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	Proposition & Creative Development Brief 
Air Shows


Overview 
A review of air show peers illustrates there’s really no one like us out there.  IWM Duxford’s provenance and history as RAF Duxford, the fact that we house flying historic aircraft on site (rather than just static displays), our live action airfield, our immense physical space which includes renowned major exhibition spaces like Air Space and The American Air Museum, make us an unrivalled air show experience.

However, some peer air shows are very proactive about their vision and mission – why they stage air shows. As a national and international museum brand, we need to be clearer about why we do things. Communicating what air shows mean to us and why we do them could become a very clear and high impact commercial proposition, driving new opportunities and helping us to build loyalty across these audiences. As a charity, this is a very important, long-term strategic aim for IWM Duxford air shows. 

This brief looks to maximise the opportunities we have found to develop new audiences for air shows, connect more effectively with already engaged audiences and create increased loyalty across our important and vocally enthusiastic audience. 

In order to achieve this, we want to work with a creative agency with a track record in creating clear brand alignment and brand development strategies that translate into multichannel campaigns. We will work with you to develop a clear, creative and commercial proposition for our air shows which can be strategically imbedded across everything we do, from theme creation and planning to driving coherent high impact and differentiated communications to target audiences. 

To be more precise, we want to be able to communicate effectively, powerfully and consistently why we ‘do’ air shows, and why people should come to them by:- 

· Creating a strong, enticing and differentiated proposition for our air shows, firmly rooted in the overarching proposition for the site and inspired by IWM’s brand, which will inform future themes, communication and audiences. Please note, it will provide a medium to long term direction and therefore must be more than a campaign idea or an advertising line – it must be robust, audience focussed, strategic and commercial and be able to drive everything that we do.

· Once agreed, the proposition will inform the development of a coherent, multichannel and creative visual identity that will help IWM Duxford stand out in the air show and outdoor events marketplace, inspiring current attendees and attracting new audiences.

· Ultimately, the proposition will inspire IWM to develop a strong road map for the future development and creation of air show themes, partners and offers, providing a framework for future evaluation and success monitoring
Background

Who we are: IWM
IWM tells the story of people who have lived, fought and died in conflicts involving Britain and the Commonwealth from the First World War to the present day. Our unique collections, made up of the everyday and the exceptional, reveal stories of people, places, ideas and events. Using these, we tell vivid personal stories and create powerful physical experiences across our five museums that reflect the realities of war as both a destructive and creative force. Our brand is built around engaging people personally in our subject matter – to challenge people to look at conflict from different perspectives and to encourage a deeper understanding of the causes, course and consequences of war and its impact on people’s lives.

About IWM Duxford
Situated 10 miles outside of Cambridge, IWM Duxford was built by the Royal Air Force in 1918 to help defend and protect Britain and played a major role during the Second World War in the Battle of Britain.  In 1943, the airfield was handed over to the United States 8th Air Force and became the headquarters of the 78th Fighter Group who provided air cover to the Allied Forces on D-Day. Duxford’s history, buildings, working airfield and the stories they all tell are so important that the site is now looked after by Imperial War Museums.

Today, visitors can explore this historic site, see aircraft flying from its working airfield, get up close to our unique collections of aircraft and other large objects in seven exhibition hangars (including the American Air Museum) and discover the stories of the men and women who lived and worked at RAF Duxford. 

Over the last 18 months, we have been undergoing a large review of the onsite offer and future-focused proposition for IWM Duxford. As part of the master-planning, we used our visitor research and wider market place knowledge to create some core propositions that were ‘true’ and could be ‘evidenced’ about the uniqueness of our onsite offer. They were tested on audiences who agreed that IWM Duxford was unique because it could bring you ‘Closer to the realities of war’. This unique proposition will now be used as inspiration and focus for future content development and will be driven home to audiences through marketing communications.

A separate review has been looking at the proposition of IWM Duxford’s air shows, which are a successful and important part of our commercial strategy and audience and reputational reach.

IWM Duxford’s air shows
Through our external review we have re-affirmed what we already thought: IWM Duxford and its air show offer is unique. But we are not communicating this uniqueness – we do not have a vision for why we do them or a proposition that drives content development, theming or marketing communications. As a national and international cultural brand, we need to be clearer about communicating why we do things and why it is important.  Internally, we have also found that our opportunities are huge, influenced by a stronger idea of who our current audiences are, who is in the ‘total’ UK market to attend an air show and moving to advanced ticket sales only which will help drive a e-CRM strategy. 

Flying Legends Air Show 
The Flying Legends air show is not run by IWM Duxford and we are not responsible for its creative themes, content or promotion. However, as IWM Duxford is the destination for the event, many people believe it to be part of the core onsite air show offer.  As part of this work, we therefore need to consider how this Air Show sits alongside the IWM Duxford’s Air Shows, so that they are distinct.
Objectives 

· To deliver a clear, differentiated and focussed proposition answering the ‘Reason Why’ question which can drive future planning, narrative themes and storytelling for future Air Shows
· To develop a creative expression of this proposition that can be used for marketing and communications across a number of channels (onsite, online and offline)
The effective delivery of these objectives must take into account and resonate with how people currently ‘consume’ air shows: 

· For first time visitors: if they are going to engage with one air show in their lifetime – why should it be IWM Duxford? 
· For visitors that have been to IWM Duxford and are now considering   their first air show visit: what’s different about what they’ll see, feel and experience? Why should they come?
· For air show enthusiasts: as  active and critical participants in aviation history, and repeat visitors to IWM Duxford air shows, why should they keep supporting us by attending one or more  times a year,  every year?
Target audiences: Who are we talking to
The three ways that people ‘consume air shows’ are based on what we know about how people attend and  become air show visitors. We have many further insights into an air show visitor, using our TGI research and own visitor research. 

A series of pen portraits for IWM Duxford air shows and IWM Duxford’s day-to-day audiences are included in this brief as Appendix 1 and provide a broad overview of the audiences we know are in the market to attend an air show. Further information and background to these pen portraits can be provided to the appointed agency.  

It should be noted that the Flying Legends offer, which is not an IWM Duxford offer but our site is the destination for this third party brand, has a different and much more ‘enthusiast’ audience than our core offer. 
Focus: Unpacking and repackaging our USPs 
Understanding our USPs is crucial to the development of our core air show proposition. Our provenance, stories, events and impact are bigger than other peers in this area and we have an opportunity to more effectively communicate our ‘real’ history, the ‘real’ flying aircraft that live at IWM Duxford and the ‘real’ experience of seeing them fly. This is a significant communications opportunity.

Whilst we need to communicate the experience (the thrill of live, historic flight) to entice first time visitors; our USP offer is more about communicating what air shows mean to us and why we do them:

· We have a unique provenance and history as RAF Duxford (we are ‘real’),
· We are home to historic aircraft that still fly (rather than just static displays)
· Our live action airfield is part of our immense physical space, which also includes renowned major exhibition spaces like AirSpace and The American Air Museum 
· Altogether, this means there really isn’t anyone like us out there. 

Inspiration

During our review we found that we needed to be bolder and more confident in our communications. We need to ensure we live IWM’s brand values within our communications:

· We are Courageous
· We are Authoritative 
· We are Relevant
· We are Empathetic 

In relation to our peers we need to be a little bit more:

· Confident  and directional like Royal International Air Tattoo and Farnborough International Airshow: ‘we do global/aerospace/aviation’  
· Blowing our own trumpet like RAF Cosford, Shuttleworth Collection, Brooklands and Waddington:  ‘we are an amazing museum with unparalleled collections’; 
· More playful and engaging: ‘we’re much more than just history’

The inspiration should also reflect our need to develop multichannel strategies in the future to engage our air show audiences. Tactics that we will use (although are not exclusive) and tactics we aspire to use in the future, enabled by the creative outputs are:

· Outdoor posters/billboards
· Bus wraps
· Press and media adverts (print and digital)
· Social media advertising
· Emarketing 
· Direct mail 
· Viral marketing (film and video)
· Leaflet distribution 
· Microsite/ IWM Duxford air show hub
· Tactical promotions with third parties (free ticket giveaways and major competitions with household brands)
· Ambient off-site opportunities (including wrapping outdoor venues like train stations and relevant places)
· Ambient on-site opportunities: cross selling air show experiences to day-to-day audiences in a bold, creative and engaging way: e.g. wrapping hangars, floor art on the ground to ‘lead’ people to kiosk sales, ticket promotions)
· Merchandising and packaging 
· Ticketing design and ticketing opportunities 

Deliverables and Outputs

Creative Agency: Deliverables and Outputs
The selected agency would be expected to deliver the following outputs:

· A clear, high impact proposition that can inform future programme and content development and creative campaign development 

· A visual identity/‘look and feel’ for the air show proposition, based on IWM’s brand and informed by IWM Duxford’s overarching brand proposition: ‘Closer to the Realities of War’. 

· A flexible campaign concept to be used for immediate tactical use, based around our core social audiences outlined in this document

· Notional concepts (examples) of how the new brand and the new campaign elements could be used within:
· Print advertising (large scale outdoor poster to small scale print advert)
· Online advertising (banner ads and MPUs)
· Social channels
· Microsite
· Ambient opportunities
· Merchandising including Air Show Souvenir Programme, T Shirt, Cap, Water Bottle and Lanyard as well as potential children’s products
· Email templates
· Onsite banners 

The visual identity should strongly translate across print, web and digital. Our multichannel aspirations should drive the tactical/notional application of the core idea.

We would expect the outputs for a creative campaign, visual identity or assets to be provided as art ready files on completion of the project and sign off. 

IWM’s Deliverables and Outputs
To support the creative agency, IWM will/can:

· Provide access to any review information and key staff to talk to about the project. 
· We can, if necessary, organise a meeting with the air show review team to creatively craft initial propositions together.
· We will help test propositions, using our current audiences through our engaged social media and e-news channels 
· Provide access to our internal design and digital team for any creative input into the visual identity 
· Provide a Project Manager to help support sign off and any queries/support needs

Impact
· As all air shows are now pre-booked, advance ticket sales only; all of our communication channels must facilitate a ticket booking sale via our online website.  
· We would hope that a new, integrated and value led proposition to consumers would encourage  pre-sales, enticing more people to buy upfront with a smaller proportion of last minute, snap decision making sales in the week and days running up to the event. 
· We will be measuring the impact of the new proposition and visual identity through visitor research, ticket sales analysis and campaign conversion analysis.

Timetable
Our ambition would be to launch our new brand proposition, identity and campaign in time for our 2017 programme of Air Shows. This means that if the proposition is going to drive the content and narratives, for the 2017 programme that it would need to be agreed by August 2016. It is anticipated that the marketing campaign for the 2017 Air Shows would be launched in November in time for Christmas sales. As part of this timetable, it is possible that research or testing of propositions could be carried out at the 2016 Air Shows in May and September.

A suggested draft timetable for appointment of the contract is as follows:

	Action 
	Deadline 

	Tender goes live 
	9 May 2016

	Queries submitted by 
	16 May 2016

	Tender submissions received by 
	24 May 2016

	Informal discussions, if required
	w/c 30 May 2016

	Contract awarded 
	[bookmark: _GoBack]3 June 2016



Initial kick off meetings to meet the internal stakeholder group should be held as soon as possible, depending on schedules.

Following appointment and initial briefing, we have some challenging deadlines to discuss. Ideally the project should be delivered, in its entirety, by November 2016 to enable our new proposition and identity to roll out from January 2017.
Budget 
The fee budget for this project is £35k (excluding VAT). We would also like you to estimate any additional costs and expenses outside of this core project budget. All expenses and costs will only be paid on submission of valid receipts and evidence that the most cost effective mode of travel or delivery has been used.

The £35k budget is broken down as follows:

· Stage One: The development of a strong, enticing and differentiated proposition for our Air Shows, which is firmly rooted in the overarching proposition for the site itself and inspired by IWM’s brand. This proposition would then inform future themes, communication and audiences.  (£10,000)
· Stage Two:  The development of a coherent, multichannel and creative visual identity based on the core proposition that would help IWM Duxford stand out in the air show and outdoor events marketplace, inspiring current attendees and attracting new audiences.  This stage would include notional concepts for how the identity would translate across key campaign elements (online and traditional marketing, e-marketing, merchandise, and onsite elements such as trade stalls and onsite promotion. (£17,000)
· Stage Three: The roll out of the visual identify across all campaign channels for the 2017 May Air Show and the provision of templates and art ready files of the core idea to be handed over to IWM for future Air Show (£8,000)

Response to the brief
Please submit a written response to the brief, outlining:

· Examples of clients and similar projects you have worked on in the past, proving your track record in creating clear brand alignment and brand development strategies that translate into multichannel campaigns.

· How you would approach our brief and the delivery of our objectives and outputs

· How you would assign and spend the project budget 

· A proposed timetable 

· Any support that you may need from IWM teams and team members

· Any added value that you could bring to the project, within budget

Selection process

The responses will be assessed through the written submission and possibly a follow-up informal discussion. We aim to have appointed a consultant by Friday 27 May.

Potential informal discussions, if required, will be scheduled w/c Monday 23 May.

A Contract based upon the terms and conditions as shown in the attached document will then be issued.


Contacts	

If you would like an informal discussion around the information contained in this brief, please email or call:

	Client Contact
	Contact us on:

	Lindsay Ball 
	0207 091 3033
lball@iwm.org.uk








Appendix

For your information, please review IWM terms of appointment.

CONTRACT

This Contract is between:

Imperial War Museums (as operated by the Trustees of the Imperial War Museum, a charitable corporation established by statute) whose office is situated at: Lambeth Road, London SE1 6HZ, hereby referred to as ‘IWM’, and;

, whose registered office is situated at:, company registration no., hereby referred to as ‘the Consultant’.

To cover

1.0	Definitions

1.1	In this Contract the following expressions shall have the following meanings:

· ‘Commencement Date’: the date upon which this Contract commences and from which the Contract Period shall run.
· ‘Contract Period’: the period for which the contract has been let;
· ‘Fee’: the fee specified in Schedule 1 and payable to the Consultant for completion of the contracted services;
· ‘Material’: all specifications, schedules, reports and other documents prepared or provided by the Consultant for or in connection with the Project;
· ‘Project’: means the analysis of the motivational and communication triggers that will encourage audiences to visit the Air Shows at IWM Duxford;
· ‘Services’: the Services set out and referred to in Schedule 1;

1.2	A reference to any statute, enactment, order, regulation or other similar instrument shall be construed as a reference to the statute, enactment, order, regulation or instrument as subsequently amended or re-enacted.

1.3	The headings to Clauses are for ease of reference only and shall not affect the interpretation of construction of the Clauses.

1.4	Where the context allows, the masculine includes the feminine and the neuter, and the singular includes the plural and vice versa.

1.5	Unless the context requires otherwise, a day means a working day.

2.0	Consultant’s Obligations

2.1	The Consultant shall provide the Services based upon and subject to the terms of this Contract. The Consultant warrants that it has exercised and that it will continue to exercise in the performance of the Services, the reasonable skill, care and diligence to be expected of a Consultant holding himself out as having the competence, experience and resources necessary for the proper performance of such Services.

2.2	The Consultant shall ensure that all Services carried out under this Contract and performed by suitably qualified persons.

2.3	The Consultant shall comply at all times with IWM’s instructions in relation to the Project.

3.0	Consultant’s Organisation

3.1	The Consultant shall provide and maintain an organisation having the necessary facilities and employees of appropriate qualifications and experience to undertake the Services.

3.2	All personnel deployed on work relating to the Contract must have appropriate qualifications and competence and in all respects be acceptable to IWM.

Where so required, full particulars of all personnel to be employed shall be forwarded in advance to IWM for confirmation of acceptability.

3.3	The Consultant shall take all reasonable steps to avoid changes of personnel assigned to and accepted for the work under the Contract except whenever changes are unavoidable or of a temporary nature due to sickness etc.

4.0	Consultant’s Status

4.1	Nothing in the Contract shall be construed as creating a partnership, a contract of employment or a relationship of principal and agent between IWM and the Consultant.

4.2	Nothing in the Contract shall impose any liability on IWM in respect of any liability incurred by the Consultant to any other person but this shall not be taken to exclude or limit any liability of IWM to the Consultant that may arise by virtue of either a breach of this Contract or any negligence or misconduct on the part of IWM, its employees, or agents.

4.3	Where the Consultant comprises of two or more persons or entities, all representations, warranties, undertakings, contracts and obligations made, given or entered into in the Contract by the Consultant are made, given or entered into jointly and severally by each of the persons or entities representing the Consultant.

5.0	Consultant’s Authority

5.1	The Consultant shall not, without the prior written approval of IWM, make any material alteration to or omission from the scope of the Services within the Project which have previously been approved by, or agreed with IWM.

5.2	No approvals, comments or consents from IWM in connection with the Project shall in any way relieve the Consultant of its obligations under this Contract.
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6.0	Corrupt Gifts and Payment of Commission

6.1	The Consultant shall not:

a.	offer; or give; or agree to give to any person in the service of IWM any gift or consideration of any kind as an inducement or reward for doing of forbearing to do; or for having done or forborne to do any act in relation to the obtaining or execution of this or any other contract for IWM’s service or for showing or forbearing to show favour or disfavour to any person in relation to this or any other contract for the service of IWM, or;
b.	enter into this Contract in connection with which commission has been paid or agreed to be paid by him or on his behalf or to his knowledge, unless before the Contract is made particulars of any such commission and of the terms and conditions of any Contract for the payment thereof have been disclosed in writing to IWM.

6.2	Any breach of this Clause by the Consultant or by anyone employed by him or acting on his behalf (whether with or without the knowledge of the Consultant) or the commission of any offence by the Consultant or by anyone employed by him or acting on his behalf under the Prevention of Corruption Acts, 1889 to 1916, in relation to this Contract shall entitle IWM to determine the Contract and recover from the Consultant the amount of any loss resulting from such determination and/or to recover from the Consultant the amount or value of any such gift, consideration or commission.

7.0	Payment

7.1	IWM shall pay the Consultant a fee of £35,000 plus VAT, for the performance of the Consultant's obligations in accordance with this Contract. 

7.2	The Consultant shall submit to IWM invoices based upon the Payment Schedule (see Schedule 1), based upon amounts properly due and payable to the Consultant, less any sums previously paid by IWM on account of such items.

7.3	All invoices shall be issued to the following address:

Financial Services
Imperial War Museums 
Lambeth Road
London
SE1 6HZ

7.4	IWM shall pay the Consultant all sums properly due under this Contract on or before the final date for payment which shall be 30 days from receipt of invoices in accordance with clause 7.2.

7.5	IWM shall pay to the Consultant the total amount of Value Added Tax properly chargeable on the supply to IWM of the Services under this Contract upon receipt of a tax invoice in accordance with Regulation 12 of the Value Added Tax (General) Regulations 1985 or any amendment or re-enactment thereof.

8.0	Copyright, Confidentiality and Documents

8.1	Copyright in the Material shall remain vested in IWM. The Consultant shall not use any of the Material without the prior written consent of IWM, for the benefit of any other person in connection with the Project.

8.2	The Consultant shall take every precaution to ensure that information about this Contract, or arising from or connected with this Contract, is divulged only to the minimum number of people, and then only to the extent essential to each person's action in carrying out this Contract. No information regarding the Services being provided under this Contract shall be given or permitted by the Consultant except with the written permission of IWM to whom any press or other enquiry or other such matter should be referred.

9.0	Assignment and Sub-Contracting

9.1	The Consultant shall not, without the prior written consent of IWM, assign, transfer or sub-contract to any person the performance of any of the Services or all or any of its rights or obligations under or pursuant to this Contract.

9.2	Any request by the Consultant to assign, transfer or sub-contract any part of this Contract shall be made in writing to IWM, and IWM retains the right to reject the sub-consultant nominated by the Consultant to perform any of the Services.

10.0	Termination and Suspension

10.1	IWM may terminate the Consultant's engagement under this Contract at any time forthwith by notice in writing to the Consultant.

10.2	In the event of such notice being given, subject to IWM’s entitlement to exercise as soon as may be reasonably practicable such of the following powers as he considers expedient, the Consultant shall cease work immediately:

a. to direct the Consultant, where work has not been commenced, to refrain from commencing work;
b. to direct the Consultant to complete in accordance with the Contract all or any of the Services, or any part or component thereof, which shall be paid for at the contract Fee, or where no Contract exists, a fair and reasonable fee. 

10.3	Upon any termination or suspension of the Consultant's engagement under this Contract, the Consultant shall take immediate steps to bring to an end the Services in an orderly manner, but with all reasonable speed and economy. The Consultant shall also deliver to IWM within five (5) working days of any such termination or suspension all of the Material prepared or in the course of preparation by the Consultant or in the Consultant's possession relating to the Project.

10.4	Without prejudice to IWM's rights in respect of any breach by the Consultant of its obligations under this Contract, IWM shall pay to the Consultant any sums which have accrued due to the Consultant up to the date of termination or suspension. No termination or suspension of the Consultant's engagement under this Contract shall render IWM liable to the Consultant for any claim for loss of profit, loss of fees or other similar losses.

11.0		Force Majeure

11.1		If either party is prevented from or delayed in the performance of its obligations under the Contract by an event arising after the formation of the Contract which was unforeseeable, irresistible, insurmountable and independent of the will of the party concerned, that party may notify the other of the existence of the event of force majeure and the contractual obligations of the parties shall be suspended. 

11.2		Any failure or delay by the Consultant in performing his obligations under the Contract which results from any failure or delay by an agent, sub-Consultant or supplier shall be regarded as due to Force Majeure only if that agent, sub-Consultant or supplier is itself impeded in complying with an obligation to the Consultant by Force Majeure.

11.3		If the event that the force majeure notice continues for a period of less than 30 days then on the ending of the force majeure event, the contractual obligations of the parties shall be reinstated with such reasonable modifications to take account of the force majeure event as may be agreed between the parties, or in the default of Contract, to be terminated as agreed between the parties.

11.4		If the event that the force majeure notice shall continue for a period of more than 30 days then the Contract shall be considered as terminated by mutual consent, unless otherwise agreed by both parties.

11.5		If the Contract is terminated under sub-clause 11.4, then IWM shall pay to the Consultant such reasonable sum as may be agreed between the parties in respect only of expenditure actually incurred and commitments entered into by the Consultant in the performance of the Contract up to the date of the force majeure notice.

12.0		Variations

12.1	IWM shall be entitled to vary the scope of the Services within the limits of the type of Service involved and the within the capabilities of the Consultant.

12.2		If IWM wish to make such a variation, IWM will issue a Contract Variation Notice to the Consultant and request the Consultant to respond to the Notice within five (5) working days, and advise IWM of any alteration to the Contract Fee or other of the Consultant’s obligations which would result from undertaking the variation.

12.3		Upon receipt of the Consultant’s response, IWM shall either:

a. instruct the Consultant in writing to proceed with the variation with such amendments to the Contract Fee and the Consultant’s obligations as the parties may agree, or;
b. withdraw the proposed variation.

13.0		General

13.1		No whole or partial waiver of any breach of this Contract shall be held to be a waiver of any other or any subsequent breach. The whole or partial failure of either party to enforce at any time the provisions within this Contract shall no way be construed to be a waiver of such provisions nor in any way affect the validity of this Contract or any part of it, or the right of either party to enforce subsequently each and every provision.

13.2  If any part of this Contract is found by a court of competent jurisdiction or other competent authority to be invalid, unlawful or unenforceable then such part will be severed from the remainder of this Contract, which will continue to be valid and enforceable to the fullest extent permitted by law. In the event of a holding of invalidity so fundamental as to prevent the accomplishment of the purpose of the Contract, the parties shall promptly commence good faith negotiations to remedy such invalidity.

13.3	The Consultant shall not unlawfully discriminate within the meaning and scope of the provision of the Equality Act 2010   or any statutory modification or re-enactment of that Act relating to discrimination in employment.

13.4		The Consultant shall take all reasonable steps to secure that all employees, or agents of the Consultant and all sub-Consultants employed in the performance of the Contract do not unlawfully discriminate as set out in sub-clause 13.3

13.5		For the purposes of this Contract, where an act is required to be undertaken within a specified period or from a specified date, the period begins immediately after that date.  Where the period would include Christmas Eve, Christmas Day, Boxing Day & Good Friday, or a day which under the Banking and Financial Dealings Act 1971 is a bank holiday in England and Wales, that day should be excluded.

13.6		Any notice required to be given by either party shall be in writing and service shall be effected either:

a. personally, in which case service shall be deemed effective on delivery, or;
b. by special delivery post, in which case service shall be deemed effective one (1) day after the day after posting.

14.0	Freedom of Information Act 2000

14.1	IWM is subject to the provisions of the Freedom of Information Act 2000 (“FoIA”). FoIA obliges IWM to release certain information to third parties upon written request, unless subject to one of the exemptions under FoIA.

14.2	The parties agree that all information pertaining to the Contract shall be released to third parties upon request. 

14.3	Under the terms of FoIA IWM may be ordered by the Information Commissioner to release information to a third party.

	Signed on behalf of the Trustees of the Imperial War Museum
	
	Signed on behalf of 
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