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Thanks to generous funding from the National Lottery Heritage Fund, Cromford Mills are looking for a professional to consider two briefs. As they are related we are advertising them together but you can apply for one or both of the briefs. 

Brief one: a branding refresh for the Arkwright Society at Cromford Mills, Derbyshire.  

Brief two: a refresh of our web page to give us greater control over both look and content with a new more flexible ticketing plug in. 

Context and Purpose
As a charitable organisation, The Arkwright Society owns the grade I listed mill complex at Cromford.  The Society has about 350 members and is an important stakeholder within the Derwent Valley Mills World Heritage Site (DVMWHS).  The Society is both an educational charity and Building Preservation Trust focused on preserving and regenerating the site and the wider estate at Lumsdale, Matlock.  
Cromford Mills is of international significance and a key attribute within the DVMWHS.  It is from these buildings that Sir Richard Arkwright developed technology that changed the world we live in, giving rise to the industrial revolution by creating the modern factory system.

The Charity was established in 1979 to rescue Cromford Mills, which is the focus of the organisation.  Since that time, the Society successfully repaired and converted a number of mill buildings and Cromford Mills is now a large site with a visitor exhibition, business centre known as Cromford Creative, catering, a mill shop, retail tenants, and a busy events and conferencing programme. Cromford Mills Ltd is the trading arm of the charity.  Whilst most buildings are in active use, the First Mill (Building 18) and Building 1 are in partial use with significant repair needs.  We have an award-winning educational offer for schools and a very enthusiastic and involved volunteer team, who help deliver the visitor heritage offer which comprises ticketed tours, a virtual digital experience and the visitor centre.
 
The Society is an active partner within the Derwent Valley Mills World Heritage Site (DVMWHS) and has an active partnership with Belper North Mill Trust (BNMT) where, following the closure of the Belper North Mill Museum, the Society is supporting the Belper volunteers and educational outreach to keep the ‘Belper story’ alive.  Another key partnership is developing between The Arkwright Society and the Florence Nightingale Museum Trust (FNMT).  We are hosting an exhibition about the life and persona of Florence Nightingale at Cromford Mills from end of July – early November.  

The Arkwright Society needs to strengthen its financial resilience through income generation and greater efficiencies so that if can deliver its charitable objectives of education and conservation.  Looking to the future, the Society wants to take forward the next phase of regeneration and deliver its strategic business plan and masterplan which establishes a clear, holistic and viable plan to move forward.  


Brief one: a branding refresh for the Arkwright Society at Cromford Mills, Derbyshire.  


This brief outlines the scope and requirements for a brand refresh, aimed at aligning the Arkwright Society’s brand with its evolving vision and future aspirations. We would like to ensure we understand what our USP is and that our brand and logo fully reflect our purpose/s. We would expect you to look at our core messages across both the Arkwright Society as a charity and Cromford Mills as a limited company and to help us prioritise those messages, gaining a better understanding of who we are. We would then like you to explore how this is reflected across our branding from our logo to our broader brand guidelines both within our on line presence and our physical site here at Cromford Mills.   


Why now? The Brand’s current position and vision

The Arkwright Society is at a pivotal point.  The need for greater financial resilience is now critical.  The brand needs to evolve to help us become clearer and more focused on who and what we are.

The existing brand, developed with key staff and a consultant (one of the former business tenants) was purposefully designed to look ‘established’ and professional – a trusted partner within the DVMWHS.  Whilst this remains important, we also need to become more visible and recognisable as Cromford Mills a unique and significant part of the UK’s industrial heritage.   

What we like about the brand is that it sits well on letter headings and the website; it is easy to see but not easy to understand.  There appears confusion between Cromford Creative, the Arkwright Society and Cromford Mills. There is no visual relationship to Cromford Mills.  The brand denotes some quality but lacks interest and uniqueness.  

We want people to know: 

· We are an outward facing organisation who cares about the wider community
· We are a charity and clearly distinct from the district and county councils 
· We are open, engaging an established and trusted partner.
· We are a gateway, a destination, a host and a partner


The scope and objectives of the brand refresh

Overall, we require the following:

· This needs to be an evolution of our brand, not a radical overhaul
· We want the revised brand guidelines to be simple and clear
· We want the brand guidelines to be used across many contexts (digital, print, on-site signage, interpretation)
· We need the brand to be long lasting with an identity that will be known for the next 10 year or so (as a charity we do not have the resources to change the brand, signage etc very often)
· We want the branding to complement the brand of the DVMWHS
· We need the brand to be more visible, understandable and recognised and to be trusted so that we can be supported as an organisation (by visiting, donating, volunteering, engaging)
· We want the brand to be flexible, to work in many formats and situations so that other designers can use this to produce different products.  Our brand will be used for signage, website, social media, leaflets, brochures, posters, interpretation, shop products etc
· The brand needs to be accessible e.g. font size, format, language, colour contrast so that people can understand, enjoy and feel included
· We want our brand to show quality and that we take pride and have care in what we do
· The brand needs to be adaptable enough and capable of future adaptation as the Society evolves – accommodating the fact that sigs and interpretation will be fixed, but that the role of the Society could change and embrace other opportunities and partnerships. 

Budget 10,000 maximum 


Brief two: a website refresh for the Arkwright Society at Cromford Mills, Derbyshire.  


This brief outlines the scope and requirements for a website refresh, aimed at aligning the Arkwright Society’s website with its evolving vision and future aspirations. Our current website whilst it looks relatively smart lacks flexibility both for the manager and the user. We would like to create a copycat site which (all be it with refreshed branding) allows us greater control and provides a single multipurpose ticketing plug in. We want to continue to use wordpress but we want to move away from strict page templates with much of the key messaging hard coded. We also want to make the design cleaner and clearer for the user, reducing the number of clicks needed to access key messages and highlighting our key messages. 


Why now? The website’s current look and usability 

The Arkwright Society is at a pivotal point.  The need for greater financial resilience is now critical.  The brand needs to evolve to help us become clearer and more focused on who and what we are and our website needs to reflect our unique stories and to feel warmer with clear calls to action.  

The existing site whilst it looks professional has a rather corporate feel and it is very hard to change when key visitor information changes. Behind the scenes it is cobbled together with many ‘work rounds’ and duplicate pages. We need to clean this up. We have three separate ticketing plug ins rather than one that can do everything we need it to. We struggle with balancing the need to advertise our many events and make these easily accessible – clarity on messaging will ensure the website provides the information people need without bombarding them. We need to become more visible and recognisable as Cromford Mills, a unique and significant part of the UK’s industrial heritage.   

What we like about the site is that it looks smart and hangs together well but though it denotes some quality it lacks interest and uniqueness. It appears dry without compelling calls to action and attempts to improve it have been hampered by lack of flexibility in the back end. 

We want people to know: 

· We are a vibrant visitor attraction with an internationally significant story 
· We have a lively events programme 
· We are a charity the relies on donations  to continue 
· We are an outward facing organisation who cares about the wider community

The scope and objectives of the Web refresh

Overall, we require the following:
· This needs to be a new iteration of our current site not a brand new from scratch web design project
· We need to understand what content we want to keep and what we need to remove
· We need to understand and improve the user journey 
· We need to highlight and prioritise our key messaging 
· We need to improve our ticketing integration including working out how to sell tickets in our shop with the same box office function
· We need to streamline the operation of the back end of the system to avoid clunky work rounds and fixed design elements that we cannot remove. 
· We need to be sure the new site is easy to manage and easy to use. 


Budget 8,000 maximum 

More information useful to both briefs 

Target Audiences

The following target audiences have been identified as key audience groups for The Arkwright Society

· Volunteers and potential volunteers (including corporate volunteers)
· Local residents in Cromford, Matlock, Wirksworth, Lea and surrounding areas
· Tourists and day visitors, including overseas visitors engaged with the DVMWHS story
· Families
· School groups from KS1 – 4 and teachers
· Students and young people including work placement volunteers
· Senior citizens
· Diverse communities who may travel from further afield from the conurbation
· Tenants and prospective tenants of the mill site (retail and business)
· Our funders and decision makers at national, regional and local level
· Local Derbyshire businesses
· The DVMWHS network of stakeholders across the valley, including the museum of making, Masson Mill, Belper, Derbyshire County Council
· Local heritage attractions within Derbyshire and including the Peak District National Park

Engaging these audiences will catalyse the Society’s growth and its impact.  



Other contracts

The results of this work will feed into subsequent separate contracts to provide signage and wayfinding, and enhanced interpretation.  These separate contracts are dependent on this work being delivered on time and to budget.


The tender process
The Arkwright Society will appoint a designer  or agency to help deliver this rebrand.  They will be responsible to The Arkwright Society Board of Trustees, reporting via the Chief Executive Officer (CEO) and Head of Engagement. 
The tender process is to allow the Arkwright Society to assess which contractor will be capable of meeting the requirements and to appoint to the work outlined in this brief.


Timeline:
Key dates for the delivery of this commission are:
· Commencement of tender: August 1st 
· Tender submission deadline: August 31st
· Tender assessment: September 2024
· Appointment of consultants:  September 2024 







Information required to tender:
Please include with your tender proposal the following supporting information.
(a) Details of comparable projects undertaken by you/your agency involving branding and heritage visitor destinations and/or charities within the heritage sector.
(b) Your fee scale to cover all elements of the scope of work detailed above. You will include for all travel and other expenses necessary to carry out the brief. 
(c) Highlight any risks to the project, which could be in the form of a risk log, and your methodology. 
(d) A timetable for the work.
(e) Fee scale for additional work should any need arise that is beyond the scope of work detailed above.
(f) The range of professional skills of the people to be involved, including names and CVs, their specific responsibilities
(g) Confirmation of current professional indemnity insurance and the level of cover.


Submission of tenders:
Completed tender proposals should be sent by email, to arrive no later than August 31st  to the following email addresses:
ewoledge@arkwrightsociety.org.uk 
If it is also chosen to provide a hardcopy, this must be sent in a plain envelope marked ‘Tender – Cromford Mills branding refresh, and addressed to Elizabeth Woledge, Head of Engagement, The Arkwright Society, Cromford Mills, Mill Lane, Cromford, Derbyshire DE4 3RQ.
Applications received after the due date and time will not be considered.
The Arkwright Society is not bound to accept the lowest or any tender, and no person making a submission will be remunerated for any trouble or expense incurred in its preparation.

Evaluation of tenders:

Selection Process: tenders will be appraised by The CEO and Head of Engagement. 

Tender submissions will be judged on quality and price: the maximum quality score will be 75%; the maximum price score will be 25%.  The following criteria will be used:  
Quality Criteria
· Appreciation of the brief and how best to achieve a rebrand at meets the brief and proposed budget.  This could take the form of inspirational mood boards, indicative sketches, written descriptions.  We do not expect concept designs at this stage but would like a sense of your intended approach.
· Methodology and indicative programme required to meet the brief.  This should include (but not limited to) work relating to consultation meetings, concept drawings, full brand guidelines package, plus provision for ongoing liaison during development.
· Relevant experience of the company or individual’s experience of this type of work and the names / CVs of the proposed team members including any external professionals the design team feel are required to fulfil the brief
· Organisational capacity to produce the deliverables on time and quality assurance.
· At least two client references together with details of the relevant projects to which the reference refers.



Payment schedule:
This will be agreed at the start of the commission. The final payment will be made upon completion and following approval by the Arkwright Society and relevant project funders of the work specified by this brief.

[bookmark: _Toc84753124][bookmark: _Toc235369013]Copyright and confidentiality:
[bookmark: _Toc84753125]Copyright of all documents produced under this commission is to be assigned to The Arkwright Society Limited.  The consultant is to clear copyright approval for any illustrations or other material used.  

Contact details for further information: 

More information about The Arkwright Society can be found online at:
www.cromfordmills.org.uk
www.facebook.com/cromfordmills

For further information about the tendering process or technical aspects of the brief please contact: Elizabeth Woledge ewoledge@arkwrightsociety.org.uk 

Further Information available on request

A:	The current branding guidelines  
B:	Cromford Mills ownership map of heritage assets and ownership details
C:	Cromford Mills Conservation statement (summary)
D:  	Summary of values and mission - in draft
E:	List of Stakeholders (will be provided on award of contract)
F:	current brand guidelines
G:  	Website information
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