Brief for Pop Up Every Man Club Event

1. Introduction

The National Army Museum (NAM) wishes to appoint a suitably qualified and experienced events team to deliver an immersive entertainment and learning event focusing on the leisure time of soldiers during the First World War.

The event will be held on a Friday or Saturday during the October Half Term and is part of NAM’s commemorative First World War centenary programme focused on the theme of ‘Volunteering and Conscription’, which has as it’s focus the question ‘Does your country have the right to compel you to military service? Our public events, learning resources and outreach activity will explore the key anniversaries including the introduction of conscription, the Easter Rising, the Battle of the Somme, and why soldiers chose to fight or not.  

To balance the programme, this pop up event will offer a lighter level of engagement, appealing to broader audiences who are interested in the subject matter but are not subject specialists. Their priority is having an enjoyable afternoon/ evening, with learning an underlying outcome of the event. 

The pop-up event’s secondary purpose is to spark public interest and build momentum towards NAM’s reopening in Spring 2017.

This document explains the background in more detail. 

If you are interested in tendering for this unique event, this document provides the following information:

· Background on the National Army Museum
· Building for the Future Project
· Scope of Works
· Schedule
· Budget
· Tender Process.

We would welcome your application to work with us.


2. About the National Army Museum

2.1 Overview

Founded in 1960 by Royal Charter, the National Army Museum (NAM) was established for the purpose of collecting, preserving and exhibiting objects and records relating to the history of the Land Forces of the Crown. The Museum is an Executive Non-Departmental Public Body (ENDPB) run by a board of up to 12 Trustees known as the Council of the National Army Museum. The Museum is a Registered Charity and Accredited Museum. 
Initially created to communicate the story of the British Army from its establishment in 1640 to 1914, the Museum later extended its remit to cover post-1914, the Second World War, National Service and modern day military operations in Ireland, Falklands, Kosovo, Sierra Leone, Iraq, Afghanistan, up to the present day. 

Its story is international, covering the history of Indian Army up until 1947, as well as the Commonwealth armies of Africa and Australia, Canada, New Zealand, and the Caribbean. 


2.2  Vision, Mission, Values and Objectives

In 2011, NAM launched a new Strategic Plan 2011-16 outlining its vision, mission, values and strategic objectives as follows: 

Vision
To be the leading authority on the history of the British Army and a first-class museum that moves, inspires, challenges, educates and entertains.

Mission
To gather, maintain and make known the story of the British Army and its role and impact on world history. To provide a museum experience that meets the widest range of public need and connects the British public with its Army.

Core Values
Relevance, Insight, Quality, Enjoyment, Access, Learning.

Strategic Objectives

· Create memorable and relevant activities aligned to audience need in order to maximise audiences and generate footfall;
· Establish the NAM, nationally and internationally, as the first choice for the history and life of the British Army;
· Maximise financial resilience, organisational efficiency and sustainability;
· Safeguard and make accessible the collections and associated knowledge;
· Develop a national footprint by establishing a network of national partnerships, linkages and working relationships.


2.3  The Collection

Key Facts

· NAM’s Collection is the world’s largest single accumulation of the material culture of the British Army and other Land Forces of the British Crown; 
· It is also the Museum of the Indian Army until 1947;
· The Collection spans over 600 years with the oldest object dated 1435;
· It has over 1,000,000 artefacts and 622 linear metres of archives and photographs.

The Collection’s significance lies in the large number of objects and stories that it contains, the rarity of many items and the extent and breadth of its relevance, not only domestically but also internationally. 

It provides a truly unique window into British history and the role that Britain continues to play in international politics. Moreover, the Army story not only encompasses each major era of British history, it also touches on personal stories of soldiers and their families, and community issues of pride, identity, repatriation and reconciliation.


3.    Building for the Future

3.1  Background

Building for the Future is a major project aimed at transforming a national museum through new galleries, new approaches to public engagement and new ways of working. 

This has led to some significant changes in its thinking and practices to make it  an
Audience-focused organisation with Learning and Engagement at its heart and delivering a National Role. 


3.2  What is Building for the Future?

NAM has developed the Building for the Future (BftF) project to act as the principal agent to deliver this new approach to working and its Strategic Plan 2011-16. 

Set to cost £23.75m, the project is part-funded by a Heritage Lottery Fund grant of £11.5m, with the remainder covered by fundraising carried out by the Museum. 

The project will see a radical transformation of the Museum’s offer for onsite, offsite and online audiences within four project elements:

1. Revolutionise the visitor experience. A major restructure of the building and overhaul of Museum displays will create a more welcoming and engaging physical experience supported by a fresh approach to public programming.

The displays will be very different, thematically rather than chronologically arranged and approaching things from a more challenging perspective than audiences might expect.  We also expect visitor numbers to rise from the previous 275,000, before closure, to 400,000. 

Building work is due to be completed by the autumn of 2016. Exhibition and public facility fit out will be complete for the reopening in Spring 2017.

During the building closure the Museum has been touring the country engaging with audiences and has consulted with over 24,000 people through local community groups, societies, educational establishments, academics, organisations and individuals. 

2. Improve conservation of and access to the Collection. Consisting of over a million items, the Collection will be housed in new, environmentally controlled stores. We will also be undertaking a significant programme of digitisation, which will enable easier and greater access to NAM’s unique items online, followed by a focus on improved cataloguing and access to the Collection.

3. Establish an on-going programme of learning and outreach. Deliver an extensive programme of outreach across the country, opening up the Collection to over half a million people during 2014-16. Community workshops, art projects and outreach exhibitions will take the Collection to the doorsteps of local communities. These will be made possible through a range of partnerships including the pre-existing national network of 136 regimental and corps museums.

4. Embed new working models of service delivery and public engagement. The project will enable NAM to re-design the way it works to become more audience-focused, commercially sustainable and more goal-driven. 


3.3 NAM’s new offer created through Building for the Future 

This new proposition will see NAM engaging with audiences onsite, offsite and online. Dynamic public programmes, innovative learning programmes and challenging outreach work will complement a series of innovative thematic new galleries. 


Permanent gallery offer

Central to this new proposition will be the development of a series of new and innovative permanent galleries. NAM will be moving from presenting a chronological approach to its story to a thematic one. Audiences will be encouraged to explore the story of the British Army through the following galleries: 

· Soldier Gallery
This gallery connects the visitor to the soldier/officer as an individual - utterly human, capable of courage and cowardice, virtue and vice.

· Battle Gallery 
Battles are the ultimate and most dramatic test of an Army. In this gallery, visitors explore how battles are fought from planning to aftermath.

· Army Gallery
The Army gallery answers the fundamental questions of ‘what is the army?’ and ‘why do we have one?’ The gallery will tell the story of the creation of the British Armies and show them in relation to events worldwide, as well as engaging people in the true and dynamic character of this fast changing and responsive organisation. 

· Society Gallery
The Society gallery explores the relationship between society and the Army, both at home and abroad. It will explore the ways in which civilians encounter the Army, whether that be face- to-face, by taking action, through popular culture or by being moved to remember and commemorate the fallen.

· Discovery Gallery 
Using the Museum’s unique, rich and global Collection, the Discovery gallery will enable people to explore the sometimes controversial impact and legacy of the army on the world by sharing the perspectives of communities of origin, defence experts and historians. 

Running across the thematic galleries are a number of cross-strands which cut across the themes and create common “touch points” or connections across the gallery themes.  

The strands are: 

· Global/Commonwealth ties
· Diversity and multiple perspectives
· Innovation (medicine, weaponry, communication, engineering, logistics)
· Personal stories.
Core Army attributes of physicality and activity, innovation and discovery, multiculturalism, pluralism and equality will also be drawn out within the interpretation so that the re-developed Museum reflects the very character of this unique institution. 

Early Years Learning Facility (EYLF)
In addition to the galleries listed above will be a space for children aged 0-7 and their carers. This will be the cornerstone of NAM engagement with early years audiences, and is located on the ground floor near the Museum entrance. 

Public Programme
Alongside this permanent offer will be an exciting programme of events and activities both at Chelsea and further afield, and a rolling programme of temporary exhibitions. 

Facilities
Improved facilities across the building will see the development of a new café, shop, Templar Study Centre and dedicated learning facilities. 

Digital 
NAM also aspires to engage, enable, support and build audiences everywhere. This means offering appropriate digital content and services for when users are at home, in the office, in the galleries, at school, or out and about.

In 2013, NAM started the process of ‘going digital’ by commissioning a Digital Strategy for the Museum. During 2014-15 the Museum intends to review its recommendations and undertake further research to identify the way forward. It is envisaged that NAM’s digital development will form a major project following Building for the Future with the aim of enabling NAM to extend its sphere of influence and impact beyond the walls of the Museum and its two satellite sites. 


3.4 NAM’s New Brand 

As part of the BFTF project, NAM has developed a new brand and approach to visual communications. Our new brand model and character should sit at the heart of all visitor offer experiences, because it describes the way in which we want visitors to interact with NAM. NAM’s new brand model is provided below for information. 
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Figure 1: National Army Museum – new brand model 

4. Audiences 

NAM has undertaken an extensive programme of audience research and consultation to better understand its current and potential audiences. The Building for the Future project is the vehicle that NAM is using to develop the profile of its audiences, attracting a range of new visitors and participants through a variety of new approaches to engagement. 

The Audience Development Plan (2013) outlines the pre-closure audiences and identifies priority audiences for future development. The ADP has given rise to the Learning and Engagement Strategy (2013) and the Family Learning Strategy (2015) which detail the different ways NAM will engage these audiences.

Audiences for the opening events themselves will include:

1. Representatives of audience groups who have been involved in the development of the museum.
2. Stakeholder representatives, specifically HLF, MOD, government departments, politicians, affiliated organisations. 
3. Sponsors and Funders of the project comprising individual donors , corporates, representatives of trusts and foundations, museum patrons , corporate partners.
4. Potential donors and funders, and future corporate clients.


5. Scope of Works

NAM wishes to appoint a contractor to design, develop, and deliver the Pop Up Every Man Club.

We envisage the format of the Pop Up Every Man Club to be as follows:

· Including as many aspects of a soldier’s leisure time as possible, using actual documented activities at the Every Man Club in Poperinghe: music, theatrical performances (dance, illusionists, short film, comedy), food and drink, prayer and contemplation. We are in contact with Talbot House Museum in Poperinghe (the real Every Man Club) and they have agreed to be involved for consultation. They have asked that the history of the Club’s founder, Chaplain Tubby Clayton, is communicated to the audience.
· The event will be free with balloted tickets, so attendees ‘win’ their place.
· Approximately 100-200 people would attend each session depending on the capacity of the selected venue.
· The event organiser is responsible for designing and delivering the organisation, logistics and content of the event, in consultation with NAM staff.

Minimum deliverables

· Securing a suitable venue for the Pop Up Every Man Club for the Friday or Saturday of the October half term (28/29 Oct).
· Working in consultation with NAM staff to design the content of both sessions.
· The complete organisation, logistics and delivery of the two sessions: an afternoon for families, and an evening for adults, each lasting 2 hours (14.00 – 16.00 / 19.00 – 21.00).

Tenderers are asked to develop a fee based, two-stage approach: 



Phase 1: Planning : May to September 2016

· Develop and plan the concept and content of the Pop Up Every Man Club.
· Develop, specify and agree budget with client. 
· Secure a venue for the event.
· Specify and procure necessary equipment in line with rules and regulations of the venue. 
· Arrange catering in line with rules and regulations of the venue. 
· Be responsible for obtaining all external permissions and certification. 
· Be responsible for booking performers/ entertainers for the event.
· Ensure event is recorded in film and photography.
· Work with Press and PR champions to maximise publicity.
· Liaise with internal staff 
· Liaise with all key stakeholders 
· Specify, engage and manage external contractors.

Phase 2: Delivery: October 2016

· Work within clients budget to deliver programme.
· Ensure an engaging programme is delivered on time.
· Deliver a memorable experience.
· Ensure all deadlines are met. 
· Work with NAM staff and venue staff to ensure the Health and Safety of staff and the general public. 

 6. Costs

All costs for individual elements detailed in the response must be fully disclosed along with all calculations.  Quoted fees must include all of the following:

a. Professional fees

b. Development, research and manufacture costs

c. Travel and expenses

d. Disbursements

e. Visuals

f. An estimate of any contingency

g. All third party fees

h. Report, printing and presentation costs

i. All other expenses and costs required in the delivery of the project.

j. The fees should indicate if they include or exclude VAT.


7. Schedule

It is expected that the majority of the work will be performed and invoiced in two phases.

	Month
	Activity

	May 2016
	

	
	Brief issued

	[bookmark: _GoBack]May 2016
	

	
	Tenders submitted

	
	Interviews- Interviewees will be asked to present initial ideas with indicative event budgets and work programme

	
	Contract issued 

	May - September 2016
	Phase1 

	
	Design, planning and promotion of the Pop Up Every Man Club

	
	

	October 2016
	Phase 2 

	
	Delivering the Pop Up Every Man Club event




8. Project Team

Project Sponsor
Genevieve Adkins, Assistant Director (Public Programmes)

Project Manager
Katy Jackson, Public Programmes Manager


8.1 Relationships 

An internal group exists to oversee the Volunteers and Conscripts Programme activity:

Genevieve Adkins
Tristan Langlois (Learning)
Rebecca Hubbard (Marketing)
Nicola Redditt (Marketing)
Kevin Blaney (Marketing - Website)
Claire Horan (Outreach)

Other key staff may include:

Dawn Watkins, Assistant Director (Commercial and Visitor Experience)
Peter Johnston (Collections)


9. Copyright
NAM requires full retention of rights (including ownership and copyright) of all assets and programmes produced in this project, enabling it to re-use, repeat and distribute these as it sees fit.


10. Insurance
NAM requires the contractor to hold all relevant insurances, including professional indemnity, employers’ liability and public liability


11. Tender Process

11.1 Tender Requirements

Proposals should comprise the following: 


11.1.1 Response to Brief

Response to the brief should demonstrate:
· A creative response to the initial concept, with any thoughts about its further development, or an alternative concept
· A clear methodology statement for the design and delivery of the Works detailed in Section 6 and informed by the information provided 
· An outline work plan identifying key dates of all elements and sign-off points informed by this brief 
· Confirmation of team members, including sub-contractors if relevant
· Cost plan detailing the tasks and staff responsibilities, daily and hourly rates and expenses. 

11.1.2 Tenderers Project Team, Qualifications and Experience

Provide details of relevant qualifications and experience. Please include details of three similar projects and for each project, include the client, a description of the project, your company’s role, budget and project dates.
11.1.3 Fee

The Fee is to be a fixed sum for the provision of all Works as outlined in the Scope of Works.
The Fee is to include all expenses. This will include travel costs, accommodation, disbursements, reports and all other expenses and costs required in the provision of the Works. The Fee should exclude VAT.


11.1.4 Instalment Payments

Provide a suggested fee drawdown schedule in your response. NAM reserves the right to amend any suggested drawdown schedule.


11.1.5 References

Provide reference details of three recent contracts that are relevant to this project. Include the name and contact details of the clients’ representatives who could be approached for references. References will be taken up before confirmation of appointment.


11.1.6 Financial

Please provide a copy of the company’s published accounts for the last three years.


11.1.7 All company documentation as requested below:

· The Completed Form of Tender (Appendix C);
· Certificate of Bona-Fide Tender (Appendix D); 
· Both forms (Appendix C&D) should be signed by the Tenderer or, in the case of a Company by the Secretary or other authorised person. 
· Any other information that is required to clarify the tender.

11.2 Tender Submission

Tenders should comprise 2x hard copies and 1 x electronic on DVD/memory stick of all tender content. 


11.3 Tender Return

Tenders must be submitted no later than 16:00 on 25 May 2016 in a plain envelope labelled only with the address below and clearly marked “Tender – Pop Up Every Man Club”. No other marks or wording (including pre-paid franked stamps), which might indicate the identity of the sender, shall appear on the envelope containing the tender. 

The tender shall be submitted to:
Mr John Foster 
National Army Museum
Royal Hospital Road
Chelsea
London
SW3 4GHT

Tenders can also be returned via email by the above date and time to: jfoster@nam.ac.uk.

Tenders are to remain open for acceptance for a period of 60 days.  


11.4 Tendering Costs

NAM will not be responsible for or pay for any costs or expenses that are incurred by any tendering consultant in preparing and submitting their tender.


11.5 Contract Award Criteria

The tender board will consist of the following NAM representatives:

· Public Programmes Manager
· Head of Learning
· Head of Marketing


Tenders will be assessed on the following criteria:

· Response to brief 			20%
· Qualifications and Experience 	20%
· Project Team and Resourcing 	20%
· Fee 					40%

Each proposal will be given a score. A proposal considered to be unsuitable shall be rejected at this stage if it does not respond to important aspects of the brief. NAM shall notify unsuccessful tenderers of the rejection of their proposal after completing the selection process.

Subject to the quality of tenders received the Museum may request a presentation by shortlisted tenderers. Marking from this process will be added to the previous marks.

Tenders will be awarded on the absolute discretion of the Board of NAM, in accordance with internal policies and statutory regulations. 

The decision will be final and binding, no correspondence will be entered into.


11.6 Enquiries

Any enquiries arising from this Invitation to tender must be submitted in writing via email to: 

Katy Jackson, Public Programmes Department, National Army Museum.
Email: kjackson@nam.ac.uk

Enquiries should be submitted between 9 and 13 May 2016.

All responses will be circulated to other consultants who have expressed interest in tendering.


12. Appendices

Appendix A: - A Brief History of the Every Man Club 

Appendix B: - Form Of Tender

Appendix C: - Certificate Of Bona-Fide Tender


APPENDIX A – 

A Brief History of the Every Man Club, Courtesy of Talbot House Museum

Every day, thousands of British soldiers entered "Pop". The town quickly made a name for itself as the place where soldiers could forget about the war in whatever way they saw fit. Even though most soldiers slept in camps outside the city centre (in small villages, such as Krombeke, Proven and Reningelst), Poperinge was the place to go for nightlife and pleasure. The town, that was home to about 10.000 inhabitants before the war, was suddenly sheltering about 250.000 British soldiers. This meant of course that the image of "Pop" changed drastically. The British often called Poperinge ‘Little Paris’ because of all the cafes, bars, brothels, cinemas, concert halls and clubs the town had to offer. This is the context in which Talbot House was situated.

At first the club was called “Church House”, but Colonel Reginald May proposed - despite of Head Army Chaplain Neville Talbot's protest - to call it “Talbot House” after Gilbert Talbot, Neville’s brother who died on 30th July 1915. Gilbert Talbot became the symbol of a “Golden Generation” of young men who sacrificed their lives in the war. Tubby was in charge of the clubhouse and wanted to make sure that there was a cosy and homely atmosphere for all, regardless of rank and status. The sign on the door of Tubby's office, the chaplain’s room, still reads:

"All rank abandon ye who enter here."

This sentence became on of the pillars of the house. Everyone that entered did so as a human being and not as a soldier, officer or lieutenant. Orders were also prohibited in the house. Tubby insisted that Talbot House had to be a place where people could forget about the war for just a moment. The sign next to the front door saying: 

"To pessimists, way out!"

speaks volumes in this respect. The house is full of similar signs that, by making something clear in a humorous way, subtly take away the need for orders. Keeping a soldiers club without order and discipline might seem impossible but, by doing this, Tubby succeeded nonetheless. Another famous example of one of his signs:

"If you are in the habit of spitting on the carpet at home, please do spit here."

As the house and garden soon got too small for all the enthusiastic British soldiers, the old hop barn was used for extra space. First, it served as a chapel, but soon it became a place where soldiers could come and forget their sorrow and pain and truly escape from the war by attending variety shows, musical performances and movies or even by listening to (or joining in on) debates.

After the war, the idea of the "Old House" never left Tubby, and soon he started working on a new "Talbot House" in London. He began by writing letters, articles, speeches and ads. In September 1919 he published his first "Tales of Talbot House". A lot of old friends read this book and got in contact with him again.

On the 15th of November, Tubby's new dream became reality: the Toc H movement (a nick-name based on the abbreviation T.H.) was founded as a succesor to the House. Today, the movement is still an active charity organization all over the world. The oil lamp (a light in the dark) has been their symbol since the very beginning. 

For more information visit http://www.talbothouse.be/en/museum/history/little-paris 


APPENDIX B – FORM OF TENDER

Tender for: Pop Up Every Man Club 

To: The Council and Director of the National Army Museum

Sirs,

I/We the undersigned, having examined the enclosed tender documents and Appendices, do hereby offer to execute and complete in accordance with the said documents the works described therein:

For the sum as listed in the attached document:

Tenderer Reference:      

I/We hereby affirm our agreement to enter into a contract with the Council of the National Army Museum for the due performance of the Works in the form described by the above said documents.

I/We have completed the Certificate of Bona-Fide Tender included in this document.

I/We understand that the Trustees are not bound to accept the lowest or any tender which may be received nor or responsible for any cost incurred in the preparation of any tender.

I/We declare that this offer is to remain open for acceptance for a period of thirty days from the date fixed for the receipt of tenders.


Signed: ____________________________________________________

In the capacity of      

Duly authorised to sign the tender on behalf of:      

Date:      



APPENDIX C: - CERTIFICATE OF BONA-FIDE TENDER

Tender for: Pop Up Every Man Club

I/We certify that this is a bona-fide tender and that I/we have not fixed or adjusted the amount thereof by or under in accordance with any agreement or arrangement with any other person.

I/We also certify that I/We have not done and I/We undertake that I/we will not do at any time any of the following acts:

a. Communicate to a person other than the person calling for these tenders the amount or approximate amount of the proposed tender except where the disclosure, in confidence, of such amount(s) was necessary to obtain insurance premium quotations required for the preparation of the tender.

b. Enter into any agreement or arrangement with any other person that he shall refrain from tendering or as to the amount of any tender to be submitted;

c. Offer or pay or give or agree to pay or give any sum of money or valuable consideration directly or indirectly to any person for doing or having done or causing or have caused to be done in relation to any other tender or proposed tender for the said work any act or thing of the sort described above.

In this certificate the word “person” includes any person and any body, association, corporate or un-incorporated; and “any agreement” includes such transaction, formal or informal, and whether legally binding or not.

Signed: ____________________________________________________

In the capacity of      

Duly authorised to sign the tender on behalf of:      

Date:      
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