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Supplier Q&A

Request for Proposals (RfP): A new media agency for Wellcome Collection Comms & Marketing and
Wellcome’s Creative & Cultural Advocacy

Published Wednesday 11 February 2026. This Q&A summarises questions from several suppliers, so may not match exact wording

submitted.

SUPPLIER QUESTION

WELLCOME RESPONSE

RfP Process

Do you have a local preference or are you open
to agencies based outside the UK?

We do not have a preference. We are seeking an agency who can demonstrate
deep, extensive and specific knowledge and experience of UK-based media
audiences, buying, consumption and innovation.

Is there a specific time proposals are due on 23
February?

Proposals should be submitted by 17:00 GMT on Monday 23 February.

Who will be in the room for the pitch?

The following will be present for the pitch:

Frankie Wakefield, Marketing Lead, Wellcome Collection

Alice Evans, Marketing Manager, Wellcome Collection

Anthea Longo, Programme Manager, Creative & Cultural Advocacy, Wellcome
Gale Foster, Creative Lead, Wellcome

Audience & Data Insight

Before the new Audience Development Plan
lands in autumn 2026, which single audience

Our priority audience objective is to increase our 2025/26 annual on-site visitor
numbers, exceeding 2024/25’s 403,000 total visitors.




shift would you value most (who, where, and by
how much)?

We are particularly interested in growing the percentage of first-time visitors from
London —including from our local borough, Camden — and reengaging lapsed
visitors. Please see the Supporting Documents for further audience insights,
particularly the Wellcome Collection MAGIC Annual Visitor Report 2024-2025.

Which audiences are currently under-
represented in on-site visitation relative to your
ambition, and should there be a priority for
offline activity?

Please see the Supporting Documents for current audience insights, particularly
the Wellcome Collection MAGIC Annual Visitor Report 2024-2025.

We would welcome recommendations for how media might be used to reach
currently under-represented and growth audiences as identified in Annual Visitor
Reports and as part of our current Audience Ambitions.

Are there any existing audience insights or data
that can be shared to inform our strategic
response and recommendations?

Please see the Supporting Documents for current audience insights, particularly
the Wellcome Collection MAGIC Annual Visitor Report 2024-2025.

Can the successful supplier have access to
Wellcome Collection’s and/or Wellcome’s GA4
account(s)?

Yes, the successful supplier will have access to Wellcome and Wellcome
Collection’s GA4 accounts.

Does Wellcome and/or Wellcome Collection
have an in-house datateam and can the
successful supplier be in direct communication
with them?

Wellcome has an in-house Insight team within which there are dedicated advisors
for both Wellcome Collection and Creative & Cultural Advocacy.

We do not expect the successful supplier to be in direct communication with the
Insight team however insights will be shared via members of Wellcome
Collection’s Comms & Marketing team and Wellcome’s Creative & Cultural
Advocacy team to inform and develop media strategies and responses.

Media Use & Expectations
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What level of media innovation would you be
genuinely comfortable with, particularly thinking
about experimental media that may not succeed
but could still generate learning?

In proactively encouraging a test and learn approach across our work, we
welcome strategic innovation where it clearly responds to audience ambitions and
campaign objectives, and where the measure of success is in the learnings we
stand to gain.

We would encourage suppliers to take an approach to proposals where
experimentation is balanced with foundational media recommendations.

Should a defined proportion of the budget be
allocated for test and learn media activity?

We are open to this approach to budget allocation.

Should responses provide separate
recommendations of long-term partnerships
with key media owners to show value that can
be delivered for a longer campaign laydown?

We are open to this approach to media buying and planning.

Given Wellcome’s commitments on climate and
sustainability, would you like us to explore
media buying routes that prioritise low carbon,
sustainable OOH suppliers or environmentally
responsible experiential partners?

We are open to this approach to media buying.

Wellcome Teams

Who will be the main decision-makers in the
relationship, particularly when timings, priorities
or success metrics conflict?

The main decision-makers in will be Wellcome Collection’s Comms & Marketing
team (Marketing Lead, 2 x Marketing Managers) and Wellcome’s Creative &
Cultural Advocacy team (Programme Manager).

Is Wellcome and/or Wellcome Collection’s
creative team in-house or external, and can the

Wellcome has an in-house Creative team that works across Wellcome and
Wellcome Collection’s output. We also regularly collaborate with external creative
agencies and freelancers, on a project-by-project basis.




successful supplier be in direct communication
with them?

There will be opportunities for the successful supplierto be in direct
communication with our creative partners (in-house and/or external), facilitated
by Wellcome Collection’s Comms & Marketing team and Wellcome’s Creative &
Cultural Advocacy team.

Creative & Cultural Advocacy Work

Can you provide more details on the specific
initiatives under the Creative & Cultural
Advocacy work that may require media support
during the contract period?

Due to planning timelines, we are currently not able to share any further specific
details of upcoming Creative & Cultural Advocacy initiatives. Please refer to this
page to learn more about the kind of Creative and Cultural Advocacy work we’ve
been doing: Engaging people - Engagement and advocacy | Wellcome

We envisage the scale and scope of the required media support to be agreed with
the chosen supplier in advance and in alignment with priorities Wellcome
Collection’s colleagues’ plans and timeframes.

Can you clarify the process for allocating the
budget for Creative & Cultural Advocacy
initiatives on a case-by-case basis? Will this
require separate proposals for each initiative?

Budget to support each Creative & Cultural Advocacy initiative is determined and
allocated internally. The Creative & Cultural Advocacy team will share a media
brief with the successful supplier for each initiative separately.

Current & Future Successe

What have been your most successful
marketing/paid media activations and why do
you think they worked?

e The Cult of Beauty temporary exhibition (2024)

o Integrated, high-impact media campaign and promotional
partnerships including London Underground, LEPs, specialist press,
display advertising.

o Itachieved 155,448 visits, exceeding target by 53%, and is our most
popular post-Covid exhibition.

e Destination campaign (2025)



https://wellcome.org/engagement-and-advocacy/engaging-people

o Our mostrecentvenue-led campaign centred our permanent
collection, framed by mission-led messaging.

o Itwaslive May-July 2025 across TfL, National Rail, Spotify and select
digital media partnerships.

o The objective was to increase footfall during a quiet period for
temporary exhibitions. It contributed to an increase of up to 16,000
site visitors against the same period in 2024.

How has offline media been evaluated and
measured in the past?

Estimated impacts and impressions, shared as part of wider campaign wrap-ups.

With a £100k offline budget covering strategy,
buying and delivery, what does Wellcome
Collection consider a realistic level of impact
within a single year?

With a cross-campaign, audience-, and innovation-led approach to strategy,
buying and delivery, we would expect Wellcome Collection’s use of media to
contribute significantly to a meaningfulincrease on 2024/25’s total on-site visitor
figure.

Agency Expectations

Why are your existing agency relationships not
meeting your expectations and what is the
reason for the pitch?

We are looking to bring new perspectives and creative ideas to our media planning
and buying, with the aim of widening our media mix, embracing innovation and
experimentation, and taking a more holistic approach to reaching audiences.

We are looking for efficiencies in planning and reconciliation processes.

What do you value the most from the agency
partners that you work with?

We value proactive, clear and open communication; an astute level of attention to
detail; and a depth of consideration and strategic assuredness.
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