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	— Hospitality and Travel Marketing Teams

	— Hotels and Resorts

	— Destination Marketing Organizations 
(DMOs)

	— Tourism Boards

	— Cruise Lines

	— Online Travel Agencies (OTAs)

	— Short-Term Rental Brands

	— Restaurants and Dining Brands 

	— Airlines

	— Attractions and Entertainment Venue

	— Marketing and Advertising Agencies

	— Public Relations Firms

	— Independent Marketing Professionals

	— First-Time and Returning Entrants

S E C T I O N  0 1

Welcome to the 2026 Adrian Awards

E L I G I B I L I T Y  P E R I O D

Work completed from   
Jan. 1, 2025 - Sept. 15 2026

C O M P E T I T I O N  O P E N S

July 15, 2026

C O M P E T I T I O N  C L O S E S

September 15, 2026

2 0 2 6  C O M P E T I T I O N  T I M E L I N E

For 70 years, the Adrian Awards have recognized the campaigns, brands, destina-
tions, agencies, and marketing professionals setting the standard for excellence in 
hospitality and travel marketing. This guide is designed to simplify the submission 
process, answer common questions, and help you prepare an entry that showcases 
your work with clarity and confidence.

One Platform for Every Submission

The Adrian Awards online entry platform makes it easy to 
prepare and manage your submissions from start to finish. 
Create an account, save your progress, manage multiple 
entries, upload supporting materials, and submit everything 
through one intuitive system.

Who This Guide Is For

Your guide to preparing a strong submission.

 CRE ATE YOUR ADRIAN AWARDS ACCOUNT  

A D R I A N AWA R D S. H S M A I .O R G

70 years of honoring  
the industry’s most 
remarkable marketing.

https://adrianawards.hsmai.org/
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S E C T I O N  0 2

Your Entry Journey

Create Your Account

Register through the Adrian
Awards online entry platform.

01 02 03 04
Select Your Categories

Identify the category, or categories,
that best represent your work.

Build Your Entry

Complete your entry forms, upload
supporting materials, and save your
progress as you work.

Review & Submit

Confirm your information, finalize
your submission, and enter the
Adrian Award

N E E D  A  H A N D ?

Detailed category descriptions, eligibility requirements,
judging criteria, and submission guidance live on the Adrian
Awards website. For questions about the entry process, email
Ellen Wilson at ellen.wilson@hsmai.org.

One Platform for Every Submission

Five things to have in hand before you open the platform.

	❑ Review award categories and channels and select the best fit for  
your campaign(s). 

	❑ Confirm your work meets the eligibility requirements.

	❑ Gather campaign information, performance metrics, and supporting materials.

	❑ Identify collaborators or team members who may contribute to the submission.

	❑ Allow adequate time to review your entry before the deadline.

 EXPLORE AWARD CATEGORIES

A D R I A N AWA R D S. H S M A I .O R G /C O M P E T I T I O N /CAT E G O R I E S

https://adrianawards.hsmai.org/categories/
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	— Hotels and Resorts

	— Destination Marketing Organizations

	— Tourism Boards

	— Cruise Lines

	— Airlines

	— Attractions and Entertainment Venues

	— Travel Agencies and Advisors

	— Hospitality Brands

	— Online Travel Agencies (OTAs)

	— Short-Term Rental Brands

	— Restaurants and Dining Brands

	— Marketing, Advertising, and   
Creative Agencies

	— Public Relations Firms

	— Independent Marketing Professionals

	— In-House Marketing Teams

S E C T I O N  0 3

Eligibility + Entry Requirements

Jan. 1, 2025 - Sept. 15 2026
Entries must represent work completed within this 
period. If a campaign spans multiple years, only the 
work performed during the eligible timeframe should 
be represented.

T H E  E L I G I B I L I T Y  W I N D O W

Can I Submit More Than One Entry?

Organizations are encouraged to submit multiple entries 
when appropriate. Each submission is evaluated inde-
pendently, giving outstanding work multiple opportunities 
to be recognized where it is most relevant. You may:What Work Is Eligible?

Eligible entries include marketing initiatives completed during the competition 
eligibility period. Campaigns may range from a single execution to fully integrat-
ed, multi-channel programs, provided they align with an official Adrian Awards 
category. Eligible work includes, but is not limited to:

Confirm Your Eligibility
We welcome entries from organizations and professionals across the 
hospitality and travel industry, including:

	— Advertising campaigns

	— Public relations initiatives

	— Brand campaigns

	— Content marketing

	— Social media campaigns

	— Email marketing

	— Website and digital experiences

	— Video and creative storytelling

	— Experiential marketing

	— Integrated marketing campaigns

	— Emerging marketing innovations, including AI

 EXPLORE AWARD CATEGORIES

A D R I A N AWA R D S. H S M A I .O R G /C O M P E T I T I O N /CAT E G O R I E S

	— Enter the same campaign into multiple eligible categories.

	— Submit multiple campaigns across different categories.

	— Enter work for multiple brands, clients, destinations, or 
business units through a single account.

https://adrianawards.hsmai.org/categories/
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Entry Fees + Payment

Per Entry

Each submission is evaluated independently, so multiple entries 
are billed individually. Payment is completed securely at the end 
of the submission process.

$330

N E E D  H E L P  W I T H  B I L L I N G ?

	— For questions regarding entry fees, payment, or invoicing, please 
contact Mandie Hart at mandie.hart@hsmai.org or 703-506-2025.

A C C E P T E D  PAY M E N T

	— Credit card
	— Check

One fee.  
Three independent expert reviews.
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The Four Marketing Disciplines

C H A N N E L  S E L E C T I O N

Some campaigns may include elements across multiple channel 
types. Enter the category that best represents the campaign’s primary 
execution. Campaigns that intentionally integrate multiple owned,
earned, and paid channels should be entered in Multi-Channel
categories where available

Marketing delivered through 
channels that are owned or 
controlled by your organization. 
Examples include websites, email 
marketing, mobile apps, blogs, 
social media accounts, loyalty 
program communications, printed 
collateral, and other proprietary 
marketing channels.

Marketing supported through paid
media or sponsored placement.
Examples include paid search, 
digital display, social advertising, 
broadcast advertising, connected 
TV, streaming, print advertising, 
sponsorships, native advertising, 
influencer partnerships with paid 
compensation, and other paid 
promotional channels.

Marketing initiatives that strategi-
cally integrate two or more owned, 
earned, and/or paid channels 
as part of a cohesive campaign. 
Entries should demonstrate how 
the coordinated use of multiple 
channels contributed to achieving 
campaign objectives and measur-
able results.

Marketing exposure gained 
through third-party recognition 
or engagement rather than paid 
placement. Examples include 
media coverage, public relations, 
influencer collaborations without 
paid sponsorship, organic social 
engagement, user-generated 
content, reviews, and word-of-
mouth.

Many Adrian Awards categories are designated by marketing channel to recognize excellence in
specific areas of execution. When entering, select the channel designation that best reflects how the
campaign or asset was delivered to its intended audience.

B R A N D  PA R T N E R S H I P S

Collaborative marketing initiatives between two or more brands,
organizations, or destinations are eligible in the category that best
reflects the campaign’s primary objective or execution. Partnership
campaigns are encouraged and may be entered in campaign, strategy,
or execution categories as appropriate.

D I S C I P L I N E  0 1

Owned
D I S C I P L I N E  0 2

Earned
D I S C I P L I N E  0 3

Paid
D I S C I P L I N E  0 4

Multi-Channel
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2026 Award Categories

Choosing the right category is one of the 
most important decisions you’ll make 
during the submission process. With 
34 categories across four marketing 
disciplines, the Adrian Awards recognizes 
the breadth and diversity of today’s 
hospitality and travel marketing.

Many campaigns naturally qualify for 
more than one category. Entering your 
work in multiple appropriate categories 
allows different aspects of your campaign 
to be evaluated independently, increasing 
opportunities for recognition while 
ensuring each submission highlights the 
strengths most relevant to that category.

Find the right home for your best work.
N E E D  H E L P  C H O O S I N G ?

Detailed category descriptions, eligibility requirements, 
judging criteria, and submission guidance are available 
on the Adrian Awards website to help you identify the 
strongest fit for every entry.

 VIEW FULL CATEGORY DESCRIPTIONS

A D R I A N AWA R D S. H S M A I .O R G /C O M P E T I T I O N /CAT E G O R I E S

The 34 Categories
	— Advocacy Leadership & Community 

Impact, in partnership with Destinations 
International

	— AI Powered Marketing

	— Best Airline Campaign

	— Best Attraction Campaign

	— Best Cruise Campaign

	— Best DMO Campaign

	— Best Hotel or Resort Campaign

	— Best OTA Campaign

	— Best Restaurant/Dining Campaign

	— Best Short Term Rental Campaign

	— Broadcast, Streaming or Audio 

	— Business-to-Business/Trade Campaign 

	— Commercial Strategy Innovation

	— Consumer Brand Campaign 

	— Content Marketing

	— Contest/Sweepstakes 

	— Creator & Influencer Marketing

	— Customer Experience Innovation 

	— Experiential Marketing 

	— Feature Placement Consumer Media 
(magazine or newspaper): Online or Print 

	— Feature Placement Trade Media:  
Online or Print 

	— Marketing Innovation 

	— New Opening/Launch 

	— Personalization & Loyalty Marketing

	— Print Collateral 

	— Relaunch of Existing Property or Product 

	— Reputation Management 

	— Search & Performance Marketing 

	— Social Media Engagement

	— Special Event 

	— Sustainability & Stewardship

	— Technology, Data & Analytics Excellence

	— Video 

	— Website 

https://adrianawards.hsmai.org/categories/
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Submitting Your Entry

I		  Choose the Right Category

Review the award categories to find the best fit for 
your work. Many campaigns are eligible for multiple 
categories, allowing you to showcase different 
aspects of your campaign.

2		 Create an Account or Sign In

Sign in to your existing account or create a new
profile to access the online entry platform.

The Adrian Awards online entry platform makes submitting your work simple.
Save your progress, return anytime, and complete your submission in one
centralized location.

From great work to great
recognition.

5		 Upload Supporting Materials

Add creative assets and supporting documentation
that best demonstrate your campaign’s strategy,
execution, and results.

4		  Save Your Progress

Your work is automatically saved, so you can
return anytime before the deadline to collaborate
with colleagues, gather additional metrics, or
refine your submission.

3		 Start Your Submission

Select your category and complete each
section of your entry, including your campaign
overview, strategy, measurable results, and
required information.

6		  Review, Submit & Pay

Review your entry for accuracy, then confirm your
submission, complete secure online payment, and
receive confirmation that your entry has been
successfully submitted.

Designed Around You
The Adrian Awards platform is designed to simplify the submission process, so you can spend less time
navigating and more time showcasing your best work. From one centralized dashboard you can manage
multiple entries, return to saved submissions anytime, duplicate information when appropriate, upload
supporting materials with ease, and track progress through completion.

 CRE ATE YOUR ACCOUNT

A D R I A N AWA R D S. H S M A I .O R G

https://adrianawards.hsmai.org/
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Prepare Your Submission
The strongest submissions begin with thoughtful preparation. Before starting your entry, gather the 
information, results, and supporting materials that tell your campaign’s story. Being organized upfront 
will make the submission process faster, easier, and more effective.

Every Adrian Awards entry tells a story.  
The strongest submissions clearly connect the 
challenge, goals, strategy, execution, and results — 
supported by relevant evidence.

0 1  C A M PA I G N  O V E R V I E W

Prepare the basic details of your campaign, including:

	— Entry name

	— Organization or client

	— Campaign dates

	— Budget range: Small ($0–$25,000), Medium 
($26,000–$500,000), Large ($501,000 and above)

0 2  G O A L S

Clearly state your marketing goals. What did you strive 
to achieve using this piece or program? Examples:

	— Increase brand awareness

	— Drive bookings or leads

	— Improve engagement

	— Launch a new product or destination

	— Strengthen customer loyalty

0 5  C R E AT I V E  A S S E T S

Select only the materials that best showcase your 
work — ads, websites, social collateral, and similar.  
Accepted formats:

	— Images: PDF, GIF, JPEG/JPG

	— Videos: .mpeg, .mpg, .wmv, .mp4 (recommended)

	— 1920 × 1080)

	— URL links

0 4  R E T U R N  O N  I N V E S T M E N T

How much revenue has the piece or campaign 
generated, and how does this compare to your goal? 
What was the return on investment?

0 3  R E S U LT S

Which of your original goals did you achieve, and 
how? How did you measure effectiveness? Provide 
quantifiable results:

	— Brand awareness

	— Website traffic

	— Engagement

	— Media coverage

	— Leads or bookings

	— Revenue

R E A D Y  T O  B E G I N ?  C O N F I R M  Y O U  H AV E :

	— Campaign overview

	— Return on investment

	— Goals 

	— Creative assets

	— Results & metrics

	— Supporting documentation (if applicable)

0 6  S U P P O R T I N G  D O C U M E N TAT I O N

If applicable, include only materials that strengthen 
your submission, such as:

	— Research

	— Case studies

	— Performance reports

	— Media coverage

 LE ARN ABOUT THE  
EVALUATION PROCESS

A D R I A N AWA R D S. H S M A I .O R G /C O M P E T I T I O N /
W H AT- J U D G E S - LO O K- F O R

https://adrianawards.hsmai.org/competition/what-judges-look-for/
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Tips for Building a Winning Entry
Winning an Adrian Award starts with a clear story. Judges want to understand your challenge, strategy, creative 
execution, and measurable results. The strongest entries are concise, evidence-based, and easy to follow.

Challenge	 Goals 	 Strategy 	 Execution 	 Results

Start with a Strong Story

Begin with the challenge — not the tactics. Explain 
what problem you solved, why it mattered, and how 
your approach addressed it. A clear narrative helps 
judges understand both your creative work and the 
strategy behind it.

Write for the Judge

Make your submission easy to evaluate by clearly 
explaining the challenge, your strategy, why your 
approach stood out, and the measurable impact.

Choose Supporting Assets Carefully

Every image, video, or document should strengthen 
your story — not simply add volume. Include only 
assets that are:

	— Relevant

	— Easy to understand

	— Visually compelling

	— Representative of 
your campaign

Demonstrate Business Impact

Show a direct connection between what you set  
out to achieve and the outcomes you delivered. 
Wherever possible, support your story with  
measurable results:

	— Revenue growth

	— Increased bookings 
or leads

	— Brand awareness

	— Customer  
engagement

	— Website traffic

	— Media coverage

	— Audience growth

	— Return on  
investment

W I N N I N G  C H E C K L I S T

	√ Challenge clearly explained

	√ Objectives are specific

	√ Strategy supports objectives

	√ Business impact is measurable

	√ Creative assets strengthen the story

	√ Submission is clear and concise

 ENTER THE ADRIANS

A D R I A N AWA R D S. H S M A I .O R G

C O M M O N  M I S TA K E S  T O  AV O I D

	× Starting with tactics instead of the challenge

	× Listing activities without explaining strategy

	× Sharing metrics without context

	× Uploading unnecessary supporting files

	× Assuming judges know your brand or market

	× Waiting until the deadline to prepare

https://adrianawards.hsmai.org/
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Judging + Evaluation
Every Adrian Award entry is evaluated through an independent, consistent judging process that recognizes
strategic thinking, creative execution, and measurable business impact.

Independent Expert Review What Judges Evaluate     	 F I V E  E Q U A L LY  W E I G H T E D  A R E A S   •   5 0  P O I N T S  T O TA L

Strategy & Objectives	 10
Are the goals, audience, insights, objectives, and strategic thinking  
clearly articulated and sound.

Creativity & Innovation	 10
Evaluates the originality of the idea, the strength of the creative approach,  
and whether the work brings a fresh or distinctive perspective. 

Execution	 10
Weighs the overall quality, craftsmanship, production value, and effectiveness  
of the submitted materials and Statement of Communication.

Audience Relevance & Effectiveness	 10
Is the content clear, well-crafted, appropriate for the intended audience,  
and likely to resonate with that audience. 

Business Impact & Results	 10
Did the campaign demonstrate meaningful outcomes, including qualitative  
and/or quantitative results, return on investment, or other evidence of success.

T O TA L 		  50

 

C R I T E R I A  	 P O I N T S

industry professionals evaluate  
submissions across hospitality, travel, 
marketing, advertising, communications, 
and public relations.

200

E V E R Y  E N T R Y

	— Receives at least three independent reviews

	— Is evaluated individually using consistent judging criteria

	— Is assessed within its designated budget division

H O W  S C O R I N G  W O R K S

Judges score each entry independently using the 
Adrian Awards evaluation criteria. Entries are 
evaluated against the judging standards — not directly 
against one another — which means multiple entries 
may receive Gold, Silver, or Bronze recognition.
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A W A R D  L E V E L S

Submission
Complete your entry and upload supporting materials

Independent Review
Multiple industry experts evaluate your work.

Category Recognition
Bronze  ·  Silver  ·  Gold

Gold Advancement
Gold-winning entries automatically advance for Platinum consideration.

Platinum Selection
The competition’s most outstanding work is selected.

Best of Show
The highest honor presented to the year’s most exceptional work.

Gold-winning entries automatically advance to Platinum consideration. 
Best of  Show is selected from Platinum recipients.

S E C T I O N  1 1

Award Levels + Judging Journey

Bronze

Silver

Gold

Platinum

Best of Show

 START YOUR SUBMISSION

A D R I A N AWA R D S. H S M A I .O R G

The highest honor is presented at the Adrians 
Celebration on March 4, 2027 at Mandalay Bay, 
Las Vegas

T H E  J U D G I N G  J O U R N E Y

https://adrianawards.hsmai.org/
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2026 Timeline + Final Checklist

July 15, 2026
C O M P E T I T I O N  O P E N S

	— Create your account

	— Explore award 
categories

	— Begin organizing 
campaign materials

Late July – Early 
August
P L A N  &  P R E PA R E

	— Select your categories

	— Gather campaign 
information

	— Collect creative assets

	— Compile performance 
metrics

	— Draft your Statement 
of Communication

Early September
F I N A L  R E V I E W

	— Review any remaining 
entries

	— Verify uploaded files

	— Confirm metrics and 
payment information

	— Complete one final 
quality check

December 2026
W I N N E R S  N O T I F I E D

	— Award recipients 
are informed of their 
results and receive next 
steps for celebrating 
their recognition at 
the Adrian Awards 
Celebration on March 
4, 2027 at Mandalay 
Bay, Las Vegas

August
B U I L D  &  S U B M I T  E A R LY

	— Complete your entry  

	— Upload supporting 
materials  

	— Review objectives  
and results  

	— Finalize with your team  

	— Submit early to avoid 
the last-minute rush 

September 15, 2026
S U B M I S S I O N  D E A D L I N E

	— Submit your entries 
before the deadline

	— Receive confirmation 
that your work has 
officially entered the 
competition

E N T R Y  B A S I C S

	❑ Selected the most 
appropriate category  
(or categories)

	❑ Confirmed eligibility 
requirements

	❑ Completed every 
required field

S TAT E M E N T  O F  
C O M M U N I C AT I O N

	❑ Campaign challenge 
clearly explained

	❑ Goals are specific and 
measurable

	❑ Strategy is easy to follow

	❑ Results connect directly 
to objectives

S U P P O R T I N G  M AT E R I A L S

	❑ Uploaded the strongest 
creative assets

	❑ Included supporting 
metrics and  
documentation

	❑ Verified every uploaded 
file opens correctly

F I N A L  R E V I E W

	❑ Checked spelling, 
grammar, and formatting

	❑ Confirmed organization 
and campaign information

	❑ Verified billing  
information

	❑ Completed payment 
requirements

Final Submission 
Checklist
Before clicking Submit,
take one final pass through
your entry.



T H E  A D R I A N S   •   O F F I C I A L  2 0 2 6  E N T R Y  G U I D E 1 5

S E C T I O N  1 3

Resources + Support

Reserved for 
the Remarkable
Every winning campaign began exactly where you are now, 
with a team that believed their work deserved to be seen.

This is your opportunity to share your story, celebrate your 
achievements, and join a legacy that continues to define 
excellence across the industry. Recognition starts with a 
single submission.

E V E R Y T H I N G  Y O U  N E E D

Our resources are designed to support you throughout the  
Adrian Awards entry process.

Online entry platform
Create an account, save your progress, manage multiple  
entries, upload supporting materials, and submit your work?
A D R I A N AWA R D S. H S M A I .O R G

Award categories
Review category descriptions to identify the best fit for your  
work before beginning your submission?
A D R I A N AWA R D S. H S M A I .O R G /C O M P E T I T I O N /CAT E G O R I E S

Judging & FAQs
Find guidance on eligibility, judging criteria, submission requirements,  
important dates, and other commonly asked questions.
A D R I A N AWA R D S. H S M A I .O R G / FAQ S

Personal support
For additional support regarding the entry process, email Ellen Wilson.
E L L E N .W I LS O N @ H S M A I .O R G

 ENTER THE ADRIAN AWARDS

A D R I A N AWA R D S. H S M A I .O R G

H S M A I
1 6 6 0  I N T E R N AT I O N A L  D R I V E ,  S U I T E  6 0 0

M C L E A N ,  VA  2 2 1 0 2
7 0 3 - 5 0 6 - 3 2 8 0

T H E  A D R I A N S  C E L E B R AT I O N
M A R C H  4 ,  2 0 2 7
M A N D A L AY  B AY,  L A S  V E G A S

https://adrianawards.hsmai.org/
https://adrianawards.hsmai.org/categories/
http://AdrianAwards.Hsmai.org/Competition/Categories 
 https://adrianawards.hsmai.org/faqs/
http://adrianawards.hsmai.org/faqs
https://adrianawards.hsmai.org/competition/what-judges-look-for/
https://adrianawards.hsmai.org/
 https://adrianawards.hsmai.org/faqs/
https://adrianawards.hsmai.org/categories/
https://adrianawards.hsmai.org/

