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About

Hilllbrana
Awards

The Hiiibrand International Brand & Communication Design Awards, also known
as the Hiiibrand Awards, are dedicated to spotlighting brand building and design
value. Through a worldwide call for entries and a rigorous jury process, the
awards celebrate outstanding brand practices and design excellence, aiming

to drive forward the fields of brand strategy and communication design. The
Hiiibrand Awards feature two parts: Brand Awards and Design Awards. Brand
Awards honor companies and organizations that have demonstrated exceptional
achievement in brand positioning, strategy, innovation, and communication;
Design Awards recognize teams and individuals who have exhibited remarkable
excellence in the realm of communication design.

The Hiiibrand Awards do not merely focus on surface-level aesthetics; they
holistically evaluate how works address real-world business challenges and
strategic responses. With seventeen years of history, the Hiiibrand Awards
stand as a premier international platform renowned for its professionalism and
forward-thinking vision. It represents the industry’s authority and serves as
the benchmark for high-quality brand and design practice. To be recognized —
whether through winning or being shortlisted—is a true distinction for both
brands and design parties alike.

For its 2026 edition, the 17th Hiiibrand International Brand & Communication
Design Awards is proud to unveil another stellar jury lineup and officially
introduce a new Al Visual Category. Meanwhile, the awards continue their
commitment to nurturing the future by running parallel tracks for professional
and student levels, providing a global stage for emerging creative talent. Hiiibrand
Awards cordially invites designers and creative agencies worldwide to join this
grand design event and compete for the highest honors!

Organizer
Hiiibrand
https://www.hiiibrand.com



Key Time

@ Deadlines
Super Early Bird: June 30, 2026 - 50% Savings
Early Bird: July 31, 2026 - 25% Savings
Regular: August 31, 2026

* The deadlines mentioned above are 23:59 (UTC/GMT+0).

@Judging
The First Round: September-October 2026

The Second Round: November-December 2026
The Third Round: January-March 2027

% Candidates entering the second round of judging will be notified one
by one from November-December 2026 and will be asked to provide
some necessary information.

% Candidates entering the third round of judging will be notified one
by one from January-March 2027 and will be asked to provide some
additional information.

@Announced

The Shortlists: January 2027
The Winners: March 2027



JUdgeS / Jury President

Emma Barratt

Global Executive Creative Director,
Wolff Olins

Location: London, UK
https://wolffolins.com

Emma Barratt is one of the creative industry’s trusted leaders in design
and branding. As Global Executive Creative Director at Wolff Olins, she
leads bold, future-facing transformations for a range of the world’s most
influential companies, including Decathlon, Uber, GSK, Hyundai and
Google.

Known for her ability to translate creative vision into commercial impact,
Emma works directly with CEOs, CMOs and leadership teams to create
transformative brands that move businesses, people, and the world
forward.

Proudly neurodiverse, she always provokes new thinking — her biggest
strength lies in applying innovative concepts to clients' challenges,
bringing them to life in new ways. Emma is a female, dyslexic, from a
working-class background - a rarity in creative leadership — and actively
coaches and mentors people from diverse backgrounds to thrive in the
industry.



JUdgeS / Design Awards

Jason Little

Executive Creative Director and
Head of Design at Fundamentalco
Former Chairman of AGDA

Location: Sydney, Australia
https://www.fundamental.co

Jason Little is Executive Creative Director and Head of Design at
Fundamentalco, where he works at the intersection of design systems, strategic
thinking and value creation — building brands that function as genuine business
assets.

Over a career spanning three decades, Jason has led design at the highest
levels of the industry, holding senior roles at JKR, Landor and M&C Saatchi / Re
before co-founding For The People, the award-winning agency he built and led
for ten years prior to its acquisition. His practice is defined by the integration

of language, technology and design into cohesive systems that generate
measurable economic and cultural value.

His recent client work includes significant brand transformations for Yahoo,
Chime, Culture Amp, Kindle Energy, and Centersquare. He has developed a
particular expertise in place and civic identity — leading programs for the City
of Melbourne, NSW Government, City of Sydney, City of Launceston and the
landscapes of Tasmania's West Coast and Derwent Valley, where design has
been used as a tool for economic development and regional positioning.

Jason is a former Chairman of the Australian Graphic Design Association (AGDA(
and has taught at design institutions in Paris and Sydney. He has chaired and
juried D&AD, Cannes, The Clios, Loeries and AGDA, and his work has been
recognized over 200 times across D&AD, ADC, The One Show, Type Directors
Club and beyond.



JUdgeS / Design Awards

Pum Lefebure

Co-Founder and Chief Creative
Officer of Design Army
Chairperson of The One Club for
Creativity

Location: Washington, USA
https://designarmy.com

@Photo: We

Pum Lefebure is the Co-Founder and Chief Creative Officer of Design Army. A Thailand
native with a global perspective on branding, storytelling, and visual communication,
Pum is known for blending strategic thinking with bold, emotionally driven design.

Under her creative leadership, Design Army has become internationally recognized
for building distinctive brands and immersive experiences across hospitality, lifestyle,
retail, culture, real estate, and luxury. The agency has collaborated with global brands
and organizations including Gold House, Hong Kong Ballet, Jaspal, Lotte, Morphe,
Netflix, PepsiCo, The Ritz-Carlton, and Saucony.

Pum’s work has been recognized by Cannes Lions, D&AD, The One Show, ADC, AIGA,
SPD, TDC, Applied Arts, and Communication Arts, among many others. She has served
as Jury President for both Cannes Design Lions and Cannes Luxury Lions, as well as
D&AD, The One Show, AdFest, and London International Awards, and currently serves
as Chairman of the Board for The One Club for Creativity.

Her influence extends beyond the design industry through international speaking
engagements, podcasts, and media recognition. Pum has been named to Adweek’s
Creative 100 and has been featured in Forbes, Fast Company, The New York Times,
Entrepreneur, Design Matters, and Creative Boom for her perspectives on creativity,
branding, leadership, and culture. Through both her creative work and industry
leadership, Pum continues to shape the evolving conversation around design and its
impact on culture, business, and the global creative community.



JUdgeS / Design Awards

Oliver Maltby

Executive Creative Director and
Managing Director at Interbrand

Location: New York, USA
https://interbrand.com

4

Oliver is an Executive Creative Director and Managing Director at
Interbrand, New York. He co-leads a team of 30+ amazing individuals who
all work across categories including technology, finance, retail, gaming,
and sports. Daily, he straddles the intersection of strategy and design to
create experiences that move people and companies.

Career highlights include rebranding his favorite toy, LEGO. Reimagining
and redefining Ford Racing as America’s Race Team. Rebranding the
iconic Sydney Opera House. The creation of ‘Matter’ - the new standard
for 10T (The next Bluetooth, Wi-Fi). Refreshing Casey’s (America's 4th
largest pizza chain), and repositioning the world’s largest energy company,
GE Vernova. He has also created the brand strategy and poem for
Manchester City football team.

He is credited with more than 100+ leading international design awards,
and examples of his work are published in some of the world’s most
esteemed design manuals and branding websites. Oliver is active in
design education - lecturing, mentoring students, and judging creative
awards.

Formerly, he was valedictorian of his University and previously helped to
create the most awarded agency in the world for two years in succession.
He loves art and architecture, building stone walls, playing chess, and
watching football.



JUdgeS / Design Awards

Samar Maakaroun

Partner at Pentagram

Location: London, UK
https://www.pentagram.com

Samar Maakaroun is a designer and creative director renowned for her creatively multilingual approach to design.
Her work sits at the forefront of design legacy and innovation, with boundary-pushing, narrative-driven work that
reaches across sectors as diverse as arts, culture, technology, education, finance and entertainment, and spans
disciplines including brand identity systems, naming, brand strategy, bilingual type design, website and digital
product design, editorial, exhibitions and scenography.

In a globalised world with burgeoning diasporic communities in every city, Samar believes in embracing the fluidity
and nuances of identity. Her work uses typography and language as tools for navigating and understanding the
world, and exploring the spaces in-between—where cultures and languages intersect, integrate, align or diverge. It
is in these grey areas that she sees the greatest opportunity for creative inspiration, discovery and play.

She brings this multifaceted approach to Pentagram, where some of her recent projects include a regional campaign
for Porsche, a major destination brand for the Emirate of Sharjah, an identity and website for quantum computer
manufacturer Quandela, animated digital artworks for international music festival Balad Beast, as well as the
illustrated Arabic phrasebook Haraka Baraka, in collaboration with non-profit skateboarding organisation SkatePal.

Prior to joining Pentagram, in 2021 Samar founded Right to Left, a design agency that spanned cultures and
typographic traditions. Specialising in designing for hybrid brands, the multidisciplinary team spoke seven
languages and crossed three generations, working to seamlessly integrate worlds, cultures and languages across
naming, brand strategy, brand systems and identities. An example of their language-hopping, culture-crossing
approach manifested in the typographic project, 29 Words for 29 Letters, which explores language, translation and
the subversion of meaning through design.

Throughout her career, Samar has led ambitious design projects worldwide, including the first ever integrated
destination brand for Dubai with M&C Saatchi (2015); launching Apple’s brand in Arabic across digital, retail and
print (2017); rebranding the Abu Dhabi Media portfolio, including Allthihad newspaper, Majid TV and Majid Magazine
(2019); creating the brand identity for Diriyah City (2019); naming and a brand extension for finance company SumUp
(2021); and producing a gamified wellbeing product for Totem (2023).

Samar is a multidisciplinary creative with a varied background. Early on in her career, she worked as a set designer
with director Rabih Mroué for more than 15 years, designing visuals for shows which toured from Beirut to Berlin,
Seoul, Tokyo, France and New York.

Samar actively works to support the next generation of creative talent as a board member of inclusion campaign
Design Can and through judging awards with organisations such as D&AD, Young Guns and Creative Review. She
is also regularly invited to deliver talks and participate in conferences, including at What Design Can Do, Nicer
Tuesdays, Elisava, TypoCircle, Design Can x V&A, Google Creative Labs, D&AD, SuperCondensed, Pentagram
London, Baltic Centre for Contemporary Arts, Apple London, London Design Festival’s Global Design Forum, and at
universities throughout the UK.



JUdgeS / Design Awards

Arthur Foliard

Executive Creative Director at Koto
New York

Location: New York, USA
https://arthurfoliard.com

Arthur Foliard is the Executive Creative Director at Koto New York —
a Parisian who trained in San Francisco, found his footing in London,
and now leads a 30+ person studio with a philosophy that’s less a set
of principles and more just how he’s wired: clarity and emotion belong
together, the last 1% of craft is what separates good from great, and
a brand that isn’t brave enough to be unexpected will end up saying
everything without saying anything.

He’s hands-on, iterative, and obsessed with the assets a brand can never
take off — the decisions so small they’re invisible when right and glaring
when wrong. That disposition has shaped some of the most ambitious
work of the past decade: the global rebrand of Amazon, and rebrands for
Tripadvisor, Lyft, Airbnb, Bolt, and Venmo, among others.

He joined Koto when it was six people and helped turn it into one of the
most recognized branding agencies in the world. He draws silly animals.
He’s probably watching his son or PSG right now.



JUdgeS / Design Awards

Anton Lamberg

Tech & Creative Director at Lava

Location: Amsterdam, The Netherlands
https://lava.nl

Anton Lamberg is a The Netherlands based, Swedish designer, creative
developer and creative director at Lava Amsterdam. Working across
strategy, identity and technology, his practice focuses on living, generative
and code-driven brand systems that move beyond static identities and
instead respond to context, behaviour and interaction.

Influenced by both Scandinavian and Dutch design traditions, Anton’s
work combines conceptual clarity with a bold, brutalist and experimental
visual language. His projects often bring together typography, motion,
custom software and real-time data to create identities that feel dynamic,
responsive and alive in use.

At Lava, he has worked with cultural institutions, architectural studios and
international brands on visual systems that balance expressive aesthetics
with practical application. Rather than treating technology as spectacle,
his work explores how digital tools can create more flexible, participatory
and evolving forms of branding.

Working between graphic design and creative coding, Anton develops
identities that are not only recognisable, but adaptable and deeply
embedded in the way organisations communicate. His approach is driven
by a belief in pure and direct visual communication, shaped through
systems thinking, experimentation and contemporary digital culture.

10



JUdgeS / Brand Awards

Mike Abbink

Executive Director of Design,
Foundations, GM Design

Location: Austin, USA
https://mikeabbink.com

In August 2020, Mike joined IBM Software as Executive Creative Director, focused on
the Carbon Design System expansion and working closely with design leadership to
promote and enable design excellence across IBM digital experiences. Previously,
Mike spent five and a half years as the Executive Creative Director with IBM Brand
Experience and Design — a team dedicated to brand innovations, strategies, and
visual expression. Mike’s most influential projects include the design of the IBM Plex®
corporate typeface, the IBM Design Language, and its core visual elements: animation,
data visualization, iconography, illustration, IT architecture diagrams, photography, and
typography, with guidance and the website. And the redesign of the Carbon Design
System.

Abbink’s career began in 1996 at MetaDesign in San Francisco, working with Nike

on strategy and visual concepts for Niketown Honolulu and Nike stores in Vienna,
Melbourne, and Toronto. Mike then co-founded the agency Method, where he served
as Creative Director, collaborating with clients such as Adobe, Autodesk, Gucci, and
MoMA. His extensive experience continued with his work as Design Director at Apple
Computer, Creative Director at Wolff Olins, Creative Director at Saffron Consultants,
and Executive Creative Director at the Museum of Modern Art. Clients included Adobe,
Apollo Tyres, Citibank, Belkin, GE, Goldman Sachs, Gucci, IDEO, Knoll, Microsoft,
MoMA, Mozilla, Nike, Nokia, Product (RED), PwC, Swiss Re, and Visa.

Abbink has received numerous prestigious international awards for graphic and
typeface design, including the most recent Red Dot Award for the Carbon Design
System, and a Pencil Award from the D&AD Awards, 2020 for IBM Plex Arabic, and the
TDC 64 2018 Judges Choice award for the IBM Plex typeface family. He holds a BFA

in graphic design and packaging from the Art Center College of Design. In addition, he
has served as an adjunct professor at the San Francisco Academy of Art, the University
of the Arts in Philadelphia, and a guest critic at Yale’s graduate design program.

11



JUdgeS / Design Awards

Sammy Or

Famous Designer of Hanzi
Typeface

Founder & Chief Type Director of
VMType

Former Guest Lecturer at The
Hong Kong Polytechnic University

Location: Hong Kong, China
https://www.vmtype.com

A seasoned typeface designer, Sammy Or’s career spans 40 years. He is one of the
most prolific and important designers of contemporary Chinese typefaces. With a solid
grounding in traditional Chinese calligraphy as well as thorough knowledge in current
font technologies, Or’s typefaces are amongst the most widely used in the Chinese-
speaking world today.

Or began his work in typeface design as a Sign Systems Designer for the Mass Transit
Railway Corporation (MTR) in Hong Kong in the 1980s. At MTR, Or participated in

the development of a corporate typeface for its wayfinding system, which is still

in current use. Subsequently, he was employed by the Hong Kong branch of the
Monotype Corporation as Type Manager and Chief Typographer. While at Monotype, Or
developed over twenty Chinese typefaces, including the first Chinese digital LaserCom
fonts for the Hong Kong Government’s Printing Department. The Monotype Sung

and Hei families — typefaces of choice for numerous publications as well as the Hong
Kong Government—are also his designs. In 1989, Or founded TTL Technology Limited.
LiSung and LiGothic were the first Chinese outline (Postscript) fonts designed and
developed for Apple Computers. These remain system fonts in the Macintosh operating
system to this day. He also designed and marketed the popular 'Li’ family of over thirty
typefaces. In 1992, Or assumed the position of Vice-president and Chief Font Designer
of DynalLab Inc., a preeminent font manufacturer in Asia. Or has also been a project-
based development consultant for Bistream Inc. for serveral years, designing CJK
stroke-based technologies for international fonts. In 2008, Or as a founder of VMType,
designed a high quality font family “XinGothic”.

He is also a former guest lecturer at the Hong Kong Polytechnic University.

12
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Rules & Awards

1. Assessment Criterias

Brand Awards

A. Brand Story and Vision

* Weight: 20%

* Assessment content: Evaluate the
consistency of brand commitment and
culture.

* Selection criteria: Statements, mission,
vision, values, etc.

B. Brand Strategy

* Weight: 30%

* Assessment content: Evaluate the
depth, breadth, and implementation of
brand strategy.

* Selection criteria: Market analysis,
target positioning, brand reputation, etc.

C. Brand Innovation and Practice
* Weight: 20%

* Assessment content: Consider

the degree of innovation in brand
communication, products, services,
marketing, etc., and the specific effects
of successful brand practice cases.

* Selection criteria: Achievement of brand
goals, market response, conversion rate,
growth effect, etc.

D. Brand Identity

* Weight: 30%

* Assessment content: Judge

the coordination, creativity, and
implementation of brand visual image.

* Selection criteria: Overall visual image,
graphic design, display effect, related
materials, etc.

13

Design Awards

A. Design Communication

* Weight: 30%

* Assessment content: Measure the
accuracy of information transmission
and emotional resonance ability.

* Selection criteria: Information clarity,
emotional connection, communication
effect, etc.

B. Design Execution

* Weight: 20%

* Assessment content: Investigate the
execution efficiency and effect from
concept to implementation.

* Selection criteria: Professionalism in
project management, execution quality,
time management efficiency, adaptability,
etc.

C. Design Creativity

* Weight: 30%

* Assessment content: Evaluate the
originality, aesthetics, and application of
creative thinking in design.

* Selection criteria: Uniqueness of
creativity, expressive appeal, aesthetic
standards, user experience satisfaction,
etc.

D. Design Influence

* Weight: 20%

* Assessment content: Assess the long-
term impact of design on social, cultural,
and economic levels.



Rules & Awards

2. Qualifications

Brand Awards

a. All entries to the Professional Level of the Design Awards are
automatically eligible to enter the Brand Awards.

b. Entry to the Brand Awards is free of charge; submissions will
open following the close of the Design Awards call for entries.

c. Brand owners are required to submit materials to complete the
Brand Awards entry.

Design Awards

A. Professional Level

a. Time Limit and Scope

* Entries must be created or published between January 1, 2024, and
August 15, 2026, with no restrictions on nationality or quantity.

b. Qualifications of Submitters

* Submitters can be brand consulting agencies, advertising and creative
agencies, design agencies, design teams, brand studios, marketing
departments, freelancers, etc.

* Enterprises or brand manufacturers with the right to be credited for the
work can also submit.

c. Work Requirements

* All professional level entries must be actual brand projects or projects that
have been commissioned and actually applied.

* The client's name must be provided; if the work is created internally by the
company, the client column should be filled with the company name.

* It is strictly forbidden to submit uncommissioned or unrealistically applied
speculative works, bidding works, experimental works, etc. Once discovered,
the qualification to participate in the competition will be canceled, and the
submitter will bear the corresponding consequences.

d. Submission Requirements

* All entries must include a Project Title, Project Description, and Creative
Credits. Specifically, the Project Description for Branding category entries
must cover at least three aspects: Research, Brand Strategy, and Key
Results; whereas the Project Description for Al Visual category entries must
address at least three aspects: Al Participation Statement, Tools & Process,
and Human-Al Collaboration.

* Submit specific media requirements for each category separately.

* The same project can be resubmitted in different categories.

14



Rules & Awards

B. Student Level

a. Time Limit and Scope

* Entries must be created between January 1, 2024, and August 15, 2026,
with no restrictions on nationality or quantity.

b. Qualifications of Submitters

* Entries must be created by graduate students, undergraduates, college
and technical school students, or completed during their study period.

c. Work Requirements

* Student level works can be design works that have been actually applied
or practice works that have not been actually applied.

d. Submission Requirements

* All entries must include the project title, project description, and creation
information.

* Submit specific media requirements for each category separately.

* The same project can be resubmitted in different categories.

15



Rules & Awards

3. Categories

A. Branding

Focused on the design of individual brand elements
or overall brand strategy, encompassing the
creation of new brands, brand reshaping, promotion,

innovation, and marketing.

Including: Office supplies (envelopes, letterhead, notepads,
business cards, etc.), promotional materials (brochures,
annual reports, instruction manuals, etc.), production
equipment, architectural environment, product packaging,
advertising media, transportation tools, clothing and
accessories, flags, signs, signs, display windows, exhibition
displays, websites, multimedia, digital solutions, etc.

Media Requirements
* 3-15 static or dynamic images. (*required)
*1-3 video. (optional)

B. Logo

Involves the design of a single or series of logos,
primarily for the identification of companies or
products and the effective communication of core
brand message

Media Requirements

a. Single

*1-5 static or dynamic images. (*required)
*1 video. (optional)

b. Series

* 3-15 static or dynamic images. (*required)
*1-3 video. (optional)

16



Rules & Awards

C. Packaging

Design and production of single or series of
packages, not only for protecting and containing
products but also for conveying brand information

and enhancing market appeal.

Including: luxury goods, fast moving consumer goods, beauty
and cosmetics, beverages and spirits, consumer electronics,
fashion clothing, food, health and wellness, home goods,
limited/small batch products, structural innovation, material
innovation, upstream innovation, promotional activities, co-
branded promotion, etc.

Media Requirements

a. Single

*1-5 static or dynamic images. (*required)
*1 video. (optional)

b. Series

* 3-15 static or dynamic images. (*required)
*1-3 video. (optional)

17



Rules & Awards

D. Typography

D-1. Type Design

Type Design is the creative process of planning and
producing typefaces and typeface families.
Including: Single Typeface, Typeface Family,
Superfamily, Multi-Script, Variable Font, Symbols,

Others.

For serif and sans serif styles, handwritten, screen fonts,
variable fonts, and other forms and styles.

D-1-a. Latin Type Design

Typeface design focused on the Latin alphabet. Must comply
with the "Latin Type Design Sheets". (P35-41)

D-1-b. Hanzi Type Design

Typeface design centered around Hanzi characters. Must
comply with the "Hanzi Type Design Sheets". (P42-50)

Media Requirements

a. Single

* PDF of Type Design Sheets. (*required)
*1-5 static or dynamic images. (*required)
*1 video. (optional)

b. Series

* PDF of Type Design Sheets. (*required)

* 3-15 static or dynamic images. (*required)
*1-3 video. (optional)

% Entries of Category D-1 must conform to the Design
Sheets. Entries that have been processed with computer
effects such as pattern or grayscale filling, deformation,
shadow, etc., based on existing typefaces or computer fonts
will not be accepted.

*¢ Entries of Category D-1 in Professional Level who enter
the third round of review (i.e., shortlisted) need to submit a
complete font file to participate in the final evaluation of the
third round.

18



Rules & Awards

D-2. Customized Typeface for Brand

Entries in this category must be explicitly
commissioned by brands and have undergone
actual market application.

Including: Single Typeface, Typeface Family,
Superfamily, Multi-Script, Variable Font, Symbols,

Others.

For serif and sans serif styles, handwritten, screen fonts,
variable fonts, and other forms and styles.
This category does not include a student level.

Media Requirements

a. Single

*1-5 static or dynamic images. (*required)
*1 video. (optional)

b. Series

* 3-15 static or dynamic images. (*required)
*1-3 video. (optional)

D-3. Use of Typography

Designs where type or typography serves as the
primary means of communication. Judges will
prioritize innovative and effective applications of
typography and lettering in this category.
Including: posters, ads, books, magazines, corporate
identities, logos, packaging, etc. Also includes XR
applications like Augmented Reality (AR), Virtual Reality
(VR), and Mixed Reality (MR). Entries can be in any script,
including Latin or Chinese, with no restrictions on typefaces,
media, or presentation formats.

Media Requirements

a. Single

*1-5 static or dynamic images. (*required)
*1 video. (optional)

b. Series

* 3-15 static or dynamic images. (*required)
*1-3 video. (optional)

19



Rules & Awards

E. Editing & Publishing

Editing involves the integration of text, images, and
music into a cohesive whole; publishing focuses
on the design and production of digital and print

publications.

Including: Books, Brochures, Calendars, Cards & Flyers,
Catalogues, Corporate Publishing, Daily Press, Diaries

& Journals, Guides, ID & Travel Documents, Magazines,
Newspapers, Self-Promotional Items, Special Publications,
Stamps & Banknotes, Annual Reports, lllustrated Books,
Graphic Novels, Others.

Media Requirements

a. Single

*1-5 static or dynamic images. (*required)
*1 video. (optional)

b. Series

* 3-15 static or dynamic images. (*required)
*1-3 video. (optional)

F. Advertising

A commercial marketing approach utilizing various
media to disseminate creative information, aiming to
influence consumer behavior, enhance brand image,

or promote specific viewpoints.

Including: Content Marketing, Digital & Social Campaigns,
Direct Marketing, Image & Integrated Campaigns, Out-of-
home & Ambient Advertising, Print & Press Campaigns,
Promotions & Promotional Materials, Craft in Video & Writing,
Storytelling, Television, Film, Online Video, Others.

Media Requirements

a. Single

*1-5 static or dynamic images. (*required)
*1 video. (optional)

b. Series

* 3-15 static or dynamic images. (*required)
*1-3 video. (optional)

20



Rules & Awards

G. Environment & Space

A strategic approach leveraging creative design
and technology to create functional and engaging
physical environments, enhancing user experience
and brand value.

Creating practical and attractive physical
environments through creative design and technical
means, aimed at improving user experience and

brand value.

Including: Architectural Design, Landscape Planning, Interior
Design, Installation Art and Public Art Installations, Urban
Planning, New Construction and Renovation of Buildings,
New Development Projects, Renovation of Existing Buildings,
Commercial Spaces, Public Facilities, Theme Parks,
Exhibition Centers.

Media Requirements

a. Single

*1-5 static or dynamic images. (*required)
*1 video. (optional)

b. Series

* 3-15 static or dynamic images. (*required)
*1-3 video. (optional)

H. Digital Media

The practice of using digital technology and internet
platforms to disseminate creative information,
targeting the intended audience and achieving

business objectives.

Including: Content Creation & Distribution, Social Media
Marketing, Video Marketing, Mobile Marketing, Data Analysis
& Optimization, E-commerce, Virtual & Augmented Reality,
Interactive Advertising, Social Media Management.

Media Requirements

a. Single

* 1-5 static or dynamic images. (*required)
*1 video. (optional)

b. Series

* 3-15 static or dynamic images. (*required)
*1-3 video. (optional)

21



Rules & Awards

I. Al Visual

Focusing on visual design assisted or led by artificial
intelligence, with human creativity at its core and

Al technology as its backbone. This category
honors visual works created through human-
machine collaboration that possess both brand
communication power and commercial value.

I-1. Al Brand Visual

Brand visual designs completed or optimized using
Al technology, serving brand identity, information
dissemination, and commercial promotion, achieving
deep integration between Al technology and brand
image building.

Includes: Brand VI (Visual Identity), Logos, Packaging,

lllustrations, Posters, Brochures, Annual Reports, Cultural &
Creative Design, Photo Retouching, Typography, etc.

Media Requirements

a. Single

*1-5 static or dynamic images. (*required)
*1 video. (optional)

b. Series

* 3-15 static or dynamic images. (*required)
*1-3 video. (optional)

»* Mandatory Fields for "Work Description" in Al Visuals
Category:

01. Al Participation Statement: Specify the specific role of Al
and the percentage of Al involvement in creation (must be
=>30%).

02. Tools & Process: List the Al tools/models used and briefly
describe key prompts or the creative workflow.

03. Human-Machine Collaboration: Explain the core work
performed by designers, such as creative direction, curation,
and editing.

* Al must participate in core aspects such as concept,

visuals, dynamics, or interaction. Basic retouching or format
processing alone does not count as valid Al participation.
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I-2. Al Motion Visual

Dynamic visual content generated, edited, or
enhanced relying on Al technology. Focusing on
dynamic communication and visual expression,
breaking through the creative boundaries of

traditional motion design.

Includes: Motion Graphics, VFX, Al Video, TVC (Commercials),
Short Videos, Live Stream Packaging, Digital Human
Animation, Film Titles, Virtual Production, etc.

Media Requirements

a. Single

*1-5 static or dynamic images. (*required)
*1 video. (optional)

b. Series

* 3-15 static or dynamic images. (*required)
*1-3 video. (optional)

I-3. Al Experiential Visual

Interactive visual designs driven by Al algorithms
and integrated with physical or digital spaces,
dedicated to enhancing scenographic experiences

and immersive communication effects.

Includes: Generative Art, Data Visualization, Environmental
Graphics, Exhibitions & Displays, AR/VR/MR, Interactive
Installations, Spatial Wayfinding, etc.

Media Requirements

a. Single

* 1-5 static or dynamic images. (*required)
*1 video. (optional)

b. Series

* 3-15 static or dynamic images. (*required)
*1-3 video. (optional)

23



Rules & Awards

4. Submission Format

Static Image files

Format JPG

Model RGB

Size each max. 5 MB

Resolution min. 96 dpi, min-width 1,024 px

Dynamic Image files

Format GIF

Model RGB

Size each max. 5 MB

Resolution min. 72 dpi, min-width 600 px

Video files

Format MP4

Size each max. 20 MB

Length each max. 3 minutes

Resolution min. 1,920 x 1,080 px (FullHD or
4K)

Type Design Sheets
Format PDF

Model RGB

Size A4, each max. 20 MB
Resolution min. 300 dpi
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Rules & Awards

5. How to Enter

Upload Go to the new Hiiibrand
https://www.hiiibrand.com

a. Click on "Entry Now".
b. Complete the submission step by step.

@ Pay All payments must be done on line
Only Paypal is available.

B. Via Email
Send Please send the entries files to us

postmaster@hiiibrand.com

a. Please download and fill in the Entry Form.

Hiiibrand_Awards_2026_Entry Form_Professional.xls
Hiiibrand Awards 2026 Entry Form_Student.xls

b. The image files and video files.

@ Waiting The committee will reply to the email once it has
been sent to assist in completing the submission

and payment.
Normally it takes 5-7 working days.

*¢ You can choose to use either A or B the way to entry.
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6. Costs

A. Super Early Bird Fees >80 *
June 1, 2026 - June 30, 2026 23:59 (UTC/GMT+0) save |
CATEGORY PROFESSIONAL STUDENT

Branding 40 USD 20 USD

CATEGORY SINGLE SERIES SINGLE SERIES
Logo 24 USD 40 USD 12 USD 20 USD
Packaging 24 USD 40 USD 12 USD 20 USD
Typography 24 USD 40 USD 12 USD 20 USD
Editing & Publishing 24 USD 40 USD 12 USD 20 USD
Advertising 24 USD 40 USD 12 USD 20 USD
Environment & Space 24 USD 40 USD 12 USD 20 USD
Digital Media 24 USD 40 USD 12 USD 20 USD

Al Visual 24 USD 40 USD 12 USD 20 USD

B. Early Bird Fees >25 *
July 1, 2026 - July 31, 2026 23:59 (UTC/GMT+0) o
CATEGORY PROFESSIONAL STUDENT

Branding 60 USD 30 USD

CATEGORY SINGLE SERIES SINGLE SERIES
Logo 36 USD 60 USD 18 USD 30 USD
Packaging 36 USD 60 USD 18 USD 30 USD
Typography 36 USD 60 USD 18 USD 30 USD
Editing & Publishing 36 USD 60 USD 18 USD 30 USD
Advertising 36 USD 60 USD 18 USD 30 USD
Environment & Space 36 USD 60 USD 18 USD 30 USD
Digital Media 36 USD 60 USD 18 USD 30 USD

Al Visual 36 USD 60 USD 18 USD 30 USD

C. Regular Fees

August 1, 2026 - August 31, 2026 23:59 (UTC/GMT+0)

CATEGORY PROFESSIONAL STUDENT

Branding 80 USD 40 USD

CATEGORY SINGLE SERIES SINGLE SERIES
Logo 48 USD 80 USD 24 USD 40 USD
Packaging 48 USD 80 USD 24 USD 40 USD
Typography 48 USD 80 USD 24 USD 40 USD
Editing & Publishing 48 USD 80 USD 24 USD 40 USD
Advertising 48 USD 80 USD 24 USD 40 USD
Environment & Space 48 USD 80 USD 24 USD 40 USD
Digital Media 48 USD 80 USD 24 USD 40 USD

Al Visual 48 USD 80 USD 24 USD 40 USD
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7. Awards
A. Brand Awards
Best Brand 3 Excellent Brand 12

B. Design Awards
PROFESSIONAL GOLD SILVER BRONZE MERIT
Branding 1 2 3 10
Logo 1 2 3 10
Packaging 1 2 3 10
Typography 1 2 3 10
Editing & Publishing 1 2 3 10
Advertising 1 2 3 10
Environment & Space 1 2 3 10
Digital Media 1 2 3 10
Al Visual 1 2 3 10
STUDENT GOLD SILVER BRONZE MERIT
Branding 1 1 1 5
Logo 1 1 1 5
Packaging 1 1 1 5
Typography 1 1 1 5
Editing & Publishing 1 1 1 5
Advertising 1 1 1 5
Environment & Space 1 1 1 5
Digital Media 1 1 1 5
Al Visual 1 1 1 5

C. Organization Awards

Best Delegation 8 Best Tutor 8

*¢ The numbers of winners in each category will be adjusted according to the quality
of entries.

»* The Organization Awards applicant, each school or tutor submit more than 10
works, they can enjoy the super early bird discount on the participation fee and have
the opportunity to apply for the organization award. Those who are interested please
contact us.

*¢ The "Most Popular Award" which will be selected from the finalists through an online
public vote. This award is not responsible by the international jury.
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8. Winners' Benefits

01. Hiiibrand Awards Logo

You are entitled to use the official Hiiibrand Awards logo
throughout the lifecycle of your award-winning work.

02. Award Certificates

Electronic certificates will be provided free of charge.

03. Hiiibrand Awards - Kaleidoscope Trophys

Brand Awards: Winners of the Best Brand Award receive one
trophy.

Design Awards: Winners of the Bronze Award or higher
receive one trophy.

04. Exhibitions

All winning and shortlisted works may be featured in touring
exhibitions.

05. Online Promote

Winners and finalists will be promoted through:

Interviews and features across Hiiibrand’s official media
channels and partner publications.

Social media highlights via @Hiiibrand (Instagram, Facebook,
Twitter, etc.).

Kaleidoscope Trophys
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9. Statement

01. The Organizing Committee reserves the right to
reject any entries that are deemed to violate public
order and moral standards, infringe upon cultural
rights, or fail to comply with the entry rules.

02. Entries must be original. In the event of disputes
related to intellectual property rights or copyright,
the Organizing Committee has the right to disqualify
the entry and revoke any awards. The entrant shall
bear all legal liabilities and consequences arising
therefrom.

03. If an entry is challenged during the review

or public announcement period, the Organizing
Committee will notify the entrant via email. The
entrant must submit clarification and supporting
documents within the specified time limit. Failure

to provide sufficient evidence within the deadline
will result in disqualification by the Organizing
Committee.

04. The Organizer holds the rights to exhibit, publish
(including electronic publishing), display online,

and collect the winning entries. The Organizer may
make reasonable edits to the works for promotional
purposes without further notice to the entrants.

05. All entry fees paid are non-refundable.

06. The Organizer reserves the right to amend these
rules without prior notice.

07. Matters not covered herein shall be
supplemented by the Organizing Committee, which
retains the final right of interpretation regarding this
edition of the awards.

08. By submitting an entry, the participant is deemed
to have voluntarily acknowledged and agreed to
abide by all the terms stated above.
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Supports & Thanks

Institutions

SGDA, CDS, ADCI, AGDC, FGDA, GDAS, GGDA, HiIll, IGDN,
JGDA, MDA, NGA, SAGD, TDS, XGDA, X-PLUS, AGDA.
HNCCCARB. IMDS. QDFM. SADC. WUHAN 91, WHDS,
Weizhi College. ZGDA. ZZAA. Zimore Club, etc.

Schools

869 Design School, School of Visual Arts Design at
Guangzhou Academy of Fine Arts, School of Sino-British
Digital Media Arts at Lu Xun Academy of Fine Arts, Jiangsu
Second Normal University, School of Fine Arts of Hunan
Normal University, School of Design Arts at Huaiyin Institute
of Technology, School of Fine Arts of Huaiyin Normal
University, School of Design at Nanjing University of the Arts,
Suzhou Art & Design Technology Institute, Hangzhou College
of Commerce of Zhejiang Gongshang University, School of
Art and Design at Zhejiang Gongshang University, School of
Design at The Hong Kong Polytechnic University, and Hong
Kong Design Institute (HKDI), etc.

Medias

+design, 90+10, CITYCELEBRITY, form, Graphic Design USA,
LogoLounge, TYPO, Ad110, Ad518, BranD, CDBC, D9 Design,
EGDA, IdN, LOGO Dashi, TOPYS, UED, 3type, Hi-Xinshijie,
ishijue, PKG, Logonews, Gtn9, Hunan Package, Jiaoyan & Liu
Liwei Design, BrandKing, Japan Design Station, Soodesign,
SJS, Design Art Station, Tu Zhichu, Weizhi, hifont, etc.

Design
Relative State Design

* If you are interested to be the Supports, please contact us.
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Contact

Web https://www.hiiibrand.com

E-mail postmaster@hiiibrand.com
Facebook www.facebook.com/hiiibrand
Twitter www.twitter.com/hiiibrand
Instagram www.instagram.com/hiiibrand
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While literati in imperial China often used ghost stories to teach
Confucian morality and defend the social order, early 20th
century intellectuals and reformers saw China’s longstanding
fondness for the supernatural as an obstacle to modern,
scientific development. Between 1917 and 1918, some of the
leading pioneers of China’s New Culture Movement, including
philosopher Hu Shi, future co-founder of the Communist

Party of China Chen Duxiu, and the writer Zhou Zuoren, all
published essays in the influential New Youth magazine that
drew a firm line between the world of the living — characterized
by modernity, democracy, and scientific progress — and the
backward, superstitious realm of the dead.
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What makes Chinese science fiction Chinese? That’s the million-dollar question for Chi-
na’s booming sci-fi scene, and one I've been asked countless times in my role as an aca-
demic and translator of Chinese sci-fi. Ever since Liu Cixin’s “The Three Body Problem”
became a global sensation in 2014, writers, editors, translators, and fans of the genre,
once members of a tight-knit, domestic community, have struggled to cope with the
global spotlight — to say nothing of the expectations of new readers not present when
the contours of Chinese sci-fi first came into focus.
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MOST READ

- The Strange Tale of How China Lost Its Ghost Stories

- The Questionable ‘Chinese-ness’ of Chinese Sci-Fi

- Sanitizing a Chinese Shakespeare

- She Spent a Decade Writing Fake Russian History. Wikipedia Just Noticed.
- Chinese ‘Harry Potter’ Fans All Ears for First Audiobook Release
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Hiiibrand Awards
International Brand
& Communication Design
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Levels:

Professional / Student
Categories:

A. Branding B. Logo

C. Packaging D. Typography
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Since 2010, the Hiiibrand Awards has been held for 12 consecutive years,
inviting more than 60 international judges from 5 continents and recei-
ving more than 18,000 entries from more than 100 countries or regions,
and has now become a leading international, professional and forward-
looking design competition.
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