, and execution
•	 Outcome (optional)

•	 Entry credits (spelling carefully checked)

Notes
•	 Scripts optional

B. Digital

J.15 Digital Development

Uploads
•	 Case study video (MOV or MP4, max 2 mins), or
•	 4 x stills (JPEG/PNG), or
•	 PDF of all URLs
•	 A combination of both – whatever works best for your entry
•	 Signed Award Entry Declaration form (PDF) 

padc.com.au/cfe-declaration-form

Submit online
Complete mandatory fields as outlined on page 38

•	 Problem, insight, and execution
•	 Outcome (optional)
•	 Entry credits (spelling carefully checked) 
•	 URL or PDF of the work
•	 URL (overview video/case study)

Notes
•	 URLs must remain live until judging concludes  

(11 September 2026)
•	 If work is offline, host a self-contained version on your server
•	 PADC is not responsible for non-functioning  

URLs during judging
•	 Entries must have 3 or more components to be 

eligible as a campaign

C. Social Media

G. Integrated Campaign

I. Strategy, Media, PR, & Promotion

Uploads
•	 Case study video (MOV or MP4, max 2 mins), or
•	 A4 written PDF outlining further details on brief, insight, 

solution, results (max 5 pages)
•	 A combination of both – whatever works best for your entry
•	 One of each campaign component (e.g., TV: MP4, Print: PDF)
•	 Signed Award Entry Declaration form (PDF) 

padc.com.au/cfe-declaration-form

Submit online
Complete mandatory fields as outlined on page 38

•	 Problem, insight, and execution
•	 Outcome (optional)
•	 Entry credits (spelling carefully checked)

Notes
•	 Entries must have 3 or more components to be  

eligible as a campaign
•	 PR clippings optional

CATEGORY ENTRY REQUIREMENTS

IMPORTANT:

ALL CREATIVE FILES MUST BE FREE OF 
ENTRANT BRANDING OR IDENTIFYING MARKS.  
JUDGING IS ANONYMOUS TO MAINTAIN 
FAIRNESS ACROSS ALL ENTRIES.

https://padc.com.au/cfe-declaration-form
https://padc.com.au/cfe-declaration-form
https://padc.com.au/cfe-declaration-form
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D. Out of Home & Experiential

F. Print & publication

H. Design

J. Communication Crafts (J.01 – J.07)

Uploads
•	 1 x PDF of the creative work (campaigns must have  

min of 3 components/executions)
•	 4 x stills (JPEG/PNG) (include in situ imagery where relevant)
•	 Signed Award Entry Declaration form (PDF) 

padc.com.au/cfe-declaration-form

Submit online
Complete mandatory fields as outlined on page 38

•	 Problem, insight, and execution
•	 Outcome (optional)
•	 Entry credits (spelling carefully checked)

Notes
•	 Entries must have 3 or more components to be  

eligible as a campaign
•	 Case study videos are optional

E. Radio, Streaming, & Audio

J.13 Use of sound

J.14 Original composition

Uploads
•	 MP3 (campaigns require 3 or more components)
•	 Script (PDF)
•	 Signed Award Entry Declaration form (PDF) 

padc.com.au/cfe-declaration-form

Submit online
Complete mandatory fields as outlined on page 38

•	 Problem, insight, and execution
•	 Outcome (optional)
•	 Entry credits (spelling carefully checked)

Notes
•	 Entries must have 3 or more components to be  

eligible as a campaign

CATEGORY ENTRY REQUIREMENTS

IMPORTANT:

ALL CREATIVE FILES MUST BE FREE OF 
ENTRANT BRANDING OR IDENTIFYING MARKS.  
JUDGING IS ANONYMOUS TO MAINTAIN 
FAIRNESS ACROSS ALL ENTRIES.

https://padc.com.au/cfe-declaration-form
https://padc.com.au/cfe-declaration-form
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K. The Diamond Skulls

Uploads
•	 A portfolio of up to 3 pieces of work, 

 in any combination of formats

•	 A clear description of your individual contribution  
(particularly for team-based work)

•	 Signed Award Entry Declaration form (PDF) 
padc.com.au/cfe-declaration-form

Notes
•	 All work must be created for real clients in a commercial 

context. Personal, speculative, or purely artistic projects  
are not eligible.

•	 Entry requirements vary by discipline. For example: 
~ Editors may submit 3 film pieces 
~ Sound composers may submit a mix of films and MP3s

•	 All Diamond Skull entrants are asked to include a short 
biography (1–2 paragraphs) outlining your years in industry and 
an interesting fact or piece of background information. 
* 	This information may be used by the MC on the night of  

the awards for winning entrants.

•	 For K.12 – K.16, please include a short overview (written or 
filmed) explaining how you were integral to the creation, selling, 
or production of the work.

•	 For K.15 (In-house talent of the year), please provide a short 
overview of your role within the creative in-house team.

•	 For K.16 (Regional talent of the year) to be eligible you must 
provide evidence of your location, which must be outside of  
the Perth metropolitan area, as defined by the  
Perth Metropolitan Boundaries Map

•	 For K.17 (The Mettle Skull), please submit a case study (written 
or video) showing how the client and work championed 
commercial creativity.

Formats
•	 Case study video: MP4 or MOV (max 2 mins)

•	 Written submission: PDF (max 5 A4 pages)

•	 Work files: MP4, MOV, MP3, JPEG, PNG, PDF

•	 URLs for digital components (must be live for judging or 
provided as a self-contained microsite)

CATEGORY ENTRY REQUIREMENTS

https://padc.com.au/cfe-declaration-form
https://www.wa.gov.au/system/files/2022-06/Metropolitan_Perth_LGA_boundaries.pdf


http://theskulls.awardsplatform.com
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ENTRY CHECKLIST
BEFORE YOU SUBMIT,
DOUBLE-CHECK THE ESSENTIALS

A great entry is one that’s complete, eligible, and clearly 
presented. Use this checklist to make sure you’ve got it all sorted.

Tip: Keep the 2026 Call for Entries booklet nearby – 
 it has everything you need.

Need help with your entry?
Please contact the PADC for assistance. 
info@padc.com.au

theskulls.awardsplatform.com

CHECK LIST

You’ve logged in or created an account at  
theskulls.awardsplatform.com

You’re a current PADC member (or have signed up  
to access member rates). (Excludes Regional entries)*

Your work was first published, launched, or broadcast  
between 1 May 2025 and 7 August 2026.

You’ve selected the correct category and confirmed  
your entry meets all eligibility criteria.

The work was created for a real client and was  
both approved and published, launched, or aired.

You’ve coordinated with collaborators to avoid  
duplicate submissions.

You’ve completed all required fields for; problem,  
insight, execution, and optionally outcome.  
Judges read all entries, so be clear, concise, and showcase 
the strength of your work.

All files are uploaded in the correct format, and open  
or play as intended. 

You’ve ensured that all artwork files are absent of agency 
branding or identifiable marks.

A signed declaration form has been uploaded for 
each entry. Access the Declaration PDF here 
padc.com.au/cfe-declaration-form

Contributor credits are accurate and final –  
they’ll appear exactly as entered.

Payment has been made before your preferred 
entry window closes. Late fees apply if you miss  
early bird or standard deadlines, and refunds aren’t 
available, so set a reminder and don’t miss out.

PADC members get early access to Skulls Awards  
tickets. Make sure you’re registered and keep an  
eye out for more details.

*Note:  
Regional entrants will be provided complimentary 
12-month PADC membership with 2026 Diamond  
Skulls Award entries.

mailto:info%40padc.com.au%0D?subject=
http://theskulls.awardsplatform.com
http://theskulls.awardsplatform.com
padc.com.au/cfe-declaration-form
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THE FINE PRINT
1. Eligibility
Any work first published, launched, or aired between 1 May 2025 
and 7 August 2026 is eligible for the awards.

2. Award entry declaration
All entries must be accompanied by a signed Award Entry 
Declaration to be eligible. This must be uploaded with each online 
entry, even if the work is duplicated across multiple categories,  
as different categories are judged by different panels.

3. Work location and authorship requirements
PADC accepts work that has appeared anywhere in the world, with 
the following conditions:

•	 In non-craft categories: The work must have originated, and 
the execution overseen, by WA-based creatives. If developed 
with a non-WA agency, WA-based creatives must have played 
a significant role in its conception and execution. Where there 
is ambiguity, PADC may request clarification of the WA-based 
creative’s contribution.

•	 In craft categories: The work must have been completed by a 
WA-based supplier, even if originated elsewhere.

4. Duplicate entries
Check with your production company, agency, collaborators,  
and suppliers before entering work to avoid duplicates.  
Duplicate entries will not be refunded.

5. Duplicate entry handling
If the same work is entered more than once into a single category, 
PADC reserves the right to withdraw one version. 

6. Choosing the right category
Please read the Call for Entries details thoroughly before 
submitting. Choose the most relevant category for your work. 
PADC judges may suggest moving work into a different category 
at their discretion.

7. Multiple category entries
If entering the same piece of work into more than one category, 
you must submit a separate entry for each.

8. Previously entered work
Work entered in previous years is only eligible as part of a new 
campaign. Ineligible work will be removed.

9. Who can enter?
Anyone professionally or academically engaged in the 
fields covered by the award categories may submit work.  
This includes agencies, design groups, production companies, 
marketing teams, radio stations, freelancers, students, 
and in-house creatives.

10. Proof of publication
All awarded entries must be able to supply proof of publication  
or broadcast if requested. Director’s or agency cuts are not eligible.

11. Spirit of the awards
PADC judges reserve the right to reject work that does not reflect 
the spirit of the awards, including work created solely for award 
purposes without a genuine brief or business objective.

12. Use of work by PADC
By entering, you grant PADC permission to showcase your work 
across its platforms, screenings, or promotional materials. No 
royalties or licensing fees will be paid for these uses. These uses 
support promotion of the work and WA’s creative community.

Any questions?
Please contact the PADC for assistance. 
Laura Vulling:  manager@padc.com.au

mailto:manager%40padc.com.au?subject=
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ENTRY FEES
We know award entries are an investment, and we’re committed 
to keeping fees fair while funding independent judging, events, 
and year-round programming. The earlier you enter, the better 
the rate.

All fees are per entry. Campaign categories are priced to reflect 
the larger volume of work requiring judging.

All entry prices are stated excluding GST.

ENTRY PERIODS
Early bird entry period
Tuesday 30 June – Sunday 12 July 2026 

	~ Best value

Standard entry period
Monday 13 July – Friday 7 August 2026 

	~ Regular pricing

Late entry period
Saturday 8 August – Monday 10 August 2026 

	~ Additional late fee applies

theskulls.awardsplatform.com

ENTRY PRICING

*	 Late entries reduce the available review period and require 
additional resourcing for eligibility checks. For this reason,  
a higher late fee applies. We encourage early submission.

**	 The Diamond Skulls are exclusive to PADC members.  
Membership costs around the same as previous non-member 
entry fees, so we encourage you to join at: 
padc.com.au/become-a-member

Regional entrants into The Diamond Skulls category in 2026 
will receive complimentary 12-month PADC membership.

STUDENT SKULLS
PADC Student Member:	 Free
Non-Member:	 $55

2026 PADC Student Member entry is Free.

PADC Student Memberships are available now for only $45,  
so we encourage you to join at: 
padc.com.au/register/students/

Category Early bird Standard Late entry*

Single  
Entry

$235 PADC member
$295 non-member

$265 PADC member
$325 non-member

$375 PADC member
$435 non-member

Campaign 
Entry

$365 PADC member
$420 non-member

$410 PADC member
$470 non-member

$525 PADC member
$585 non-member

Diamond 
Skulls

$89
PADC members only**

$99
PADC members only**

$210
PADC members only**

http://theskulls.awardsplatform.com
padc.com.au/become-a-member
https://padc.com.au/register/students/
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HEED THE CALL

Curiosity and wonder pull the Fool towards something greater. 
Every creative leap begins this way: intentionality in the 
pursuit of possibility. Submit your work, and discover  
what fortunes await you. It would be foolish not to.

Illustrations and design by Lee Ingram

theskulls.awardsplatform.com

http://theskulls.awardsplatform.com
mailto:leedeville337@gmail.com
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