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Tender Documentation

Contract No. 
IWM/M&B/1646
Creative Marketing Brief:
Duxford Centenary
Tender Submission Return Date:

2pm on Tuesday 31 January 2017
Schedule 1 – Contract Conditions

1.0 
Introduction
1.1

IWM (Imperial War Museums) is a global authority on conflict and its impact on people’s lives.  We collect objects and stories that give an insight into people’s experiences of war, we preserve them for future generations, and we bring them to today’s audience in the most powerful way possible at our five branches (IWM London, IWM Duxford, IWM North, Churchill War Rooms and HMS Belfast) and across our digital channels. By giving a platform to these stories, we aim to help people understand why we go to war and the effect that conflict has on people’s lives.

1.2
IWM is a non–departmental public body (NDPB) overseen by a Board of Trustees and its Chairman. Its sponsor department is the Department of Culture, Media & Sport (DCMS).

1.3
Further information about IWM and all of our branches can be obtained from our website on www.iwm.org.uk.
1.4
IWM is an exempt charity under the terms of the Charities Act 1993 Schedule 2 (u) and (w). As such we do not have a Charity Registration Number. 

2.0
Creative Brief
	Background


	In 2017 RAF Duxford turns 100 years old. Now part of international tourism and museum brand Imperial War Museums, it’s time to remind people how relevant our offer is to today. 

It’s been witness to war and conflict since RAF Duxford was created in 1917 and remained at the centre of world events throughout the Second World War and the Cold War. Through the people who served here and the communities it created we have a rich and human story to tell of their experiences or ‘moments’ from their lives, stories of life, love, friendship, fear, courage and death. 

And since 1977, when the historic fighter base became a branch of IWM (Imperial War Museums), we’ve continued to create new ‘moments’ for people, everyday: visceral, physical and emotional personal experiences that connect a community of IWM Duxford visitors across the world. All through the memories that they take away from their day with us.

Our campaign will share with audiences within a two hour drive time how and why ‘time is well’ spent at IWM Duxford in our centenary year.

For the benefit of creative thinking our ‘big idea’ for our great day out campaign is that our stories create shared moments which become favourite memories of time well spent, together.
We would like to work with a creative agency to develop a marketing platform that can work for IWM Duxford across our channels, our audiences and our products and services, bringing together the stories we have collected over the last 100 years with the experience of ‘time well spent’ today and now during a visit to our history making destination. 



	IWM Duxford’s Story
	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.



	The Brief


	We are looking for someone that can take our initial idea, work it up into a big bold proposition, imbed it across our heritage site and take it out to market to engage more and more audiences both digitally and outdoor in an offer which really is, for 100 years and still counting, ‘memory making’.

The agency will work with us on creating an IWM Duxford destination campaign for 2017 that is:

· digital first but flexible enough to translate into out of door opportunities

· has people and visitors at is heart

· creates a reason to, firstly, come visit us and then to share their great day out experiences with others

· can be imbedded across our large scale site, within signage and ambient opportunities

· utilises stories from our 100 years of history but also ‘live’ user generated content from visitors on site to demonstrate why people should visit in 2017

· From May – September, our peak season, to showcase our dramatic new temporary experience which will be unveiled during the year as a major draw for new visitors in our centenary year

· Flexible in approach to allow us to own and deliver the campaign throughout the year internally; we’d ideally like a templated approach to delivering ads that attracts visitors across digital, outdoor, partnerships and onsite opportunities

· Provides a platform for stories that come from our collections, our staff, partners or our visitors which we can share with the world; 

· Gives people the opportunity to talk about how inspiring, thought-provoking and connected it feels to spend time at IWM Duxford.

We need help quickly, flexibly and creatively to bring this idea to audiences in as powerful way as possible as soon as possible in our centenary year.

Our campaign will include our heritage and history:

· We connect the stories of the people who worked and served at IWM Duxford with audiences today 
· We continue to connect the stories of the community in and around IWM Duxford, and have done so since 1917
· We celebrate IWM Duxford’s ‘sense of place’. The historic site itself has been and continues to be ‘memory making’
· IWM Duxford is part of a world story and was at the centre of world events – it witnessed and was involved in big and important ‘moments’ in history, including being the airbase where the first operational Spitfires flew from 
Our campaign will include our destination and events:
· Since 1977 new ‘memories’ have been made – as a visitor attraction the branch has made millions of new ‘moments’ for visitors across the world, shared experiences which connects people to the heart of IWM Duxford. 
· New and immersive events and activities in 2017 will provide new reasons to talk about us as a live destination for everyone.
· Our air shows continue to be awe-inspiring and thrilling experiences for everyone that attend
· We continue to seek to put IWM Duxford’s ‘sense of place’ at the heart of what we do. Our masterplan, now in its final draft, will ensure that this is put back centre stage within our visitor offer 


	Our requirements 
	We are looking for an agency that can develop a creative thought/ idea to provide a unifying thread across all communications channels, creating a cohesive campaign. The campaign would need to follow IWM brand guidelines.

As part of our creative requirements the appointed agency must achieve within our budget:

Campaign idea

· Helping us to craft an idea into a truly inspirational platform, including proposition development, copywriting, inspirational messaging, an advertising line/ tagline, call to action and one memorable hashtag. 

· We are open to discussing within budget a connective mark, for example a title treatment, that could pull all of the templates together and be used as a ‘brand asset’ in our centenary year

Templates for print, digital and signage (with editable files) 

· A flexible and templated approach to the roll out of the campaign in print, digital media and signage which will include but is open for discussion: Style sheets, key message, call to action, hashtag, ability to simply drop in an image (portrait and landscape), title treatment
· 4 x fully completed templates to help launch the campaign (2 x audience-led, 2 x historical story-led) from which we can take inspiration to grow the campaign, but which can be taken straight to market from mid-March, in time for Easter 2017.

· Instagram is our chosen channel of choice for generating our user generated content that can be used within our template. Digital content will be repurposed in print and outdoor activity 

· The template should be flexible enough to provide a ‘frame’ for content at IWM.ORG.UK that can be imbedded, or turned off, within our digital content
· Guidance for using the templates and creating content, especially important for staff for them to craft messages that will fit into the campaign idea once our creative partnership is finished.

· Copyright agreement for IWM to own the above as part of our wish to bring campaign content development and delivery in house post the initial campaign launch
· Please note: we expect onsite signage and the templates themselves to have a life outside of our 2017 centenary. Any assets or branding in relation to our centenary must be editable within final artwork files and excluded from physical onsite signage unless a quick and removable fix can be found.

Creative Inspiration for the future

· Notional concept guide (for how the idea could be flexed to work in different ways and for different audiences. We suggest that we are interested in seeing potential ideas for ambient opportunities and potentially merchandising). Creative and bold ideas are welcome!


	Media Choices


	At its heart this is a digital campaign that we’ll use to create content across an integrated marketing, digital and comms plan. 

The campaign creative will need to work across:

· advertising (outdoor, print, digital, social)

· organic social

· website

· eComms

· onsite

· leaflets and flyers

· promotions and partnerships

· Digital content at IWM.ORG.UK

· Ambient opportunities 

We also know that we’d like to use Instagram as our key tool to capture responses and stories from our audiences and to deliver reach. 



	Our inspiration 
	1. Instagram , #DuxfordAirShows and #MeetTheFighters

Visceral, personal and connected: The stories people share of their experiences on our social channels conceptually sum up something that we probably have always talked about, but never quite been able to sum up: our branches give our audiences ‘priceless’ moments – which they wouldn’t get from our competitors and peers. 

Why? It’s something that no other museum can do we believe – connect people with people. 

2. Mastercard: Priceless
Powerful, connected, emotional, human, long-running; a campaign that is 17 years old and brought up to date for the digital age

Why? We provide spaces (our branches) where we tell stories that create experiences for our visitors. For our visitors, these experiences are ‘moments’ in their busy lives which are ‘priceless’ and we can capitalise them effectively in a brand and destination campaign. Our brand ambition is to connect with people in a meaningful way, inspiring connection and loyalty. We feel this is our big opportunity to really make a difference to how people look at IWM Duxford and how war and conflict continues to affect lives today. 

3. Shot on iPhone 6S

Game changing, user generated and co-curated campaign; simple templates, beautifully executed. 

Why?  At the heart of our inspiration is how people are currently connecting on Instagram. For IWM, Instagram is an underutilised platform, but a highly visual and powerful medium to connect people across the world in our storytelling. And that our stories ‘live’ within the experiences you can have onsite, just by visiting.

4. The Met: It’s Time we Met 

Endorsements for leisure time well spent, shared by visitors and turned into visitor trails; utilising a strong leisure message to entice people in 

Why? We want to be bolder than the Met in our approach to our campaign – like the Met and at any art gallery or museum, leisure time is well spent at an IWM branch. But it’s the deep routed humanity of our branches that will connect people. We want people to think and feel at our branches, to share their experiences and then go on a journey with us. From visiting our other branches to following up with a visit to our digital platforms, we’ll connect people to people.


	
	

	
	

	Audiences
	Day-to-Day:

We have developed a set of audience segments for IWM (through TGI and our own visitor research), the two key audiences that we want the campaign to appeal to are:

· History Lovers (Time Teamers | Gardeners World)

Interested in archaeology, history, castles and ruins. They look to IWM to connect with and be inspired by the stories of people who have lived through war and conflict. They may also view their history as connected with ours and the stories we tell. (More information will be shared with the successful agency).

· Experience Lovers (Thrill Seekers | Middle Youth) 

Active explorers of arts and culture, a mixed leisure repertoire, with a more immersive and visceral leisure need than other audiences. Open to new ideas and influences, some hedonistic and zeitgeist traits. They want immersion, interactivity and ‘physicality’ from IWM: our heritage sites are appealing to them. (More information will be shared with the successful agency)

Our aim is to reach out to the ‘Experience Lovers’ without alienating the core ‘History Lovers’.

We’ll be targeting audiences from two perspectives:

Aware/ Repeat: 
Audiences that have visited IWM in the past and have a connection with us. They may be lapsed because their leisure time is short. Our campaign will find a way to re-engage them.

New/ Denier: 
Audiences that haven’t yet connected with IWM Duxford to understand just how far we’ve come to be a contemporary and relevant organisation. They will not feel we are for them as yet. Our campaign will show them that we are more than an aviation museum or a war museum; we are a destination that people have connected with for 100 years and we hope we’ll continue to do so for 100 more.

Our day-to-day independent visitors are our key consideration, however we would like to discuss how a bold campaign can be inclusive across our many other developmental audiences:

Groups and Travel Trade

We are looking for a campaign that is flexible and simple in approach. We believe that the right campaign creative will help us to create content that could be used to attract more groups and travel trade audiences to IWM Duxford in our centenary year and beyond. 

Partnerships and Corporate Hospitality 

A flexible and simple approach will also help us to use content that pulls in our many different communities to ensure we can ‘upsell’ and raise awareness within a cohesive campaign creative:

· Our volunteer community (incredibly live and vibrant at IWM Duxford)

· Our membership community (we will be using the campaign to hook in more members within onsite promotion)

· Our onsite partners (including our pleasure flying partners who provide additional ‘live’ flying experiences onsite in good weather)

· Our Corporate Hospitality partners, Levy, who sell our venue as the place for day time and evening events in a busy and vibrant corporate events market



	
	

	Campaign Objectives
	We want to drive awareness that IWM Duxford is:

· A brand that is now 100 years old and looking to the future

· One of the East of England’s most popular   destinations/tourist attractions  (we will evaluate footfall related to our centenary year and overarching campaign – we expect IWM Duxford to see increased visitors in the next 18 months as a direct result of the campaign) 

· Has a membership scheme (we expect brand connection to drive a rise in membership sales)

· Is a charity (Gift Aid tickets will be monitored during the period, alongside giving).



	
	

	
	

	How to respond


	If you feel this brief is for you, and you can help take IWM and 

our audiences on a new ‘storytelling’ journey; we’d like to hear
from you.

You will need to provide:

· Up to two case studies of a campaign strategy and creative that you’ve worked on, from start to finish, which fits the brief we’ve outlined here

· An overview of your credentials, so we know who you are and what you do

· A note on how you will help us deliver our project – without dampening our ambition 

· A note on how you’ll be able to meet our challenging schedule – and equally challenging budget 

· Proposed allocation of the budget to deliver the campaign objectives

As a charity our budgets are limited and must go far – please do not apply if you do not have a passion for who we are, what we do and how you can help take us to our next inspirational level of storytelling.



	Selection Process


	We will review and score the tenders on:

· Originality of campaign example and how that idea    translated across elements of the campaign (25%)

· Relevancy to our brief and what we are trying to achieve (25%)

· Delivery of the campaign to our timescale and budget (25%)

· Evidence of the impact of your creative idea and its implementation for your client (25%) 

We will select the agency through a review of the tenders. If required, we may ask agencies in for a meeting where we will ask you to talk us through the following:

· Your campaign example outlined in your tender submission

· A brief presentation of your credentials, in particular your experience of working with destination or heritage brands

· How you would approach the launch campaign including any initial thoughts and ideas

· How you would work to our timescale and budget

Full delivery of the project (with the exclusion of signage production) must be by Friday 10 March.



	Budget


	The overall budget for full delivery of IWM Duxford’s 

centenary  campaign is therefore a maximum of £35,000 
broken down into:

Campaign idea and development = £15,000

This must include all agreed concepts, layered artwork, notional concepts, copyright and template guidance. The agency should ensure IWM team members are empowered to create flexible content using the templates and agreed assets. 

To be specific the budget must cover:

· Development of Creative idea as outlined in ‘our requirements’

· Development and delivery of the launch campaign artwork which we suggest should include x4 content options (to work across all channels to be confirmed post selection and in consultation with our media buying agency). 

· Development and delivery of the templates to facilitate future activity in house

· Development and delivery of the guidance for using the templates in the future

· The fee includes any production costs related to the development of the creative idea itself (i.e. new photography, illustration etc) as well as the art-working for individual assets (including digital adverts). 

· Agency expenses

This fee does not include the production costs for implementing the idea across specific channels (i.e. print costs or signage implementation). 

Production costs = up to £20,000

This is the total cost for implementation of the campaign on site and for all deliverable assets to enable a campaign to be in market leading up to and around Easter 2017.
It should allow implementation across channels including
print, signage production or to implement any stand out 
ambient ideas.
Please remember: we expect onsite signage and the
templates themselves to have a life outside of our 2017

centenary. Any assets or branding in relation to our centenary

must be editable within final artwork files and excluded from

physical onsite signage unless a quick and removable fix can

be found.


	Timescales
	Activity 

Timings 

Action 

Brief circulated on Contract Finder

17 January 2017

Please respond to our brief using our ‘How to respond criteria’
Tender Closes

31 January 2017

Briefs reviewed by IWM

W/C 30 January 2017

Skype, telephone or face to face interview may be required 

Initial stakeholder meeting set up 

Wednesday 8 or Thursday 9 February 2017

PO and contract issued at meeting with key stakeholders
First stage design concepts 

22 or 23 February 2017

We would hope to see two ideas and the thinking behind the ideas to make a decision on the best approach. As our campaign inspiration has collaboration at its heart – be prepared to work collaboratively with us to reach the desired platform and related assets
Second stage and sign off

By 10 March 2017

Digital assets must be supplied as soon as possible on sign off. We must have the digital campaign for IWM Duxford in market in time for Easter (aiming for end of March)
Campaign is planned in and begins rolling out
Late March 
Delivery of all templates and assets including signage templates by now
Signage and ambient opportunities in place at IWM Duxford 
All physical assets will be in place onsite by the school Easter holidays



IWM Project Lead
Lindsay Ball, Brand Manager, IWM
Available Wednesday – Friday. 

Telephone 0207 091 3033 or email lball@iwm.org.uk
Appendix 1 – Terms & Conditions

The following represent the terms and conditions that will apply to this contract.

1.0
Definitions
1.1
In these terms "the Contract" means the agreement concluded between IWM and the Contractor including all specifications, plans, drawings and other documents which are relevant to the Contract and also such of these terms as are included in these terms and conditions of the Contract.

1.2
The following provisions shall have effect with respect to the interpretation of the Contract except where the context otherwise requires:

· "Contract Price" means the price exclusive of Value Added Tax, payable to the Contractor by IWM;
· "Services" mean all services which the Contractor is required under the Contract to supply;

· “Intellectual Property Rights” means patents, Trade Marks, trade names, design rights, copyright (including rights in computer software and moral rights), performers’ rights, database rights, and other Intellectual Property Rights, in each case whether registered or unregistered and including applications for the grant of any of the foregoing and all rights or forms of protection having equivalent or similar effect to any of the foregoing which may subsist anywhere in the world.

· “Background IPR” means all Intellectual Property Rights excluding Foreground IPR, owned by either IWM or the Contractor prior to their accession to this Contract, as well as any Intellectual Property Rights pertaining to such information, the application for which has been filed before their accession to this Contract, and which is needed for creating the Deliverables or for using Foreground IPR in accordance with this Contract.
· “Foreground IPR” means all Intellectual Property Rights in the Deliverables arising as a direct result of and in the performance of this Contract.

· “Third Party IPR” means Intellectual Property Rights, not owned by the Parties subject to this Contract.
· “Deliverables” refers to any materials produced as a result of this Contract;

· "Sub-Contractor" means any person, firm or company under contract to the Contractor to perform work or provide professional services and/or supply goods and includes any other person or persons taken as a partner or director by such person, firm or company during the currency of the Contract and the surviving member or members of any such firm or company;
· “Force Majeure” means any event or occurrence which is outside the control of the party concerned and which is not attributable to any act or failure to take preventive action by the party concerned, but shall not include industrial action occurring within the Contractor’s organisation or within any sub-contractor’s organisation.
1.3
The headings to these Conditions shall not affect the interpretation thereof.

1.4
Any notice or other communication whatsoever which IWM are required or authorised by the Contract to give or make to the Contractor shall be seen to be given if sent by post in a prepaid letter addressed to the last known address of the Contractor and that the letter is not returned undelivered by the Royal Mail shall be deemed for the purposes of the Contract to have given or made at the time at which the letter would in the ordinary course of post be delivered.

1.5
The masculine includes the feminine, and the singular includes the plural and vice versa.

2.0
Non-Disclosure 
2.1
Except with the consent in writing of IWM, the Contractor shall not disclose the Contract or any provision thereof to any person other than a person employed by the Contractor in the carrying out of the Contract or any other person concerned with the same. Such disclosure shall be made in confidence and extend so far as may be necessary for the purposes of the Contract.

2.2
Except with the consent in writing of IWM, the Contractor shall not make use of the Contract or any information issued or furnished by or on behalf of IWM otherwise than for the purpose of the Contract.

3.0
Intellectual Property Rights
3.1
Any specification, plans, drawings, or any other documents issued by or on behalf of IWM to the Contractor remain the property of IWM.

3.2  
The Contractor shall assign all Foreground IPR to IWM with full title guaranteed together with any renewals thereof throughout the world in all circumstances and in perpetuity.
3.3
Each Party shall grant the other Party a non-exclusive royalty free worldwide licence to use the Background IPR within the context of creating the Deliverables and for granting any rights and permissions in 3.2.

3.4  
While the Contractor shall retain the moral right of association and credit with the Deliverables, IWM shall retain the ability to edit the Deliverables as required and wherever reasonable practical
3.5
The Contractor shall be credited in association with the Deliverables where reasonably practical. 
3.6
The Contractor warrants that all Intellectual Property Rights are owned by the Contractor, or in the case of Third Party IPR are licensed to the Contractor for use in the Deliverables, and that the Deliverables do not infringe the Intellectual Property Rights of any third party.
3.7  
The Contractor agrees that IWM shall have no liability and the Contractor shall indemnify, defend and hold IWM harmless against any and all damages, liabilities, claims, causes of action, legal fees and costs relating to any third-party claim of Intellectual Property Rights infringements or threats of claims thereof with respect of IWM’s use of the Deliverables, provided that: 
· the use of the Deliverables has been in full compliance with the terms and conditions of this Contract; 
· IWM provides the Contractor with prompt notice of any such claim or threat of claim; 
· the Contractor has sole and complete control over the defence or settlement of such claim.

4.0
Anti-Bribery Act
4.1
The Contractor is aware of IWM’s obligation to comply with the anti-bribery rules relevant to the contracting parties, and represents that it will not use money or other consideration, paid by IWM for unlawful purposes, including purposes violating anti-bribery laws including the Bribery Act 2010, such as make or cause to be made direct or indirect payments to any public official in order to assist IWM or any group member organisation or anyone acting on their behalf in obtaining or retaining business with, or directing business to, any person, or securing any improper advantage.

4.2
The Contractor hereby declares that:

· its members, officers, owners or employees are not public officials;

· it does not and will not employ or otherwise compensate any public officials or make or cause another to make any direct or indirect offers of payments to any public officials, for the purpose of influencing or inducing any decision for the benefit of IWM and it will not employ any sub-contractor, consultant, agent or representative in connection with this Contract without a documented examination of his person, reputation and integrity, and;

· it will not employ any sub-contractor, consultant, agent or representative who does not comply with the anti-corruption rules and if such a violation comes to its attention to inform IWM immediately.

4.3
IWM will immediately terminate this Contract if the Contractor violates any of the anti-corruption laws and the provisions as defined in this clause.

4.4
The Contractor agrees to comply fully with all applicable anti-bribery laws, including those in the jurisdiction where they are registered and the jurisdiction where the relevant contract will be performed (if different), and to comply with IWM’s Anti-Bribery Policy (once implemented). 
4.5
The Contractor represents that:

· he or she or, as the case may be, the authorised representatives of the Contractor presently is/are not, and during the life of the Contract will not become, an official or employee of the relevant country’s government or of a political party in the country;

· he/she/they will disclose any such appointment immediately to IWM, and;

· such appointment may result in the termination of the Contract.

4.6
The Contractor agrees that all payments made to the Contractor will be made only after receipt by IWM of a detailed and accurate invoice supported by detailed records. IWM will make all payments under this Contract in Pounds Sterling, only by bank transfer to the account of the Contractor at a financial institution within the United Kingdom.

4.7
The Contractor agrees to keep accurate books, accounts, records and invoices and agrees that IWM is entitled, with the help of outside auditors if it deems necessary, to audit all books, accounts, records and invoices and accompanying documentation of the Contractor for compliance with any applicable anti-bribery laws and that the Contractor will cooperate fully in any such audit.

4.8
The Contractor’s failure to comply with all applicable anti-bribery laws or IWM’s Anti-bribery Policy will be deemed to be a material breach of the Contract entitling IWM to terminate the Contract. In the event the Contractor will surrender any claim for payment under the Contract including payment for savvies previously performed.

4.9
IWM may also terminate the Contract or suspend or withhold payment if it has a good faith belief that the Contractor has violated, intends to violate, or has caused a violation of any anti-bribery laws. IWM will not be liable for any claims, losses or damages arising from or related to failure by the Contractor of the Contract under this clause, and the Contractor will indemnify and hold IWM harmless against any such claims, losses or damages.  
5.0
Break
5.1
If either Party breaches an essential condition of this Contract which is capable of remedy, the Party suffering the breach may at any time give the Party in breach written notice specifying details of the breach and requiring it to be remedied, or a solution to remedy to be submitted to them within 5 working days of their notification of the breach. If after the specified time given, the breach has not been remedied, or a solution to remedy has not been agreed, this Contract may be terminated by the Party suffering the breach, on giving not less than one week’s notice in writing to the other Party.

5.2
Upon the end or early termination of this Contract, the Intellectual Property Rights clause, clause 3, survives the termination of the Contract.

6.0
Contractor's Organisation

The Contractor shall provide and maintain an organisation having the necessary facilities and employees of appropriate qualifications and experience to undertake the tasks identified in the specification.

7.0
Contract Documents
7.1
In any case of discrepancy between these terms and other documents forming part of the Contract, these terms shall prevail unless the inconsistent provision of such document is expressed to be, or if the context indicates it to be, an amendment of these terms and the same, shall have been effected in accordance with clause 7.2.

7.2
Any variation of any provision of this Contract must be effected in writing between the Parties, and no purported variation by any other means shall bind the Parties. 

8.0
Freedom of Information Act 2000
8.1
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.

8.2
The Parties agree that all information pertaining to the Contract shall be released to third parties upon request. 

8.3
Under the terms of FoIA IWM may be ordered by the Information Commissioner to release information to a third party.

9.0
General Clauses

9.1
IWM shall pay to the Contractor, in addition to the Contract Price, a sum equal to the Value Added Tax chargeable on the value of the supply of services provided in accordance with the Contract.

9.2
The Contractor shall not give, bargain, sell, assign, sub-let, sub-contract or otherwise dispose of the Contract or any part thereof of the benefit or advantage of the Contract or any part thereof without the prior written consent of IWM.

9.3
The Contract shall be considered as a Contract made in England and subject to the law of England.

9.4
All disputes, differences or questions between the parties to the Contract with respect to any matter or thing arising out of or relating to the Contract, other than a matter or thing as to which the decision of IWM is under the Contract to be final and conclusive and except to the extent to which special provision for arbitration is made elsewhere in the Contract, shall be referred to the arbitration of 2 persons, one to be appointed by IWM and one by the Contractor, or their Umpire, in accordance with the provisions of the Arbitration Acts 1950, 1975 and 1979, or any statutory modification or re-enactment thereof for the time being in force.

9.5
In the event that a different organisation is required to take on the Service at the expiry or termination or the Contract, the Contractor shall co-operate in the transfer under arrangements to be notified to him by IWM.


The transfer shall be arranged between IWM and the Contractor so as to reduce to a minimum any interruption to the Services

9.6
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.

9.7
Neither Party shall be liable to the other Party by reason of any failure or delay in performing its obligations under the Contract which is due to Force Majeure, where there is no practicable means available to the Party concerned to avoid such failure or delay.


If either Party becomes aware of any circumstances of Force Majeure which give rise to any such failure or delay, or which appear likely to do so, that Party shall promptly give notice of those circumstances as soon as practicable after becoming aware of them and shall inform the other party of the period for which it estimates that the failure or delay will continue.


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

9.8
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.

9.9
Neither Party may assign any rights under this Contract without the written consent of the other Party, which is not be unreasonably withheld, and any attempt to do without that consent shall be void.

9.10
This Contract is the complete and exclusive statement of the Contract between the Parties relating to the subject matter of this Contract which supersedes all previous communications, contracts and other arrangements, written or oral.


The Parties hereto are independent organisations, and nothing herein contained shall constitute to create a partnership, agency or joint venture between the Parties.

