- Achieving successful destination
brands for living, work, rest & play

Kyiv, May 2015 '
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Architecture Trends...

Place Branding... Nations...Cities...
Audiences

London Real Estate Marketing Challenge
Offices and Business Centres

Shopping Centres

Creating Communities



SCG International: Real Estate Branding & Design

What Who Our
we do we are team

We add value to assets
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1. Building for Sustainability

2. Technology in Urban Real Estate Development

3. Harnessing Advanced Industries and Anchor Institutions
4. Modernising Urban Infrastructure

® Use of interactive power grids linked to smart appliances
® The installation of high-speed telecommunications lines
5. Preparing for Demographic Trends

6. Creating a mix of housing types to address Mixed Incomes
7. Addressig Population Density

8. Pedestrianisation

9. Eco Transport

10. Incorporating Public Spaces and Amenities

11. Creative Excellence

12. 3-D Printing

Source: http://urbanland.uli.org/economy-markets-trends/13-urban-trends-watch/



Architecture Trends in 2015

Wooden Skyscrapers Collaborative Architecture Convergence of public & private space

Courtesy of C.F. Meller and DinellJohansson A rammed earth zoo in New Zealand by Assembly Architects Limited http://www.standard8.com/img/exhibitions/projects/cs7_icrc_perspectives_1.jpg

Low & mid-rise affordable Green Transformation 3D Printing Buildings
housing solutions

Paragon Corporate Housing Philadelphia Parks Program Credit: 3D Print Canal House

]
Source: http://architizer.com/blog/trends-of-2014/ :' ‘1 SCG | N T E R N AT | O N A |_



Sustainability & Design

...Commercial design without a clear
sustainable strategy is doomed to fail-
ure....

... Green Building design without an
effective commercial strategy is likely

to be unsustainable ...
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Commercial success is based on achieving positive differ-

entiation in a competitive market
Branding is managing your image and reputation to cre-

ate an added value perception to differentiate

.... a place, product, offer, service and people
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Steel & Glass Buildings

Source: http://www.ecofriend.com/wp-content/uploads/2012/08/sustainable-urban-living-hks_0_kxXoC_69.jpg

Source: http://assets.inhabitat.com/wp-content/blogs.dir/1/files/2012/06/

Source: http://www.ecofriend.com/eco-architecture-project-green-a-sustainable-mixed-use-development-for-austin.html
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Commercial success is based on achieving positive
differentiation in a competitive market

Branding is managing your image and reputation to
create an added value perception to differentiate
.... a place, venue, product, offer, service and people



Audience Challenge: Commercial...political...social...
..stake holders...vested interests...individuals...
Engaging diverse international & local audiences.
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Competition for attention and preference in a globalised world

Enhanced status - a destination - a place where people want to
live, work and visit

Challenge:
Destination brand management
Differentiation Coherence Clarity of image

Meeting expectations of different target groups:

international tourists, residents,
and potential investors
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A megacity that defies the simple definition

"When a man is tired of London, he A worldwide hub -

is tired of life; for there is in London the capital of capitals
all that life can afford."” “'m leaving because the
Samuel Johnson weather is too good. | hate

London when it's not raining."
Groucho Marx

“"There's nowhere else like

° [ H r o
London. Nothing at all, If you're curious, London's London is a roost for every
anywhere.” an amazing place. bird - a modern Babylon
Vivienne Westwood David Bailey Benjamin Disraeli
London is a fantastic creator of jobs.
Poris Johnson London has the greatest serious London has become the libel capital
music that you can hear any day of of the world.
the week in the world Richard Dawkins

David Attenborough
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A mix of globally recognised architectural landmarks
Full of contrasts - old/modern, traditional/radical
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Diverse & quirky mix :
Human...Transport...Communication...Heritage
Innovative...Reinvented...Timeless...Obselete...
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Knowledge...Culture...Art...

:"\: SCG INTERNATIONAL



History... geography. A sprawling cluster of joined up
villages contributes to its unique diversity of character

History... New zones

Social & Functional Analysis of London, 1943
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Neighbourhoods?

Many outer London
boroughs are artificially
branded neighbourhoods.

They don't pass the “l come from...”
test- the sense of place
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The outskirts - names not places!

Outer London
Boroughs identity crisis?

Rebranding /reinventing
themselves in attempt
to differentiate and
create stronger

sense of place
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Consumers... Citizens

Changing needs and Aspirations
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Connecting Challenge
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Fngaging...Inspiring...Informing
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Diversity of incomes, lifestyles, culture,
needs, aspirations

Capital's population is changing not only
in its size but also in its composition,
distribution and quality of life.

Locations, concentrations and movement
of different groups constantly evolving

Upwardly mobile movement to suburbs:
ethnic group movements to outer
boroughs, suburbs and towns; young
people moving into inner diverse areas...
Poverty rates in outer london have risen,
in inner London they have fallen
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Creating visions
Projecting a lifestyle
Selling a sense of place ....
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London’s billionaire basement mania

Why are London’s richest on a digging spree?

Housing market obsession

Is London’s property bubbl

burst?

e starting to

'Panic Selling' In London

'q obsession
1 gquaring up o London 8 ob
ed Plan:

Flaw
A are footage

with squ

House prices: Bubble? What London bubble?

Britain’s obsession with house prices

There is one topic of conversation
in Britain right now: The insane
price of property, both to own and
to rent. People on modest, middle
class incomes who bought houses
for a few hundred thousand
pounds in marginal areas like
London's East End during the mid
2000s have suddenly found
themselves living inside assets
worth more than £1 million
($1.68 million).
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Replacing post-war buildings

Previous buildings

:,'\: SCG INTERNATIONAL



Architectural Branding. Aligning architecture and brand together
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Creating a traditional sense of place. "New heritage"

Our intention is that the idea behind Royal Wharf is groundbreaking, rather than any particular building. While much development along the Thames has tended to be somewhat skin
deep, our plans for Royal Wharf go much further: it's not that a river runs through it, but a high street, and off the high street, side streets, with the occasional mews. If this sounds famil-
iar, it's because we've taken our inspiration from the way London developed historically, providing the growing population, especially families, with a rich mixture of buildings, with many
different functions, but with an organic rather than a planned feel. Our ambition is that Royal Wharf will come to be seen as a model development for future urban regeneration.
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Creating a totally new sense of place
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Creating new city spaces
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London's highest residential
apartments. Rising 500ft above
a global financial district: a view
that few will share and a height-
ened sense of being even less
will experience. Look down on
one of the world's most power-
ful business centres. Look across
the whole of London. Look up to
no one.
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The Greenwich Peninsular Marketing Hub & Art Gallery

Conceived as part of the on-going regeneration of Greenwich
Peninsula, NOW Gallery will sit within the hub as a free,
permanent public art space. Its exhibitions will show for three
months each, featuring commissions from well-known and
upcoming artists and designers.
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Creating a sense of place and involvement

Making Poplar a place where people choose to live, work and enjoy life

ORDINARY WORKING LONDONERS

A Housing Association that has become a £300
million housing company bringing together,
with partners, a £1 billion regeneration project
on an area of land the same size as the Olympic
Site and almost opposite it. The HARCA are a
registered social landlord owning and managing
around 8490 homes in East London.
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- Offices...Business Centres...
- Mixed Use Real Estate

- New market dynamics

- Employer brand challenge
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The Shard ‘Cheesegrater’ 'Walkie talkie'
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The Shard - London landmark
Architect: Renzo Piano
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Retail space, offices and wintergardens, international restaurants,

309.6 metres high
95% of the construction materials are recycled

20% of the steel work is from recycled sources
72 habitable floors

A further 15 levels make up the spire

Shangri la hotel and spa, exclusive residences, public observation
galleries
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Architects: Rogers Stirk Harbour + Partners
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- 7371t high, 47 floors

- 610,000 sq ft of office space

- 18,000 tonnes of steel

- Components made and assembled off site
- The structure has no central core

- External frame provides lateral stability
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The Leadenhall Building -
A new meeting place
at the heart of the city

- The building sits on
16 inclined columns

& braces

- Creates 100ft high
atrium & public open
space

- Includes lawns,
seating, trees, shops &
event areas
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(for a while the Walkie Scorchie!)

Architect Rafael Vinoly

160m (525ft) tall, 34-storeys

A large viewing deck, bar, restaurants and Sky
Garden on the top 3 floors

Top heavy design maximises premium top
floor space
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A park in the sky?
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Architects: Marks Barfield (Jane Wernick engineer)

The world's tallest cantilevered observation wheel

“The Eye has done for London what the Eiffel Tower did for Paris, which is give it
a symbol and let people climb above the city and look back down onit".

Richard Rogers
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Architect: Richard Rogers

A tensioned fabric over a skeleton of steel

12 supports represent months of the year and hours on clock face
Diameter of 365 meters represents days of the year

Centre is 52 meters high to represent weeks of the year

Now one of the most successful entertainment venues in the world
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- ‘Life is work, work is life’
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- Work, rest, play
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A new office consumer... TMT sector

New occupiers... young millenials

‘Studios’ not offices

Blurring of work and play work is life...life is work
- Want funky locations...place that has buzz...
squares, parks, restaurants, retail, hang-outs

- Want authenticity...character...history

- Want facilities...cycles and showers...

- Want ‘value’ - flexible space, contract options,
lower ‘different’ specifications
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Tea Building London The new ‘A’ Class
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Integral, Moscow
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* Group M

* MEC

* Maxus

* Mindshare
* Mediacom

5 levels... 9,500 sg metres

“Legenda Tsvetnogo" Business Centre, Moscow
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HSBC
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Branded office workplaces

To engage... to motivate...
750 offices in 87 countries

Strategic global graphics concept
to reflect values and attributes:
open, dependable, connected

A unified look and feel adapted to
suit market and cultural mindsets

For head and general offices, data
centres, call centres
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Shopping Centres

Where people want to be... again and again
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Brand Equity = Image and Reputation = Capital Value

Your brand is an asset... that needs to nurtured and managed

The Challenge:
To achieve a synergy of branding,marketing and visitor experience

Positive Differentation... Delivering the Promise... Optimising Resources
>'2 SCG INTERNATIONAL



Boulevard

Before

After

Luxury fashion shopping
centre, located on stylish Kings
Road in Jeddah, Saudi Arabia

* 10,000 m2 open-air mall tenanted by top
international fashion brands

Premium, exclusive fashion destination for
wealthy, elite target market - both men
and women

Graphic development to make identity more
elegant, create monogram and dynamic
brand textures

Transformation of existing building shell
structures through adding key features and
design elements

Rooftop ‘designer’ cafe/restaurants, water
features, screens, balustrades, seating,
canopies and terraces

Our Role:

Identity development, signage and wayfinding,
brand strategy and social media marketing
campaign, shopfront guidelines, lighting,
landscaping and design treatments throughout.

_Jl_Q_Jg_J
oboulevard
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Boulevard Fashion Blog
Brand Concept & Digital Marketing
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Before we started...
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" Always Different, Always Yours"

Yeos
o
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KanengocKon

Bcerpa pa3Hbin, Bceroa tBou
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0630p MECTHOCTU
Site Overview
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Menu

Kaleidoscope Mall
Tenants

Gallery Brands

Services

Leisure and Entertainment
Photo Gallery

Videos

Write a letter

Getting Here

Contact

Opening Times

m-8.00pm

30am -8.00pm
9.30am-8.00pm
9.30am-8.00pm
m - 8.00pm
9.00am-8.00pm
" m

Bank Holdays 10.00am - 6.00pm

Events

Catwall
Stow

tch up on our exclusive winter

KAREN miLLEN

Cinema

Whatson

Three Musketeers

Leisure

Ice Skating

tum occaecs
cupiditate
providentsimilique
suntin culpa qu

Bowling

provident Similique
suntin culpa g

Kids Club

provident Similique
suntin culpa q
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2009

Challenge - Phased upgrading
of a well known city centre
venue. Replanning tenant space
to‘open up’complex vertical mall

Strategy - Creating a

premium destination for

a two stage development
programme - phased identity,
communications, environments.
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The ‘Before’
June 2009
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Smolenskiy Passage reflects and communicates the special history and traditions
represented in the name.
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‘A vibrant city space -
always something happening’
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Info lectern
SPW-5010

SPW - 5004
SPW-5011

s— 1o

7— 1
s
SPW-5001 = ~7 7=~
2 ’ \
] 1
’ 714
~ 7’
3 ~Sam—
SPW - 5001 4
1
SPW-SOO«‘ 1

WC cube

1

1
HE

1
m

SPW - 5004 N
5 5 5 SPW - 5006 112

— — — 1

- SPW - 5005

door info stickers to

toilet doors

First floor plan option A

not to scale

Key

1 SCP banquette seating

2 Champagne bar with moveable screen
3 Champagne bar table seating with moveable screen
4 Info reception

5 Advertising

6 Graphic wall treatment

7 ATM

8 Parking ticket machine

9

10 Secondary promotion

11 Segis bench

12 Toilet wall graphic

13 Floor standing lamp

14 Big event / exhibition

SPW - 5001 Main totem directory

SPW -5002 Freestanding - floor directory

SPW - 5003 Wall mounted - floor directory

SPW - 5004 Ceiling sign 1500x300 - directional

SPW - 5005 Wall/column 400x300 sign - directional
SPW - 5006 Wall / column 200x200 sign - directional
SPW - 5010 Info lectern

SPW - 5011 Business directory

Note
All furniture elements (including champagne bar) to be
moveable to allow for special events, i.e. fashion show

>'2 SCG INTERNATIONAL
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PUBEP MOJ1JI

RIVER MALL

ToproBo-pa3sBnekaTenbHbIN LEHTP
OTtkpbiTre: VI kBaptan 2015

Shopping & Entertainment Centre
Opening: Q4 2015

Tynbckas

BbirogHoe
MeCTOpPaCnoNOXeHNe

M OT/IMYHAsA TPaAHCMOpPTHas
DOCTYMHOCTb

Beneficial location and excellent
transport accessibility

% . ABTO3aBOACKaSA

N—

)
J

3amockBopeLKas

e

CepnyxoBcko-TUMMpsisel

BCKas
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Concrete fortress... Regeneration catalyst
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Creating a special sense of place
Optimising the unique river front
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Market challenge

Meshcherskiy Park
'‘Creating spaces as places’

Rublevo - Arkhangelskoe
Putting on the map
Creating a sense of place and community



Creating communities not "housing”
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Successful Placemaking is all about People...
the Consumers!




Residential development challenge
Creating communities not "housing”

Source: Superpool, Istanbul, Turkey Atelier d'Architecture Autogérée, Paris, France

http://www.fastcoexist.com/3038982/visualizing/6-imaginative-redesigns-for-the-worlds-fastest-growing-and-most-unequal-cities
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Checklist Criteria

.... Creating a sense of place ... narrative ...naming / icons - district,
streets, buildings .....signage .... communications...

...Sense of uniqueness...design personality - architecture, site,
landscape and feature treatments

...Multi functional ... accessible ... focal points... human scale ....

...Priorities for pedestrians... cyclists... walkable ...safe... ' streets ' not
roads...footpaths...
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Checklist Criteria Cont...

...Natural surveillance ...interesting populated spaces ....

.... For all ages and interests .... social life ....health....education...

....Mix of social groups ... activities ...sports ...shopping ... clubs...

...Community residents and business involved and engaged ...

... Neighbour interaction ...social events...activities ... day to day
contacts... 3'2 SCG INTERNATIONAL



Creating Spaces as ’ Places'
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TOILETS

.
L )

PLAYGROUND

BALL GAMES

NATURE TRAIL

PICNIC AREA

o

CYCUING TRAIL

@ v

l _.i NPUPOLHBIA MAPK

HORSE RIDING

Meuiepai
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Brand Platform  eanamesage

Life's simple pleasures
Our natural heritage
Nature for everyone

Enjoyment for all

Tangible features that visitors experience.

The human characteristics that the brand expresses.
How the brand promise is delivered.

The emotional connection between the visitor & the brand.
Natural woodland

Enhanced landscapes

Open air recreation

Sports and leisure activities
Entertainment and relaxation

Accessible, open, welcoming
Friendly, sociable
Responsiveto different moods
Diverse, interesting, exciting

Positioning
Statement:

Brand Promise

The essence of the brand and the benefits pledged to the visitor
The countryside on your doorstep .
—‘,\1 SCG INTERNATIONAL



Wooden structure blends in environment  Unintrusive covering Observation structures/shelters

Imaginative architectural structures can
enhance the environment and make

the park a distinctive, memorable place.

Large scale structures for cafes

Wood structure viewing platform Observation structures/shelters Modern Viewing tower

Pods

Small huts or tree houses

Modern Cafe
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Using twigs from the woodland Wooden tree sculptures Winter ice sculpture Colour painted logs

Creating inspiring and organic sculptural
features out of the natural elements

within the park - wood, snow, ice, stone.

Character painted logs Large interactive sculpture

Winter ice sculpture Using branches Rock Sculptures create impact Hedge figures
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Colourful wind turbines (+sustainable energy source) Play sculptures Intriguing trail

Colourful and bold sculptures create
impact, enhance the environment and

can be fun

Interactive/playful Scattered and random

Interactive for kids With nature Small but fun Large Scale impact
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Surreal bench Changing long bench

Creating different types of environments
and atmospheres through seating —

fun, intriguing, visually exciting,
unexpected, unusual.

Abstract Seating Playing with scale creating fun

Natural Wood

Melting structure

Marble

Stone painted

Relaxing Pod

Hanging lightweight seating

>'2 SCG INTERNATIONAL



Swings Soft molds in the ground Large wooden playground

Playgrounds can add an important
imaginative dimension to the space. They

should fit well with their surroundings.

Small playground

Interactive wall

Water features

Climbing

Figure/character playground

>'2 SCG INTERNATIONAL



Tree top bridges Simple wood trail Pond walkway Woodland trail

Exploring the park can become an
adventure through different types of

feature pathways which enhance the
local topography.

Rope bridge

Sculpture trail — traditional, Viewing platform Rope bridge
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Low maintenance stone work Tree Tunnel Bridge Garden Stone pound work

Gardens can be manicured or low
maintenance, architectural or natural,

social places or quiet retreats.

Open Beer garden Japanese Stone garden

Cafe garden Children’s garden Rockery / Wildlife garden
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Small lights wrapped around trees Colour projects Lights on ground

Lighting and projections can create
enhanced effects and a seasonal

atmosphere.

Lights on structures

Magical effects Sculpture with glow lighting

Trail lights
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Fretcut signage Woodcut signage Hedge signage

Use of natural materials to create
organic feel to signage that blends

with surroundings.

Natural rock Message on steps

Simple but effective Using old wood to create sign Simple flags can be used for direction
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Banner signage Signage can be used for interesting seating Signs that glow at night

Signage can create inspiration as well
as communicate information.

Nature info panel Information on the ground  Impactful and playful

Large scale for impact Small info ground panel Large scale signage Simple yet effective
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BHAEHHE

THE VISION

A gateway to a better life

A future proof development

Arange of lifestyles +
Long term appeal.

work options
Relevance + sustainability
A FIRST CHOICE
LOCATION & DESTINATION
“THE FUTURE NOW"”
Freedom within security \ .
5 KEY DEVELOPMENT PRINCIPLES Il community

in a beautiful place

A UNIFIED VISION FOR ACTION

BRAND VISION & STRATEGY 2

CITY BRAND / ELEMENTS

ONAEMEHTDI

ELEMENTS

OPTIMISE KEY ELEMENTS

LOCATION PLANNING & ARCHITECTURE LANDSCAPE UATER

20 minutes from central INFRASTRUCTURE Fusion of contemporary, Green, fresh, natural, diverse . Surrounded by water;

Moscow but a world away. Distinct districts. heritage & traditional values. Outstanding hard & soft the freshest part of the
Individual character & appeal Memorable skyline landscaping. Moscouw river.

within an overall coherence.
Experience of space and quality.

(LU
- -
[A)

Water features: fountains,
bridges, ice sculptures,
skating

Changing character &
perspectives.

Cool, fresh, calm, reflective,
inspirational/dynamic,
eneraetic. livelv.

SCG INTERNATIONAL



T ——
TEMbI, OBPA3bI, COOBLLIEHHA

THEMES, INMAGERY, MESSAGING

SECURITY vccstserresdon SUSTAINABILITY  Riaae

‘In safe hands’ y
Responsible, nurture, long term view, preserve, protect and conserve

Safe, protected, watched over, cared for Embracing latest sustainability and environmental values -
Comfort, confidence, calm, seclusion, Privacy assured, no worries/carefree maximising natural light, materials and green technology
Openness, freedom, liberty, unrestricted Environment, natural materials, greenery, water —

Qasis, haven Commumtyf

Like minded community Future Proofing

13

BRAND VISION & STRATEGY 1 4

T ——
TEMbI, OBPA3bI, COOBLLEHHS

THEMES, IMAGERY, MESSAGING

/]
HEART A vibron community DREA[) fheuturenour

‘Enter info a new world’
Pulse, buzz

Spirituality, shared beliefs and values GAT E l l IAY Realisation of the dream,

Community hub/amenities, traditional core, central focus Idyllic, ulimate, best
Opportunity beckons

>'2 SCG INTERNATIONAL
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CTPATEIMMA BPEHAA

BRAND STRATEGY

17

CITY BRAND

The brand concept for the original scheme was based on the bird of paradise, drawing on the bird's mythical status as
divine, never needing to land and coming from a terrestrial paradise — heaven on earth. The bird of paradise image was
accompanied by the name PybaeBo-Apxareenbckoe signifying the location. This single image identity was however limited
in scope, application and appeal. There was a need therefore o develop the identity to create a new concept to meet new
challenges and criteria

The new identity brings together the key elements which make this a vibrant and exceptional development. It reflects the
scale and diversity of the project, signals a new management approach and communicates a modern ethos, appecling
to a range of different audiences. The distinctive use of imagery within the name initials achieves a strongly differentiated
approach that reflects the variety and complexity of the city concept.

Itis a unique, memorable and contemporary mark that creates a multi-layered approach, allowing positive flexibility of
application and usage in keeping with the diversity of communication requirements

DEVELOPER BRAND

The Developer Brand takes the unifying and dynamic graphic symbol at the heart of the City Brand as a single branding
device. A clear synergy and relationship is therefore established between the two. The Developer Brand has strength,
integrity and authority. It acts as an endorsement to the City Brand and as a corporate brand in its own right aimed at relevant
business audiences and stakeholders

OLD CITY BRAND/
OLD DEVELOPER BRAND

NEW DEVELOPER BRAND

ClTY BRAND

(LU
- -
[A)

CITY & DEVELOPER BRANDS / STRATEGY

<

PYBJIEBO

APXAHIESTbCKOE

CITY BRAND

BRAND VISION & STRATEGY 1 8

CITY & DEVELOPER BRANDS / THE MARKS
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MAPKETHHIOBbIE MATEPHAADI

MARKETING MATERIALS

CBoboga Boibopa

HoBolIl cTuAb U3HU

RESIDENTIAL SALES BOOK

Inner page examples

53

CITY BRAND / MARKETING MATERIALS

Markefing materials will be produced fo a high
specification o reflect the premium offer and
maximise the creafive opportunities that all of the
different brand elements provide. There will be both
consistency in look, feel and quality, along with
versaility in inferpretation and application of

the brand

Some typical examples of marketing materials such
as a special presentation pack, brochure, invitation,
magozine/newsletter, billooard and DD are shown
onthe following pages.
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CITY BRAND / MARKETING APPLICATIONS

[MTPUMEHEHHME BPEHAA

MARKETING APPLICATIONS
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Seasonal publication
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APPLICATION EXAMPLES

Billboarc

UNDER CONSTRUCTION

Www.ra-city.ru

Sustainability literature

Workwear

Construction hoarding
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Creating Brand Synergy™
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