COMMISSIONING BRIEF:

Brand Review and Refresh for Port Sunlight . >
Port Sunlight

VILLAGE TRUST

Introduction

Port Sunlight is a unique heritage village, renowned for its rich history, distinctive
architecture, and strong sense of community. Established by William Lever for the workers of
the Lever Brothers soap factory, the village remains living proof of social ideals, design
innovation, and cultural legacy. Port Sunlight Village Trust (PSVT) is the custodian of this
legacy, responsible for preserving its heritage while ensuring its relevance to contemporary
audiences.

Today, Port Sunlight Village Trust is an independent charity with responsibility for the
maintenance and upkeep of the village, and a duty to its residents, both tenants and
homeowners, as well as businesses and visitors.

Having launched its 2025-28 strategic plan and three-year marketing strategy, it was felt that
a brand review and update play an essential part in the continued development of the Trust
and Village to attract new business, visitors and create a more engaging sense of place for
its residents and tenants.

This brief outlines the rationale and requirements for evolving the Port Sunlight and Port
Sunlight Village Trust brand to better reflect its values, engage broader audiences, and
support future ambitions.

About Port Sunlight

Port Sunlight was founded in 1888 by industrialist William Lever. He wanted to provide the
employees of his new Lever Brothers soap works and their families with decent and
affordable housing and a wide range of facilities, services, policies, and incentives to ensure
their well-being and ‘betterment’.

Port Sunlight is not the first example of an industrial worker village, but it is one of the finest
surviving examples in the world. It was an immediate precursor to and a model for the
Garden City movement and influenced the design of planned worker settlements, garden
villages and garden suburbs around the world from the turn of the twentieth century to the
present day.

Lever Brothers became Unilever in 1929 following a merger with the Margarine Union.
Today, Port Sunlight is an advanced manufacturing hub for Unilever and a centre for the
company’s Home Care and Beauty & Personal Care Research & Development. The
company considers Port Sunlight its historic home in the UK.

Port Sunlight is a Conservation Area and most residential properties; public buildings, and
monuments are Grade Il listed. The war memorial is Grade | listed. These provisions provide
statutory protection for the village, enforced by the local planning authority (LPA), Wirral
Council. The council are also responsible for transport and the maintenance of pavements
and roads in the village. Further protection is provided through restrictive covenants in the
title deeds of all residential property. Two sections of the landscape — The Dell, The
Diamand and The Causeway — are included in Historic England’s register of Parks and


https://portsunlightvillage.com/strategic-plan/

Gardens of Special Historic Interest. Ten of Port Sunlight’s green spaces are also
designated for protection as Urban Green Spaces by Wirral Council.

The village is home to approximately 2,000 residents, a mixture of owner-occupiers and
private tenants, living in 1,059 residential properties.

According to Place Informatics Town Visitor Data, the Port Sunlight Conservation Area
boundary had a footfall of just over one million people in 2024. We estimate this breaks
down as follows:

o Approximately 300,000 day-visitors, of which roughly 200,000 visited the Lady Lever Art
Gallery (part of National Museums Liverpool), in the region of 30,000 engaged in PSVT
activities including events, school workshops, guided tours, and visiting Port Sunlight
Museum, with the remainder visiting The Bridge Inn, Port Sunlight Garden Centre, and
The Gladstone Theatre.

o Port Sunlight also receives a high level of casual visitors, approximately 700,000, who
come for a variety of reasons, including dog-walking, attending Christ Church,
participating in village clubs and societies, for work and business meetings, visiting
friends and family members, attending the village school, and commuting via Merseyrail
to nearby Chester, Liverpool and Manchester.

About Port Sunlight Village Trust (PSVT)
We are an independent charity founded in 1999 by Unilever Plc.

Our vision is to make Port Sunlight “an environmentally conscious and socially
vibrant place, where residents are happy and engaged, visitors are captivated, and
everyone can learn from its stories.”

Our mission: We are the charity that keeps Port Sunlight relevant, working with
village residents and other partners to tell stories, care for historic collections,
buildings, and landscapes, and create an inviting place for people to live, work and
visit.

We are directly responsible for:

A diverse group of monuments (listed and unlisted).

A permanent museum collection and village archive.

All landscapes within the Conservation Area (except the back gardens of houses).

292 Grade ll-listed houses, equating to approximately one-third of the housing stock.

22 non-residential/community buildings including The Stables, The Lyceum and Hulme

Hall. Some of these buildings have tenants, both community and commercial, others are

used by us for our own activities.

¢ All garages within the village of which there are currently 309. This number will reduce to
130 by 2031 following an improvement programme.

¢ Port Sunlight Museum & Gift Shop, including the Worker’s Cottage, learning experience

SoapWorks, and The Gallery at Bridge Cottage.

We also work with partners and stakeholders to:

e Tackle social issues and promote community cohesion.
¢ Manage the visitor destination and raise its profile.
¢ Provide conservation advice to homeowners.

We employ approximately 50 people and work with organisational and community volunteers
to discharge its charitable objects. We are governed by a voluntary board of trustees with



expertise in housing, surveying, finance, conservation, landscape, planning, museums, and
heritage. Village residents contribute to our work, decision-making and village life through a
resident engagement strategy that includes a number of resident advisory groups.

Audience profile

Following a survey of all Port Sunlight households in 2024, for which there was a 63%
response rate, we know that:

o Approximately 42% of residents are 66 and over. This percentage is almost double that
of the Wirral area as a whole and contrasts with only 1% adults aged under 25.

e 20% of households have a member of that household who considers themselves to have
a disability be it physical or mental, which has a substantial and long-term effect on their
ability to carry out normal day to day activities. Physical impairment is the largest group
representing 34%.

Following a programme of audience research in 2024, we know that:

e One-third of visitors are aged 65 and over
19% have, or are visiting with people who have, impairments, physical or mental health
conditions or ilinesses lasting or expected to last for 12 months or more.

e Car is the dominant mode of travel to Port Sunlight at 66%

e Dwell time varies depending on nature of visit from 30 minutes to 3 hours + with frequent
visitors spending the least amount of time.

There are several core audience groups:

o The ‘Mission’ visitor — coming because of and for the history and heritage of the site, who
will typically visit most or all attractions on site. These visitors come infrequently but are
stay longer and spend more.

e The ‘Event-goers’ — in the village because an event they want to attend is happening
there (clubs, lessons, antique fairs etc.) — not directly linked to the heritage of Port
Sunlight, but an accessible venue to go to.

¢ The ‘Comfort’ seekers — looking for relaxation and calm, primarily in the outdoor spaces
in the village, meeting up with friends, or simply having ‘me time’. Relatively frequent
visitors, though with limited spend currently

e Habitual users — typically dog walkers, for whom the village is convenient and pleasant.
This group visit very frequently, but rarely spends

e Passing through — this might include people on their way to work meetings, events in
other places, a purposeful visit just to the garden centre or even the Lady Lever etc.

Rationale for this commission

Our current brand is well over a decade old and has been altered in recent years to
introduce a different colour palette and change the colour of the logo, while the brand
guidelines are simple and do not include important elements such as tone of voice, making
brand guardianship a challenge.

To inform how we will refresh the brand, recent consultation with residents, business, and
trustees has been undertaken to understand what the village means to them and what
motivates. These insights are outlined below and should form part of the thinking for any
creative execution.

o Strengths to Preserve:
o Heritage and Architecture: Central to the village’s identity and appeal.



o Community Engagement: A strong sense of belonging and pride among
residents and stakeholders.

o Museum and Storytelling: Effective tools for conveying the village’s narrative,
past, present and future.

o Authentic Aesthetic: Port Sunlight has an existing clear aesthetic.

o Legacy: PSVT is a 26-year-old charity with a compelling narrative.

o Challenges to Address:

o Limited Awareness: Port Sunlight is not widely recognised beyond its immediate
region.

o Outdated Branding: Visuals and messaging lack modern appeal and emotional
resonance, as well as low practicality.

o Lack of Human Element: Current branding focuses heavily on buildings —
though this isn’t necessarily a problem, it does not reflect the vibrant community
life.

e Opportunities for Growth:

o Broader Audience Reach: We need to directly appeal to younger generations,
international visitors, and potential supporters of PSVT’s work.

o Creative Risk-Taking: Bolder use of colours and design elements (including
typography) while still responding to Port Sunlight’s distinctive aesthetic,
contemporary design, and storytelling through diverse media.

o Strategic Projects: Ongoing work to realise Port Sunlight's commercial potential
for the benefit of residents and visitors, and the longer-term Lyceum Project, both
offer a chance to reimagine the visitor experience and brand identity.

e Other considerations:

o Our current colour palette is reflective of the Historic England mandated
colourways used on the doors in the village; these tell our heritage story, but we
are happy to be challenged and reflect on how these colourways are used
elsewhere to allow greater flexibility.

o Our research suggests a brand refresh; again, we would welcome creative
considerations to take the brand forward.

o We are an organisation with big ambitions but with a small team; therefore, the
brand needs to be developed so that brand guardianship is manageable.

Scope of works — Our requirements

The requirement is for a creative, agency or individual with visitor economy and place
creative experience to review the village’s requirements and its assets as set out below.
Consideration should also be given to plans for Port Sunlight, with our ambition for the
Lyceum in the next five years and other goals for the future, as set out in our strategic plan.
One of the key considerations is also having a brand that is adaptable and can be applied
flexibly to the various aspects of what we do (e.g. residential landlord, learning opportunities)
and public venues we manage (e.g. Port Sunlight Museum, Village Hall, The Gallery at
Bridge Cottage and SoapWorks). The creative should also think about brand attributes,
goals and tone. Port Sunlight requires an effective solution that will work across multiple
platforms and audiences, including:

Our position as a charitable trust for donors, and funding opportunities

A living, breathing village with residents and business at its heart

The village as a visitor destination with its architecture and heritage as key assets
Ambitions and development plans for the future



Considerations in its development

Core Brand Attributes to Retain

e The name “Port Sunlight” and “Port Sunlight Village Trust”
o Visual references to heritage and architecture

e Connection to the village’s historical roots and aesthetic

e Community-focused messaging and people at the heart

Brand Goals

e Modernise the Visual Identity: Evolve the logo and design language to be more
vibrant, inclusive, and contemporary.

 Humanise the Brand: Incorporate stories, faces, and voices of the community to reflect
the lived experience of Port Sunlight.

o Unify Messaging Across Channels: Ensure consistency across tourism, resident and
community engagement, events, and commercial activities.

¢ Increase Visibility: Develop campaigns to raise awareness locally, nationally, and
internationally of the village and PSVT’s role

o Support Strategic Projects: Align branding with initiatives like the Lyceum Project to
enhance visitor engagement.

e Champion Accessibility and Inclusion: Meet all relevant accessible design standards
and ensure we our creating an inviting place for people to live, work and visit.

Tone and Style

¢ Warm, Welcoming, and Inspiring

e Rooted in heritage, but looking to the future
e Creative, Curious, and Inclusive

Deliverables

o Refreshed visual identity (logo, colour palette, typography)

e Brand guidelines — including template direction, signage, and application for different
audiences

¢ Messaging framework and tone of voice guidelines

Budget
A budget of £7,000 + VAT has been assigned to this commission.

The total cost of the works presented as part of the response to the brief should include all
costs of delivery. We can support some costs, e.g., venues to host meetings and community
engagement activities, and marketing via our social media channels, quarterly village
newsletter, and stakeholder e-blasts should they be required.

Reporting relationships

You will report to Brian Pilkington, Marketing and Communications Manager at Port Sunlight
Village Trust. The Project Team is also likely to include:

¢ Mike Ward, Chief Commercial Officer & CEO Designate

o Alison Duckworth, Epona Marketing, Independent consultant

Submission requirements
You are invited to submit a proposal that must demonstrate the following:
e Your proposed approach and schedule to deliver the scope of work described above.

e Three examples of previous relevant projects, testimonials with contact details, of
references who worked with you on the project



e CVs for you (and your team, if applicable).
* Breakdown of costs by scope of work.
+ Creative concepts would be welcome, but are not essential

Skills and Experience

Please demonstrate experience and past projects relevant to this commission, in particular
the delivery of similar projects for the visitor economy, heritage and/or destinations. We will
require submissions to give three examples/case studies of previous work, including
outcomes and outputs, and client testimonial relevant to the work.

Equity, Diversity, and Inclusion

We are actively working to be a diverse and inclusive organisation. As part of our
commissioning practice, we welcome submissions from people who are from the Global
Ethnic Majority, Disabled, Neurodiverse, D/deaf, LGBTQ+, and/or from working-class
backgrounds.

Your proposal should be emailed to Brian Pilkington, Marketing and Communications
Manager, via email b.pilkington@portsunlightvillage.com no later than 12 noon on
Monday, 17 November 2025.

Timescales

Brief circulated 20 October 2025
Expression of interest and any questions received 27 October 2025
Proposals Received Mid-day

17 November 2025
Agency/Creative invited for Interview 25 November 2025
Appointment 28 November 2025
Ratified at Port Sunlight Village Trust Board meeting 10 December 2025
Brand Approval ahead of April 2026 roll out March 2026

Further information

For an informal conversation, please get in touch with Brian Pilkington, Marketing Manager,
via email b.pilkington@portsunlightvillage.com or in his absence, Alison Duckworth at Epona
Marketing, alison@eponamarketing.com

All other relevant PSVT policies, plans, research, and relevant strategies will be made
available upon appointment.

Appendix:

e Vision, mission and values
e Previous brands for context
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Port Sunlight

VILLAGE TRUST

Our vision

An environmentally conscious and socially vibrant place, where residents are
happy and engaged, visitors are captivated, and everyone can learn from its
stories.

Our mission

We are the charity that keeps Port Sunlight relevant, working with village
residents and partners to tell stories, care for historic collections, buildings, and
landscapes, and create an inviting place for people to live, work and visit.

Our values

Respectful

We value each other and what different people bring to Port Sunlight. We are
inclusive, welcoming to all, and treat people fairly. We reflect the changing world
in how we work and tell Port Sunlight’s story.

Collaborative

We work with village residents and our partners to make Port Sunlight special.
We believe effective communication is fundamental to our work. We find
solutions through collective and creative problem solving.

Progressive

We are always looking for innovative ideas and new opportunities. We learn from
the past to shape Port Sunlight’s future. We support and encourage one another
to learn, grow and act.

Genuine

We are proud to represent Port Sunlight and excited for the future. We are
approachable, ready to engage, and willing to listen. We are honest with
ourselves, and transparent with our residents and other stakeholders.
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