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Request for Proposal (RFP): Production Partner for When Science Finds a Way – 
Season 5 

1. Executive Summary 
 
Wellcome is seeking an experienced production partner to deliver nine episodes of our 
podcast, When Science Finds a Way. The partner will manage end-to-end production – from 
editorial development and host/guest coordination to recording, editing, and final delivery –
ensuring one stand-alone episode and eight Season 5 episodes are produced on time and 
to the highest editorial and technical standards. 

We are looking for a team with deep expertise in podcast production and a collaborative, 
innovative approach. Above all, we value quality, engaging storytelling that makes complex 
science accessible and meaningful for diverse audiences. 

Season 5 and beyond will be shaped by a new growth strategy, developed with an external 
specialist agency. This strategy will provide a roadmap for expanding the podcast’s reach, 
deepening audience engagement, and building long-term success. It will cover audience 
insight, content and guest planning, promotional approaches, and measurement tools.  

We invite the production partner to bring their own creativity and expertise to implementing 
these recommendations – ensuring every episode and asset supports Wellcome’s mission 
and ambitions for impact. 

Purpose 

The purpose of this RFP is to appoint a production partner to lead the creation one 
stand-alone episode and eight Season 5 episodes. The selected supplier will hold full 
editorial, technical, and logistical responsibility for all episodes and related content.  

Working closely with Wellcome’s Public Initiatives team, the partner will: 

• Develop storyboards and scripts that reflect Wellcome’s mission and tone of voice 

• Manage all aspects of host and guest engagement—including sourcing, briefing, 
scheduling, and supporting contributors throughout the process 

• Oversee all logistical elements of production, including studio and remote recording 
arrangements, rights and permissions, and safeguarding 

• Record, edit, and deliver high-quality audio and video content, ensuring accessibility 
and compliance with editorial standards 

• Produce promotional assets to support audience growth and engagement 

• Implement robust project management to keep all activities on schedule and within 
budget 

• Collaborate with Wellcome to integrate recommendations and toolkits from our 
Podcast Growth Strategy  
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We expect the partner to bring creative vision, strong narrative instincts, and a commitment 
to inclusive, human-centred storytelling. The ideal supplier will act as a one-stop production 
solution—translating Wellcome’s objectives into a polished, impactful podcast series that 
resonates with diverse audiences and upholds the highest editorial and technical standards. 

2. Background 
  
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 
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. 
 
Our five core beliefs are: 
 

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

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

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

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

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

  
Our values are:  
  

• Brave: we stand by our beliefs and push boundaries  
• Transformative: we always strive to make a significant difference  
• Inclusive: we respect all people and perspectives  

https://wellcome.org/
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• Thoughtful: we consider the consequences of our actions and our impact on others. 
 
 
About When Science Finds a Way 

When Science Finds a Way is Wellcome’s podcast, designed to bring our mission to life 
through compelling, human-centred storytelling. The podcast explores how science for 
health is understood and experienced around the world, making complex ideas accessible, 
relatable, and relevant to people’s lives. 

Each episode reflects Wellcome’s commitment to solving urgent health challenges and 
aligns with our five strategic programmes: Climate and Health, Infectious Disease, Mental 
Health, Discovery Research, and the Wellcome Collection. This broad scope gives us the 
opportunity to tell diverse stories – from pioneering research to lived experiences – that 
excite people about science and bring them closer to it. 

By combining scientific rigour with real-world impact and inclusive perspectives, the podcast 
showcases what trustworthy science looks like in practice. Three  seasons have been 
produced to date, featuring voices from across disciplines and geographies. Looking ahead, 
we aim to significantly scale the podcast’s reach and impact while maintaining its high-
quality, trusted voice and reinforcing its unique position as the science podcast that tells the 
human story. 

Season 2 and 3 deepened alignment with Wellcome’s mission by focusing on: 

• Real-world impact: Highlighting tangible benefits of research for individuals and 
communities. 

• Diverse voices: Featuring researchers and participants from a wide range of 
geographies (including the Global South) and disciplines, ensuring a plurality of 
perspectives. 

• Innovative solutions: Showcasing new technologies and community-led initiatives 
addressing health challenges. 

• Scientific journey: Discussing not just breakthroughs but also challenges and gaps 
where more inclusive, representative science is needed. 

 
Overarching Objectives for When Science Finds a Way 
 
Objective 1: Strengthen people’s connection to science by bringing it together with lived 
experience and making the qualities of trustworthy science visible. 

What this looks like in reality: 

• Trust is earned through what we do, not what we claim – and the hallmarks of 
trustworthy science are made visible: competence, benevolence, integrity, and 
openness. 

• Audiences feel science is for people like them 
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• Audiences experience empathy and connection with those affected by health 
challenges. 

• Audiences report satisfaction with how we show our values in our work. 
 

Objective 2: Build people's hope in science’s potential to contribute to better health through 
human‑centred, representative storytelling that shows tangible impacts as well as limits and 
trade‑offs. 
 
What this looks like in reality: 

• Audiences recognise multiple ways science improves health in everyday life as well 
as limits and trade‑offs. 

• Audiences feel inspired by what’s possible and more hopeful about a healthier future 
for everyone 

• Enthusiasm for “science for health” grows, and audiences feel motivated to learn 
more 

• Our stories are talked about and shared because they reflect diverse experiences 
and are human, relatable and useful. 

• Greater recognition of Wellcome's priorities because the why behind them is clearer. 
 
Objective 3: Create opportunities for conversation and participation around science that 
could improve health, being transparent about what is known, what is still being learned, and 
the implications of choices. 
 
What this looks like in reality: 

• More conversations start and continue about health and science, bringing in a wider 
range of people and leading to curiosity (seeking more information) 

• Audiences use our stories and content to start conversations and become advocates 
for science. 

• Increased engagement with Wellcome and advocacy for our programmes and 
priorities. 

• Stronger enthusiasm toward Wellcome and a belief that it is transparent and 
trustworthy. 

 
3. Audience 
 
When Science Finds a Way was created with Wellcome’s key audiences in mind: policy 
influencers, campaigners, researchers, and practitioners working to address global health 
challenges and advance discovery research. This includes organisations with aligned 
missions, such as charities, NGOs, public sector bodies, and multilateral institutions. 

We are also committed to expanding our reach to a broader ‘science-curious’ audience –
people who may not work in science or policy but are motivated by curiosity and global 
issues – while continuing to serve our core stakeholders. Achieving this balance requires 



 
 

Page 5  
 
 

credibility and depth, alongside accessible storytelling that sparks interest and emotional 
connection. 

Recent segmentation research of our key audiences highlights three groups particularly 
relevant to the podcast: 

• Sceptical Idealists: Critical of elitism and systemic inequities in science, motivated by 
fairness and tangible impact. They respond to inclusive narratives and stories that 
challenge the status quo. 

• Aspirational Optimists: Ambitious and hopeful, highly engaged with research and 
drawn to stories of collaboration, innovation, and progress. 

• Collaborative Changemakers: Action-oriented leaders who prioritise community 
engagement and policy impact, motivated by measurable outcomes and diverse 
representation. 

Demographic and geographic insights from previous seasons: 

• Gender (Seasons 2 & 3, Spotify only): Female 56.1%, Male 38.1%, Non-binary 1%, 
Not specified 4.8% 

• Top listening geographies: United States, United Kingdom, South Africa, Canada, 
India 

The planned growth strategy is intended to bring further clarity and definition to our 
audiences – providing deeper insight into who we are reaching, how our content resonates, 
and where there are opportunities to broaden our impact in future seasons. 

 

 

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.  
 
The selected partner will lead end-to-end production of nine episodes (one standalone + 
eight Season 5 episodes, c. 30–40 minutes each), delivering audio and video versions plus 
agreed promotional assets. The aim is to produce high quality, human centred storytelling 
that aligns with Wellcome’s mission and tone of voice, and that is inclusive and accessible to 
diverse audiences. 

Dependencies on the Growth Strategy 

Season 5 will implement initial findings from the planned growth strategy (near‑term Season 
5 plan). The production partner is expected to participate in a handover session with the 
growth strategy supplier and adopt relevant recommendations while bringing their own 
creative judgement to execution. We invite suppliers to interpret the strategy in ways that 
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elevate storytelling and audience impact, while staying true to Wellcome’s values and 
editorial standards. 

Key Areas of Work include: 

1. Project Management & Coordination 

• Master workplan, timeline, milestones, and risk management. 

• Weekly check ins; clear action logs. 

• Budget tracking; status reporting. 

• Rights & permissions administration (music, archival, imagery). 

• Single day to day Project Manager as primary contact. 

2. Story and Narrative Development (in collaboration with Wellcome and freelance story 
researcher) 

• Collaboratively develop compelling episode concepts 

• Integrate research insights, lived experiences, and expert perspectives  

• Facilitate planning sessions to refine story ideas  

3. Editorial Development & Research 

• Episode concepts and editorial arcs aligned to mission and tone. 

• Episode outlines/briefs (themes, structure). 

• Background research and pre interviews as needed. 

• Jargon-free, inclusive language; sensitivity to cultural contexts. 

4. Host & Talent Management 

• Coordinate existing host. 

• Host briefing, scheduling, script/talking-point support, and coaching. 

• Manage guest co-hosts or high-profile contributors; ensure tone/style 
consistency. 

• Put in place appropriate agreements (roles, rights, expectations). 

5. Contributor Outreach & Guest Booking 

• Identify, approach, brief, and schedule guests (scientists, experts, people with 
lived experience, community voices, Wellcome partners). 

• Secure informed consent/releases; manage safeguarding. 

• Support remote/international contributors (kits, time zones, logistics). 
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• Ensure diverse representation across gender, ethnicity, geography, and 
expertise. 

6. Pre-Production (Planning & Scripting) 

• Episode run-downs/scripts (intros/outros, narration, segues, Qs). 

• Logistics for studio, location, or remote recording setups. 

• Prepare contributors (media comfort, technical checks). 

7. Recording & Direction (Audio) 

• Broadcast quality capture (studio/location/remote). 

• Interview direction to sustain narrative arc and clarity. 

• Manage translation/interpretation where required. 

• Ensure contributor comfort and safeguarding during sessions. 

8. Post-Production (Audio) 

• Editorial edit, mix, and master to consistent broadcast standard. 

• Up to two rounds of feedback at rough-cut stage; one final pass to master. 

• Deliver WAV master + MP3 (320 kbps) and a verbatim transcript per episode. 

9. Video Production 

• One full-length video per episode aligned to final audio (1080p MP4, H.264/AAC). 

• Branded on-screen titles; supply .srt captions (and embed where required). 

• Use studio footage where available; otherwise apply clean, consistent visuals.  

10. Promotional Asset Production  

• Season trailers: audio + video (~30s). 

• Episode teasers: audio (~30s each). 

• Social clips: 3 per episode in 16:9, 9:16, 1:1, captioned and branded. 

• Thumbnails/ancillaries: as agreed, following Wellcome brand. 

• Publishing & Metadata (per episode): prepare final titles, descriptions, chapter 
markers, tags, thumbnails, and YouTube‑specific optimisation (chapters, 
end‑screens, cards) 

11. Accessibility & Inclusion 

• WCAG 2.2 AAA for public facing content (captions, transcripts, readable 
contrast/typography in graphics). 
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• Content warnings where appropriate; plain English explanations of technical 
terms. 

• Inclusive process and respectful representation throughout. 

12. Out of Scope (and Optional Services) 

• While out of scope, suppliers are encouraged to outline optional, separately priced 
services they can provide (e.g., campaign ideas, partner PR, channel plans, 
influencer partnerships, paid media buying), for consideration by Wellcome. 

5. Budget 
 

Please outline the total costs required to deliver the goods and services described in this 
RFP. As a charitable foundation, value is very important to us. Agencies who share our 
values and can provide demonstrably exceptional value for money will be at an advantage 

Budget Submission 

Your proposal should include a detailed budget breakdown, covering: 

• Day rates and estimated time allocations by role 
• Any third-party or subcontracted costs, and 
• Assumptions and exclusions. 

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

 

6. Project Timeline 
 
Dates are indicative and subject to change based on project needs. 

Dates Activity  
May 2026 
 

• Contract start & onboarding 
• Editorial Development & Research 
• Handover from Growth partner / near‑term plan 
• Contributor Outreach & Guest Booking 
• Preproduction (Planning & Scripting) 

June 2026 • Season 5 Production 

 
July 2026 • Stand-alone episode live recording (Wellcome 

offices) 
• Season 5 Production 
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August 2026 • Stand-alone episode release 

• Season 5 Production and Delivery 

 
September 2026 
 

• Season 5 release 

 
 
7. RFP Timetable 
  
# Activity Responsibility Date 
1 RFP issue to Suppliers and issued on 

Contract Opportunities webpage 
Wellcome Tues, 20 Jan 2026 

2 Submission of Expression of Interest 
and Supplier Q&A 

Supplier Mon, 2 Feb 2026 

3 Return of Supplier Q&A to Suppliers Wellcome Fri, 13 Feb 2026 

4 Submission of RFP Response Supplier Fri, 27 Feb 2026 

5 RFP Evaluation Period Wellcome Mon, 2 Mar – Fri, 13 
Mar 2026 

6 Supplier Presentations Supplier Week of Mon, 23 
Mar 2026 

7 Notification of Contract Award Wellcome Tue, 31 Mar 2026 

8 Contract Negotiation Wellcome & Supplier Apr 2026 

9 Contract Start Date Wellcome & Supplier May 2026 

 
 
8. Response Format 
  
The following headers support the timetable by providing further detail of the key steps. 
  
Expression of Interest and Supplier Q&A 

https://wellcome.org/what-we-do/our-work/contract-opportunities
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EOI 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.   

• Confirming whether you are an organisation or individual 
• If an organisation please provide registered name, address, and registration 
number.  
• A non-binding cost estimate as a single figure in GBP  
• 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 
questions 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 
questions 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 Guidelines 

Please submit your proposal as a single PDF (maximum 10 pages, including images and 
tables) by the deadline in the RFP timetable. Use the file name format: 
AgencyName_WGM_RFP2025.pdf 

Your proposal should demonstrate how your team will deliver against the strategic objectives 
and audience engagement goals outlined in this RFP. To keep responses focused and 
manageable, please include: 

1. Executive Summary (1 page) 

• Your understanding of the brief 

• Proposed approach 

• Why your agency is well-suited to deliver this work 

2. Approach & Methodology 

• How your approach meets the RFP objectives and intended outcomes 

• How you will manage end-to-end production (host and guest management, audio, 
video, promotional assets) 
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• How you will apply an audience-first approach—using insight and creative thinking to 
ensure content resonates with core stakeholders while attracting new listeners, 
supporting Wellcome’s growth ambitions 

• Key assumptions 

3. Project Plan 

• Timeline and milestones (including live episode and Season 5 release cadence) 

• Deliverables at each stage 

• Project management approach, including engagement with Wellcome 

• Named Senior Project Manager as primary contact 

4. Story & Narrative Development 

• How you will collaborate with Wellcome and our freelance story researcher 

• Approach to shaping compelling, inclusive narratives 

5. Team & Expertise 

• Project team structure and roles 

• Evidence of relevant experience  

• Diversity and inclusion considerations in your team and approach 

6. Compliance & Policies 

• Equity, Diversity & Inclusion policies 

• Data protection approach (must comply with UK GDPR, Data Protection Act 2018, 
and PECR) 

 

7. References & Case Studies 

• Two references (name, organisation, overview, email, phone) 

• Two relevant case studies demonstrating similar work 

8. Cost Proposal 

• Detailed cost breakdown (excluding VAT/local taxes), including: 

o Day rates and allocation of days per team member 

o Activity costs 

• Justification for financials 

9. Additional Disclosures 
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• Third-party collaborators (if any) and their roles 

• Declaration of any conflicts of interest (or confirm none exist) 

 
 
9. Evaluation Criteria 
 

Criteria Description Weight 
Editorial & 
Storytelling 
Approach 

Quality, creativity, and clarity of the proposed editorial 
approach. Does the supplier show strong storytelling 
skills, an understanding of how to engage listeners, and 
a plan for consistent, accessible narratives across all 
episodes? Ability to make complex science relatable and 
compelling for diverse audiences. 

25% 

Technical 
Production & 
Delivery 

Ability to deliver high-quality audio and video, including 
sound engineering, editing, mixing, and video production. 

20% 

Project 
Management & 
Organisation 

Strength and clarity of the project management plan, 
including timeline, milestones, team coordination, risk 
management, and communication with Wellcome. 
Evidence of delivering similar projects on time and on 
budget. 

20% 

Equity, Diversity & 
Inclusion (EDI) & 
Safeguarding 

Commitment to EDI and safeguarding in both content 
and production. Inclusion of diverse voices and 
perspectives, accessible content, and clear safeguarding 
measures. Concrete plans or examples of how these 
principles will be embedded throughout the project. 

15% 

Relevant 
Experience & 
Team Expertise 

Demonstrated experience in podcast and video 
production, especially for science or documentary 
content. Strength and diversity of the proposed team, 
including relevant skills and previous success on similar 
projects. 

10% 

Cost & Value for 
Money 

Clarity, transparency, and justification of costs in relation 
to the scope of work. Evidence of efficiency and value for 
money, with costs that are reasonable and competitive 
for the required deliverables. 

10% 

 
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 
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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 
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. 

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

• 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. 
  

https://cms.wellcome.org/sites/default/files/2022-03/Wellcome%20General%20Terms%20and%20Conditions.pdf?_gl=1*1fdekyn*_gcl_au*MTgwNTY0NzQwMS4xNzI1MzcxNzI5
https://wellcome.org/who-we-are/privacy-and-terms
https://www.privacy-regulation.eu/en/article-30-records-of-processing-activities-GDPR.htm
https://forms.office.com/Pages/ResponsePage.aspx?id=Wmd6O8gfg0mhAMxSt2R3N12C4PW3LyJLp0abvQ076iZUMk5VMUpTT0pHWEo0VUg3MzA5T0lLWTdLNSQlQCN0PWcu
https://wellcome.org/what-we-do/diversity-and-inclusion/wellcomes-anti-racist-principles-and-toolkit
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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&I 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. 
  
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.  

https://eur01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwellcome.org%2Fwhat-we-do%2Four-work%2Fsustainability-addressing-our-environmental-impacts&data=05%7C02%7CL.Atkins-Tamblin%40wellcome.org%7Cbcfe14a3174f4b7febab08dc807f997b%7C3b7a675a1fc84983a100cc52b7647737%7C0%7C0%7C638526532766439106%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C0%7C%7C%7C&sdata=kS4nmcVi%2FO5REUTH8r%2F1IhUuIpLIP7M3j9NcFWRODME%3D&reserved=0
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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. 

 
  
17. Wellcome Contact Details 
  
Name:                         Andrew Thompson 
Pronouns:  He/Him 
Role:                           Public Initiatives Lead  
Email:                          a.thompson@wellcome.org 
 
 

mailto:a.thompson@wellcome.org
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