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Request for Proposals (RfP): A New Agency for Media
Planning and Buying for Wellcome Collection and
Select Wellcome Engagement Initiatives.

1. Executive summary

Wellcome is seeking to establish a new partnership with an agency to collaborate on
the planning, buying and delivery of offline, out-of-home and experiential media to
support the promotion of Wellcome Collection; Wellcome’s free museum and library,
and select Engagement initiatives.

Purpose

We are looking for an experienced partner who can bring strategic guidance, holistic,
impact-driven thinking, innovative solutions and deep knowledge of the media mix and
cultural sector audiences to Wellcome’s use of offline, out-of-home and experiential
media. Working with Wellcome Collection’s Comms & Marketing team, and the
Wellcome Trust Creative & Cultural Advocacy team, in collaboration with Ethix Digital,
Wellcome’s digital marketing agency, the selected agency will create integrated
campaigns that not only promote specific areas of Wellcome’s output, including but not
limited to Wellcome Collection’s exhibitions and galleries, but also help shape and
amplify a brand story that establishes Wellcome Collection as a must-visit destination in
London.

Scope

This RfP covers the planning, buying and delivery of offline, out-of-home and experiential
media from March 2026 until at least March 2027, with the possibility to extend further.
The work in scope is outlined below.
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. Work not in scope

More programme information is available in the RfP supporting information

Due to the flexibility of cadence and focus of our Creative & Cultural Advocacy work, we are

not currently able to offer specific initiatives that will need media support. The above

outlines key moments of interest with which the work is likely to align.

We encourage agencies to take a lateral, holistic approach to our offer and media planning

and buying, to identify cost efficiencies, capitalize on cross-promotional opportunities, and

maximise our reach and impact.

Channels/Media Within Scope

Channels/Media Out of Scope

e Out-of-home advertising including
but not limited to digital, print,
mobile, street furniture, transit and
transport, place-based

e Experiential and guerilla
advertising

e Audiovisual advertising including
but not limited to television, VOD,
cinema, podcast, audio and radio

e Digital-first partnerships

e Paid social advertising
e Organic social

e Paid search

Objectives

In partnership with the selected agency, we are seeking to:

e Support the growth of onsite visitors (first-time and returning) to Wellcome
Collection, through the promotion of individual exhibitions as well as
venue/destination-led media initiatives.

e Engage new and more diverse audiences that align with Wellcome Collection’s
Strategic Plan and Audience Ambitions (p.6), through inclusive, accessible and
audience-first planning and media use. Please note that we are currently

engaged in an Audience Development project which is due to deliver a new

plan, approach and audience priorities from October 2026.

e Broaden awareness and strengthen recall of Wellcome Collection’s brand, and
the breadth and uniqueness of our offer, impact and relevance, positioning
Wellcome Collection as a must-visit free and inclusive destination where

everyone’s experience of health matters.



https://www.dropbox.com/scl/fo/68amp08in89xul2q01dp5/ALgZX3H6dfu7jAdWp_qpGGY?rlkey=tqb7f6b5agaj4tdq25z1pktqd&st=b9ow7xkc&dl=0
https://wellcomecollection.cdn.prismic.io/wellcomecollection/aPerPrpReVYa3h_6_MP-7421.6_WC_5_year_strategic_plan_2025_AW_external.pdf
https://wellcomecollection.cdn.prismic.io/wellcomecollection/aPerPrpReVYa3h_6_MP-7421.6_WC_5_year_strategic_plan_2025_AW_external.pdf

e Proactively take a test and learn approach to our use of offline, out-of-home
and experiential media, embracing innovation, experimentation and
disruption.

e Collaborate across Wellcome’s wider engagement portfolio in the cultural and
creative space for ad-hoc activations and cross-team partnerships (details to
be defined later in 2026).
Contract timeline

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

Dates Activity
March - April 2026 Agency onboarding
April - May 2026 Media planning

May 2026 — September 2026 Media buying and delivery for financial year 2025-26

October 2026 — March 2027 Media planning, buying and delivery for financial year
2026-27

Budget

The current estimated value of this RfP for the financial year 2025-26 is £100,000
(exclusive of VAT):

e Wellcome Collection: £100,000
e Creative & Cultural Advocacy Initiatives: TBC case by case

As Wellcome’s financial year runs from October to September, the above budget is for
media buying and delivery up to 30 September 2026. Further budget will be made
available as part of our financial year 2026-27 for media buying and delivery from 1
October 2026 until the current end of this RfP in March 2027, assighed media budget
would be broadly the same as FY 2025-26.

The budget is intended to cover all aspects of media planning, buying and delivery. It
should include agency fees, media costs and production costs where relevant.

Budget for media relating to our Creative and Cultural Advocacy work will be made
available on a case-by-case basis.

2. RfP background

About Wellcome

Established in 1936, we are politically and financially independent; we do not receive

donations or government grants and we don’t raise money from the public.

Our vision is a healthier future for everyone, and we believe this can only be achieved in
a world where everyone’s experience of health matters. We support science to solve the
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urgent health challenges facing everyone. We have five strategic programmes: Wellcome
Collection, discovery research, and three to find solutions for the challenges of mental
health, climate and health, and infectious diseases.

Wellcome Collection is a free museum and library and is part of the global charitable
foundation Wellcome. The museum is a key driver of Wellcome’s brand in the UK and is
often people’s first encounter with the foundation.

wellcome.org
Wellcome’s 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:

e We believe inthe 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.

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

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

e 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.

e Transformative: we always strive to make a significant difference.

e Inclusive: we respect all people and perspectives.

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

About Wellcome Collection

Wellcome Collection is a free museum and library. We believe everyone’s experience of
health matters. Through our collections, exhibitions and events, in books and online, we
explore the past, present and future of health.

You can find us near Euston station in London and at wellcomecollection.org. Our
exhibitions and events are always free. You can use our library and view items from our
collections free of charge too — you may just need to book in advance.

Wellcome Collection opened in 2007. We care for many thousands of items relating to


http://www.wellcome.org/

health, medicine and human experience, including rare books, artworks, films and
videos, personal archives, and objects. We’re part of Wellcome, a charitable foundation
supporting science to help build a healthier future for everyone.

Wellcome Collection’s vision is a world where everyone’s experience of health matters.
Our mission is to:

e Seek out opportunities for everyone to contribute different forms of knowledge
and understanding towards a healthier and more equitable future.

e Give voice to a radical imagination of what health is and what it could be.

e Make meaningful connections between different perspectives and stories of
health past, present and future, with our collections at the heart of
everything.

wellcomecollection.org

Wellcome Collection’s Ten-Year Strategy

In 2023, Wellcome Collection launched a new ten-year strategy. The Wellcome
Collection Strategic Plan is available in the supporting documents.

Wellcome Collection’s Current Audiences

In FY 2024-25, we welcomed 403,000 in-person visitors. This is down on FY 2023-24
when we received 480,000 in-person visitors, boosted by one of our most popular
exhibitions since Wellcome Collection opened in 2007, The Cult of Beauty. These
figures are still lower than our pre-pandemic annual figure of 650,000 p/yr.

In FY 2024-25, there were 4.1 million visits to wellcomecollection.org, including 196,000
unique digitised works viewed from our collections (data from October 2024 —
September 2025).

More information about our current in-person audiences can be found in the Wellcome
Collection visitor report 2024-25 in the supporting documents.

New Audience Development Plan

In 2026 Wellcome Collection is developing and delivering an ambitious, insight-led audience
development plan for the museum and library. This audience development plan will identify
priority audiences and a practical roadmap for change. Agency Baker Richards, alongside
consultants Sarah Chambers and People Make it Work, have been appointed to deliver
the new audience plan by autumn 2026.

3. Wellcome Collection’s Audience Ambitions

Building on the objectives set out in our ten-year strategy, we have made the following


http://www.wellcomecollection.org/
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commitments about the audiences we want to engage with Wellcome Collection’s public

offer. We recognise these are broad and will work with the selected agency to refine these

further, including our priority groups.

By audiences, we mean everyone who comes into contact with us, including people who

visit our building, interact with us online, engage with our touring exhibitions, read our

books, buy something from our shop or café, or hire our commercial spaces.

i.  Who we want to engage

a.

We want to engage as many people as possible with Wellcome Collection’s
offer in-person and online, substantially above pre-pandemic figures.

To achieve Wellcome Collection’s vision of a world where everyone’s
experience of health matters and Wellcome’s overall vision of a healthier
future for everyone.

To ensure the greatest number of people benefit from our work and
maximise the impact of our mission, reflecting Wellcome’s accountability to
society and the breadth of people whose health we seek to improve.

To act in the spirit of Wellcome’s charitable objects, which set out our
commitment to the ‘health and welfare of humankind’.

b. Not all audiences are the same. To engage as many people as possible, we

C.

have a responsibility to remove barriers for those who experience them.

To enable people who are most affected by health challenges, have been
and continue to be marginalised, or have additional access needs, to engage
fully with Wellcome Collection, in line with our commitments to equity,
diversity and inclusion.

To engage audiences who don’t feel Wellcome Collection is a place for them
(e.g. because they don’t usually visit museums, view us as elitest, or haven’t
previously seen their experiences reflected in the mainstream).

To use Wellcome’s unique resources and independence to engage people
who experience these barriers, because we believe we should take on risks
and tough challenges — especially when others aren't.

We will focus particular effort on growing engagement with priority groups,
alongside our commitment to achieving broad, popular appeal.

We want to bring fresh perspectives into conversations about health,

which could include engaging with people and communities: most

affected by health challenges; whose lived experience of health is least
talked about; who have connections to our collections; and have been
excluded from our collections in the past.

We want to encourage those in positions of power and influence to question,
think and feel in new and different ways about health, which could include
engaging with: Wellcome staff; clinicians and healthcare professionals;



academics, scientists and researchers; artists, authors and writers; policy
makers; and the media, publishers and broadcasters.

We want to engage audiences with different lived experience, including:
people with lived experience of health conditions; deaf, disabled and
neurodivergent people; racially minoritised people; people from low
socioeconomic status backgrounds; and young people aged 14-19 years.

ii.  What kind of experiences we want audiences to have
d. We will produce creative and transformative interactions for audiences and

bring together people with different perspectives and experiences.

To meaningfully convene and engage audiences with diverse experiences of
and perspectives on health with Wellcome’s mission through Wellcome
Collection’s offer, with the aim of increasing understanding between different
people.

To explore the complexity of health and peoples’ experiences in ways that
are both affirming for those whose experiences have often been overlooked
and enriching for all.

To encourage audiences to engage critically and emotionally with our

offer, building deep, long-term relationships and strengthening trust in
Wellcome Collection, wider Wellcome and our mission.

e. Inall our spaces and interactions with us, we want our audiences to feel:

Welcomed, relaxed and warmly invited to access our services and make our
spaces their own, so Wellcome Collection can play a meaningful part in their
lives.

Connected to Wellcome Collection and the wider world, moving beyond
consumption of content to discussing, collaborating, sharing, debating,
researching and getting involved in contemporary issues around health.
Challenged to consider new possibilities and broader horizons through
encounters with collections, stories, lives and perspectives that reflect the
richness and complexity of human experience.

f. Over time, we will build relationships with audiences that are:

Responsive to their needs, interests and desires so audiences can engage
with Wellcome Collection’s mission in ways that feel comfortable and
welcoming to them.

Long term, consistent and rooted in transparency to strengthen trust and
share learning, particularly with groups whose experiences have been
marginalised in conversations about health.

Dynamic and collaborative, recognising the complexity of people’s lived
experiences and changing needs over time. We will continue to learn,
innovate and invite audiences to shape how they engage with us.



iii.  How this work will shape our public offer

Wellcome Collection’s public offer will be directly informed by the audience development
plan once it is complete. By public offer, we mean all the possible touchpoints for the public
to engage with the museum and library, including our physical spaces, exhibition and
engagement programme, access to our collections, our commercial offer, published books
and online content.

g. We will develop and work to a set of strategic criteria for every part of our offer.

Criteria could include alignment with Wellcome’s mission, audience interest
and artist / creative direction, and will be developed further when the
audience development plan is complete.

We will adjust the emphasis on different criteria across different elements of
Wellcome Collection’s offer, providing a balance across the portfolio every
year.

h. We will produce a portfolio offer that provides something for everyone (not
everything for everyone).

Different elements of Wellcome Collection’s offer will be designed to engage
different audiences at different times.

Specific audience objectives and targets will be set for each element (e.g. to
engage new audiences, increase volume, deepen relationships with existing
groups).

This follows the model used by the BBC and high-profile cultural venues with
a mandate to serve the whole of the UK population.

i. We will ensure Wellcome Collection’s offer is accessible and inclusive for as
many people as possible.

All Wellcome Collection content, physical spaces, collections and online offer
will be open and inclusive, with as few barriers to access as possible.

Specific resource will be dedicated to building provision for audiences where
barriers to access are highest.

This builds on our track-record and reputation amongst audiences and peers
for providing gold standard accessibility, including winning the inaugural
Museums + Heritage award for Visitor Accessibility in 2025.

About Creative & Cultural Advocacy

Wellcome’s Creative and Cultural Advocacy (CCA) team aims to put urgent health challenges high on
the public agenda. We do this by working with the cultural and creative sectors on emotionally
resonant content and activities for decision-makers and the publics who influence them. We sit
within Wellcome’s Engagement function and you can find out more about our work here: Engaging
people - Engagement and advocacy | Wellcome
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4. RfP specification

This section sets out the specification of services for this RfP. It should be used to fully

understand Wellcome and Wellcome Collection’s requirements and to inform

responses.

Strategic Partner

Collaborate with Wellcome Collection’s Comms & Marketing team, and
Creative & Cultural Advocacy teams, to develop strategic, creative and
impactful media plans, making channel and audience targeting
recommendations, finding financial efficiencies and providing impact and
reach forecasting.

Collaborate with Ethix Digital to offer holistic planning and ensure
alignment across the full media matrix to maximise impact and reach, and
strengthen brand awareness and recall across all audience touchpoints.

Identify and recommend opportunities to cross-promote Wellcome
Collection’s programme to amplify the museum as a must-visit
destination and showcase a range of opportunities to engage with our
multi-faceted offer.

Champion a ‘test and learn’ approach to media use, balancing traditional
channels with strategic and informed use of innovative technologies and
media; and supporting teams to gain internal stakeholder buy-in through
evidence-based rationale.

Be available for regular in-person and/or online meetings, the cadence
and purpose of which will be agreed in advance with relevant teams.

Apply Wellcome’s inclusive communications principles and practices,
ensuring accessibility, equity and inclusion — particularly with regards to anti-
racism and anti-ableism — are built into all aspects of our use of media.

Delivery Lead

Provide detailed, well-considered and data-based media proposals
following receipt of a media brief, within an agreed timeframe, and be
open and responsive to feedback and further development.

Provide detailed planning and scheduling documents that are accessible,
easy to follow and kept up to date.

Negotiate with third-party media owners and suppliers to achieve best
value for money and buy media space on behalf of Wellcome.

Provide clear and accurate specifications and timelines for all creative;
and act as liaison between Wellcome and third-party media owners and
suppliers in the provision of all creative.



Research, Insights and Evaluation

e Provide updates and insights on cultural sector, latest shifts in audience
behaviours, trends, expectations, and media buying trends, bringing
learnings, innovations and best practice developments to Wellcome’s use
of media.

e Provide relevant training and learning opportunities to Wellcome teams as
appropriate.

e Demonstrate an in-depth understanding of relevant audiences and their
media consumption habits and behaviours.

e Provide consistent campaign reporting and updates including in-flight
progress and end of campaign evaluations with clear, actionable
recommendations and learnings for future activity.

Equity, Diversity and Inclusion (ED&I) Champions

e Embed AD&I principles into all areas of work, ensuring that media use,
recommendations and strategies are inclusive and equitable, and are
reflective of diverse backgrounds and lived experience.

e Consider the data collected from audiences and other research participants
(including demographic information) and how we use it, to understand and
widen who benefits from Wellcome and Wellcome Collection.

e Consider ways to share insights and best practices, fostering an inclusive
environment and driving sector-wide advancement in equity.

5. Budget submission

Please provide a detailed budget breakdown, quoted in GBP and exclusive of VAT. This
should include:

e Day rates and estimated time allocations by role

e Research costs (including recruitment, incentives, facilities, analysis software)
e Any third-party or subcontracted costs

e Assumptions and exclusions

6. Project timeline

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

Dates Activity
March — April 2026 Agency onboarding
April — May 2026 Media planning
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May 2026 — September 2026 Media buying and delivery for financial year 2025-26

October 2026 — March 2027 Media planning, buying and delivery for financial
year 2026-27

7. RfP timeline

# | Activity Responsibility | Date

1 | RfPissued to suppliers and published on Wellcome Wed 21 Jan 2026
Wellcome’s Contract Opportunities
webpage

2 | Submission of Expression of Interest and Supplier Mon 2 Feb 2026
supplier questions

3 | Return of Supplier Q&A to Suppliers Wellcome Mon 9 Feb 2026

4 | Submission of RfP response Supplier Mon 23 Feb 2026

5 | RfP evaluation period Wellcome 24 Feb — 3 Mar 2026

6 | Supplier presentations Supplier 16 Mar 2026

7 | Notification of contract award Wellcome 23 Mar 2026

8 | Contract negotiation and start Wellcome & April 2026

supplier

8. Response format

The following headers support the timetable by providing further detail of the key steps.

Expression of Interest (EOI) and Supplier Question & Answer (Q&A)

Suppliers are asked to submit a short expression of interest by email 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.

e If an organisation, 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
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 has responded to all questions, any
additional questions after this deadline will not be answered to ensure that this is a fair
and equitable process.

Submitting an EOI or supplier questions is not a binding commitment to submit a full
proposal should your organisational priorities change, you will not then be penalised for
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future opportunities.

Please note, if we have an overwhelming response, we may choose to use this EOIl stage

as a selective phase, this is at Wellcome's discretion.

RfP response

Please submit your full proposal by the deadline outlined in the RfP timetable. Your

proposal should be formatted as a single PDF document (maximum 15 pages, including

images and tables) and sent via email to the Wellcome contact listed below. Use the file
name format: AgencyName_WellcomeMediaPlanningAndBuying_RFP2026.pdf

Your proposal should clearly demonstrate how your team will deliver against the

objectives and criteria set out in this RfP, and must include the following:

1. Executive Summary

Outline your understanding of the RfP, your proposed approach and why
you / your agency is well-suited to deliver Wellcome’s objectives for the
project.

Play back to us your understanding of our requirements and describe how you
propose to meet our requirements.

2. Proposal Task

Provide a timeline and media proposal which illustrates how you would meet the
challenge of showcasing the breadth of Wellcome Collection's public programme
whilst ensuring certain elements are prioritised as and when appropriate, and
responds to the objectives as set out in this RfP.

Proposals must demonstrate a multi-channel approach, making use of a diverse
media mix: digital, print, mobile, street furniture, transit and transport, place-
based, experiential advertising, Audiovisual advertising, digital-first partnerships
etc.

3. Project Delivery

For the above task, you should include:

Recommended strategic approaches, research methodologies and media
plans.

Timings, deliverables, and projected impact and key performance indicators
for all media activity.

Budget breakdown, excluding VAT and any local taxes, and including all
related costs (specifying day rates of individuals involved, account
management, cost of research activities if applicable).

Access, diversity and inclusion considerations accounted for in your planning
and proposal.

Demonstration of the cost effectiveness of your approach rather than buying
12



directly from media owners.

Information on any third parties you would use for the delivery of any aspect
of the proposals.

Percentage income/levies across formats, from media owners.

4. Your Experience

Provide two case studies demonstrating where you have successfully
provided media planning and buying services like those described in this RfP,
ideally at least one for a cultural institution.

Provide two references (including contact name, organisation, brief overview
of work provided, email and telephone) whom Wellcome can contact as part
of this RfP process.

Provide an example of an end of campaign report, applicable to this RfP.

5. Project Team

Provide details of the project team including responsibilities of each team
member. Please include a Senior Project Manager (or equivalent) who will be
the dedicated contact for the Wellcome team.

Outline your approach to project management, including a proposed
communication plan to manage engagement with various Wellcome and
Wellcome Collection teams.

Provide a third-party disclosure if you plan to use any subcontractors,
freelancers or collaborators. Include their details and the specific tasks they
will handle.

6. Legal Compliance

Provide your company’s registered name, address, and registration number.

Provide your organisation's actions and policies on access, diversity and
inclusion.

Describe anticipated risks and challenges and ways you plan to mitigate them,
and how you ensure the quality of your work.

Provide your approach to data protection. All research 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 how its intended research approach
complies with DP Laws.

Demonstrate 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.

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

9. Evaluation criteria

‘ Criteria

| Detail % |
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Strategic approach Clear strategic thinking in media planning and buying 30%
and research across offline, OOH, experiential media, including robust
methodology methodologies to align with our objectives.
Cultural sector Experience of working with cultural organisations, with 25%
experience strong examples of media planning and buying with
demonstrable impact
Delivery and Clear plan for communicating across several Wellcome | 25%
Evaluation teams. Appropriate and achievable delivery plan which
takes into consideration possible risks and mitigations.
Outline of how campaigns will be evaluated in-flight and
at project end.
Access, Diversity Embeds ADI principles throughout the proposed 10%
& Inclusion (ADI) approach, analysis methods, and strategic
recommendations
Cost and value for Offers a transparent, well-justified budget that aligns 10%
money 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.

10.

Wellcome is committed to upholding data protection principles and protecting your

Data Protection

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) if

invited to presentation to assess how you handle data.
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11. 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 up to one hour and fifteen minutes. This will be a
presentation given by the supplier to a Wellcome interview panel, followed by a
qguestions and answers session.

12. 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.

13. Equity, diversity and inclusion

Embracing equity, diversity and inclusion (EDI) 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
equitable, 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 equity, diversity and inclusion seriously, and we want to partner with
suppliers who share our commitment. We may ask you questions related to EDI as part
of our RfP processes.

14. 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
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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.

15. 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.

16. Funding

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

17. Costsincurred 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.

18. 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:

e Address their environmental impacts, for instance as part of a certified
Environmental Management System.

e Reduce the carbon emissions of their products and services, for instance by
adopting science-based targets and plans to deliver them.

e Embed environmental considerations in the sourcing and delivery of goods and
services to Wellcome, across all stages of their life cycle.

19. Wellcome contact details

Please send all correspondence to:

Name: Frankie Wakefield
Role: Marketing Lead, Wellcome Collection Email:
f.wakefield@wellcome.org
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20.

The below supporting documents are available to view here

Supporting documents

Wellcome Collection strategic plan

Visitor report Oct 2024 —Sep 2025

Audience Ambitions

Strategic Direction for Access, Diversity & Inclusion
Wellcome Collection 2026 Year Ahead press release
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