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What these awards celebrate 
Nothing Without Us Awards celebrate campaigns that move beyond surface-level representation to show disabled people and disabled creativity in full. We recognise work that is creatively outstanding, commercially effective, and consciously inclusive in how it is made and how it shows up in the world.
This is not a purpose contest. It is a standard for the industry. The best entries prove that inclusion improves the work: sharper insight, stronger craft, better results.
What we champion
· Portrayal with depth and agency. Disabled people are written and cast as full humans, not symbols or plot devices.
· Practice that shares power. Disabled leaders and creators shape decisions in strategy, creative, production, and post.
· Accessibility by design. Accessibility is built in from the concept stage and treated as a creative enabler.
· Impact with evidence. Outcomes are clear and credible across brand, culture, and community.
Who this is for
Brand marketers, agencies, production partners, and platforms entering commercial brand work. Charity ads and PSAs are not in scope; brand–charity collaborations are eligible when the brand is the primary entrant.
1) Key Details
1) Entrant details
· Campaign title
· Brand
· Agency / partner(s)
· Lead contact (name & email)
2) Eligibility & scope
· First launch date(s): (must be Jan 2024 – Oct 2025)
· Markets where the work ran
· Channels used (leave the correct answer): ☐ Print ☐ Broadcast ☐ Digital/Online ☐ OOH/DOOH ☐ Experiential ☐ Integrated
· Media budget band (leave the correct answer): ☐ Under £250k ☐ £250k–£1m ☐ £1m–£5m ☐ Over £5m
· Principal flight dates & main channels (one line)

2) Authenticity, representation & accessibility 
· 2.1 Decision-making & lived experience - behind the camera contributors (≤150 words):
Which disabled contributors behind the camera held decision rights or materially influenced the work (e.g., strategy, creative direction, production, edit, media)? What was their role, and what did they change or decide?
Why we ask: Authentic work depends on who had power off-screen. This shows whether lived experience shaped key decisions. 
Consent note: Only name disabled contributors if they have explicitly consented to be named here or have already chosen to be publicly identified. Self-ID is voluntary. Do not disclose sensitive information without consent. If consent isn’t in place, describe the role and impact without naming the person.
· 2.2 Wider campaign accessibility (≤50–70 words):
Beyond the case asset, was accessibility considered in the broader campaign (e.g., media, site/landing pages, activations, retail/product)?
3) Outcomes & evidence (≤200 words)
· 3.1 What changed for the brand and for people? Summarise commercial results and cultural/community outcomes, and briefly state how you measured them (methods or partners).
4) Submission materials 
· Case film (≤3 min) or the main video asset, with captions and audio description
· Transcript of the submitted video
· Up to 3 key stills with alt text
· Links to full assets (as relevant)
5) Attestation
I confirm, on behalf of the entrant, that:
· The work publicly ran Jan 2024 – June 2025.
· Paid media was placed (budget band in Section 2 is accurate).
· All claims in this entry are true and accurate.
· Fair pay: Disabled cast, crew and contributors were paid the same rates as non-disabled staff in equivalent roles, and not less than applicable industry/union or local minimum rates.
· We hold rights to all submitted materials.
·  If shortlisted/winner, we consent to materials being shown by the organisers.

6) GDPR & privacy 
The organiser (The Valuable 500 Foundation) will process the personal data you provide (e.g., contact name and email, plus any credits you include) for the purposes of administering and judging the Awards and, if shortlisted/winning, for related publicity.
Do not include special category data (e.g., health/disability information) about any person unless that person has explicitly consented and/or has already made that information publicly available and consents to its inclusion here.
You can request access, correction, or deletion of your personal data by contacting the organiser; full privacy policy and lawful bases are available on the Awards site.
Data may be shared with jury members and necessary service providers under appropriate safeguards and retained only as long as needed for Awards administration and archival record.
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