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Request for Proposal (RFP): Strategic Communications Partner for

the Wellcome Global Monitor

1. Executive Summary

Wellcome is seeking to commission and collaborate with a strategic communications partner
to lead the development and delivery of a high-impact, insights-led communications strategy
for the Wellcome Global Monitor (WGM) — one of Wellcome’s most high-profile initiatives.

Purpose

We are looking for a partner who can provide senior-level strategic counsel, a global
perspective, and creative leadership to elevate the WGM'’s visibility and impact. This
includes shaping the overarching communications strategy, guiding narrative development,
advising on reputational opportunities and risks, planning and delivering campaigns, and
ensuring the initiative reaches and resonates with key global audiences — particularly
researchers, policymakers, and global health stakeholders.

Scope

This RFP covers the communications and engagement strategy for Wave 1 (2026—2028),
with the potential to extend the contract to cover two additional waves through to 2032,
subject to successful delivery. The selected agency will be expected to provide strategic
oversight, develop and execute an integrated communications strategy, design and deliver
high-profile events, and ensure all communications are inclusive and culturally sensitive.

Strategic Objectives

The WGM is a flagship initiative to understand how trust in science is earned, challenged,
and sustained — and how it varies across cultural, political, and social contexts. It enables
us, and the wider scientific community, to listen to the public and to respond in meaningful
ways.

The WGM aims to:

e llluminate how science is experienced by the public — surfacing insights into
trust, benefit, fairness, and inclusion across diverse cultural and political contexts.

e Equip leaders to anticipate and respond to shifts in public trust and confidence
in science — enabling more agile, evidence-informed engagement strategies.

e Strengthen the credibility of science communication — by identifying what
makes information trustworthy and how it is received in real-world settings.
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e Provide arobust evidence base of the public’s values and expectations around
science and health — to support more accountable and inclusive systems and
guide national and global policies.

The WGM should demonstrate how Wellcome is a trustworthy, evidence-led, and values-
driven organisation and help facilitate meaningful dialogue and thought leadership between
researchers, policymakers, and the public on the topic of trust in science.

Timeline
Indicative project timeline:
e Dec 2025 - Feb 2026: Supplier onboarding, strategic planning, and audience

refinement

e Mar — Sept 2026: Narrative development, content planning, and pre-launch
stakeholder engagement

e Oct 2026: Launch of Wave 1 quantitative report and core communications campaign

e Nov 2026 — Mar 2027: Post-launch engagement, evaluation, and planning for
gualitative phase

e Apr—Dec 2027: Qualitative research fieldwork and development of qualitative
comms outputs

e Oct 2027: Launch of qualitative insights and supporting communications

e Nov 2027 — Mar 2028: Sustained engagement, content repurposing, and campaign
wrap-up

Dates are indicative and may be subject to change based on project needs and research
timelines.

Budget
Wellcome has allocated a total budget of £700,000 (exclusive of VAT) for the delivery of this

work from 2026 to 2028. This budget is intended to cover all aspects of the communications
and engagement, including both supplier fees and the direct costs of activities.

2. RFP Background & Objectives

About Wellcome

Our Mission

Wellcome is a global charitable foundation established in 1936. We support science to solve
the urgent health challenges facing everyone. This is our mission: it's what we do. With a
£37.6 billion investment portfolio, we give researchers the time and resources they need to
make breakthroughs. We also work with policy makers and form partnerships with other
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organisations to ensure everyone, everywhere benefits from advances in health
science. Between 2022 and 2032, we plan to spend £16 billion on our mission.

Our vision is a healthier future for everyone. This can only be achieved in a world where
everyone’s experience of health matters. We are accountable to society for delivering our
mission and have a role to play in making health outcomes more equitable within and
between countries.

We support discovery research into life, health and wellbeing, and we’re taking on three
worldwide health challenges: mental health, infectious disease and climate and health. Find
out more about Wellcome and our work at: wellcome.org

Beliefs and Values

Wellcome’s beliefs and values underpin all our work and are instrumental in the future
development of all that we do and how we do it.

Ouir five core beliefs are:

o We believe in the power of science to create knowledge that builds a healthier future
for everyone.

e We believe science has its greatest benefits through collaborative action across
society.

o We believe diversity of people and expertise leads to richer understanding and
more impactful discoveries.

o« We believe everyone’s experience of health matters, and everyone should be able to
benefit from science.

o We believe it’s our duty to take on risks and tough challenges — especially when
others aren't.

Our values are:

e Brave: we stand by our beliefs and push boundaries

o Transformative: we always strive to make a significant difference

¢ Inclusive: we respect all people and perspectives

e Thoughtful: we consider the consequences of our actions and our impact on others.

About the Wellcome Global Monitor

The Wellcome Global Monitor is the world’s largest global survey of public perceptions of
science and health. Previous waves were published in 2018 and 2020 (two reports), with the
guantitative survey conducted in over 140 countries (113 in 2020 due to the COVID-19
pandemic). These reports provided Wellcome and the wider scientific and policy community
with unique, globally comparative data on public trust in science.

Following a strategic review, the WGM has evolved to have an emphasis on understanding
how trust in science is built, challenged, and sustained. For the first time, it will combine
guantitative longitudinal data with qualitative insights from 10-12 countries, offering a richer,
more human-centred understanding of global attitudes toward science and health.

Page 3


https://wellcome.org/
https://wellcome.org/reports/wellcome-global-monitor/2018
https://wellcome.org/reports/wellcome-global-monitor-covid-19/2020
https://wellcome.org/reports/wellcome-global-monitor-mental-health/2020

W

wellcome

The WGM will now operate on a two-year publishing cycle, alternating between:

e Quantitative data reporting (Wave 1 in 2026)
e Qualitative insights reporting (Wave 1 in 2027)

The first wave of quantitative data will be collected in 2025 through Gallup’s World Poll, with
publication planned for October 2026. The qualitative report will follow in 2027.

The Role of the Wellcome Global Monitor within Public Initiatives
The WGM is one of three flagship branded programmes within the Public Initiatives team:

e The Wellcome Global Monitor provides a global evidence base on how science and
health are perceived. By combining large-scale quantitative data with qualitative
insight, it helps Wellcome — and the wider scientific and policy community —
understand how science is perceived, where trust is strong or fragile, and how to
engage more effectively.

e The Wellcome Photography Prize uses powerful imagery to explore how science
and health are experienced — from deeply human moments to the marvels of
biomedical imaging. By showcasing diverse global perspectives, it builds public
connection and trust through visual storytelling that makes science more relatable,
resonant, and relevant.

e When Science Finds a Way our podcast which brings science to life through
human-centred storytelling that reveals how health challenges are understood and
experienced. Combining scientific rigour with diverse perspectives, the podcast
showcases what trustworthy science looks like in practice — making it accessible,
relatable, and relevant to people’s lives.

Together, these initiatives form a cohesive strategy to listen to the public, demonstrate
trustworthiness, and amplify the role of science in improving health for everyone.

Scope of this RFP

This RFP covers the communications and engagement strategy for Wave 1 (2026—2028),
with the potential to extend the contract to cover two additional waves through to 2032,
subject to successful delivery.

The selected agency will be expected to:

e Provide strategic communications oversight and senior-level strategic counsel
throughout the project lifecycle

o Develop and execute a multi-channel, integrated communications strategy

e Design and deliver high-profile events/event series to support key campaign
moments

e Lead a detailed pre-launch planning phase
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Ensure all communications are inclusive, culturally sensitive, and aligned with
Wellcome’s values

This is a unigue opportunity to shape the global conversation around public trust in science.

3. Primary Audiences

The Wellcome Global Monitor is designed to inform and influence those shaping the future of
science, health, and society. To achieve this, we must engage audiences who not only
consume insights but act on them — shaping policy, guiding research agendas, and
influencing public discourse.

We are seeking a strategic partner who can help us refine and prioritise these audiences,
ensuring our communications are insight-led, targeted, and globally relevant. This includes
developing tailored messaging and engagement strategies that reflect the values,
motivations, and information needs of our key segments — and identifying the most effective
channels and moments to reach them.

Initial Audience Priorities

While we expect to refine our audience strategy in collaboration with the selected agency,
our current priorities include:

Global and regional policy influencers in science, health, and development —
including senior figures in multilateral institutions (e.g. WHO, UNDP, World Bank),
national ministries of health and science, philanthropic foundations, and global
NGOs. These are decision-makers who can translate insights into policy and funding
priorities.

Cross-disciplinary researchers and thought leaders — particularly those working
at the intersection of science, society, and health equity. This includes public health
professionals, social scientists, data scientists, and those with lived experience who
are shaping inclusive research agendas.

Science and health communicators — including journalists, editors, and digital
influencers who shape public narratives and trust in science.

Emerging leaders and advocates — especially in the Global South — who are
building influence and credibility in their fields and can act as amplifiers and
conveners within their communities.

Wellcome’s Audience Segments

Recent segmentation research at Wellcome has identified three groups as particularly
relevant for the WGM:
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Collaborative Changemakers — Purpose-driven individuals who champion equity,
inclusion, and interdisciplinary collaboration. They are natural conveners who believe
in the power of community-led change and are deeply committed to translating
evidence into action. Their strong relevance to the WGM stems from their desire to
use data and insights to influence policy, improve research cultures, and drive
systemic reform — especially in underrepresented communities.

Ambitious Individualists — Influential professionals who are building their profile
and impact. They are intellectually curious, strategically career-driven, and motivated
by the opportunity to lead change and shape discourse. Their relevance to the WGM
lies in their appetite for credible, globally relevant insights that can enhance their
influence, support evidence-based advocacy, and elevate their visibility within
scientific and policy networks.

Aspirational Optimists — Optimistic and impact-oriented individuals who believe in
the potential of science to improve lives. They are motivated by societal progress,
personal growth, and mentoring others. Their relevance to the WGM comes from
their enthusiasm for inclusive, globally resonant narratives and their interest in using
insights to inspire action, foster collaboration, and build a more equitable future for
science and health.

The Role of the Strategic Communications Partner

We are seeking a strategic communications partner with deep expertise in audience and
communications strategy that will:

Lead the development of a robust audience strategy, building on Wellcome’s existing
segmentation work and incorporating demographic and media consumption insights
— including preferred platforms, content formats, and trusted sources of information.
Define and prioritise target audiences across global, regional, and national levels —
identifying those with the greatest potential to influence, amplify, or act on the WGM’s
insights.
Explore and integrate multiple influence pathways beyond media — including peer
networks, institutional affiliations, community dynamics, convening spaces, and
educational ecosystems. This includes understanding how different audiences are
shaped by:

o Professional and academic networks

o Institutional and organisational affiliations

o Community and cultural leaders

o High-level events and convenings

o Training and educational platforms
Design tailored engagement approaches for each audience group, ensuring
communications are relevant, resonant, and culturally attuned.
Advise on message testing and refinement, ensuring that narratives are evidence-
led, emotionally intelligent, and aligned with Wellcome’s values.
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We are looking for a partner who can bring strategic clarity, creativity, and a global perspective
— and who can help position the Wellcome Global Monitor as a trusted, influential voice in the
global conversation on science and health.

Geographic Scope and Audience Focus

While the Wellcome Global Monitor is a global initiative, our primary geographic focus for the
communications and engagement of wave 1 is on Europe, the UK, and the US — regions
where there is already significant interest in public attitudes toward science and health.

In addition, the first wave of qualitative research will be conducted in 10-12 countries (to be
confirmed). The selected agency will be expected to work closely with Wellcome to:

e Adapt and refine audience strategies based on emerging insights from these
gualitative studies

e Tailor messaging and engagement approaches to reflect the cultural and
contextual nuances surfaced through the research

e Support regional amplification of findings where relevant, particularly in countries
included in the qualitative phase

This approach ensures that the WGM’s communications are both globally resonant and
locally relevant.

4. RFP Specification

This section sets out the specification of services for this RFP exercise. Suppliers should use
this section to fully understand Wellcome’s requirements and to inform their response.

We are looking for a partner who can provide senior-level strategic counsel, global
perspective, and creative leadership to elevate the WGM’s visibility, influence, and impact.

The selected agency will act as a lead strategic advisor and delivery partner, working closely
with Wellcome to ensure the initiative’s communications are aligned with our mission,
resonate with our audiences, and deliver measurable outcomes. This includes shaping the
narrative, managing reputational risk, engaging global stakeholders, and delivering
compelling content and campaigns across multiple channels.

Strategic Leadership and Direction

e Strategic Oversight — Provide senior-level strategic direction across all
communications and engagement activities. Serve as a trusted advisor, ensuring the
work is grounded in insight, aligned with our values, and responsive to evolving
opportunities and risks.
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e Audience Strategy and Positioning — Lead the refinement and development of a
robust audience strategy, incorporating demographic and media consumption
insights. Define and prioritise target audiences and develop audience journeys that
inform content, channel, and engagement strategies.

e Thought Leadership Positioning — Help position Wellcome as a global thought
leader in science and public trust, using the WGM as a platform to shape discourse

e Campaign Planning — Design and deliver a strategically phased, multi-channel
campaign that prioritises high-impact, cost-effective tactics and leverages
Wellcome’s in-house capabilities, that includes:

o Pre-launch (2026): Audience refinement and mapping, stakeholder
engagement, and message testing.

o Report launches (2026 - 2027): Anchored by flagship events, coordinated
media activity, and targeted content roll-out.

o Sustain (early 2028): Ongoing content, earned media, and stakeholder
follow-up.

Programme Management and Coordination

e Lead Agency Role — Serve as the central coordinating agency, responsible for
overseeing all aspects of strategy development and implementation. Ensure
seamless collaboration across Wellcome’s internal teams and external partners,
including our research partner, digital marketing agency, and in-house creative,
digital, stakeholder communications, and media teams.

e Senior Project Management — Assign a senior project manager to oversee delivery,
timelines, and quality assurance, ensuring accountability and proactive issue
resolution.

Messaging, Content, and Creative Strategy

e Audience Journeys — Map key audience journeys to inform content sequencing,
channel selection, and engagement tactics across the campaign lifecycle.

e Narrative Development — Lead the creation of a compelling narrative and
messaging framework that communicates the value and relevance of the WGM to
global audiences.

e Content Strategy — Develop a long-term content strategy that supports sustained
engagement, integrates with Wellcome’s broader initiatives, and leverages
storytelling to bring data to life.

e Content Leadership — Lead the ideation, planning, and development of content
across formats (e.g. articles, videos, infographics, event materials, social media
posts). The supplier will be responsible for writing all copy and briefing all visual and
creative assets, with sign-off from Wellcome’s Public Initiatives team. Visual
production will be delivered by Wellcome’s in-house creative team, in close

collaboration to ensure brand alignment and visual excellence.
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o Data Visualisation — Develop the overall strategic approach to data visualisation for
the WGM. In collaboration with the Public Initiatives team and our research partner,
the supplier will identify key insights to visualise and determine the most effective
formats and styles for different platforms (e.g. the WGM website, social media
platforms, presentations). The supplier will be responsible for:

o Writing all accompanying copy
o Briefing all visual assets, and
o Ensuring alignment with the overarching narrative and audience strategy.

We encourage proposals that make creative use of modular content formats (e.qg.
short-form video, infographics, social media toolkits) that can be adapted across
platforms and reused throughout the campaign.

All visual briefs will require sign-off from the Public Initiatives team. Final production
of visual assets will be carried out by Wellcome’s internal creative team.

Channel and Media Strategy

e Integrated Channel Planning — Design and deliver a multichannel communications
strategy that integrates owned, earned, and paid media. Ensure consistency and
effectiveness across platforms.

e Media Partnerships and Earned Media — Identify and cultivate media partnerships.
Secure earned media opportunities that amplify the WGM'’s findings and position
Wellcome as a global thought leader.

e Media Planning — Brief and advise on targeted paid media campaigns (in
collaboration with Wellcome’s digital marketing supplier), focusing on high-ROI
opportunities and ensuring strategic alignment, audience targeting, and optimal use
of budget.

e Lead Generation and Conversion — Develop mechanisms to capture interest and
build engagement — such as sign-ups for reports, events, or newsletters — to grow
a community of stakeholders around the WGM.

Stakeholder Engagement and Events

e Policy and Stakeholder Engagement — Bring deep experience in engaging policy
influencers, NGOs, multilaterals, and global health stakeholders.

e Event Strategy and Delivery — Design and deliver flagship launch events and
propose additional engagement opportunities — such as participation in existing
convenings or virtual roundtables — to maximise reach and influence.
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Insights, Evaluation, and Continuous Improvement

e Insight-Driven Strategy — Ensure all communications are grounded in audience and
media insights. Use data to inform targeting, messaging, and channel selection. The
supplier should propose a lean but effective evaluation framework, including mid-
point reviews and audience feedback loops to inform adaptive delivery.

e Measurement Framework — Co-develop KPIs and success metrics to evaluate the
effectiveness of the strategy. Provide regular reporting and strategic
recommendations to inform ongoing improvements.

Capacity Building and Risk Management

e Training and Enablement — Provide training and resources to equip Wellcome staff
and partners to communicate key messages effectively and consistently.

e Crisis Communications — Develop a proactive crisis communications plan to
manage reputational risks and ensure rapid, coordinated responses.

Equity, Diversity, and Inclusion (EDI)

o EDI Integration — Embed EDI principles throughout the strategy and execution.
Demonstrate cultural sensitivity, inclusive messaging, and equitable research
practices.

We welcome proposals from agencies based in the UK and internationally.

5. Budget

Wellcome recognises the strategic importance of this work and is committed to delivering a
high-impact communications strategy for the Wellcome Global Monitor (WGM). To support
suppliers in developing realistic and focused proposals, we are providing the following
budget guidance.

Available Budget

The total available budget for this engagement is £700,000 (exclusive of VAT), covering the
full delivery of Wave 1 (2026—2028). This budget is intended to cover all aspects of delivery,
including both supplier fees and the direct costs of activities. This includes, but is not limited
to:

e Senior-level strategic counsel and programme oversight
e Audience strategy and insight development

e Narrative and content development

e Campaign planning and coordination

e Media and stakeholder engagement
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o Paid media and advertising

o Event design and delivery

o Evaluation and reporting

o EDI integration and risk management

Scope Considerations

Given the budget parameters, we expect suppliers to propose a focused and phased
approach that prioritises:

e Strategic clarity and audience insight

e High-impact, cost-effective campaign moments

e Strong collaboration with Wellcome’s in-house teams
o Efficient use of channels and partnerships, and

e Scalable and sustainable engagement tactics.

We welcome proposals that demonstrate creativity, agility, and value for money, and that
clearly articulate how the proposed approach will maximise impact within the available
budget.
In-House Collaboration
Wellcome has in-house capabilities in creative production, digital marketing, and stakeholder
engagement. The selected agency will be expected to work closely with these teams,
particularly in the areas of content production and visual asset development.
Budget Submission
Please provide a detailed budget breakdown as part of your proposal, including:

o Day rates and estimated time allocations by role

e Any third-party or subcontracted costs, and

e Assumptions and exclusions.

All budgets should be quoted in GBP and exclusive of VAT.

6. Project Timeline

Dates* Activity

Dec 2025 - Feb 2026 Supplier onboarding, strategic planning, and audience
refinement

Mar — Sept 2026 Narrative development, content planning, and pre-launch
stakeholder engagement

Oct 2026 Launch of Wave 1 quantitative report and core
communications campaign
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Nov 2026 — Mar 2027
qualitative phase

Post-launch engagement, evaluation, and planning for

Apr — Sept 2027

Qualitative research fieldwork and development of
qualitative comms outputs

Oct 2027
communications

Launch of qualitative insights and supporting

Nov 2027 — Mar 2028

wrap-up

Sustained engagement, content repurposing, and campaign

*dates are provided to support understanding of the workplan and may be subject to change.

All our content should be WCAG 2.2. AAA compliant. Any documents being provided to
Wellcome must pass accessibility requirements. This applies to public-facing content. If you
are unable to produce accessible documents, budget must be set aside to employ a suitable

agency to do this work.

7. RFP Timetable

# | Activity Responsibility | Date
1 | RFP issue to Suppliers and issued on Wellcome 30 July 2025
Contract Opportunities webpage
2 | Submission of Expression of Interest and | Supplier 11 Aug 2025
Supplier Q&A
3 | Return of Supplier Q&A to Suppliers Wellcome 22 Aug 2025
4 | Submission of RFP Response Supplier 11 Sep 2025
5 | RFP Evaluation Period Wellcome 15 Sep- 01
Oct 2025
6 | Supplier Presentations Supplier Week of 13
Oct 2025
7 | Notification of Contract Award Wellcome 21 Oct 2025
8 | Contract Negotiation Wellcome & Nov — Dec
Supplier 2025
9 | Contract Start Date Wellcome & Dec 2026
Supplier
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8. Response Format
The following headers support the timetable by providing further detail of the key steps.
Expression of Interest and Supplier Q&A

EOl and Q&A

Suppliers are asked to submit a short expression of interest by e-mail to the Wellcome
contact in accordance with the RFP timetable, which should contain the following
information.

e Confirming whether you are an organisation or individual

o If an organisation please provide registered name, address, and registration

number.

e A non-binding cost estimate as a single figure in GBP

e Any questions you have about the exercise and activity

Prior to the submission of your full proposal to the RFP, Suppliers are provided the
opportunity to submit any questions they have about the exercise and the activity. All
guestions will be collated, anonymised, answered and returned to all Suppliers who have
submitted an expression of interest in the RFP process. Please make sure you ask all
guestions at this stage. Once Wellcome have responded to all questions if you have any
additional questions after this deadline these will not be answered to ensure that this is a fair
and equitable process.

Submitting an EOI/Q&A is not a binding commitment to submit a full proposal should your
organisational priorities change, you will not then be penalised for future opportunities.

Please note, if we have an overwhelming response, we may choose to use this EOI stage as
a selective phase, this is at Wellcome’s discretion.

RFP Response

Please submit your full proposal — no more than 15 pages including images and tables —
by the deadline outlined in the RFP timetable. Your proposal should clearly demonstrate how
your team will deliver against the strategic objectives, audience engagement goals, and
budget parameters set out in this RFP, and must include the following:

o A brief executive summary (1-2 pages) outlining your understanding of the brief, your
proposed approach, and why your agency is well-suited to deliver this work.

e A clear understanding of the RFP objectives and the intended outcomes and how the
proposed approach will deliver these.

¢ Recommended strategic approaches to communications and engagement that will
effectively amplify the Wellcome Global Monitor’s findings, enhance Wellcome’s visibility,
and drive meaningful engagement with priority audiences

e Detailed timing plan for each stage.

o Deliverables at each stage.

e Any assumptions made.
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Evidence of working in a global setting.

Details of the project team including a clear outline of responsibilities of each team
member.

An outline of your approach to project management, including engaging with the
Wellcome team. Please include a Senior Project Manager (or equivalent) who will be the
dedicated contact for the Wellcome team.

Third-Party Disclosures: If you plan to use subcontractors, freelancers or collaborators,
disclose who they are and the specific tasks they will handle.

Diversity and inclusion considerations reflected in your approach, planning, delivery, and
in the deliverables of this contract.

Provide two references (inclusive of contact name, organisation, brief overview of work
provided, email & telephone) who Wellcome can contact as part of this RFP process.
Provide two case studies of where you have successfully provided services similar to
those described in this request for proposal.

Your organisation’s actions and policies on Equity, Diversity and Inclusion.

Please outline your approach to data protection in particular, the recruitment approach
must be compliant with UK GDPR, the Data Protection Act 2018 and The Privacy and
Electronic Communications (EC Directive) Regulations 2003 (“PECR”) (together, “DP
Laws”). The chosen supplier must demonstrate in its response how its intended
recruitment approach complies with DP Laws.

Provide your cost proposal based upon the requirements set out within this procurement
exercise setting out:

a) Cost breakdown excluding VAT or any local taxes, and including all costs (specifying
all day rates of individuals involved, the allocation of days between members of the
team, and the cost of activities).

b) Supporting justification of the financials.

Please confirm your ability to meet WCAG 2.2 AAA standards and provide examples of
accessible content you have produced, or outline how you will ensure compliance
through third-party support. This applies to public-facing content.

A declaration of any actual or potential conflicts of interest, or a statement confirming that
none exist.

Please submit your proposal as a single PDF document (maximum 15 pages, including
images and tables) via the email to the contacts listed below. Use the file name format:
AgencyName_WGM_RFP2025.pdf.

Evaluation Criteria

Criteria Detail %
Strategic Thinking & Demonstrates clear strategic thinking in 25%
Integrated communications, including the design and
Communications delivery of integrated, multichannel
Planning strategies that align with the WGM'’s

objectives and audiences.
Narrative Development | Ability to craft compelling, evidence-led 15%
& Storytelling narratives and key messages that resonate
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with target audiences and elevate the
visibility and relevance of the WGM.
Audience Engagement Proposes a thoughtful and inclusive 15%
& Programme Design approach to audience engagement,
including the design and delivery of
communications content, events and
stakeholder outreach.
Collaboration & Demonstrates experience working 15%
Integration collaboratively with in-house teams,
research partners, and other agencies.
Shows ability to coordinate across multiple
workstreams and stakeholders.
Equity, Diversity & Embeds EDI principles throughout the 10%
Inclusion (EDI) proposed approach, including audience
strategy, content development, team
composition, and delivery.
Relevant Experience & Provides strong examples of similar work in | 10%
Case Studies global, science, or health contexts, with
evidence of impact and learning.
Cost & Value for Money | Offers a transparent, well-justified budget 10%
that aligns with the scope and demonstrates
value for money.
Total: 100%

Contract Feedback

This section allows Suppliers to provide specific feedback to the contractual agreement
which will be used should their proposal be successful. This is the suppliers’ opportunity to
provide negotiation points on Wellcome’s terms and conditions.

Clause # | Issue Proposed Solution/Comment

Suppliers submitting proposals should review Wellcome’s Standard terms and Conditions
document. Individuals submitting proposals through their own personal services company
please highlight this to the Wellcome contact immediately (see point 6 below).

Data Protection

Wellcome is committed to upholding data protection principles and protecting your
information. The Wellcome privacy statement explains how, and on what legal basis, we
collect, store, and use personal information about you. This includes any information you
provide in relation to this proposal.

Under UK Data Protection law, Wellcome must keep a record of all personal information it is
processing (i.e., collecting, using, and sharing). This record will be made available to the
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Information Commissioner’s Office upon request. This is Wellcome's record of data
processing activities which meets UK GDPR article 30 requirements.

Suppliers will be asked to complete the Third Party Security Risk Assessment (TPRSA)
assessment if invited to interview to assess how you handle data.

Supplier Presentations

Following the deadline for submission of proposals, successful candidates will be invited to a
meeting either online or in-person at the Wellcome offices (215 Euston Road, London),
which will last one hour and fifteen minutes in total. This will be a PowerPoint presentation
given by the supplier to a Wellcome interview panel, followed by a questions and answers
session.

10. Prospective Suppliers Personnel - IR35 and Off Payroll Working Rules

Before the RFP response deadline, Prospective Suppliers must make the Wellcome Contact
aware if they are intending to submit a proposal where the services will be provided by any
individuals who are engaged by the Prospective Supplier via an intermediary i.e.

e Where the Prospective Supplier is an individual contracting through their own
personal services company; or

e The Prospective Supplier is providing individuals engaged through intermediaries, for
the purposes of the IR35 off-payroll working rules.

11. Equity Diversity and Inclusion

Embracing diversity and inclusion is fundamental to delivering our mission to improve health,
and we are committed to cultivating a fair and healthy environment for the people who work
here and those we work with. We want to cultivate an inclusive and diverse culture, and as
we learn more about barriers that disadvantage certain groups from progressing in our
workplace, we will remove them.

Wellcome takes diversity and inclusion seriously, and we want to partner with suppliers who
share our commitment. We may ask you questions related to D&l as part of our RFP
processes.

12. Accessibility
Wellcome is committed to ensuring that our RFP exercises are accessible to everyone. If
you have a disability or a chronic health condition, we can offer adjustments to the response

format e.g., submitting your response in an alternate format. For support during the RFP
exercise, contact the Wellcome Contact.
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If, within the proposed outputs of this RFP exercise, specific adjustments are required by you
or your team which incur additional cost then outline them clearly within your commercial
response. Wellcome is committed to evaluating all proposals fairly and will ensure any
proposed adjustment costs sit outside the commercial evaluation.

All our content should be WCAG 2.2. AAA compliant. Any documents being provided to
Wellcome must pass accessibility requirements. If you are unable to produce accessible
documents, budget must be set aside to employ a suitable agency to do this work.

13. Independent Proposal

By submission of a proposal, prospective Suppliers warrant that the prices in the proposal
have been arrived at independently, without consultation, communication, agreement or
understanding for the purpose of restricting competition, as to any matter relating to such
prices, with any other potential supplier or with any competitor.

14. Funding

For the avoidance of doubt, the output of this RFP exercise will be funded as a Contract and
not as a Grant.

15. Costs Incurred by Prospective Suppliers

It should be noted that this document relates to a Request for Proposal only and not a firm
commitment from Wellcome to enter into a contractual agreement. In addition, Wellcome will
not be held responsible for any costs associated with the production of a response to this
Request for Proposal.

16. Environmental sustainability

Wellcome is playing its part tackling the climate crisis through its mission-driven Climate &
Health strategic programme.

In addition, our Sustainability programme aims to address the environmental impacts and
carbon emissions of our activities and operations.

Our suppliers have a key part to play delivering on our sustainability ambitions.

We expect all our suppliers to take active steps to:
- Address their environmental impacts, for instance as part of a certified Environmental
Management System.
- Reduce the carbon emissions of their products and services, for instance by adopting
Science-Based targets and plans to deliver them.
- Embed environmental considerations in the sourcing and delivery of goods and
services to Wellcome, across all stages of their life cycle.
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17. Wellcome Contact Details

The Wellcome Global Monitor is managed by a job-share partnership. Please send all
correspondence within this RFP exercise to both contacts below:

Name: Gillian Barber, PhD
Pronouns: She/Her
Role: Public Initiatives Manager
(Job share, working Monday-Wednesday)
Email: g.barber@wellcome.org
Name: Lily Ickowitz-Seidler
Pronouns: She/Her
Role: Public Initiatives Manager
(Job share, working Tuesday, Thursday and Friday)
Email: l.ickowitz-seidler@wellcome.org
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