
 

 

 
 
 

The David Livingstone Trust 
 
Marketing and Communications Brief – Invitation to Tender 
 
Brief Issued:  16th February 2018 
 
Tender deadline: 2nd March 2018 
 
Background 
 
The following brief has been developed by The David Livingstone Trust (DLT) which 
wishes to appoint a marketing agency to develop a ‘ready to implement’ marketing 
and communications delivery plan for the David Livingstone Centre in Blantyre, 
South Lanarkshire.  
 
The Trust was established in 1930 and is charged with maintaining a National 
Memorial and Museum to David Livingstone (1813-1873), the world-renowned 
explorer, medical missionary and anti-slavery campaigner. Hailed as ‘Africa’s First 
Freedom Fighter’, Livingstone remains a positive example of international solidarity 
and his story presents Scottish history, culture and learning within a truly global 
context. Born in Blantyre Mill, a poor millworker’s son, Livingstone was inspired by 
the ideas of the Scottish Enlightenment, by faith and by the mill’s commitment to 
workers’ education. 
 
This zest for education, passion for exploration and a deep faith, led him to become 
a Christian missionary.  Livingstone spent 30 years exploring southern, central and 
eastern Africa, often in places where no European had previously ventured.  His 
discoveries, geographic, technical, medical and social, provided a complex body of 
knowledge that is still being studied today.   
 

The David Livingstone Centre is located on the site of the former Blantyre Mill. 
Established as the Scottish National Memorial to David Livingstone in 1929, it 
comprises Shuttle Row, the millworkers’ tenement block in which David Livingstone 
was born and raised; an important, accredited museum collection; and a visitor 
centre, all set in 11 hectares of Parkland along the banks of the River Clyde. 

(Appendix 1) 
 



 

 
 
 
 
The Birthplace Project 
 
In recent years, the David Livingstone Centre has suffered from a lack of investment 
and has seen declining visitor numbers. 
 
In July 2017, the DLT announced that it had been awarded £6.1m in investment 
funding from the Heritage Lottery Fund (£4.1m), the Scottish Government (£1.375m) 
and Historic Environment Scotland (£575,000) to transform Livingstone’s birthplace 
into a leading tourist attraction appealing to visitors from across the world. The 
attraction will be redeveloped to provide a vibrant new museum that will reignite the 
powerful story of David Livingstone for new generations and tell the story of a former 
mill-worker who became one of the most popular British heroes of the Victorian era 
and a hero of Africa today.   
 
The Museum will communicate the importance of Scotland’s intellectual and 
humanitarian heritage. 
 
As part of the redevelopment, the interpretation of around 3,000 internationally 
significant artefacts will be modernised and based on a number of ‘themes’. Visitor 
facilities such as the café and shop will also be upgraded. In future years, the 
parklands surrounding the David Livingstone Centre may be further developed to 
include, walks, cycle ways and other activities, providing an appealing outdoor space 
for visitors. 
 
The Museum will also be a centre for research,  
 
The Museum is currently closed and work is set to begin in June 2018, with a view to 
re-opening the attraction in Summer 2019. It is envisaged that the re-developed 
Museum will be open each year from 1 April – 31 December, Wednesday-Sunday; 
the café and shop are located separately in the African Pavilions and will be open 
year-round. 
 
Once opened, a programme of events will be delivered throughout the year including 
family fun days, music and community events, etc.  A schools programme will be on 
offer, in addition to collaborating with other research programmes and domestic and 
international partners (e.g. Scotland Malawi Partnership). 
 
A new website is being created, and while not part of this brief, all emerging branding 
materials from this brief will be applied to the website to ensure consistency. Current 
information about the project is currently communicated via the David Livingstone 
Trust’s website: www.david-livingstone-trust.org 
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Challenges 
 

• David Livingstone has dropped from general awareness in the UK, although 

he remains more warmly remembered in Africa, and by faith groups 

internationally. 

• The David Livingstone Centre is located in some of the most deprived deciles 

in the Scottish Index of Multiple Deprivation. 

• There is a sizeable potential market in the Greater Glasgow area, however 

much competition exists from other heritage sites with significant family 

appeal. 

• There is currently no dynamic, contemporary or compelling branding for the 

Centre 

• The David Livingstone Centre will operate with a very small team of staff and 

the marketing and communications delivery plan must take this into 

consideration. 

Marketing and Communications Aim 
 
To develop a ‘ready to implement’ marketing and communications action plan for the 
re-launch of the David Livingstone Centre through the Birthplace Project.  
 
Marketing and Communications Objectives 
 

• To build a strong suite of visual, ‘sound bite’ and ‘strap line’ 

branding/marketing material to be used for a range of audiences – visitors, 

on-site (shop and café), on-line, fundraising, TV, radio etc.  

• To build excitement around the launch of the redeveloped Museum with the 

aim of attracting around 26,000 visitors in the first year after re-opening. (In 

Livingstone’s Bicentenary year in 2012, 23,000 people visited the attraction.  

This number has fallen significantly since). 

• To position the café as a year-round destination in its own right. 

• To promote the Museum’s events programme and school’s initiatives 

• To generate awareness of, and interest in, David Livingstone amongst key 

target audiences 

Target Audiences 
 
Most recently, visitors to the Museum have consisted of the following groups: 

• Schools 

• University of the Third Age 

• Retired Couples 

• Families (especially during the Summer) 

• Overseas visitors (primarily Africa, North America) 

• Faith groups 



 

• Previously many of the UK visitors were National Trust or National Trust for 

Scotland members.  Around 50% of visitors are from the local community.  

• Around 27,000 local people currently informally use the Park around the 

David Livingstone Centre every year, 

• There are around 260,000 people living within a 10-mile drive time of the 

attraction.  

 
Following the Birthplace Project and the re-opening of the Centre, DLT has 
identified the following key target audiences: 
 

• Children, young people and schools in South Lanarkshire & Greater Glasgow 

• Families in South Lanarkshire, Greater Glasgow and Scotland-wide 

• Adults with an interest in history 

• Community Groups (Blantyre, South Lanarkshire) 

• Faith Groups 

• African Diaspora living in Scotland 

• Global audience 

• Local businesses (venue hire) 

• Those engaged in Scotland-Malawi/Zambia projects and research (schools, 
universities, small charities, individuals) funded by the Scottish Government. 
More than 94,000 Scots are actively involved in civic links with Malawi. 

 
 
Specific Marketing Tender Requirements 
 
DLT requires the services of a marketing communications agency to help raise the 
attraction’s profile in the run-up to its reopening, at the time of launch and in the 
immediate post-opening period.  
 
Your tender should include costs for developing the following: 
 
A three-year marketing and communications plan (2018-2020) to reach key target 
audiences and present the Museum as a dynamic visitor experience where people 
can learn about and be inspired by Livingstone’s story, his childhood home and the 
collections.  
 
This plan would feature: 
 
Brand development for the David Livingstone Centre, including recommendations on 
the centre’s name and development of appropriate branding to be used for marketing 
collateral including: website, promotional literature, interpretative panels, on-site 
signage, advertising, social media, tickets, display boards, etc. 
 
A marketing communications plan including recommended marketing channels, 
costings, timeline of marketing activity (based on Spring/Summer 2019 opening), PR 
and social media strategies. It is envisaged that most of the marketing plan will be 



 

delivered by the Museum team, but it is anticipated that some assistance with 
delivery of the project on the ground will be required in the initial stages from Spring 
until Summer 2019. This is likely to include utilising and delivering specific marketing 
tools, such as direct marketing, print material, and other media to achieve the 
budgeted visitor numbers and ensure a successful re-launch.  
 
An action plan detailing the activities planned and the corresponding activities, 
timescales and resources that will deliver these. 
 
Your tender should include: 
 

• An indication of the marketing tools and overall strategy you would deploy in 

order to achieve the objectives, together with an indication of the approximate 

budget, or percentage of the budget, to be allocated to each 

• A summary of any relevant agency experience 

• Details of agency day rates 

• Background on specific personnel who would work on the account 

• The agency will be required to have the following indemnities: Public liability 

insurance of at least £2 million. Professional indemnity of at least £1 million.  

Budgets 
 
The David Livingstone Trust is a charity and budgets for this activity are limited. 
 
The following is an indication of approximate budgets available however this may 
vary depending on the planned activity and is likely to include any related production 
costs.  
 
2018 -  £10,000 
2019 -  £20,000  
2020 -  £15,000 
 
These budgets are to cover all aspects of marketing including agency fees, 
promotional literature, advertising space costs, brand development, etc. (They do not 
include external or internal signage). The annual budgets are flexible and may be re-
adjusted based on the agreed action plan.  
 
Tender Submissions 
Any questions about this tender document should be submitted in writing to 
grant.mackenzie@dltrust.uk. Responses will be shared with all agencies submitting 
tenders. 
 
Tender Submissions must be received by 12 noon on Friday the 2nd  of March  and 
delivered electronically to: grant.mackenzie@dltrust.uk 
Submissions received after this time will be discarded.  
 
16th March 2018 -  Agency appointed 
By 27th of April 2018 - Initial Marketing plan delivered by (4-6 weeks after 
appointment) 

mailto:grant.mackenzie@dltrust.uk
mailto:grant.mackenzie@dltrust.uk


 

 
Appendix 1 
 

The David Livingstone Centre 
The Trust’s property, David Livingstone Centre (DLC), is located on the site of the 
former Blantyre Mill. Established as the Scottish National Memorial to David 
Livingstone in 1929, it comprises Shuttle Row, the millworkers’ tenement block in 
which David Livingstone was born and raised; an important, accredited museum 
collection; and a visitor centre, all set in 11 hectares of grounds containing gardens, 
children’s play areas, walking trails, and archaeological remains of Blantyre Works 
Village. The site sits within the Clyde River Strategic Wildlife Corridor and a large 
part is SSSI designated woodland, woodland regeneration habitat and wetlands. It is 
also home to a wide range of animal species including bats, otters, badgers and 
heron.  
 
David Livingstone (1813 – 1873) was born in Blantyre Mill, a poor millworker’s son. 
Inspired by the ideas of the Scottish Enlightenment, by faith and by the mill’s 
commitment to workers education, he went on to become a world-renowned explorer, 
medical missionary and anti-slavery campaigner. Hailed as ‘Africa’s First Freedom 
Fighter’, Livingstone remains a positive example of international solidarity and his story 
presents Scottish history, culture and learning within a truly global context.  
 
Blantyre Mill was built in 1785 and was a major industrial location on the Clyde. It was 
contemporary with New Lanark, founded on similar enlightened principles with a strong 
focus on the improvement and education of its large workforce. The Mill continued to 
operate until 1904 and by the 1920s Shuttle Row had degenerated into a slum. 
However, the Mill’s history as the birthplace of David Livingstone inspired a campaign 
by local people to preserve it as a lasting monument. Following a general mobilisation 
of the Sunday Schools of Scotland, the Shuttle Row buildings were saved and 
refurbished as the heart of the Scottish National Memorial to David Livingstone.  
 
The A-Listed Shuttle Row comprises an 18th century tenement and terrace, 
outbuildings and a forecourt, describing the former communal courtyard and laundry 
area. The main building, a rare surviving example of early industrial housing, houses 
the existing Livingstone Birthplace Museum over three floors. It includes the restored 
single room where Livingstone was born and a sequence of galleries containing 
interpreted displays. The adjoining buildings contain offices, stores and meeting space.  
 
The 3,000 piece David Livingstone Collections are unique and internationally 
significant. At their core are many of the items that were saved and returned to Britain 
by Livingstone’s African companions, alongside material donated by Livingstone’s 
friends, family and neighbours. As such they represent a remarkable, international 
effort by community members across a considerable stretch of time to create a material 
record of Livingstone. This Collection continues to be subject to important new 
research. One important part of the Collection is the Blantyre Works Library, a unique 
surviving early worker's education resource and an important educational foundation 
for Livingstone’s remarkable life journey.  


