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Background 

The Grantham Research Institute on Climate Change and the Environment is an internationally focused research centre, based at the London School of Economics and Political Science (LSE), and chaired by Lord Stern of Brentford. It was established in May 2008 and is world leading in its field. 

Made up of around 120 staff (including visiting researchers and associates), the Institute seeks to provide evidence-based research that informs effective policy-making on climate change and wider environmental risks.

Our primary audiences and stakeholders are researchers in the academic and non-academic sectors, including policy-makers in the UK and EU, the research community, key international organisations (e.g. UNFCCC and OECD), UK business, national policy-makers in the US, China, India & Australia, and key NGOs and think tanks. See appendix 1 for a further breakdown of stakeholders and audiences and their importance.

The Institute is funded by the Grantham Foundation for the Protection of the Environment. Many of the Institute’s staff are also members of the ESRC Centre for Climate Change Economics and Policy, which is jointly hosted by the University of Leeds. The Institute’s large grant from the Economic and Social Research Council for the Centre is due to end in 2018. The Institute is therefore developing a fundraising strategy to target potential funders worldwide. To support this strategy, the Institute wishes to develop a stronger and clearer brand identity to be conveyed through all its external communications.

The brief 

The Grantham Research Institute on Climate Change and the Environment wishes to undertake a brand refresh that creates a clearer identity among its target audiences. 

The project deliverables will be:
· A new brand identity, including a new logo, for the Institute;
· Brand guidelines;
· Designs for a set of marketing and communications materials, including event banners, MS Powerpoint templates, an animated holding slide for major events, a branded table cloth for events, letterheads, business cards and e-marketing templates, including a newsletter; and
· New publication templates for our policy papers, policy briefs and working papers.

Each element is discussed in more detail in the sections below.  

New brand identity, including new logo

The current logo (figure 1 see below) was designed for the launch of the Institute in 2008. At the time the Institute had not thought comprehensively about its overall vision, purpose and principles, target audiences and stakeholders. As a result the logo, and the Institute’s branding more broadly, lacks a strong identity.

Figure 1. Logo of the Grantham Research Institute on Climate Change and Environment
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Since then the Institute has developed a statement of its vision, purpose and principles (we are not proposing to change these as part of this project) and mapped our target audiences (see appendix 1). As the Institute enters a new phase, requiring significant fundraising activities, it is time to review and enhance the visual impact of our logo and align it more closely with our brand values.
Key considerations for the appointed agency 
Our joint funding arrangement (see section 2, ‘Background’) has resulted in the Institute being jointly branded as the ‘Grantham Research Institute on Climate Change and the Environment’ and the ‘Centre for Climate Change Economics and Policy’ (CCCEP), creating obvious confusion. For instance, references to the Institute in communications usually have to make reference to both entities i.e. the Grantham Research Institute on Climate Change and the Environment and the ESRC Centre for Climate Change Economics and Policy at the London School of Economics and Political Science.

The Grantham Research Institute brand will need to co-exist with the CCCEP brand until September 2018, when the ESRC Centre for Climate Change Economics and Policy reaches its end. The Grantham Research Institute will continue beyond 2018, so over the next two years the Institute wants to enhance the recognition and impact of that brand.

A further complication for brand recognition is that there are two Grantham Institutes – one at the London School of Economics and Political Science, and another at Imperial College focused on scientific aspects of climate change. Both are funded by the Grantham Foundation for the Protection of the Environment. There is a subtle difference in names: Imperial College hosts the ‘Grantham Institute – Climate Change and Environment’.

However, given the significant overlap in target audiences and stakeholders, there have been instances where the two Institutes have been confused, sometimes embarrassingly. For instance, former Secretary of State for Energy and Climate Change, Chris Huhne, cited LSE research in a lecture at Imperial College, thinking that there was only one Institute.

Other considerations are the LSE brand and the colour and design of the logo. The Institute’s logo needs to continue to be strongly associated with the LSE brand, which is recognised internationally. However, the Institute’s logo is a bit abstract, and there is also concern that its predominantly green colour may lead stakeholders to perceive us as environmentalists, with associated political philosophies, rather than as non-partisan experts. 

Finally, agencies should also consider the Institute’s competitors. While the Institute is a university-based research centre we do not consider other universities to be our main competitors. The Institute is unusual in that it dedicates significant resources (more than most others) to engagement with decision-makers in the public, private and third sectors. Our main competitors are, therefore, think tanks, trade associations, NGOs and businesses; rather than other universities. The brand identity needs to be strongly recognised by these organisations, rather than by others in the higher education sector.

Brand guidelines 

Alongside a new logo, the Institute needs to develop brand guidelines that ensure the logo is applied consistently and that fonts, colours and tone of voice are consistent across all marketing and communications materials.  The Institute would like advice on what should be included in the guidelines, but at a minimum they should include the following:
· An overview of the brand’s history, vision, personality and key values.
· Brand mission statement which reflects the Institute’s broader Vision, Purpose and Principles.
· Guidance on logo usage – where and how to use the logo including minimum sizes, spacing and what not to do with it.
· Colour palette – showing the primary and secondary colour palettes with colour breakdowns for print, screen and web.
· Type style – showing the specific font that should be used and details of the font family and default fonts for web use.
· Image style/photography – examples of image style and photographs that work with the brand.
· Examples of how the logo and font are used for standard literature including business cards, letterhead design and MS power point presentations
· Social media profile page applications, including Twitter, Facebook, You Tube, and Linkedin 
· [bookmark: _GoBack]Banner stands/e-template/newsletter/publication/letterhead/MS Power Point layout options  

Designs for marketing and communications materials
 
Once the logo and brand guidelines are agreed, a new range of marketing and communications materials will be developed. The Institute currently mainly undertakes the following marketing and communications activities, with associated materials.

Direct/E-marketing: Newsletter, e-flyers advertising new reports and events.

Events/meetings: Banner stands (200cm x 80cm), MS Power Point presentations, a branded table cloth.

Web/Social media: Pages for Website, Twitter, Facebook, You Tube,   Linkedin.

Most of the Institute’s current marketing and communications materials are low-quality, inconsistent and, as a result, have a lower-than-desired impact. They need a refresh. The exception is the website. The Institute made a significant investment in a new website in 2013/14 and is largely happy with the design. However, we are open to making small enhancements to the design of our website, and social media channels, so that they are consistent with the new brand guidelines developed as part of this project. Changes to our website would need to be carried out in conjunction with our existing supplier. 
 
Publication templates 
 
The Institute publishes three main types of publication - policy briefs, policy papers and working papers - all of which require enhancement. The purpose and target audience for each publication is explained in more detail below.    

A policy brief or paper addresses a particular policy-relevant issue, usually relating to an upcoming decision. Each brief or paper usually consists of a concise summary of the issue, presented together with the decision-making options available and some recommendations about how the best option should be selected. Briefs and papers are aimed at decision-makers in the public, private and third sectors, including politicians, civil servants and business leaders. In general, a brief or paper is between 10 and 20 pages in length, although it can be shorter. There are two key differences between policy briefs and papers:

· Briefs usually synthesise research from a broad range of sources and organisations whereas papers usually present the policy-relevant findings from one or more research outputs.
· Briefs generally address issues that are of interest to non-technical decision-makers (e.g. Members of Parliament), as well as technical audiences. They have a much wider potential readership than papers and are published in a format that is designed by an external supplier. A good ‘ready reckoner’ for indicating that your paper is a policy brief, rather than a policy paper, is if it has a potential readership of over 500 people.

Because policy briefs have a wider readership, more effort and resources are invested in their design. Short runs of high-quality printed copies are also produced.

The design template for both publications needs to be enhanced. The policy paper design template must be in MS Word so that it can be formatted internally. For consistency, it should also stipulate font type, size, colours for headings, reference style etc. 

The design template for policy briefs can be more sophisticated and visually appealing and provided in the appropriate format. Again, it should stipulate font type, size, colours for headings, as well as any design stipulations for graphs and charts. 

Working papers are academic papers that are submitted to journals for publication. It can take some time for a journal to publish articles so they are published as working papers on the Institute’s website so that they can be cited. The content (copy, tables, graphs etc) tend not to follow a standardised format, so the new template would just need to be a front cover that can be attached in MS Word when the paper is uploaded to the Institute’s website.  


What we expect to see in tenders for this brief

In your response to this brief, the GRI expects to see the following in your tender:
 
· Full details of the process followed for a brand refresh project, including clear identification of the stages, outputs delivered at each stage, level of Institute involvement/consultation, key deliverables, number of design routes offered and timescales for delivery.

· Your experience of conducting similar projects e.g. examples of relevant rebranding exercises you have undertaken and relevant clients. Ideally we would want to see evidence of work done for clients that actively engage with government e.g. think tanks or trade/business associations or other firms in the energy and/or environment sector. We’re less concerned about evidence of working for other universities.    
 
· Details of your recommended team to deliver this brief, their expertise and experience of direct relevance.

· Details of your project management and quality control process and required turn-around times for Institute feedback and sign off to enable delivery by 1st August 2016.
 
· A full project budget breakdown, including your team day rates by individual team member, expected number of days on the project at each stage/against key outputs (logo/brand identity, brand guidelines, marketing materials, publication templates). Any project management fees should be costed separately. Please note that cost will be a core consideration for the Institute in the selection of its preferred agency. 

· The contact details for two previous clients or projects of relevance to this brief, who can be contacted for a reference as appropriate.

The tender process

The Institute invites interested agencies to submit a written proposal and budget outline. These should be submitted no later than 5pm on 4 April. Shortlisted agencies will then be invited to pitch their proposals during a face-to-face presentation on week commencing 18 April and commencing work ideally no later than 2nd May.  
 
Any questions for clarification can be submitted to Institute Administrator, Stuart Rodgers s.rodgers@lse.ac.uk, on or before 17 March.    

If you are shortlisted you will be invited to a face-to-face pitch. Please prepare to present your approach, experience, team and costs for up to 45 minutes, followed by up to 30 minutes of Q+A with the Institute’s Communications and Management team. Please provide 2 printed copies of your presentation to leave behind after the pitch. 

Budget and timeline  

The outline timescales for the project are:

17 March – questions and clarifications to be addressed to Stuart Rodgers, Institute Administrator (s.rodgers@lse.ac.uk)   
4 April – tenders received 
22 April – pitches for shortlisted agencies
2 May - project commencement

The hired agency would be responsible for developing a more detailed schedule for project delivery that includes key milestones requiring client sign-off of the various deliverables.

The budget range for the project is £10,000 - £15,000. Value for money will be a key criteria for shortlisting.          



Appendix 1

Table 1: Strategic audiences  
	Strategic audience group
	Organisations or department
	Priority

	UK national policy-makers
	HMT
BIS
DECC
CCC
DFID
FCO
DEFRA
MPs (Inc. select committees)
No. 10 Strategy unit 
Environment Agency
Welsh Government
	A
A
A
A
A
B
B
B
B
C
D

	Research community worldwide (incl. climate scientists)
	Tsinghua Chinese University
Kennedy School (Environment)
Resources For the Future
Cambridge University (individuals)
Oxford University (individuals)
PIK
FEEM
Tyndall Centre
Duke University
Earth Institute
MIT Joint Programme
Smith School 
Berkeley
Energy Institute UCL
Development and Planning Unit UCL
Environmental Change Institute, Oxford Uni
The Energy and Resources Institute 
	C
C
C
C
C
C
D
D
D
D
D
D
D
D
D
D
D

	UK businesses
	CBI
HSBC
McKinsey
GE
Institutional Investors
EEF 
Deutsche Bank
Shell
CMIA
IETA
Aldersgate Group
WBCSD
BHP Biliton
European Business Group
	B
C
C
C
C
C
C
C
C
C
D
D
D
D

	Key international organisations and bodies
	European Commission
OECD
World Bank
UNFCCC
IPCC
IEA
MDBS (Development Banks)
WTO
	A
B
B
B
B
C
C
D

	Policy-makers in the EU 
	European Commission, Climate Action
European Commission, Energy
Council of the European Union (president and members) 
MEPs
	A
A
A
B

	National policy-makers in the US, China, India & Australia
	NDRC (China)
Planning Commission (India)
Ministry of Environment and Forests (India) 
US Environmental Protection Agency
Department for Climate Change and Energy Efficiency (Australia)
	B
B
B
C
C


	NGOs and think tanks
	Resources For the Future
IFS
Environment Defence Fund
ODI
Policy Exchange
Royal Society
Pew
IIED
Bruegel 
WEF
ECF
WRI
E3G
GGGI
Chatham House
CPI (?)
	D
D
D
D
D
D
D
D
D
D
D
D
D
D
D
D

	UK and international media
	
	B
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