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Request for Proposals (RfP): A new audience development plan for Wellcome Collection

Published 29 September 2025. This Q&A summarises questions from several suppliers, so may not match exact wording submitted.

SUPPLIER QUESTION

WELLCOME RESPONSE

RfP process and third parties

Do | need to be a resident and / or own a
company in the UK to apply?

No, we welcome submissions from suppliers based outside the UK.

Would you be open to agencies extending the
15-page limit on proposals?

No. Proposals should include all the information required by the RfP within this
limit.

What do you mean by ‘senior-level’ in the RfP?

We are seeking individuals or agencies who can provide strategic leadership and
direction, drawn from extensive expertise and understanding of best practice as
set outin the RfP.

Are you open to submissions from individuals
and agencies working in partnership?

Yes. Please submit details of these partners at the proposal stage so we can
perform due diligence checks. You should also set out how you plan to work
together to achieve the objectives included in the RfP.

Should proposals include risk mitigations and
quality assurance processes for the project?

Yes, where these are relevant to the requirements set out in the RfP.

How many EOIls did you receive?

We received 21 EOls.

Have you started CRM selection?

No.

What is the role of DJS (Wellcome Collection’s
current market research agency) in this brief?

DJS will continue to gather and benchmark visitor responses via in-person
surveys, and these data will be shared with the selected suppler.

Strategic priorities and scope

Is Wellcome Collection seeking to evolve
existing strategies or start from scratch?

Wellcome Collection’s audience development should be devised and delivered
within the guardrails of our existing strategy documents, background information




about Wellcome Collection and wider Wellcome, and audience ambitions
included in the RfP.

How much flexibility is there to refine the priority
audiences in the RfP?

Through this process, we will work with the selected supplier to refine these
groups.

Which is the greatest priority: growing overall
visitor numbers, increasing the diversity of
audiences, or deepening engagement with
current audiences?

We want to create an audience development plan that will allow us to realise all
three — but we’re realistic about the challenges in accomplishing these aims
simultaneously. We are looking for a supplier who can help us achieve depth and
breadth of engagement over time, through a portfolio offer for new and potential
audiences.

Where do you see the biggest opportunity in
terms of digital presence: creating standalone
digital experiences, or converting online
audiences into in-person visitors?

We believe that digital experiences are valuable in themselves, and also that there
are significant opportunities to encourage online audiences to explore our
physical spaces and vice versa. The audience development plan should consider
audiences who are happy engaging with our online platforms only, with our
physical spaces only, and both.

How important are health and science to this
work?

Science and health are at the heart of Wellcome Collection and wider Wellcome’s
beliefs, values and strategic priorities. Wellcome Collection’s audience
development plan should reflect these commitments.

Do you hope this work will contribute to a shiftin
public perceptions of Wellcome Collection?

Yes. When complete, this work should underpin every touchpoint for audiences
engaging with Wellcome Collection, and therefore we hope will contribute to
positive perceptions of the museum and library.

Are you open to recommendations that might
challenge core assumptions about your
programming, tone of voice and identity?

Yes. We want to meaningfully embed our audience ambitions into every part of our
work, to help us achieve the museum and library’s vision of a world where
everyone’s experience of health matters. We want the selected supplier to identify
opportunities to do this.

What led to wanting to develop the audience
plan?

Wellcome Collections needs a comprehensive approach that underpins all the
public touchpoints with our work, to enable our staff to engage audiences more
effectively in pursuit of our vision and mission.

Should we consider international audiences in
this work?

Yes. Wellcome Collection’s current in-person audiences are primarily from
London and the UK. The profile of our online audiences is much more global. We
hope to significantly grow our international reach, and we want to explore how we




balance this ambition across in-person and online engagement through the
audience development plan.

Should we consider schools and youth
audiences in this work?

Yes. Wellcome Collection currently has a limited programme of activity with
schools and young audiences, and is looking to build on this in the future.

Should we consider Wellcome staff as a priority
audience, as well as internal stakeholders to be
engaged with through the audience
development process?

Yes. We want colleagues in Wellcome Collection and wider Wellcome to enjoy our
public offer and make connections to their work.

Audience data and research

What data do you already hold for Wellcome
Collection audiences?

Audience data will be made available to the selected supplier, including:

e |n-person visitor surveys (annual reports prepared by market research
agency DJS and benchmarked against peer organisations from around the
UK).

e Website and social media analytics (Google Analytics and Sproutsocial).

e Standalone audience research commissioned for recent campaigns and
engagement projects (reports from agencies including focus group, vox pop
and survey findings, examples listed below).

e Email newsletter subscribers (~35k subscribers via Dotdigital).

e Insights from Wellcome’s brand tracker (including perceptions of the
museum and library).

e Audience data from sector peers (reports from the Association of Leading
Visitor Attractions).

e Anonymised information about:

o Eventticket bookers (Eventbrite).

o Library members (Sierra library management system).
o Venue hire clients (in-house reports).

o Retail and catering transactions (in-house reports).

How are admissions currently ticketed?

Wellcome Collection issues free tickets for public events (via Eventbrite) and free
membership cards for library users (via Sierra).




We do not issue tickets for entry to the building or specific exhibitions, and
therefore do not hold information about these visitors.

What recent research have you undertaken with
existing or potential audiences?

In addition to our ongoing audience research listed above, Wellcome Collection
has recently collected insights for the following projects. These insights will be
shared with the selected supplier:

e Destination campaign (winter 2024-spring 2025): focus groups and vox
pops with new and existing audiences to develop campaign strategy and
creative.

e Research Centre for Museums and Galleries (2024): Consultation with
culture sector peers and collaborators about their experiences of
Wellcome Collection.

e Engagement with BSL users (spring 2025 — ongoing): bespoke in-person
surveys with deaf and other BSL users visiting Wellcome Collection.

e Exhibition title audience testing (autumn 2025): surveys with 300 UK
respondents to gather feedback on potential exhibition titles and campaign
messages.

What new, primary research do you expect the
selected supplier to carry out?

e What gaps have you identified in your
existing data that need to be addressed?

e How much appetite do you have for
experimental or participatory research
methods?

e How much of the research should be
conducted by the agency vs. internal
Wellcome resource?

e Should all new, primary research be
commissioned at the outset, or are you
open to a more flexible approach?

We will explore these questions with the selected supplier, using the audience
data listed above as a starting point.

New research should be carried out by the selected supplier, with in-house
support where necessary (e.g. to provide access to audience contact details).

We are open to experimental and flexible approaches where these will help us
achieve the objectives set out in the RfP.

All research should be delivered sensitively and in line with our equity, diversity
and inclusion commitments.




Are you able to contact existing Wellcome
Collection audiences for research and
consultation?

We hold contact details for some Wellcome Collection audiences including event
attenders (via Eventbrite), library users (via Sierra) and email subscribers (~35k).

Has Wellcome Collection done any work with
the Trust about alignment of audiences?

Wellcome has recently developed an international audience segmentation for the
charitable foundation, focused on engaging researchers and policy makers. The
segmentation includes some audiences who engage with Wellcome Collection.

What other institutions do you identify as
overlapping with in your audiences?

Please refer to Wellcome Collection’s visitor report 2023-24 (provided in the RfP
supporting documents) for more information about our peer organisations.

Do you have any audience-led consultation
groups or advisers? How have you engaged with
underrepresented groups in the past?

We do not currently have any permanent audience-led consultation groups.
Wellcome Collection staff frequently work with representatives from minoritised
groups to inform work across the museum and library, including our public
programme, collections approach and marketing campaigns. This has included
our youth panel as well as focus groups and partnerships e.g. to support our
current season of deaf-led exhibitions and events.

Audience development plan and tools

What expectations do you have for the final
audience development plan?
e What format do you want it to take?
e Do youwant a high-level framework or a
detailed operational roadmap?
e Areyou looking for recommendations
only, or also for practical implementation
tools?

The selected supplier should provide a practical plan and approach that clearly
sets out opportunities for Wellcome Collection staff to achieve the objectives
included in the RfP.

The plan must be sufficiently detailed and tested so colleagues can use it easily in
their day-to-day work. We are open to recommendations for possible formats that
may be needed to support staff.

Are you expecting separate frameworks for
digital and in-person audiences?

We want to provide staff with a shared language and tools for engaging both digital
and in-person audiences, and people who move between these different parts of
our offer.

What expectations do you have for ‘user-friendly
tools’? Are you looking for a new audience
segmentation?

We want the selected supplier to develop and test user-friendly tools that bring
the audience development plan to life. These should be designed to enable
Wellcome Collection staff to engage priority audiences easily and effectively.




These tools could include a new audience segmentation or other typical audience
development tactics, but we are open to recommendations about what would
best help us achieve our goals.

What has worked well with your current
audience segmentation and personas? What
aspects do you want us to change / retain?

Through this process, we will work with the selected supplier to refine the broad
priority audiences set out in the RfP. The new audience development plan and
related tools will need to reflect these priority groups and be aligned with our new
strategic direction. We will work with the supplier to explore what elements from
the existing segmentation and personas should be retained, where they fulfil these
criteria.

Wellcome Collection’s previous audience segmentation was created before we
launched our new strategy forthe museum and library. It was designed primarily
to support targeting of marketing activity to promote in-person visits. The six
segments bring together information about audience demographics, motivations,
behaviours and engagement with cultural venues.

We currently use a separate set of six personas to inform the development of
website content. These are based on website visitors’ background, motivations,
typical engagement with Wellcome Collection, pain points and what they need
from wellcomecollection.org.

Staff and stakeholders

How are Wellcome Collection teams
structured?

Wellcome Collection is comprised of ~200 staff in five teams:
e Access, Diversity and Inclusion
e Collections and Digital
e Communications and Marketing
e Curatorial and Public Practice
e Strategy and Governance (including Commercial)

Wellcome Collection is part of the wider charitable foundation Wellcome (~1,000
employees) and work with colleagues across the organisation.




Which Wellcome Collection staff are
responsible for audience development? How
familiar are colleagues with audience-focused
ways of working?

We do not have dedicated staff responsible for audience development.
Colleagues in all teams have contributed to our thinking about audiences so far,
and we want to continue embedding this approach.

Many Wellcome Collection staff are already using audience-focused tools and
tactics to inform their work, particularly teams involved in developing and
promoting our in-person and online public offer. Through this project, we want to
build on these foundations and apply an audience-focused lens more consistently
to all our work.

Canyou please define the key staff / stakeholder
groups for this project?

Wellcome Collection’s Leadership Team will work with the selected supplier to
confirm the full list of stakeholders. We expect this will include:
e Collaborating closely with the core working group of Wellcome Collection
staff.
e Providing opportunities for all Wellcome Collection staff to engage with and
inform the project in different ways.
e Engaging with relevant specialists across wider Wellcome (e.g. colleagues
responsible for Wellcome’s central brand and insights).
e Aligning with senior colleagues and decision-makers.
e |dentifying external partners, collaborators and wider potential and existing
audiences.

Who will the selected supplier be working with?
e What staff time and resource will be
dedicated to support the project?
e Who are the decision-makers for the
project?

e Who have been involved in writing the
RfP?

e Have you already identified staff who
should be part of the pilot phase?

This work is a strategic priority for Wellcome Collection, and staff time and
resource across all teams will be dedicated to ensure its success.

The selected supplier will provide strategic counsel and agree the approach with
the Wellcome Collection Leadership Team. This group is responsible for this work
and produced the RfP, drawing on past engagement with staff about their
audience ambitions.

The supplier will collaborate closely with the project lead (Wellcome Collection’s
Head of Communications and Marketing), operational staff, and a representative




working group of staff from different teams (~12 people). They will also consult
with colleagues across the whole museum and library to develop and embed this
work. We would like to open the opportunity to engage with the pilot phase to as
many staff as possible, to ensure the project is embedded in all teams.

Wellcome’s Executive Director for Corporate Affairs and Engagement represents
Wellcome Collection on the charitable foundation’s Executive Committee, and is
accountable for this project.

Who will form the core working group?

~12 colleagues from each of Wellcome Collection’s five teams, including front-
and back-of-house staff.

Project delivery and timeline

Can you share Wellcome Collection’s 2026
programme?

A press release outlining our 2026 programme will be available from
wellcomecollection.org in October.

What is your expectation for the three-month
testing phase - piloting tools with staff, piloting
tactics with audiences, or both?

The priority for the testing phase is to pilot tools and ways of working with
Wellcome Collection staff. We are open to recommendations from the selected
supplier for further tactics to support the effectiveness of the final plan.

How flexible is the timeline if testing reveals the
need for iteration beyond nine months?

While we’re open to flexing the timeline if there is a compelling case that this will
improve the final plan, it’s important that we have a version that staff can start
using to inform their work by the original deadline. Please note we would expect
further iterations to be developed within the stated budget of £150,000 exc. VAT.

How do you envisage ongoing support following
the initial delivery stage? E.g. would you like
agreed days of consultancy per month?

We are open to recommendations from suppliers, based on their experience and
understand of best practice. We expect staff in all teams to have access to the
selected supplier during this period, and this could include time for ideation,
trouble-shooting, and reviewing audience data against the objectives identified in
the audience development plan to inform our work.

Equity, Diversity and Inclusion

Are there specific accessibility/user testing
requirements for the tools, beyond WCAG 2.2
AAA compliance for documents?

No.



https://wellcomecollection.org/about-us/press

To what extent do the Wellcome staff,
volunteers and trustees represent the local area
of the museum, touring exhibition locations, and
current and desired audience demographics?

We do not currently hold this information.

Wellcome Collection does not have any volunteers, and we share the same
governing body as the rest of Wellcome.

What equity, diversity and inclusion training,
development and activity has taken place
across Wellcome?

Wellcome offers all staff a range of equity, diversity and inclusion development
opportunities for all staff, and this is part of our mandatory training for people
managers.

All Wellcome Collection also complete the ‘Social Justice Curriculum’, an
bespoke course exploring anti-ableism and anti-racism.

Budget

Are direct costs for research incentives, venue
hire, or digital tool development included within
the £150,000 cap?

Yes.

Are third-party subcontracted costs (e.g. CRM
system, ticketing system, audience analysis
reports) included within the £150,000 cap?

Third party subcontracted costs should be included in the budget. We don’t
expect that the selected supplier will deliver a CRM or ticketing system, as these
will be separate pieces of work.

Do you expect suppliers to cover accessibility
costs (e.g. BSL interpretation, Easy Read
materials) for research and consultation?

Yes.

How do you anticipate the £150,000 budget
being split between the two phases (initial 9-
month delivery phase, and the later 12-month
ongoing support phase)?

Suppliers should propose how they would split the budget across these phases.

Evaluation and reporting

What are your expectations for project
reporting?

We would like the selected supplier to deliver final summary report at the end of
final phase of the project. They should also provide interim updates at key project
milestones to be confirmed, e.g. at the end of the project’s first phase, core
working group meetings, Wellcome Collection staff meetings, and internal
governance meetings with the Leadership Team.




e Should the complete summary report be
delivered at the end of year one or year
two?

e Arethere fixed milestones or review
points we should plan for?

How should this work integrate with Wellcome
Collection’s existing and in-house evaluation
and reporting?

e Do you have any existing evaluation
rubrics or reporting templates that you
would like us to build on?

e Beyondthe 12 months of embedding, do
you expect to commission further
monitoring/evaluation support, or is the
goal to hand this fully over to staff?

At the end of the project, Wellcome Collection colleagues should be able to
confidently measure and understand the impact of the work to engage with
audiences, and the supplier should provide tools and support to enable them to
do this.

Ongoing evaluation and reporting should integrate with existing evaluation tools
delivered by staff (e.g. Wellcome Collection’s monthly dashboard report) and third
parties (e.g. visitor surveys).

Do you want to share the outputs with the
broader cultural sector (i.e. sector-facing
outputs)?

We are keen to share this work, its outcomes and what we learn through doing it
transparently, including with peers in the cultural sector.
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