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SKY ZERO FOOTPRINT FUND

g

The ‘Sky Zero Footprint Fund’ is a £2 million

advertising fund designed to help brands accelerate

and amplify initiatives that drive positive ¥
behavioural change and create tangible impact
towards creating @ more sustainable future. -

Sky believes it has a role to play in helping ta
the climate crisis and has established this |n|t|at|ve
as part of our journey to a low carbon Worlgi. :

Over the last 18 years, Sky has been comm
reducing its impact on the environment &
using its knowledge and passion to insp

to do the same. The Sky Zero Footprlht
calls for entries from media agencies, crea
agenoes and brands that are superchargln
|n|t|atrves to drive change for the better th
the power of TV and advertising. ;

This year the £2m media value prize pot is spr ad g

aCross : separate categories - Disruptors; small
busmesses Catalysts; charities, Champions; Iarger
more established brands. It will be split as follows:
3x £200k - Disruptor winners. 2x £200k - Catalyst
inners and 1x £500k Champion winner. There's
nan opportumty to win a further £500kin

fTV to rnspire behawoural change for a
inable future

L Demonstrated the impact that their idea WI||
have on the UK S path to net zero carbon

i Creat|vely brought to I|fe thelr idea through
a 30" TVEEE :

howcased how they have adopted more
stalnable practlces in the TVC production
rocess

e / assistance to be mode available via AdGreen

Even in the context of
a cost of living crisis,
sustainability needs to
stay at the top of the
agenda. This year, we're
keen to see brands that
are helping the planet
and peoples’ pockets.




You’ll need to identify which
category to enter your brand
into. Pick one of the following
categories to enter that fits
your brand.

Disruptors (SMEs/Scale-Ups)

From the ‘Disruptor’ brands, we're looking for

products or services that would be a simple swap for
consumers. Often sustainability can be perceived as
expensive or hard work so how is your proposition cost
effective and how easy is it for consumers to access
and use?

Disruptor brands also have the potential to really
shake up a category. We would love to hear how

what you're selling is different or better than the
traditional options within the category. And does your
proposition have the potential to influence the whole
category to evolve the products and services they
offer consumers to reduce their carbon footprint on
the planet?

Catalysts (Charities)

From the ‘Catalyst’ brands, we're looking for campaigns
that will genuinely drive behaviour change to reduce
people’s carbon footprint. Whether this is a small
nudge or a big shift, how will your campaign cut
through with consumers, motivate them to act and
sustain their new behaviour in the long term?

Champions (Big businesses)

From the ‘Champions’ we believe there is a huge
opportunity to make a difference through the scale
and depth of customer relationships you hold.
We're looking for big businesses that are making
big changes to improve their carbon impact and are
offering consumers more sustainable products or
services. Beyond people just buying from you, how
will your campaign help change behaviour more
widely amongst your customer base to reduce your
collective carbon footprint?




TIMING & PROCESS

Judging is conducted in 3 stages.

Stage 1: Takes place online via the website entry portal. All
entry materials should therefore be submitted within the
portal. No printed material or physical support material
will be accepted at this stage. There is an option to supply
supporting documents digitally (as a pdf/word doc) or link
to avideo in the entry portal.

Stage 2: 18 brands will be carefully selected from all entries
and will move forward to a live Dragon’s Den style pitch
with the judges. The shortlist of 18 will be drawn from online
scores and announced to the public at the beginning of
June. At that time, entrants will be notified by email of

the results and provided with information for the second
stage, which will include a live pitch to the judges. From the
live pitching process the 6 most creative and impactful
ideas will go on to win the media media value prizes split
between: 3x £200k SME Businesses, scale ups and start-
ups winners. 2x £200k charity winners. 1x £500k big
business winner. There’s then an opportunity win a further
£500k in media value.

Stage 3 (Final): Once the final 6 winners have been
selected and announced, those businesses will proceed to
stage 3 of the judging process where they will be required
to produce the advert. In this final stage, the judges will
select the advert with the best and strongest execution to
double the prize fund in media value for its campaign. The
winner will be selected and announced in October.

KEY DATES

5th May* - Stage 1: Entries Close

For this initial entry, applicants are required tofill in all
compulsory fields in the entry form on the website to
demonstrate how the organisation’s idea will accelerate
behaviour from a sustainability standpoint (this could be by
reducing their carbon footprint or encouraging their customers
to make sustainable changes in their everyday lives).

19th May* - The Top 18 Announced

Once selected, applicants will be notified via email,
announced and given an overview of requirements for stage
2 of the judging process.

Please note: The Top 18 entries will be given approx. 2-3 weeks to
prepare for stage 2 so should be prepared for a quick turnaround
if shortlisted.

w/c 2nd & 9th June* - Stage 2: Dragon’s Den Pitch

18 shortlisted brands will be selected to move forward to a
live in-person pitch with the judges. This will entail a 10-15
minute pitch presentation at the beginning of August to bring
the initial idea (from stage 1) to life with more detail around
creative delivery and execution plan.

July/August* - Winning 6 Announced

The judges will select 6 of the most creative and impactful
ideas from the 18 shortlisted pitch presentations, that will

go on to share the £2 million media prize pot. Each brand in
the top 6 will be required, at this stage, to produce an advert
and is guaranteed the media value prize within their business
category.

October - Stage 3: Grand Prix Event

The final 6 winners will be invited to attend a special event
with the judges to unveil their fully-produced TV advert. On
that day, the judges will decide and reveal who the 5 runners
up are and who is the grand prix winner of the £1 million media
value prize money.

The winners’ adverts will be revealed and launched following
a public announcement. The Sky Media team will help the 6
winners plan and launch their TV campaigns using the media
value prize money.

*All dates are approximate and subject to change

World Environment Wocid ceans Dy
World Earth Day e Internal B™ June
22 April Entry Day v i
E Closes 5t June Judging : The Top brands
| stop Food Waste Day ! Process i pitchin a live
= i 30 April ! Dragens’ Den
Open & i I on site with
! U ! Judging panel
MARCH APRIL MAY JUNE
W/C10™ March WIC 5t may wic2™ & 9% June
The winners Plastic Free July
are announced
andset off to Al s
Clean Air Day make the advert.
7% September
SEPTEMBER AUGUST JULY
Grand Prix
Drum beat winner selected Launch Finalists”
and anncunced
SLERSEERE at the Footprint ke Wi
inmers
Sept- November Fund Showcase Start planning a campaign
Event it the media value
OCTOBER 2026

wic20% October



ENTRY CRITERIA & INFORMATION FOR STAGE 1

Your written entry, submitted onling, is the basis on which
you will be judged and shortlisted in stage 1. Entries should
show how you meet all of the criteria (see page 10) and
entries should adhere to the following format and include
all necessary fields:

Execution: (max 200 words) Questions to consider
when answering this section:

» How are you planning to bring your idea to life?
¢ How would you maximise the impact of winning

First Name
Last Name

Email Address
(so we can contact you should you be shortlisted)

Phone Number
(so we can contact you should you be shortlisted)

Client/Brand

Brand Category (Disruptors, Catalysts, Champions)
Submitting Company/Agency

Have you entered the Sky Zero Footprint Fund before?

Elevator Pitch: (max 250 words) Describe your elevator
pitch as plain text within the online entry form. Please
note that we have the right to publish your ‘elevator
pitch’ piece in full should you be shortlisted.

Business Background: (max 200 words) Questions to
consider when answering this section:

* Describe your business and where you are on
the journey to a low carbon world. How have you
built or evolved your business to create more
sustainable outcomes?

» What barriers exist?

» Where is the opportunity for you to make the
biggest impact on a more sustainable future?

Idea: (max 200 words) Questions to consider when
answering this section:

» How will you use your business and brand voice to
create sustainable change?

* What insight has led you to this idea?

“I would advise every
entrant to not forget the
rules of great advertising...
the judges are looking
for great business ideas
expressedindistinctiveand /g
memorable advertising.”

AR
Stephen Wdpdford
Chief Executive, Advertising Assogjati

the main prize? Are you planning to commit to this
idea with a wider campaign beyond the Footprint
Fund?

» Canyou demonstrate how your execution is
compelling, unique or inspiring?

Results: (max 200 words) Questions to consider when
answering this section:

» What impact will your campaign have on the UK's
path to a low carbon world?

» What results or behavioural change do you hope
to achieve by executing this idea?

» What KPIs/metrics will you be using to measure
your success?

e If successful, will you continue to commit to
supporting your sustainability campaign as part
of your marketing plan?

IMAGES / SUPPORTING DOCUMENTATION (Optional)

Should you wish to accompany your entry with

any additional resource (imagery, mood boards,
storyboards, etc.), there is an option to add supporting
documentation (max file size of 5SMB per attachment
and is limited to 5 documents).

SUPPORTING VIDEO (Optional)

The use of video is permitted as supporting material
to your written submission. Video should be hosted on
YouTube or Vimeo and supplied as a URL as a live link
within the entry system.

Please provide any passwords required by judges to
access the video. The link should remain available until
31 December 2025.




WHAT DOES GOOD LOOK LIKE FOR
THE FINAL 6?

How will you use the winning prize fund to have a
tangible impact on a more sustainable future?

The winning brands will have successfully demonstrated
their commitment to a a low carbon future - whether this
means showcasing how their business operates (or has
adapted to operate) in a more sustainable way for the
customer; how their products or services are built to help
customers reduce their carbon footprint, or how they are
inspiring and normalising positive behavioural change
amongst their customers to protect the environment.

The winning TV creatives will be seen to inspire change,
normalise newer, more sustainable behaviours and
challenge conventional thinking.

The key components mentioned above will be brought to
life in the winning ad creative.

The judges will be looking for evidence of:

How has this brand built or evolved its business to
create more sustainable outcomes?

What is this business doing (in comms) to create
positive, more sustainable, behavioural change
amongst consumers?

How will this idea create a genuine impact towards
protecting the environment?

If you make it to the top 6, the judges with be scoring your
live pitch on three key areas (each will be scored out of 5):

THE STORY & CREATIVE
Will the brand’s story and creative idea capture the
imagination of the nation?

THE IMPACT
Will the idea inspire real, tangible change?

SUSTAINABILITY CREDENTIALS

Are the business’ sustainability credentials sound
and will the brand adopt sustainable practices in
the TVC production process?




Entries may ecome directly from advertisersor
businesses, creative agencies, media agenci

PR agencies or from other sources, bu

entry (even at stage 1) must be backed by senior

personnel from the primary business in question.

A mandatory requirementis that the Final 6 will
produce a 30” TV creative to run across the Sky
Media channel network. This must be:

» Cleared for UK broadcast (Clearcast
approved)

» Ready to be aired from 8th December 2025
(ad delivered to transmission site).

The cost of producing this TV creative is to be

covered by the entering business or its respective

agencies.

Aside from the judges’ criteria, Sky reserves
the right to reject or omit entries based up its
Responsible Business Strategy. For more details

IP: Sky reserves the right to utilise winning entries’
details in supporting commes.

The Prize:

® |nline with the judges final decision, there will be
3x £200k SME Businesses, scale ups and start-up

winners. 2x £200k charity winners. 1x £500k big

business winner. There's then an opportunity to

double the prize by winning the grand prix.

Further Details:

® Dates of entry and deadline as published. Sky
reserves the right to amend the dates as required.

® The full Terms and Conditions will be available
before entries open.

® Sky Airtime and Digital Terms and Conditions can be

found

Embrace this opportunity to develop advertising
that has a genuine purpose and creates an
outcome for good.

Engage with Sky Media to sound out your line of
thought and seek guidance on your approach.

Utilise this initiative as a platform to learn more
about improving the sustainability of your TV
production processes.

Consider how your brand/service and
communication plan can be helpful to both the
planet and consumers’ pockets in the context of
a cost of living crisis.

Be authentic. Acknowledge where your business/
sector might have sustainability shortcomings and
where you are on the journey to self correction -
this process is about progress not perfection.

View this as a commercially focussed initiative
where the award will go to the highest spending
client.

See this as an opportunity to ‘greenwash’ or paper
over obvious cracks or deficiencies within your

Kbusiness’ sustainability strategies.

=



https://www.skygroup.sky/bigger-picture/better-business 
https://www.skymedia.co.uk/skyzerofootprintfund-criteria/
https://www.skymedia.co.uk/terms-and-conditions/

PREVIOUS WINNERS
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Grub Club wins £Imin airtime
from Sky Zero Footprint Fund

by Charlotte Rawlings ‘ December 08, 2023 ‘ The Information

Grub Club: fun and bold creative'in the judges’ view

Grub Club wins £Im media
investment from Sky's
sustainability ad fund

1 the top prize from Sky's Zero
ts third year.

Grub CIUB snaps up £1lm Sky Media Zefo Footprint Fund
prize
o R 8 oo 53, St

.
sky media o
o i Graret = v
b Anncunced as £1m Grand Prix Winner of the 2023 Sky Zero Footprint
First please provide your contact
details below,
e




PREVIOUS WINNERS

SERIOUS
TISSUES.

‘ Help fight
| @% climate change
¥ SERIOUs  from the

TISSUES toilet seat.

' i e cams ocado

e

Charlotte Rawlings | Added 36 minutes ago 11 Sky Retweeted

Sky Group € @SkyGroup - Aug 18
Howlong? | 23 minue: SKY  Congratulations to the 5 winners of our second #5

Serious Tissues wins i i e e s oy y
- - - Featuring news from The Coca-Cola Company, ITV, Microsoft and Sky
£1min air-time from Sky Zero
.
Footprint Fund

Other finalists - Ecosia, Homethings, Royal Mail and Wuka - each received £250,000.

o Footprint Fund

@wear

Coca-Cola launches We're proud to be helping brands who are paving the way to 8 sustainable
future
film series on

Amazon Prime

@ Gov't delays junk

B i
o

®
‘% SERIOUS
TISSUES

Find out more below [

Microsoft and Activision Eco toilet roll brand

e T Blizzard merger could wins SIq! £Im ad
o el be blocked prize
€ ‘skygroup.sky
P Winners of this year’s £2million Sky Zero Footprint Fund revealed
Q1 12 29 o
- Nk ® comment 1) Repost of send k4 b4 =
,000 in media value
Sky has awarded Serious Tissues £1m in air time as the Grand Prix wirmer of ts Sky Zero MARKETING | BEAT
Footprint Fund competition.
- . JU
The £2m advertising initiative, which aims to support and inspire brands to become net zero,
made the decision at an event yesterday (7 December) ot the Curzon Soho in London.
Serious Tissues, which produces 100% recycled toilet roll, was up against four other finali:
Ecosiz, Homethings, Royal Mail and Wuka. e
o v imam
The finalises had already racsived £250,000 as part of the scheme with Serious Tissuss recsiving
- Tweet
Campaign & omaa -
@Campaignmag, ; 4 i 5
Serious Tissues ad wins Sky’s £1m Zero Footprint Fund

.@SeriousTissues wins £1m in air-time from ]

@SkyZeroOfficial Footprint Fund @SkyUK

LATEET FRATURE

N

campaignliva.co.uk
Serious Tissues wins £1m in air-time from Sky Zero Footprint
Fund
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PREVIOUS WINNERS

AMPONS

6 SUPER
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HEREWEFLO0.CO Cocado

al 02-UK 08:55 @ 93% @)

< B w &8 -

ut/Buy MarketingWeek

Insight Reports Jobs Knowledge Bank Festival

How period care disruptor o s
Here We Flo created April's
most effective TV ad Q

With its humorous take on period dramas, the TV debut of up- This month we've teamed up with @mypura
and-coming period care brand Here We Flo ranks highly on both fe\.t:fnngr:gt: lthe mostalatabiesanicls for
distinctiveness and disruption — despite receiving its share of g )

Complaints. Use the code TRY10 for 10% off sustainable
baby care with Pura! &)

Here We Flo

@hereweflo

Py
@‘ By Michaela Jefferson | 14 Jun 2022 Share this article % f in buff.ly/3bQIMEQ

~»
Share 5 THINGS YOU DIDN'T EXPECT

ABOUT BECOMING A PARENT
pura X Jlereltle o

* Here We Flo - #NoMorePeriodDrama Sky TV Commercial

10
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FOOTPRINT FUND

W: skymedia.co.uk/skyzerofootprintfund
E: skymedia@sky.uk
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http://skymedia.co.uk/skyzerofootprintfund/ 
mailto:skymedia%40sky.uk?subject=
https://twitter.com/skymediauk
https://www.linkedin.com/company/sky-media-uk/


